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Abstract

The purpose of this study was (1) to study the different demographic
characteristics that affect the satisfaction of the K Mobile Banking Plus application
users. Of consumers in Bangkok (2) to study the marketing factors via mobile
phones (Mobile Marketing) that influence the satisfaction of users of K Mobile
Banking Plus applications. Consumers in Bangkok Which is a quantitative study by
the survey method which is derived from the collection data analysis Both primary
data through questionnaires Structured And secondary data from books and
academic reports The researcher has collected data from Sample group with
convenient selection method In Bangkok, a total of 385 sets

Most studies Found that most of them were male, age 20-30 years old.
Level of education, master's degree and income 45,001-60,000 baht. Personal
factors, career and income Affecting the satisfaction of users, users of K Mobile
Banking Plus applications Consumers in Bangkok With statistical significance at the
level of .05 and in terms of marketing factors via mobile phones in terms of short
messages (SMS) and messages via mobile applications (Mobile Application)
affecting satisfaction Of users who use the K Mobile Banking Plus application

Consumers in Bangkok With statistical significance at the level of .05.

Keywords: Mobile Marketing / K Mobile Banking Plus application / K+
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udu TdufinawanunssddsiianuaziBenuazanuatsaulndidssiuildsu
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Usuguuuy nstinmsansuimsndvdiliuinmsinumsavnduguuuunsliuing
sUuuulmidadonin vimssuasmalnsdwiidlefie (Mobile Banking) (1n3esdndl 1a3ay
29Adnm, 2561)
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Joyanfsgianiuniade uassienudvinis ganwdnisivdeyasinngudisgianieg
Fen1sfaidenuuuazain (Convenience Sampling) lungaimmamuAs s1uaAy 385 14
ol nqusneeafugnsenuuvasunussnuios Tutudl 1-31 fuiay 2562 wéath
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vatinsniadu (Interval Scale) Fwauvianan 4 sUsuy Tdun donnudi (SMS) $1umu 4
U9 Tonruantine (MMS) 97Uau 4 U8 Quick Response Codes (QR Codes) 41U7u 3
fo warluune uwonmalatu (Mobile Application) S1uau 4 9o saudu 15 4o

ddt 3 Monudeafuanufianelalunisldeusenmdindualuursuuadionda
Hunu fifrovasdondennouifivdaien wihdu lnelassadamanuuveiinsniady
(Interval Scale) F8wauviavin 4 fu Idud auamuinislunmsu (Overall) $1uau 3
U8 AMAYRIUINNT (Perceived  Value)  91udu 4 99 AnuAIanisvesglduing
(Customer Expectation) 91U2U 3 78 LLazm'ﬁ%'ENﬁEJuEUENQﬂﬁW (customer feedback)
J1uau 5 4o st 15 1o

A3UNAN13IY

' LY 1

nauAleg1adulng Wulszansineaye Sesar 53.2 01y Jo1y 20-30 T

q

Anduseay 49.1 Jordnnidnanuusenenvuandusovay 41.8 IsgaunsAnuuSuan
n mnﬁq@ Wudesay 52.0 uaziliseldndsseiieu 45,001-60,000 v Andudosay
47.3

ﬂfju¢'haEJ'1qa'auimyﬂﬁmmé’ﬂé’fzyﬁ’uﬁﬁwwamﬂmuimﬁwﬁm?{auﬁ
(Mobile Marketing) Tunwsimegluseduuin laedaade 4.04 lagf1u f1u Quick
response codes (QR codes) fiafiuniian sesasun Téud drudonrudu (Sms) Fula
w18 wenndnd (Mobile Application) wag frudernudadiiiis (MMS) dofinnsanidu
FIAIUNUI

Frudioninudu (SMS)  Wanuddneglussduanniian fdwads 4.25 e
fsansedenuin Wienuddgiunisudafousiu SMS wniign sesawn Téun n1s
wafoutniasvsodnsiiem warnnsds SMS Tutnaandifiemy anuddu

sudiorusiadiiie (MMS) Timnuddyegluseduuiunans fidiade 3.11

Wie fa1saunsiede wud deanudaniide (MMS) Tideyandaaunsninuagidedsunn

=

fign 50909 oA n3ds MMS udadnansvidedvdfivay nisds MMS Tudisaniifivy
warN13a MMS Ud9917815 ANNaIRU

A1 Quick response codes (QR codes) Iﬁmmﬁﬁﬁigaaﬂuizﬁuumﬁqm
fifniade 4.45 deofinnsaunsedenuin Waudduiun1stiseiuniy QR codes
5998331 1¢A 113 Scan QR code tilefudoyaransvielusludu uazn1s Scan QR
codes #ndevFondnsaaiaing q suddu

fuluunsuennaiadi (Mobile Application) Tﬁmmﬁwé’magﬂuizﬁumnﬁqm
fiduade 4.38 WeRasansedenui Wenuddiunslidoyarimuonndindusiig 4
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Aanssulul fnslavansuwenn@indudy 9 (n-app Ads) uagnistiiauedudiunas
UIN5IuN ¢ K plus muasu

ngudleg1edszduaufniusenuianalalunisldnuvedldanu
wenwdiaduialuunsuusifonda egluseduanniign Tnsdidiade 4.45 Tagduainy
manTsvesildu3nig (Customer Expectation) HAnadugsgn sesasn liuA funns
foa38uv9gnA (Customer  feedback) ~ AuauAnFnen15ldUINTT (Customer
Loyalty) snuaninnvesdudusousnisfigninlésu (Perceived Quality) wag suaasen
¥99U3N3 (Perceived Value) muddu uaziilefinnsanidumesunuin

fununmYesAuAEeUIIgnlasy Tanuddyeylusziuanniian 1
Anade 4.38 Wofinrsansedenuin anuddyfuwenndinduliniuidnisany
Uasadeidelduinsuniigasesasnliun anuaiianovesnisléan way nsu3nis
Tnoamveaennady A

fuauA1veauing Wianuddyegluseduuiniige daads 4.37 e
farsansietonuin Wanuddyiussuuiifianulasadedeseudiisutuaiuing
wniian sesasnliud seuuiinslémaluladfifienavivats uasinsinnnediedeliles
deiSsuiisuiiuanuinis uazssvuannsaltauldognsazain saniss ewTeuiiiey
AUAIUINNT AUAIAY

srunnumaniawelduinng enuddnyeglusyfunniign feade .64
definsansetenuin Wanuddgydunsigsnssuiiiaugniesuazivanzausn

=
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fanumagan anadey

funsdesFouvesgnin Tanudifyeglussduinniian danade 4.43 1l
finnsansedenuin Tanuddyfunisuendeaudsn Tunsdifiszuuiinanuiianain
wnilan sesasnAensiesfeuluiauassuulunsdiissuuiineuiianain

surnusnidenslduinng Wanuddeglusefuanniian fidede 4.43
Slefimsanmetonud Wanuddysunslénusunniian sesasnfomauurligauld
NuLeNNARY K-plus

NaMAABUALLAgILT 1 Uadvduynnaiiuandnafuiinadenufionelaves
fuinsuenndinduialuusuusiionda vesfuilnaluwansammuniuas wuiine
91 waszAUMSAnuLanseiy lifinasionnudfianelavesilduinsuonmdiaduialy
vskusiienda vesfuilaaluangunmamiues Tusts 5 §1u uwiludiuvesendnd
uansnafy fnadeninufownslavesflévinawenndiatuialuvisuvsiianda vos
Fuslnaluangammamuns Tu 3 shu 16uA fuguanwesdudmieuinisfigniilisu
(Perceived Quality) FUANAIYBIUINIT (Perceived Value) wagdunuinfnonsly
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U305 (Customer  Loyalty) wazs1elgiiuandiafiu fnadonuianelavegliuinig
wewnAindualiuieuusiionda vesuilaalumngammamuas Tusts 5§ léud d
AN MYBsAUAYEoUINSTIgnALaFy FuraAvesuinng mnumanTwelduing
nsfeueuvegnm uarauauinddenisldusnig

M990 1 Uansan1siAsIginIsanneenvigalieynanuduiusdadenansnaianiy
Insdwiiadoun Ndanasoruianelavesgliuinsienndinduialuuig
wusinanda vesfuilaalulwaniannumuns

Unstandardized Standardized

Model t Sig.
Coefficients Coefficients
B Std. Error Beta
Al 42.58 2.08 2041 .00*
1. Gﬁammg’u (SMS) -0.83 27 -0.13 -3.08 .00*
2. Ydomnuilafilify (MMS) 01 13 0.00 0.07 93
3. Quick response codes (OR
.56 .40 0.06 1.37 17
codes)
4. YaanuEIuluuIe
LONNEATUE (Mobile 2.60 .25 0.47 10.02 .00%
Application)
R =.50 Adjusted R Square = .25
R Square = .25 Std. Error of the Estimate = 2.60

9AM5197 1 samsvedevaNEAgILil 2 wud Jademianisnananiy
Tnsdwiiiadond dewasonnufianelaveslivimanonndinduialuuiswusiionda v
guslaaluangammumues Tudnuderudu (SMS) was Fomnuriuluuiouewndindy
TnefiAndudsyans R square = .25 mnedafuusdassnmuaausaesutsfaudsnale
Joway 25.8

afUseHa

nausegdlng Wulssmnsnawe Sevay 53.2 01y dong 20-30 U Asdu
Soway 49.1 fondnnilnauuisnensudnluisuas 41.8 fsyaunsanwUsgain an
ﬁqm Jufosas 52.0 uaziiseldiadssieiiou 45,001-60,000 U Anudesay 47.3
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Jadenrsnisnanaiiulnsdniitadeuil denaseniufisnelavesglduinig
wonmnAtaduialuvisuusdienda vasfuilnaluwansanmumuas wuiingugnou
wuuaeuaugnilvig) 91y 20-30 U eglusziusnniign Wieudiryiutadenanisnann
iulnsdnsindoud  egluseduanniian aonndesiunuisoves Syvg anvaiu
p8581 (2558) AnwiAudianelalunislduinissuraiseoulatvesuseyinsluiun
nsaMITUATLarUSIAma wuigliuimsidanuunndesiulusuey dawasioniny
fanelalunisliusmssunnsesulad

Hadenrenisnanaiiulnsdmiiadeuil denasenufisnelavesglduinig
wonnAaduialuvisuusdionda vesfuilnalunngunnumuns nudingudaey
wuvasuaudlulug Adsrelduandieiu Wanuddydudadenisnisnaindiu
nsdnsiadoud asﬂuwﬁummﬁqm genadestunuiteves Foyaing w3 (2558) fils
Anwdestadefidinarianinufianelalunislduinis Mobile  Banking  Tuiws
n3aimuvLAT WU GAuinsifanuuanisiulusuneldiededeiiou ssdua
fanelalun1sldusnis Mobile Banking fiumnsnaiu

Hadenrenisnanaiiulnsdwiiadeuil denaseniufisnelavesgflduinig
wonwAiaduialuuisuusiimda vesfuilnaluansunnamiuag nuiingugnou
wuuaeunudnilve) 81y 20-30 ¥ egluszusnndign lienuddayiutadenanisnann
rulnsdviiadeud aenndeafuauideves advdd yiiaiinnind (2559) Anwrdlaadi
fvsnadeaufisnelaveldusnisseuu KPLUS SME vessuimsndnsine luias
nssmmamues wui gliuinmsitianuuenssiuludueny dsefumnufienelalunis
14U3n13 Mobile Banking fiumnsinaiu

Hadenenisnanaiiulnsdwiiadeuil denasennufisnelave sflduinng
wonwAinduialuuisuusiimda vesfuilnaluwansainnumiuas nuiingugnou
wuvasunmalng lususelduinndi 45,001 eglusziuundign Iianudidyiu
Hadoynamsmanminulnsimiedeud Lidenndosiuanuideves udun3d yindandng
(2559) AnwniladeiTdvdnasdenufiamelaveslduinsszuy KPLUS SME ¥es511Ans
nanslne luwangsmnumiunag wuin glduinsifanuunndeiulususelddsyd
aufienelalunisléiunis Mobile Banking fildumnsnaiu

Padomanismararulnsdmsitadoud dawadenufisnslavesdlduinig
wonwainduialuuisuuaifonda vesduilaalulwangumnumuas wuirdadedu
Foruruluuisuenndindu dsmafuaufiswslasniign aenadesiuauissnes
Talpau et al. (2012) Anw3es nagnsmsmanooulat! Tuansvorandnsuaslsiuie
a1 msdauaumsnandnlnsdwideiodmasionuiionelavesuilaenniign
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Padenaniseainsiulnsdnsiiadoud (Mobile Marketing) danasiaanufiansla
voslduinsuenndiadueluusuusiioda vosfuslaalunngamnamiung wudi
Hadeduderuruliuisuenndiadu (Mobile Application) dsafuaudfiswslauin
fign aenndesfunuideves Joel (2014) Anwisesnsmannooulatiuaznisthuusuld
naNi1 MsdaaBunsaarlnsdwidefodmarennuiawelavesuilamnniign

dalauauy

nmsaguioyadnedu virldnsudeyaifsaduiadenianisnainiu
Tnsdniiidoudl fdsnademnuiisnelavesdlivinisuenndinduinluuisuvaiianda
vosffuslnalulwmnsammamiuas Seazlidiudislunisnaunudndulasuiunagmiuay
Aanssumanmanang Lisliaonadesiuarudesnisvasiuilan il

1. swAsndnsing msdaduludunisheain fungue@ndisnvnisvse
$iami lnogauluiFesmnuannsalunislvvinmsesuenwindu weldunaia
Anuianelanayvenegugnal

2. suimsnansing msianszuunMsdeasiuluusuenwaldulEay
agen 1S Mafsniw egatuludinguitivesesdns ieadansiuuassyslug
anufianelalglduimanenndindueliuiouusiiodalusuian

3. swAsnansive limsvhnananasudeaudu (M) mnduly wWesn
Anuianelaveuslananas s[,uﬁmﬁﬁ]ﬁmumuﬂmmmumﬂmm‘luuawwaLﬂmu‘wmmw

4. swsnansln Aseifmnendindu K Plus 1WiTUssanaafiatu wious
Wanauaasavesuenndladuluguing q wu maudadiou Futszagulng uilaa
Alinsiasin uazdu q ieumsiinarwazaan aunelifugldony

5. suiAsnans msyaiamnuendiadu K Plus Iilinnaasndouazindetio
wnBetu ileademnuulalitugné

torsuauuzdmiunisinunluafedaly

1. madnwadsilnanfutoyadeutnedntin mafudeyaddditmadusegis
wuulildAananinazdu (Non-probability) Ingazidenngusieganuuandeninuasain
(Convenience Sampling) Inganaazilildngusegailidaan envazdmaron
wiugh Tumsfinvadstifiodiuamuuiugunntu aslénmsdusegauuulaam Quota
sampling) wldlunsdusegaiielildnguiredsfinseunaumnanludiui
NJANNUVIUAT

2. fuusdaseiifidvdnaserufimneladsfiadodu 4 fidwma asdenfinw
Jadudu 9 watugsuenuioainasenianisnatadiuinsdnindeui (Mobile
Marketing) Tundadl
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