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Study on the Influence of Mobile Banking on Customer Satisfaction
In Surat Thani Province, Thailand
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[Abstract] Due to the fierce competition in the banking industry, all are trying to retain existing customers and accelerate the expansion of new
customers. The bank is constantly innovating financial products and services to meet customer needs and customer satisfaction. In order to attract
customers to use the services of the bank, namely mobile banking. Mobile banking is necessary for us to continuously improve the service, which can
lead to the maximum satisfaction of the service users. Therefore, the aim of this study was to explore the marketing mix factors affecting customer
satisfaction with the use of mobile banking services. Based on the literature review, the hypotheses and the study model were proposed, and 210
validated questionnaires were collected through the network form, and the collected data were statistically analyzed using SPSS23.0. This paper uses
empirical analysis to conclude that in addition to personnel factors, product factors, price factors, logistics factors, channel factors, promotion factors,
process factors, and tangible display factors all have a positive influence on the satisfaction factors. Based to the conclusions, the research defects and
prospects for the future.
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