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ABSTRACT 

This thematic paper is created to explore what variable influence consumer 

to use internet banking on smart phone. The conceptual framework in the research involve 

to the number of experience and inexperience users which analysed to indicate the 

important factors, which influent mobile banking industry among Thai consumer. To 

have better understanding of mobile banking framework, the research using a quantitative 

questionnaires survey 104 samples. The questionnaires survey is arranged through online. 

This research present how product involve factors and online channel variables 

impact to mobile banking through variables analysis to specific important factors and 

test the hypothesis and relationship between factors by variable analysis. The result of 

this study represented that the significant variable encourage consumer to use the mobile 

banking. However, the security system and special addition service are the main concerned 

for every bank company. 
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CHAPTER I 

INTRODUCTION 

 

 

1.1  Background 

In globalization generation, innovation changes every day. The technologies 

and communications come to impact a lot in the daily life in many aspects such as business, 

educations, and social. Moreover, the innovations are the type of tool that supports us 

to improve convenient environment especially, in term of the financial industry that 

creates the variety of service types to response the consumer behavior changed.  

Making the financial activities on the electronic platform that are the new 

choices for communicating and running the operation in the world by relying on the 

efficient and effective innovations but the new platforms and procedures that are different 

from the old versions a lot that will impact to the most bank directly. 

The international banks draw the customer to come to their service via new 

electronic, especially the mobile banking. From the research, the company will apply 

the technologies in the firm that could decrease the cost of operation by decreasing the 

number of employees and decrease time used. Moreover, the researcher studies the 

trend to use internet banking. 

However, nowadays, the number of users who make the transaction via mobile 

banking in Thailand just only 19% that too low compared to Asia regional because 

customer thinks the activities like transfer, deposit and bill payment fee via mobile banking 

aren’t safe as same as counter service in physical store. In addition, the users don’t have 

the knowledge of mobile banking enough to get the confidence to make the transaction 

via online. Moreover, there has a research that analyzes the factor of these such as gender, 

revenue, level of education and level of internet access. In addition, some research says 

that there has other factor blocked the customer to response lowly such as haven’t the 

knowledge from bank enough, not convenience to use. 
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Figure 1.1 Percentage of Internet banking in Asia 

Source: Thailand communication 2016 

 

Next, the mobile banking almost on the mobile application that is a factor 

that supports to increase the number of the smartphone. Mobile-applications are the 

tool to divide customer to switch from feature phone to smartphones. The applications 

are developed following to the innovation, all the time that the developed mobile 

application is part of daily life such as entertainment, music etc. For example, in case 

Youtube can gain the customer to download and use it a lot and people switch to watch 

Youtube on TVs. However, this paper assumes that mobile-application be the great 

tool for increasing the user. 

So, the matic paper that is made to study the factors that impact to rate of 

used mobile banking and find the tools to increase the number of users rapidly. For the 

papers is made in order to support financial organization to make the benefit and be 

the ways to develop financial industries in Thailand.  

 

 

1.2  Objective of Thematic Paper 

1. To study the decision process about innovation and agreeing of technology 

2. To study the opportunity and obstruction to increase the rate of mobile 

banking users in Bangkok. 

3. To study the tools that can support the function of the mobile banking 

application. 
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CHAPTER II 

LITERATURE REVIEW 

 

 

Presently, technology advancement doesn’t change only the shopping 

behavior and lifestyle of the consumer but also impacted to the method of payment 

especially, in the globalization mobile phone industry grown rapidly. Increasing of the 

mobile phone product made through the related products and services lead to high 

impression especially, service products via application in the smart phone that made 

the new businesses likes application writer and application designer. The new coming 

trend is mobile baking that most financial companies focus and try to develop their product 

to fight with competitors. This chapter presents a summary of literature review from other 

researchers or articles. Moreover, the meaning of variable that improves the number of 

user mobile banking and discusses the future concept of the framework. 

 

 

2.1  History of mobile banking  

Mobile banking was established in 1999 by Deutsche Bank and PayBox 

company (Wikipedia). The first version of mobile banking launched before the financial 

company offered and mobile phone had the low technology with function and accessibility. 

Mobile phone, Computer, Notebook hadn’t the good support for the software and 

hardware that the low support such as slow network, low-security system, and the size 

of mobile phone had blocked the growth of mobile banking tools. But nowadays, the 

technologies have been developed that the platform of mobile changed to support the 

convenience, the facility likes network that is improved by each provider and the cost 

of the internet also be reduced very much. All reason that changes the trend and behavior 

of present consumer that spend a lot of time with their mobile phone. This effect impacts 

to consumer switching, people who use a computer for online banking move forward 

to mobile banking. However, the key obstacle is consumer reliability with a security issue 

(ING international survey 2016, 2016) because the consumer trends to use the mobile
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banking increasingly that attract to the hacker to expect to penetrate the account for gaining 

the cash or the right of the owner. So, if the financial provider can get rid of obstacles 

that are the opportunity to improve the number of mobile banking user. 

 

 

2.2  Adopter Category 

  

 

Figure 2.1 Category adoptor 

Source: https://ondigitalmarketing.com/learn/odm/foundations/5-customer-segments-

technology-adoption/ 

 

The mobile banking is the new thing for Thai people that this article would 

like to apply the adopter categories to analyze and indicate the step of mobile banking 

and need to know “what will the financial company have to do for driving the number 

of users?”   

 

2.2.1  Innovators (2.5%)  

Innovators are the first group of people to adopt an innovation. Innovators 

willing to take the risk, youngest in age, have the high social class, have a good financial 

lucidity and very social. They have a high-risk tolerance to use the technologies.  

 

2.2.2  Early Adopters (13.5%)  

This is the second group of people who adopt an innovation as at 13.5% of 

all. Their background graduated the highest degree, younger in age, high-class social 
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status and advance education. More discrete in adoption choice more innovators and 

they don’t take the high risk like innovators. 

 

2.2.3  Early Majority (34%) 

This the third group of people as at around 34% of all that they don’t like 

to apply innovation immediately that tend to be slower in the adoption process. Their 

characters have above average social status, contact early adopter. 

 

2.2.4  Late Majority (34%)  

This group will adopt an innovation late that after the average of all population. 

These groups are so high degree of skepticism. They will apply the innovation after they 

get the confident enough. Their characters have below average status, low financial lucidity 

and low opinion leadership. 

 

2.2.5  Laggards (16%) 

The last group to adopt an innovation. Their characters have lowest average 

social status and financial fluidity, be oldest of all other adopters, in contact with only 

family and close friend. 

 

 

2.3  Communication and Electronic Industry 

 

2.3.1  Smartphone industry 

Around 40 years after launching the introduction of the first mobile phone, 

almost the developed country. The surveyed has more than 60% mobile phone penetration. 

Thailand, the Thai consumers have the increasing rate of the number of smartphone 

from Y’2014 and forecast to increase as at 30.05 million the smartphones in 2022. Over 

50% of the population in Thailand use the smart phone especially, Bangkok more than 

70.3% of all. The factor to increase the number of the smart phone that has 4 main reasons. 

Firstly, 4G fueling  smartphones that network like 4G/Wifi can catch up the consumer 

that provide the variety of service and product. This factor relates to the number of 
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mobile banking user extremely because most mobile banking provider whom services 

via application in the smartphones that so easy to use and reachable. 

 

 

Figure 2.2 Percentage of Mobile banking in developed country 

Source: ING international survey 2016 

 

 

Figure 2.3 The number of smartphone user in Thailand from 2013 until FC2022 

Source: www.statista.com 
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Figure 2.4 Share of smartphone user in Thailand by region 2016 

Source: www.statista.com 

 

2.3.2  Network industry 

The word of the Internet can split into 2 words are inter and net inter means 

among and net means to network. Internet was established in 1960 and has been developed. 

For the first time, the internet was used only by the researcher that internet was difficult to 

use its function support just e-mail and telnet. In Thailand, the internet started to be 

popular more than 15 years after the trend of desktop computer increasing but in the 

primary period around 10 years ago less user than now because the facility and service 

didn’t support people to use a lot. (Chaoz, 2013) However, after Thai government focus 

to develop this point and the internet market has a high competitive that consumers get 

the benefit of the good system with lower cost. So, the present consumers start to change 

behavior and lifestyle a lot something they apply the internet on the smartphone to find 

or buy instead of going to the physical store like the banking that the trend of user changed 

what the rate of user use the mobile banking growth reverse the user go to the physical 

store. So, Network industry is a key factor to switch the consumer from store to mobile.  
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Figure 2.5 Percentage of channel branch banking vs mobile banking 

Source: https://www.etda.or.th/content/value-of-e-commerce-survey-2016.html 

 

2.3.3  E-Commerce 

According to ETDA’16, e-commerce market value in Thailand was 2,560 

billion baht in 2016 and estimate to growth 9.86% in 2017 that get the impact from 

smartphone user increasing, internet’s infrastructure was developed and the innovation 

of payment process changing. So, this can indicate that the growth of e-commerce market 

related to the financial platform directly because consumers find and buy any product 

on their mobile phone and pay to spend money via smartphone too that help them to 

end the path to purchase conveniently so, e-commerce is the main factor to lead the 

number of mobile banking user more. 

 

 

Figure 2.6 Value of E-commerce 2017 

Source: https://www.etda.or.th/content/value-of-e-commerce-survey-2016.html 
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2.4  Demographic Related and Factors 

 

2.4.1  Age 

The generation of consumer impact to the attitude on accept the technologies 

in their life, in term of mobile banking is a tool of the technologies. From Keith Reeves’14 

who described the Baby Boomers who was born after world-war2 that the technology 

didn’t relate their life more which different to the generation X who live with developed 

technology period that they need to adapt themselves to apply the job and environment 

with the technology all the time such as evolution of computer, mobile phone etc. In 

term of generation Y and Z tend to adapt to the technology easily and comfortably because 

these groups are born with developed technology existing. So, the young generations 

have the opportunity to adopt mobile banking if they get the knowledge and test the 

innovation. However, the elder generation like Baby Boomers and generation X open 

to getting the technology from the percentage of share in European user that increase 

from 39% shares to 52 % shared although, some elder person who got the negative view 

with the technology change. 

 

 

Figure 2.7 Share of individual who used mobile banking 

Source: http://www.business2community.com 

 

 

 



10 

 

2.4.2  Education 

According to technology adoption from Mr. Nuttaputch (http://www.nuttaputch. 

com),  told that the most of the people who apply the innovation early or we call “innovator”, 

this group has the same character that has high education and knowledge from many 

sources that they have some information support to make the decision and take the risk. 

So, this factor is the concerned point to prove for finding the opportunity to increase 

the number of mobile banking user. 

 

 

2.5  Marketing Mix Related Factors 

 

2.5.1 Product Reliability (Security) 

Money or cash are the one of four factors that important to everyone. Bank 

is the service provider that has a high reliability to take care the asset of each people. 

Before, when the consumers want to deposit or withdraw their cash, they will go to the 

physical bank and make the transaction by themselves that they feel safe for making it 

because they take it by themselves and get the physical evidence from the bank but in 

the mobile banking, transactions are created by system and generate e-slip. So, the E-slip 

from mobile banking is new thing for Thai consumers that not familiar with. Moreover, 

there have the news about hacker on the website thoroughly that impact to Thai consumer 

still concern about the transaction in mobile banking that can hacked. However, if the 

financial companies can develop and communicate the solution from hacker widely, it 

is the high opportunity to gain new mobile banking user    

 

2.5.2  Product variety 

Product variety determine the number of service that mobile banking provide 

to user within specific product category what offered at the same time. Also, reply to 

the availability of a range of services and products. In financial sector, the financial 

product has any type such as the basic services like deposit, withdraw, transfer or special 

services; fund, insurance, bill payment. In the past, financial company try to develop 

the product to attract the customer thoroughly but every company developed the product 

that aren’t different more other company. Moreover, they expanded a lot branch thoroughly 
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Thailand. So, the main financial products aren’t the point to switch from the consumer 

who go to the bank directly to apply the mobile banking. So, exception of the main financial 

product that the financial company should deep down to analyze the type of service what 

is the special service with suitable for the easy accessibility tools like smart phone that 

can draw the consumer to use mobile banking. This action can lead the smart phone user 

to register the bank account to mobile baking application. 

 

 

2.6  Benefit Related Factor 

 

2.6.1  Convenience 

Today, the consumer behavior considers the convenience life. For example, 

the retail market industry that consumer go to big physical stores have a frequency visit 

per month declining what consumer focus convenience, they go convenience store or 

e-commerce platform instead to decrease the time-consuming because consumer want to 

spend time effectively among a lot of thing to and infrastructures are developed extremely. 

Consumer has a choice to select and plan so, some country such as Chinese the e-commerce 

has a size of business bigger than physical store. In term of mobile banking as same 

platform as mobile banking that was built for convenience to create mobile transaction 

such as transfer, bill payment, cardless ATM, etc. So, if it concerns only convenient 

aspect, the number of mobile banking will increase surely.  

 

2.6.2  Low cost and special-offers 

In term of cost that benefit for 2 participants, mobile banking user and mobile 

banking provider. Mobile banking user get the benefit of the service fee and time saving. 

Today, mobile banking provides the service and product quite like the physical bank 

but they waive some service fee to draw the consumer to switching the behavior and 

channel such as free transfer service, bill utilities and mobile internet without additional 

charging that are beneficial for consumer. Secondary participant, the mobile banking 

provider can save the money and investment about their branch such as salary of employees, 

utilities fee, decoration, explees fee etc. So, low cost is beneficial for consumer and 

this is the one variable for consumer to come mobile banking service. 
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2.6.3  Ease to use 

According to interaction design foundation that give the meaning about ease 

of use that is a straightforward concept “it's a measurement of how easy the finished 

product is to use by its intended users”. The design usually try to merge the functionality 

and delivering ease of use. It necessary to consider ease of use before start to design 

the product. Mobile banking also has to be designed for easy and accessibility. 
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CHAPTER III 

RESEARCH METHODOLOGY 

 

 

The objectives of a thematic need to identify the variable that influences 

customer or people to use the financial application on a mobile telephone in order to 

deliver the information to financial industry in Thailand. Moreover, thematic can indicate 

how to increase the number of the users of the financial application. From the literature 

described the behavior and psychological framework, so thematic will be developed 

following the framework. This unit concludes thematic design and questionnaire, collecting 

data and data analysis. 

 

 

Figure 3.1 Research Methodology step 

Source:https://sanjayachauwal.wordpress.com/2017/09/17/research-methodology-unit-

wise-note-with-board-exam-solutions-103-pages/ 

 

 

3.1  Research Design 

The research methodology that applies to survey the main factor which 

influences the behavior of financial application user by quantitative research. This thematic 

applies to quantitative research because the method is less costly and proper to summary  
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and show the result by numerical data that benefit to be the information to test the hypothesis 

and assumption. Moreover, to indicate the variable for the behavior of customer to use 

mobile banking that this thematic will be applied to mobile consumer.    

 

3.1.1  Population 

Selected mobile consumer in Bangkok who have smart phone and bank account. 

 

3.1.2  Sampling Size 

Thematic surveys the factors that impact to mobile banking for people who 

have mobile phone and bank account. So, the target population is Thai people who live 

in Bangkok. The sample size of 100 is determined as suitable sample size and appropriate. 

 

3.1.3  Data Collection 

The survey was approached by online. The target population of survey is 

Thai people who have mobile phone and bank account. The online questionnaires are a 

convenience for the targeted population. The survey form sent and distributed by online 

via Line, Facebook and Gmail application. 

From the survey, there were 150 questionnaires and returned by 104 respondents. 

About the data stage to indicate the scale of criteria that apply 4 scales from 1-4 points; 

1 described strongly disagree and 4 described strongly agree. The survey has 2 chapter; 

the first chapter asks about demographic and basic information and the second chapter 

explores the behavior that provides. 

 

3.1.4  Data Analysis 

After gathering the survey, this thematic is applied the statistic package for 

social science (SPSS) to analyze the data in 3 tools. Firstly, the Descriptive statistic is 

applied to determine the respondents’ background, for example, gender, age, monthly 

income, career and any suggestions. The result will be showing frequencies, factor analysis, 

and screen plot are applied to define the attitude of respondents about mobile banking 

such as internet experience, banking experience that results will show the rating of each 

point. Finally, Crosstabulation method that finds the relationship between two variables or 

multi-variables such as internet experience and internet access. 
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Figure 3.2 Research Design 
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CHAPTER IV 

DATA ANALYSIS 

 

 

After sending the questionnaire via online survey website, the number of 

respondents is 104 persons who live in Bangkok and o. The SPSS method was used to 

analyze the data received from the online survey. The result show as follows. 

From the 104 respondents that answered the online survey via the internet. 

This thematic applies Microsoft Excel and SPSS to analyze the data. The result is shown 

below.   

 

 

4.1  Gender 

 

Table 4.1 General Information on 104 respondents: Gender 

Gender Amount 
of People 

Percent
age 

Female 46 44% 

Male  58 56% 

Grand Total 104 100% 

 

From table 4.1 show the number of respondents 104 persons that Male is 

58 persons (56%) and Female is 46 persons (44%). 
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4.2  Age 

 

Table 4.2 General Information of 104 respondents: Age 

Age Amount of people Percentage

Under 22 years old (Gen-Z) 12 12% 

22-30 years old (Gen-Y) 64 62% 

31-40 years old (Gen-Y) 26 25% 

41-50 years old (Gen X)  1 1% 

51-60 years old (Baby boomer)  1 1% 

Total 104 100% 

 

Table 4.2 shows the age of 104 respondents. The aging rate 22-30 years 

old contribution 62% of all respondent, 26 persons in 31-40 years old (25%) that both 

are represented Gen-Y. 12 persons under 22 years old (12%), 1 person in 41-50 years 

old(1%) and 1 person in 51-60 years old (1%) 

 

 

4.3  Revenue Range 

 

Table 4.3 General information of respondents: Revenue range (Baht per Month) 

Revenue Per month (Baht) Amount of people Percentage 

Lower 15,000 baht  13 13% 

15,001 - 30,000 baht  22 21% 

30,001 - 45,000 baht  34 33% 

45,001 - 60,000 baht 14 13% 

More than 60,000 baht 21 20% 

Total 104 100% 

 

Table 4.3 shows the range of salary or revenue per month from 104 respondents. 

The highest range is 30,001 – 45,000 baht (33%), secondary group is 15,001 – 30,000 
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baht (21%), 205 of all respondents have salary more than 60,000 baht per month, lower 

15,000 baht and 45,001 – 60,000 baht each contributed 13% of all. 

 

 

4.4  Education Range 

 

Table 4.4 General information of respondents: Education range 

Education Amount of People Percentage 

High school or lower  4 4% 

Bachelor degree  62 60% 

Master degree  38 37% 

Total 104 100% 

 

Table 4.4 shows the range of education level from 104 respondents. Main 

group graduate bachelor degree around 60% of all, 37% of all respondents achieve the 

master degree and the last group is high school or lower just 4% of all. 

 

 

4.5  Reason to Use Mobile Internet 

 

Table 4.5 General information of respondents: Reason to use mobile internet 

Reason to use mobile internet Frequency Percentage

Search Engine 77 19% 

Chat or Communication (Gmail, Line, FB) 90 22% 

Entertainment (Youtube, Netflix, Game) 90 22% 

Purchase goods and service 55 14% 

Job search 26 6% 

Banking transaction 65 16% 

Total 403 100% 
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Table 4.5 show the reason to use mobile banking that represent most of 

mobile internet user usually use mobile internet for communication and entertainment 

(44%) that are the core activity in every day, search engine around 19% of all respondents, 

banking transaction 16%, purchase goods and service 14% and job search just 6% of 

all. From the survey, if any organization wants to promote or increase the number of 

any activity, they can make the activity relate to 3 main reasons that can generate high 

effectiveness result.    

 

 

4.6  Mobile Banking Experienced User 

 

Table 4.6 General information of respondents: Mobile banking experienced user 

Mobile banking experience Amount of people Percentage 

No (jump to question no.8) 11 11% 

Yes 93 89% 

Total 104 100% 

 

Table 4.6 shows the number of mobile banking experienced user and 

inexperienced user. 89% of all respondents have experience in mobile banking and 11% 

of all don’t have any experience in mobile banking.  

 

 

4.7  Basic Function Requirement 

 

Table 4.7 General information of respondents: Basic function requirement 

Basic Function 
High 

important 
Important 

Somewhat 

Influence 

Not 

important 
Point 

Balance Checking 69 26 8 1 371 

Transfer 83 19 1 1 392 

Bill payment 42 45 15 2 335 

Loan request 11 19 45 29 220 

Emergency button 38 34 29 3 315 
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Table 4.7 General information of respondents: Basic function requirement (cont.) 

Basic Function 
High 

important 
Important 

Somewhat 

Influence 

Not 

important 
Point 

Funding (LTF,RMF) 20 35 39 10 273 

News 15 23 45 21 240 

Cardless (ATM) 32 37 26 9 300 

Foreign exchange service 18 36 32 18 262 

Total 328 274 240 94 2,708 

 

Table 4.7 represents the top of basic function needed that apply weighted 

the frequency to the points (Hight important:4, Important: 3, Somewhat important:2, Not 

important:1). From the result, respondent needed the transfer, balance checking and 

bill payment to the top3 of consumer’s mind respectively.  

 

 

4.8  Factor Requirement 

 

Table 4.8 General information of respondents: Factor requirement 

Factor Requirement 
High 

important
Important

Somewhat 

Influence 

Not 

important
Point

Fast speed and easy to access 73 28 3 0 382 

Personal Information 96 8 0 0 408 

Security from hacker 95 8 1 0 406 

Free or cheap transaction fee 58 35 10 1 358 

User-friendly 70 29 3 2 375 

Variety of service 46 42 15 1 341 

Service center (Emergency Support) 64 30 8 2 364 

 

Table 4.8 represents the level of factors that attract the consumer to use mobile 

banking, we apply weighted the frequency to the points (Hight important: 4, Important: 

3, Somewhat important: 2, Not important: 1). Consumer need and concern in personal 

information secret and security from hacker or internet robbery highly. So, if banking 

company can solve or develop the system, they will gain a lot of new consumers or 
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switch the consumer from the competitor company. About ranking no.3 and 4 (fast speed 

and user-friendly) are so important to the consumer in term of competitive advantage. 

 

 

4.9 Needed Factors 

 

Table 4.9 General information of respondents: Needed factors 

Factor to Reject 
High 

important 
Important 

Somewhat 

Influence 

Not 

important 
Point 

Lack of confidence in system 87 13 4 0 395 

Concern the service fee 66 29 9 0 369 

Personal information 89 11 4 2 397 

Lack of physical evidence 55 33 0 0 321 

 

Table 4.9 represents the level of factors that consumer need to have in the 

application or system in mobile banking, we apply weighted the frequency to the points 

(Hight important: 4, Important: 3, Somewhat important: 2, Not important: 1). The consumer 

needs the system or solution that can support the security and personal information secret 

issue. In term of the service fee is priority no.3. So, we summarize that consumer needs 

the system to support secret information, security system, and service fee.  

 

 

4.10 Attractiveness Media and Tools 

 

Table 4.10 General information of respondents: Attractiveness media and tools 

Attractiveness tools 
High 

important 
Important 

Somewhat 

Influence 

Not 

important 
Point 

Banner on website 21 35 31 17 268 

Booth activity give knowledge 18 37 34 15 266 

Advertisement on TV 22 35 31 16 271 

Free Training on Youtube 20 41 28 15 274 

Free internet access 48 32 15 9 327 

Invite from QR in restaurant 54 34 14 2 348 

Total 183 214 153 74 1,754 
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Table 4.10 represents the level of impacted media that consumer interest and 

can attract them to apply mobile banking. We apply weighted the frequency to the points 

(Hight important: 4, Important: 3, Somewhat important: 2, Not important: 1). Consumer 

focus to use the mobile banking in the real life that so attractive them to use. The restaurant 

is the great choice to apply it. Moreover, Free internet access is second choice for them 

that support consumer to use it everywhere then they want.  

 

 

4.11 Attractiveness Additional Service 

 

Table 4.11 General information of respondents: Attractiveness Additional Service 

Attractiveness Additional Service Frequency Percentage 

Restaurant recommendation 35 14% 

Shopping online 51 21% 

Game 14 6% 

Tax calculation 62 25% 

Variety (Healthy tips, Sport) 14 6% 

Revenue expense Note 70 28% 

Total 246 100% 

 

Table 4.11 represents the popularity of additional service that consumer 

interest and can attract them to apply mobile banking. We apply weighted the frequency 

to the points (Hight important: 4, Important: 3, Somewhat important: 2, Not important: 1). 

Consumer focus to use the mobile banking in the real life that so attractive them to use. 

The restaurant is the great choice to apply it. Moreover, Free internet access is the 

secondary choice for them that support consumer to use it everywhere then they want.  
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4.12  How Did You Know Mobile Banking? 

 

Table 4.12 General information of respondents: How did you know Mobile banking? 

How did you know Mobile banking Frequency Percentage 

Advertisement on internet 41 24% 

Radio/TV broadcasting 14 8% 

Search engine 17 10% 

Bank Booth activity 44 25% 

Newspapers/Magazine 4 2% 

Billboard/Poster 9 5% 

Friend/Family  45 26% 

Total 174 100% 

 

Table 4.12 represents how did consumer know mobile banking that consumer 

knows the mobile banking, the question was made to answer more than 1 choice. The 

top 3 of all that have the frequency to select so nearly Friend/family 26%, Bank booth 

activity 25% and advertisement on internet 24%. So, if the banking industry wants to 

draw consumer to use mobile banking which they apply top3 rank of the way to know 

mobile banking, they will succeed to get a lot of new consumers. 

 

 

4.13  Related Components on Mobile Banking Consumer Want 

 

Table 4.13 Related components on mobile banking consumer want 
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Figure 4.1 Related components on mobile banking consumer want 

 

Table 4.13 represents the result from SPSS method. There are 3 related variables 

that impact the mobile baking behavior to make a decision to use mobile banking for 

people in Bangkok. The first factor is fast speed to access which consist of access to the 

system and speed while users are using untie finish the transaction. The second factor 

is security personal information that consists of name, ID card no, birthday, etc., The 

three-factor is security from the hacker that consists of stealing the password, withdraw 

the money from ATM or transfer money by hack system. 

 

 

4.14  Discussion 

Considering the result of this paper, this shows that the most Bangkok 

consumer (urbanize) applied the mobile banking via smartphone which 89% of a total 

number of respondents. It represents that banking company should concern the variables 

to draw mobile banking user come to their service. Moreover, the searching of research 

based on the framework agreed that the important factors on using mobile banking were 

the security of hacker and personal information protection. According to the literature 

review, there are specified that the consumer uses the mobile banking that is demographic, 

product mix and benefit. Then transfer and balance checking are the key basic function 

needed about the concern that security and personal information confidential is the top2 

concern that leads the reason to use mobile banking and not use in the same time. Moreover, 

the additional service like tax calculation and revenue & expense note that is so interesting 

in the consumer view. In addition, the research tells that the consumer knows the mobile 

banking from people around them, booth activity and advertisement on the internet. So, 

we get all the variable to develop the system for gaining consumer to the service as well. 
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CHAPTER V 

CONCLUSION AND RECOMMENDATION 

 

 

5.1  Conclusion 

The research found that the consumer trend is changing a lot into mobile 

banking that is a big opportunity for every banking company to attract the consumer 

for making the benefit not the only the big company but also small company or startup. 

Nowadays, every banking is trying to attract their consumer or competitor consumer 

all the time by making the promotion, activities, easy to use application, etc., that some 

tactics were good but other was bad. The method will attract the consumer to come to 

the system and have experience with the mobile banking. Confidence and convenience 

application that making the consumer want to use it more than last day. 

The mobile banking developer has to concern the basic function first that 

consist of transfer, balance checking and bill payment. About the main factors that 

draw the consumer to use the service. There are 3 main factors that include Fast and 

speed access, security of personal information and security from the hacker. The first 

factor is fast speed and easy to access which is the factor is fulfilled the new lifestyle 

of present people that need convenience. This factor focus to provide the convenience 

and safe time to consumers when user wants to pay anything, they can pay it within 1 

minute and not take the bag with coin and banknote. The second factor is the security 

of personal information which about the secret date from the user that they don’t want 

open in case this data is escaped, they will lose privacy life and may be falsified. The 

last factor is security from the hacker in term of steal the money in the system. 

In order to survive in the market, the bank has to attract customer to register 

the application and spread it by the key communication. 
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5.2  Recommendation  

As the purpose of this thematic wants to specify the key variables and key 

activities that influence mobile banking user and non-mobile banking user in order to 

provide the product and service to the financial company in Thailand to get the mobile 

banking response to consumer’s wanted via their application or website. So, the 

recommendation which mentioned the below paragraph. 

  

5.2.1  Security and simplified product with additional service  

Currently, in the mobile banking in Thailand continues heating up every 

day from the consumer trend to apply mobile banking increasing highly. Many companies 

try to compete other company with the convenience and fast factors. But there aren’t 

the best real answered for the consumer. Moreover, many banks can’t change the perception 

of making the important transaction in the physical bank. From the research said that 

consumer needs 3 basic functions in mobile banking with concerned security and personal 

information especially, experienced user. Moreover, in the daily life that change a lot 

from the past consumer adjust behavior fellow to the technology such as most people 

read the news via smartphone, watch the TV program on the application that the consumer 

need convenience and easy to access. From the research that said consumer want revenue 

and expense note, tax calculation and recommended the restaurant in the mobile banking 

system. Therefore, we recommend the financial company to make the short-term and 

long-term strategy. 

5.2.1.1 Short term strategy 

 Develop security system in 3 main basic functions: Transfer, 

Balance checking and, Bill payment 

 Create the system to be easy to use and fast process 

 Apply the system in high accessibility 

5.2.1.2 Long-term strategy (Not only financial basis but also be 

in the daily life basis) 

 Create the loyalty customer with additional service: revenue 

and expense note, tax calculation and shopping online (for buyer and sale) 
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5.2.2  Communication and activity in an effective way 

In addition, mobile internet user said that they usually take the smartphone 

for making communication and entertainment and most mobile banking users know 

the product from 3 main ways: intimate, friend, advertisement on internet and booth 

activity. Moreover, they interest special activity that attracts the new user to come and 

trial the mobile banking system, they interest in free wifi when they are using and free 

transaction cost. So, we recommend the banking company to make the campaign to 

promote the new mobile banking that apply high-security system by 

5.2.2.1 Communication 

 Online: Advertisement on Facebook and Youtube 

 Offline: Booth activity 

5.2.2.2 Concept: like and share  

5.2.2.3 Key focus: Special for new customer Free wifi and free 

service charge 

 

 

5.3  Research Limitation and Future Research 

For the research, the high limit is the time.  This paper combined the respondents 

only 104 people due to short-period to conduct the research. The small sampling in 

term of quantitative research may not represent the correct result of research. The next 

limitation is the size of the population. The respondents aren’t varieties that should be 

considered in order to make the data wide enough to fulfill every scenario that this research 

almost surveys the people who be in generation Y so, there isn’t represent other generation 

(X, Z and baby boomer).  

For the future research, the scope of question should deep down the positive 

side and negative side from experience uses. Moreover, the research should test the level 

of knowledge about mobile banking from respondents. The last, the mobile banking 

just start in Thailand less than 10 years that 60% Thai people don’t any experienced 

about mobile banking. So, ban company has to up-to-date the tend of consumers to be 

still on trend as long a 
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Appendix A: Questionnaire 

 

 

Dear Sir/Madam  

This set of questionnaire has been developed by College Management of 

Mahidol students to use for MGMG 697 Thematic Paper. The purpose of collecting data 

is to be able to analyze THE FACTORS THAT INFLUENCE CONSUMER USE THE 

MOBILE BANKING IN BANGKOK All data will be treated with high confidentially 

and used for educational purpose only. It will take about 5-10 minutes to finish. Please 

be assured that your response is strictly confidential and only aggregate results will be 

reported and used for educational purposes only. Please complete all question truthfully 

by mark “✔” in the • space given below the following questions. Thank you for your 

participation.   

There are 3 parts including in this set;  

P 1-3: General information  

P 4-13: Perceptions and Motivations   

P 14-18: Personal Information 
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