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ABSTRACT

The thematic paper, titled “ The success factors from using mobile banking
servicein Thalland” includes the significant information that contains five main parts which
are introduction, literature review, research methodology, finding analysis and results.
This research will describe the overall of the mobile banking that will be an important
distribution banking channel and a big influence to the Thal cashless society in the nearest
future. The researchers describe about the evaluation of mobile banking service that
had been developed since 1990s until now. However, the banking service providers till
develop the mobile banking to be the effective tool for Thai users. The researchers
distribute the survey questionnaire and collect 258 sets to people in Bangkok, Thailand.
However, only 206 respondents that are the users who currently using mobile banking
applications in Thailand. The SPSS showed and computed the research results. The
results are performed in analysis of frequency, mean and one way anova. The results
revea alot of success factors of mobile banking usage among Tha people through
their mobile banking experience. However, the banks should pay attention on the factors
as the significant target customers which can motivate them to use mobile banking
more and more in Thailand.
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CHAPTER
INTRODUCTION

Nowadays, people aways keep seeking to use the new technology for both
online and offline and they dso like to find something invented and try on the new developed
products or service. Most of the people are ready to adapt themselves to follow the
changing in the technology to be up to date in the edge of globalization. There is one
of the significant factors that influence this technology is ‘Cashless Society’. It will
affect the life-style for everyone and for banking industry in all over the world.

In the time of Globdlization that the Business and Organizations and companies
try to develop the new technology to be used as the useful tools to make things to be
easier and more convenience to use that is the reason why the “Mobile Banking” has
been developed into this world.

Mobile Banking is the online service provided by the bank or financid indtitution
that allows its customers to conduct financial transactions remotely by using a mobile
device such as a smartphone or tablet, regarding actually called as an application by
the financial ingtitution for financial purpose, unlike the Internet Banking that uses
software system. (https://en.wikipedia.org/wiki/Maobile_banking)

Mobile Banking Application is available on 24-hours basis. Most of the
significant functions of Maobile Banking are for checking the account balances and list
of latest transactions back-dated around 3 — 6 months which depend on that financial
ingtitution system. The Mobile Banking Service also can help the bank to reduce the

operation cost and save time.

1.1 Statement of Problem

According to theincreasing in the use of Internet and mobile phonein Thailand,
the mogt of Thal banks are aware of providing the very best serviceto their valued customers.

However, there are some customer who afraid of risk from using mobile banking and



internet banking. This research will show the insight adoption and success factors. The
factors will influence how the users intend to use more mobile banking toward iphone
and smartphone adoption intention in Thailand that will be research in this study. This
research will reveal both academic part and practica part to perceive the greater
understanding of the significant factors influence the consumer behavior intention to
adopt mobile banking more and more in the future.

1.2 Research Objectives

1. To identify the factors of trust, ease of use, usefulness, social influence
and enjoyment.

2. To identify the factors that affecting the satisfaction from using mobile
banking among Thai users.

3. To study the factors of satisfaction toward loyalty intention.

1.3 TheBenefitsfor the Study Which Stakeholder s Should Get Benefit

From Study?

This thematic paper will provide the benefits to the bank by showing the
useful information and significant factors to develop and improve the future of mobile
banking service in Thailand. Moreover, this research will create the contribution to the
findings of user post adoption intention habit towards mobile banking in Thailand. This
can define the important aspects of the opportunity in financial banking service by mobile

banking for growing and create the strategy to gain more profit to the organization.



CHAPTERIII
LITERATURE REVIEW

The literature review in this chapter will show the understanding of the
theoretical background about the determining the adoption of mobile banking in Thailand.
The main points of the literature review were based on the mobile banking system and
the Technology Acceptance Model (TAM) to support the reason of why the users accept
or rgject this technology. (D. Phuangthong, 2006)

This chapter will divide into 2 main points which are the 1) Mobile Banking
Concept and 2) Technology Acceptance Model (TAM).

2.1 Mobile Banking Concept

Nowadays the mobile technology has been more increasing the population
of mobile banking and the significant role of mobile banking service. (G. Baptista, T.
Oliveira, 2015) The mobile banking is defined as one of the banking service with the
electronic and IT process or as the banking service where the customer can use their
mobile phone to access the mobile banking service and perform the financia transactions.
(Anderson, 2010) The mobile banking service is related to communications networks
and mobile devices. The device interacts with the mobile applications and use via the
communications network for sending and receiving the financia information and transactions
from the bank. The sgnificant e ement of mobile banking has found the Alternative Ddlivery
Channel (ADC) for many monetary and non — monetary transaction. (A.A. Shaikh, H.
Karjauoto, 2015) For other ADCs that includes Internet, ATM, Mobile Phone and Point-
of-Sde machine. The researchers define the mobile banking as an application of M-Commerce
that empower the bank’ s customers to log-in their accounts through the mobile banking to
operate and/or perform financial transactions such as remitting money, checking account
balance, paying invoices and buying/sdlling the stocks/bonds. Mobile banking is described

as aproduct or service offered by abank or financia ingtitution that allows the customers



to process the financia transaction remotely by using via a mobile device such as tablet,
smartphone or mobile phone. There is one researcher (Cruz et al, 2010) who issued
about the variation between mobile payment and mobile banking and he argued that of
the bank is not directly included with the service that they offered it would be cdled “Mohile
Payment” (M-Payment). For example, the payment via mobile message (e.g. ringtones
and caling melody), prepaid transaction (e.g. purchasing cinema tickets, top-up transaction
card) or a charging fee from buying/using goods and service (e.g. debit care, credit).
(A.A. Shaikh, H.Karjaluoto, 2015) The capability of the mobile applications is allocated
into 2 main groups based on general applications which are the utility application and
hedonic (entertainment) applications. (Anshul Mdlik et &, 2017) For the utilitarian application
is the useful application that the users can gain benefits and/or information from using
this gpplication (e.g. the user can get task-oriented as awork related). For hedonic application
provide the activities like game, entertainment, chat application which providing more
fun and playfulness than the utilitarian application. (C. Fumer, J. Babb, 2012) The adoptions
factors of Utilitarian applications are the perceiving ease of use, perceiving the usefulness
while the hedonic application makes the users feel more fun and enjoyment and social
norms. However, the mobile banking application has these kinds of factors which are
the perceived of trust, perceived the ease of use, perceived of usefulness, perceived of
socid influence and perceived of familiarity with bank, which are the factors of the adoption
of hedonic application to study about the success factors from using the mobile banking

servicein Thailand.

2.2 Technology Accepted Model (TAM)

The Technology Acceptance Model (TAM) are the modd that was devel oped
by the theory of reasoned action of Davis (Davis, 1986), that provides more specifically
with the prediction of the acceptability of information system. The main objective of
TAM isto predict the acceptability of atool and to identify the model which can make
the system to be acceptable to users. The TAM model assumes that the use of system
is defined by the behavioral intention. However, the behavioral intention is defined by
the user’s attitude toward the use of system and also by the utility perception. According

to the theory of reasoned action by Davis, he mentioned about the attitude of the user



that is not the only factor that can defines his use of system but aso based on the impact
of its performance. This model isimportant to study and can be reference with my thematic
paper topic because TAM focus on the factor that can motivate the acceptance of mobile
banking application and as the framework that purpose to be model of mobile banking
consumer behavior with the relation that exist between perceived of usefulness, ease
of useand trust. (Bankole et al, 2011) The TAM modified version can define as below
inFig 2.1.

Perceived

A Usefulness |\ ————o
_,/ ‘.'\ ¥ —
/ \ —
\
External /. Attitude toward Behavioral Actual system
variables 4 using intention to use [ ™ use
N\
Y i
\ Perceived Ease
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Technology Acceptance Mode! from Davis, Bagozzi et Warshaw (1569

Figure2.1 The Technology Acceptance Model from Davis (1986)

2.2.1 Perceived of Trust

Even the mobile banking users are trust in the internet banking system, however,
another user who both have tried and have not tried the mobile banking because they
still have some kind of risk in their mind such as risk of private banking data will be
stolen, the risk of spyware / malware and risk of harmful virus in the network system.
These users are afraid to meet these kinds of loss from using mobile banking system.
That isthe reason why | have to study this research which can show the negative perspective
will affect the bank customer who decide or not decide to use mobile banking transaction.
Therefore, thiswill revea that the user’ s perceived of trust will increase while the perceive
of risk will decrease. (A. Malik, 2017)

2.2.2 Perceived of ease of use

The user will adopt and perceived the ease of use of the mobile banking
more and more. If the applications are easily and functional to use. This is one of the
important factor that the user friendly applications are more easily to be perceived and



adopted by the users. The perceived of the ease of use can motivate and increase the
consumer to use and it will lead to user friendly and satisfaction. When the users perceive
that the mobile application less complexing and easy to use then they will have the intention

to use the mobile banking more and more often. (A. Malik, 2017)

2.2.3 Perceived of social influence

Thisis also one of the critical factors that can influence consumer behavior.
According to adopting application, the socia influence of the mobile banking are family,
friends, relatives, peers, colleagues and other users. These users can be part of social
influence and are more likely to be keen on the consumer of mobile banking application.
(A. Madlik, 2017)

2.2.4 Perceived of enjoyment

The user can percelve the enjoyment from using the mobile banking technology
which can impulse more chance to be more satisfied. When the mobile banking application
is established well then the enjoyment of its functions will take over the fun part once
itismaking it lessimportant. (A. Malik, 2017)

2.2.5 Perceived of usefulness

The perceived of usefulness can lead the user to believe that the system that
they use will be improved and made it more helpful when using it. Another benefit from
using mobile banking is the useful tool for process the financia transaction. The bank
customers are looking for the benefit and the usefulness of mobile banking technology
which this mobile banking applications are assorted with the internet network and
technology. The smartphones have created the easy lifestyle to the customer whether

to search, book and shop for processing the transactions. (A. Malik, 2017)



CHAPTER 11
RESEARCH METHODOLOGY

This chapter is designed to study the user adoption in mobile banking and
to investigate the user attitudes toward mobile banking service in Thailland and to
recommend Thai banks to improve the mobile banking services in Thailand by based
on the result of the survey. Moreover, the questionnaire questions will be used as atool
aurvey to know users' experience toward mobile banking in Thalland. (T. Kosrgpunyagpoom,
2013). The questionnaire survey was developed from literature review and comment
from advisor. (The survey questions are in Appendix A)

The quantitative research will help the researcher and all the Thai banks to
know the significant success factor from using Mobile Banking which based on their
using experiences. This is one of the effective tool that we can ensure and rely on the
realistic results as the interpreting approach for perceiving the reason why the consumers
decided to use and/or trust in the Mobile Banking Service. This can be the essential
method to guide the researcher to understand more about this research topic.

In this research, the quantitative research method can give usthe fact result
and measurement based and we can aso evaluate our result from our survey as numeric
results that show the view of our target/population. This research method can give us
the feedback of the Mobile Banking consumers based on their using experience which
the research resuits can help all the Thai banks to improve their mobile banking service to

be qualified as the success factor result.

3.1 Conceptual Framework

The research model shows the factors that based on Customers experiences
from using mobile banking and mobile application technology. The adoption modd shows
the factors such as trust, ease of use, usefulness, social influence and enjoyment that
can be the successful factors from using mobile banking service in Thailand. The modd is

as below:
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Figure3.1 The Mobile Banking Adoption M odel

3.2 Research Scope

The survey has total number of participants 257 which 206 participants
who use the Mobile Banking Servicein their daily life but another 51 participants have
not ever used and never have been experienced of Mobile Banking Service before.

In this research scope, the objective of our target group is to get the most

useful source by sending the questionnaires to the group of people who we assumed

that they use Mobile Banking service.

Loyalty

Tntention




As for this reason, the researcher will emphasisin Mobile Banking Industry
which can lead us to compare the industry more in-depth perspective by based on how
they make consumer trust to adopt the Mobile Banking Service and their consumers
experiences. This can help all Thai Banks to develop Mobile Banking system to serve
customers needs and satisfactions which can be one of success factors that we study
in this research topic.

This research is determined to focus on Financial Industry, which nowadays
all Tha Banks are very competitive about banking products and service to be served
and satisfied consumers need as quick as possible. Most of Thal Banks want to become
the top of mind bank in cashless society. They would try their very best as they could
do to serve customers' needs by offering free service on Mobile Banking such as free
transferring fee with other branch, free top-up money and free pay bill fee, to compete
with other banks in this competitive era of Financial Industry.

For this valued 206 participants were from my colleagues and friends that
most of them work in Financia Industry, so we can assume that these valued 206 participants
would be qualified and can provide the significant results by based on their using

experiences.
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CHAPTER IV
FINDING ANALYS

Based on the survey results, the researcher uses the ‘SPSS' statistic 17.0
program to collect data and generate the data results and can conclude what we found

with details as follow.

4.1 Data Analyzing Method

Regarding to the survey results, the researcher used ‘One-Way ANOVA'’
which is used to determine whether there are any statistically significant differences
between the means of two or more independent (unrelated) groups (although you tend
to only see it used when there is a minimum of three, rather than two groups). The
researcher uses the data with SPSS statistic program by comparing the factors and the
Personal Information to see the relationship and the significant success factors of using
Mobile Baking Service. The results showed the significant between the function details
as factors and Personal |nformation.

For Primary Data was screened to analyze the data and significant factors.
For Secondary Data was from the opinions and comments about M obile Banking experience
from participants that can use together with SPSS result and make the conclusion in

the next chapter.

4.2 Data Preparation

The elementary data was completed by using SPSS 17.0 software program.
It can show the background and information of the participants and abate the risk of
bias, this research focused to the people who use and have experience from using Mobile
Banking application in their smartphone in Thailand without the limitation of gender,

age, education, income and occupation. The reliable variable was tested and can be
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referred from the previous research in literature review. This data collection method is

studied as an appropriate by showing the introduction and guideline at first part before

the respondent moves to the survey question part. The table 4.1 shows the summary of

demographics information.

Table4.1 Shows the summary of respondents demographics information by

per centage
Question Categories Number | Percent
Gender Male 93 45.1%
Female 111 53.9%
Others 2 1.0%
Age 22-30 yearsold 73 35.4%
31-40 years old 56 27.2%
41-50 years old 29 14.1%
51-60 years old 27 13.1%
Over 60 yearsold 21 10.2%
Education Background | High School or Lower 2 1.0%
Bachelor's degree 98 47.6%
Master's degree 103 50.0%
Doctor's degree 3 1.5%
Income Lower or equal 15,000 Baht 7 3.4%
15,001 — 40,000 Baht 84 40.8%
40,001 — 70,000 Baht 51 24.8%
70,001 — 100,000 Baht 33 16.0%
100,000 Baht or above 31 15.0%
Occupation Student/Trainee 2.9%
Unemployed 2 1.0%
Self-employed/Family Business 30 14.6%
Employee of Company 130 63.1%
Government and public administration 23 11.2%
Retired 15 7.3%
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Table4.1 Shows the summary of respondents demographics information by

per centage (cont.)

Question Categories Number | Percent
Brand SCB 54 26.2%
BBL 34 16.5%
KBANK 91 44.2%
KTB 14 6.8%
TMB 8 3.9%
BAY 3 1.5%
GSB 1 0.5%
LH BANK 1 0.5%
Source of Using At the Bank 121 58.7%
Mobile Banking Advertisement on Internet 17 8.3%
Service TV/Radio Broadcasting 10 4.9%
Family/Friends/Co-workers 33 16.0%
Social Network 15 7.3%
Promotion at shop/restaurant 8 3.9%
Others 2 1.0%

For gender, the female respondents are 54% (53.9%) and male respondents
are 45% (45.1%) and 1% for other genders. For the age, most of the respondents arein
between 22 — 30 years old as 35.4% with another 31 — 40 years old is 27.2%. About
one-half of respondents graduaied from Master degree as 50% and another is Bachelor
degree as 47.6%. There are 2 main group of income level which are 15,001 — 40,000
Baht (40.8%) and 40,001 — 70,000 Baht (24.8%). For occupation, there are more than
half of respondents are employee of the company (63.1%) and another are from self —
employed/family business (14.6%) and government and public administration (11.2%).
The top 3 mobile banking of Thai bank applications that all the respondents mostly us
currently on their smartphone are Kbank (44.2%), SCB (26.2%), BBL (16.5%) and
other banks (13.2%) respectively. Almost all the respondents hear/know about Mobile
Banking Service in Thailand from the bank when they go for doing financial transaction

at the branch (58.7%) while another of respondents know from family, friends and co —
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workers (16%) and the rest are from advertising o Internet (8.3%), socia network (7.3%),
TV/Radio broadcasting (4.9%), Promotion at shop/restaurant (3.9%) and others (1%).

4.3 One—Way Anova

This study used the * One-Way Anova method as a measurement to see the

significant relationship between factors and personal information. The ANOV A matrix
used as the model that are shown in the table 4.2 which shows the relationship between

each group of factors whether are analytically significant not more than 0.05 levels.

1. The relationship between useful factor - using mobile banking improves

mobile banking performance compare with relationship with income level.

Table4.2 Tables of One-Way-Anova and descriptive and Multiple Comparisons —

Bonferroni - between useful factor - usng maobile banking improves mobile banking

performance compar e with relationship with income level

ANOVA
F Sig.
5. Please rate the useful factors by using | Between Groups 3.504 .009
Mobile banking (Using Mabile Banking | Within Groups
improves mobile banking performance) | Total
Descriptives
y e Std. Std.
Deviation Error
5. Please rate the useful | Lower or equal 15,000 Baht 7 4.71 488 184
factorsby usngMobile | 15,001 — 40,000 Baht 84 3.87 .902 .098
banking (Using Mobile | 40,001 - 70,000 Baht 51 | 418 1.014 142
Banking improves 70,001 - 100,000 Baht 33 | 445 617 107
mobile banking 100,000 Baht or above 31 | 394 1.209 217
performance) Total 206 | 4.08 960 .067
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Table4.2 Tables of One-Way-Anova and descriptive and Multiple Comparisons —

Bonferroni — between useful factor — usng mobile banking improves maobile banking

per for mance compar e with relationship with income level (cont.)

Multiple Comparisons
Bonferroni
95% Confidence
Dependent Mean | Std. | _ Interval
Variable ncome Difference|Error S9. Lower | Upper
Bound | Bound

5. Pleaseratethe | Lower or  [15,001 — 40,000 Baht 845 | 369] 229 -20 | 1.89
useful factorshy | equal 40,001 — 70,000 Baht 538 | .378|1.000] -53 | 161
using Mobile 15,000 Baht | 70,001 — 100,000 Baht 260 | .390|1.000] -85 | 1.37
banking (Using 100,000 Baht or above 779 | 392| 484 -33 | 189
MobileBanking | 15001 — |Lowerorequd 15000Baht | -.845 | 369 | 229 | -1.89 | .20
improves mobile | 40,000 40,001 — 70,000 Baht -307 | .166| 660 | -.78 16
banking Baht 70,001 — 100,000 Baht -585 | .192| 027 | -113 | -04
performance) 100,000 Baht or above ~066 | .197 | 1.000] -63 | .49
40,001— |Lowerorequd 15000Baht | -538 | .378|1.000| -1.61 | .53
70,000 15,001 — 40,000 Baht 307 | .166| .660| -.16 78
Baht 70,001 — 100,000 Baht -278 | .209|1.000| -.87 32
100,000 Baht or above 241 213 | 1.000| -.36 .85
70,001— |Lowerorequa 15000Baht | -.260 | .390 | 1.000| -1.37 | .85
100,000 15,001 — 40,000 Baht 585 | .192] 027 .04 | 113
Baht 40,001 — 70,000 Baht 278 | .209|1.000] -.32 .87
100,000 Baht or above 519 | .234| 279| -15 | 118
100,000 Lower or equal 15000Baht | -.779 | .392| 484 -1.89 | .33
Baht or 15,001 — 40,000 Baht 066 | .197|1.000| -.49 63
above 40,001 — 70,000 Baht -241 | .213|1.000| -85 36
70,001 — 100,000 Baht -519 | 234] 279| -118 | .15

* . The mean differenceis significant at the 0.05 level.

As can see from the table 5.2 by using the ANOVA method can show the

significant relationship between the ‘useful factor — using mobile banking improves

mobile banking performance and income factor which is 0.009. The mean of participants

who have income 15,001 — 40,000 baht (mean; 3.87) is less than participants who have
income at level 70,001 — 100,000 baht (mean; 4.45) which can analyze that the participants

who have income 70,001 baht are more agree with ‘ useful factor — using mobile banking
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improves mobile banking performance’ than the group of income 15,001 — 40,000 baht.
It also can conclude that the participants who from the group of income 70,001 — 100,000
baht are believed that the mobile banking can impose mobile banking performance more
effective and efficient than others function in the group of ‘useful factor’.

2. The relationship between enjoyment factor — free of charge compare
with relationship with income level.

Table4.3 Tables of One-Way-Anova' and descriptive and Multiple Comparisons —
Bonferroni between enjoyment factor — free of charge compare with relationship

with income level

ANOVA
F Sig.
7. Please rate enjoyment of attracted Between Groups 2.617 .036
factor that make you to use the Within Groups
mobile banking (Free of charge) Total
Descriptives
. oL Std Std.
Deviation | Error
7. Pleaserate Lower or equal 15,000 Baht 7 4.71 488 184
enjoyment of attracted | 15,001 — 40,000 Baht 84 4.50 .898 .098
factor that make you to | 40,001 — 70,000 Baht 51 4.67 .909 127
use the mobile banking | 70,001 — 100,000 Baht 33 4.61 704 123
(Free of charge) 100,000 Baht or above 31 | 403 1.224 220
Total 206 4.50 .936 .065
Multiple Comparisons
Bonferroni
95% Confidence
Dependent 1 4. .Mean Std. i Interval
i (J) 4. Income Difference Sig.
Variable Income (1-d) Error Lower | Upper
Bound | Bound
7. Pleaserate | Lower or 15,001 - 40,000 Baht 214 .362 | 1.000| -.81 1.24
enjoyment of | equal 15,000 |40,001 — 70,000 Baht .048 371 | 1.000| -1.01 1.10
attracted factor| Baht 70,001 — 100,000 Baht] .108 383 | 1.000| -.98 1.20
that make you 100,000 Baht or abovel  .682 386 | 784 | -41 | 178
to usethe 15,001 — Lower or equal 15,000 -.214 362 | 1.000| -1.24 81
mobile 40,000 Baht |Baht
banking (Free 40,001 -70,000Baht | -167 | .164 | 1.000| -.63 30
of charge) 70,001 -100,000 Bah -.106 | .189 | 1.000| -.64 43
100,000 Baht or above 468 194 | .166 -.08 1.02
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Table4.3 Tables of One-Way-Anova' and descriptive and Multiple Comparisons —
Bonferroni between enjoyment factor — free of charge compare with relationship

with income level (cont.)

Multiple Comparisons
Bonferroni
95% Confidence
Dependent 4. .Mean Std. ] Interval
Variable Income (9)4.Income | Difference Error S0 Lower | Upper
(-9 Bound | Bound
40,001 — Lower or equal 15,000  -.048 371 | 1.000| -1.10 1.01
70,000 Baht |Baht
15,001 — 40,000 Baht 167 164 | 1.000| -.30 .63
70,001 — 100,000 Baht| .061 .206 | 1.000| -.52 .64
100,000 Baht or 634 .210 | .028 .04 1.23
above
70,001 — Lower or equal 15,000 -.108 .383 | 1.000| -1.20 .98
100,000 Baht
Baht 15,001 — 40,000 Baht .106 189 | 1.000| -.43 .64
40,001 — 70,000 Baht -.061 .206 | 1.000| -.64 .52
100,000 Baht or above 574 .230 | .136 -.08 123
100,000 Lower or equal 15,000  -.682 386 | .784 | -1.78 41
Baht or Baht
above 15,001 — 40,000 Baht -.468 194 | 166 | -1.02 .08
40,001 — 70,000 Baht -.634 210 | .028 | -1.23 -.04
70,001 — 100,000 Bahq -.574 230 | 136 | -1.23 .08
* . The mean differenceis significant at the 0.05 level.

For the second result from ‘ Anova method, there are the significant which
is 0.036 levels between the ‘ enjoyment factor — free of charge’ and the income factor.
This result can show that the group of income 40,001 — 70,000 baht are agreed with the
‘enjoyment factor — free of charge’ more than the group of income 100,000 and above
with the support reason of mean value of group of income 40,001 — 70,000 (mean; 4.67)
is more than group of income 100,000 baht and above (mean; 4.03). The respondents
who have income 40,001 — 70,000 baht are the most enjoyable group with free of charge

from mobile banking service among other income level of this group.



17

3. The rdationship between enjoyment factor — provide incentive gift compare
with relationship with occupations.

Table4.4 Tables of One-Way-Anova' and descriptive and Multiple Comparisons —
Bonferroni between enjoyment factor — provide incentive gift compar e with relationship

with occupations

ANOVA
F Sig.

7. Please rate enjoyment of attracted factor | Between Groups 3.650 .004
that make you to use the mobile banking Within Groups

(Provide the incentive gift (e.g. free gift) to | Total

customer who install the Mobile Banking

Application at the bank)

Descriptives
Std. Std.
N Mean .
Deviation | Error

7. Please rate enjoyment of| Student/Trainee 6 3.50 1.378 563
attracted factor that make | Unemployed 2 3.50 707 .500
you to use the mobile Self-employed/Family Business | 30 | 293 1.143 .209
banking (Provide the Employee of Company 130 | 3.70 1.047 .092
incentive gift (e.g. free Government and public 23 | 352 1.123 234
gift) to customer who administration

install the Mobile Banking| Retired 5 (287 915 236
Application at the bank) [ Totgl 206 | 350 1.103 077

Multiple Comparisons
Bonferroni
95%
Mean Confidence
Dependent (1 5. . . Std. .
Variable Occupation (J) 5. Occupation | Difference Error Sig. Interval
(1-J) Lower | Upper
Bound |Bound

7. Pleaserate Student/  {Unemployed .000 8731 1.000| -259 | 259
enjoyment of Trainee Self-employed/ 567 478 |1 1.000 | -.85 1.99
attracted factor that Family Business

make you to use the Employee of -.200 446 | 1.000 | -1.53 | 1.13
mobile banking Company

(Providetheincentive Government and -.022 490 | 1.000 | -1.48 | 143
gift (e.g. free gift) to public administration

customer who ingtall Retired 633 | .516 1000 -90 | 217
the Mobile Banking
Application &t the

bank)
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Table4.4 Tables of One-Way-Anova' and descriptive and Multiple Comparisons —
Bonferroni between enjoyment factor — provide incentive gift compare with relationship

with occupations (cont.)

Multiple Comparisons
Bonferroni
95%
M ean Confidence
Dependent (1 5. _ . Std. !
Variable Ocaupation (J) 5. Occupation | Difference Error Sig. Interval
(1-J) Lower | Upper
Bound |Bound

Unemployed | Student/Trainee .000 .873 | 1.000 | -259 | 259

Self-employed/ 567 781 | 1.000 | -1.75 | 2.89

Family Business

Employee of -.200 762 | 1.000 | -2.46 | 2.06

Company

Government and -.022 .788 | 1.000 | -2.36 | 2.32

public administration

Retired .633 .805 | 1.000 | -1.76 | 3.02
Self- Student/Trainee -.567 478 | 1.000 | -1.99 .85
employed/ Unemployed -.567 .781 | 1.000 | -2.89 1.75
Family Employee of -767 217 | .007 | -141 | -.12
Business Company

Government and -.588 296 | 727 | -1.47 .29

public administration

Retired .067 .338 | 1.000 | -.94 1.07
Employee of | Student/Trainee .200 446 | 1.000 | -1.13 | 153
Company Unemployed .200 762 | 1.000 | -2.06 | 2.46

Self-employed/ 767 217 | .007 A2 141

Family Business

Government and 178 242 1 1.000 | -54 .90

public administration

Retired .833 292 | .071 -.03 1.70
Government | Student/Trainee .022 490 | 1.000 | -143 | 148
and public Unemployed .022 7881 1.000 | -232 | 2.36
administration | Self-employed/ .588 296 | 727 -.29 147

Family Business

Employee of -.178 242 | 1.000 | -.90 54

Company

Retired .655 355 | .995 -40 171
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Table4.4 Tables of OneWay-Anova’ and descriptive and Multiple Comparisons —
Bonferroni between enjoyment factor — provide incentive gift compare with relationship

with occupations (cont.)

Multiple Comparisons
Bonferroni
95%
Dependent 5. | _M ean sd. _ Confidence
Variable Ocaupation (J) 5. Occupation | Difference Error Sig. Interval
(1-J) Lower | Upper
Bound |Bound
Retired Student/Trainee -.633 516 | 1.000 | -2.17 .90
Unemployed -.633 .805 |1.000 | -3.02 1.76
Self-employed/ -.067 .338 |1.000 | -1.07 .94
Family Business
Employee of -.833 292 | .071 | -1.70 .03
Company
Government and -.655 355 | 995 | -1.71 40
public
administration
* . The mean differenceis significant at the 0.05 level.

For this result, the significant relationship between * Enjoyment factor — provide
incentive gift'” and occupation is 0.004. The mean vaue of ‘employee of company’ (mean;
3.7) is more than the *self-employed/family business' (mean; 2.93) which can show that
the group of respondents from occupation — employee of company is the most group
that enjoys using mobile banking service due to receive the incentive gift (e.g. free gift
or bank souvenir who install the mobile banking application at the bank.

4. The relationship between satisfaction - trust factor compare with

relationship with gender.
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Table4.5 Tables of One-Way-Anova and descriptive and Multiple Comparisons —

Bonferroni between satisfaction - trust factor compare with relationship with gender

ANOVA
F Sig.
8. Basad on your stisfaction from using Mobile Banking Between Groups 3.960 .021
Service, please rate your overall satisfaction factors Within Groups
from using Mobile Banking Application. (Trust) Total
Descriptives
\ Mean Std Std.
Deviation | Error
8. Based on your satisfaction from using Male 93 4.35 .829 .086
Mobile Banking Service, please rate your Female 111 4.01 .939 .089
overall satisfaction factors from using Mobile | Others 2 4.50 707 .500
Banking Application. (Trust) Total 206 4.17 .903 .063
Multiple Comparisons
Bonferroni
Mean
Dependent Variable (1) 1. Gender (J) 1. Gender Difference St Sig.
(1-3) Error
8. Based on your satisfaction Mae dimension3 | Female 346 125 | 019
from using Mobile Banking Others -.145 .636 | 1.000
Service, please rate your Female dimension3 | Male -.346 125 | .019
overal satisfaction factors Others -491 .635 | 1.000
from using Mobile Banking Others dimenson3 | Male 145 .636 | 1.000
Application. (Trust) Female 491 .635 | 1.000
* . The mean differenceis significant at the 0.05 level.

According to the results, it can show that the gender; for both male and female
are satisfied with mobile banking service which the ‘trust’ factor show the most satisfaction
of both genders. It can summarize that ‘trust’ is the most success factor from using
mobile banking service with trust, consumers will more adopt to use mobile banking
service so the mobile banks need to keep develop system to protect customer information
to prevent any harmful risk that can lead to customer to trust the system more which
can attract other consumers to adopt to use maobile banking more and more as leading

the society to become ‘ cashless society’.
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The table 4.5 show the relationship between the ‘satisfaction from using
mobile banking service — trust factor’ and gender that have significant value which is
0.021. The mean value between genders, male and female toward ‘ satisfaction — trust’
is the male has higher mean value (mean; 4.35) than female (mean; 4.01) which means
that the group of male respondents are satisfied in mobile banking service due to trust
factor more than group of female respondents.

5. The raionship between satisfaction - trust factor compare with relationship

with income level.

Table4.6 Tablesof One-Way-Anova' and descriptive and Multiple Comparisons —

Bonferroni between satisfaction - trust factor compar e with relationship with income

level
ANOVA
E Sig.
8. Based on your satisfaction from using Mobile Between Groups 2.719 .031
Banking Service, pleaserate your overall satisfaction | Within Groups
factors from using Mobile Banking Application. Total
(Trust)
Descriptives
Std. Std.
y adean Deviation | Error
8. Based on your satisfaction | Lower or equal 15,000 Baht 7/ 4,57 535 202
from using Mobile Banking 15,001 — 40,000 Baht 84 4.01 .843 .092
Service, please rate your 40,001 — 70,000 Baht 51 4.22 1.045 146
overall satisfaction factors 70,001 — 100,000 Baht 33 | 455 564 .098
from using Mobile Banking | 100,000 Baht or above 31 | 403 1.048 188
Application. (Trust) Total 206 | 4.17 903 .063
Multiple Comparisons
Bonferroni
Mean 95% Confidence
Dependent Variable M ) Difference Std. Sig. Interval
4. Income 4. Income (1-J) Error Lower | Upper
Bound | Bound
8. Based on your Lower or 15,001 - .560 349 | 1.000| -.43 1.55
satisfaction fromusing |egual 15,000 | 40,000 Baht
Mobile Banking Baht 40,001 - .356 .358 | 1.000 | -.66 1.37
Service, pleaserate 70,000 Baht
your overall stisfaction 70,001 — 026 | 369 |1000| -1.02 | 1.07
factors from using 100,000 Baht
Mobile Banking 100,000 Baht | 539 | 372 | 1.000| -52 | 159
Application. (Trust)
or above
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Table4.6 Tablesof One-Way-Anova and descriptive and Multiple Comparisons—

Bonferroni between satisfaction - trust factor comparewith reationship with income

level (cont.)
Multiple Comparisons
Bonferroni
95% Confidence
Dependent 0 ) Mean | qa. | Interval
) Difference Sig.
Variable 4. Income 4. Income (1-d) Error Lower | Upper
Bound | Bound
15,001 — Lower or equal -.560 349 | 1.000 | -1.55 43
40,000 Baht | 15,000 Baht
40,001 - 70,000 -.204 158 | 1.000 | -.65 24
Baht
70,001 — 100,000 -534" 182 | .038 | -1.05 -.02
Baht
100,000 Baht or -.020 187 | 1.000 | -.55 51
above
40,001 — Lower or equal -.356 .358 | 1.000 | -1.37 .66
70,000 Baht | 15,000 Baht
15,001 — 40,000 204 158 | 1.000 | -.24 .65
Baht
70,001 — 100,000 -.330 198 | .980 -.89 23
Baht
100,000 Baht or .183 .202 | 1.000 | -.39 .76
above
70,001 — Lower or equal -.026 .369 | 1.000 | -1.07 1.02
100,000 Baht | 15,000 Baht
15,001 — 40,000 534 182 | .038 .02 1.05
Baht
40,001 - 70,000 330 198 | .980 -.23 .89
Baht
100,000 Baht or 513 222 | 219 -12 114
above
100,000 Baht | Lower or equal -.539 372 | 1.000 | -1.59 52
or above 15,000 Baht
15,001 — 40,000 .020 187 | 1.000 | -.51 55
Baht
40,001 — 70,000 -.183 202 | 1.000 | -.76 .39
Baht
70,001 — 100,000 -.513 222 | 219 | -1.14 a2
Baht
* . The mean differenceis significant at the 0.05 level.
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The last result from ‘One Way Anova method is the relationship between
‘ satisfaction from using mobile banking service — trust factor and group of income that
have sgnificant value which is 0.031. This can show that the group of income has significant
relationship with satisfaction of trust factor from using mobile banking service. The
mean value of income group can be shown that the group of respondents who have income
70,001 — 100,000 baht (mean; 4.55) is more than group of income 15,001 — 40,000 baht
which can analyze that the group of income 70,001 — 100,000 baht is more satisfied in
trust factor than group of income 15,001 — 40,000 baht.
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CHAPTER YV
CONCLUSION AND RECOMMENDATIONS

This chapter presents the results analysis based on 206 respondents and the
significant findings which relate and refer to previous literature. All the respondents
classified by mobile banking application users in Thailand including gender, age,
education level, personal income level and occupations.

The last chapter of this thematic paper contains the conclusion, discussion,
implications, limitation and recommendations which can show the research results and
discusses about the limitation and contribution. This chapter ends with the limitation

and recommendation that summarize from the reason findings.

5.1 Conclusion of Findings

5.1.1 TheCharacteristics of the respondents

The total respondents are 258 respondents from the survey data collection.
However, there are only 206 respondents who currently use mobile banking service and
the others 52 are the respondents who never use mobile banking service. So, dl the findings
and results are from 206 respondents. Most of the respondents are female who at the age
around 22 — 30 years old with education background as master’s degrees and income
level between 15,001 — 40,000 baht and work as employee in the company.

According to the other literatures have presented the individua differences
in age, gender, education, income level and occupations that has significant role in the
research. Regarding to the framework by Anshul Malik (2017) that talk about the factors
influencing consumers attitude towards adoption and continuous to use mobile application.
A conceptual model as about the opportunity in many ways, but it is just the overall

basic factors information.
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The successful factors have the better supporting information to be sure of
the information that can be better than the others. However, they can use another research
method to interpret the information with previous research. This can show that they could
generate the information and summarized it with their own objectives.

In the analysis of many studies, Munoz (2016) studied the influence factors
from using mobile banking which are the beliefs and behavioral. He found the attitude
is the most effective to define the predisposition when using mobile banking services
as same as prior research from mobile payment service. (Schierz, 2010) They also agreed
that trustfulness was one of the significant factor that had positive effect to the ease of
use of mobile banking service, regarding to the previous studies. (Pavlou, 2003; Bounagui
and Nel, 2009)

For the studied of Baptista and Oliveira (2015) had studied that performance
expectary, hedonic motivation and habit were the most effective in behavior intention
of mobile banking service.

Shaikh and Karjaluoto (2015) reported that Technology Acceptance Model
(TAM) was mostly depended on its adjustment of using mobile banking service meanwhile
the most antecedent of perceived ease-of-use was ‘self-efficiency’ that both directly
and indirectly were affected to the behavioral intention via perceived of usefulness
(J.C., 2009).

Regarding to the data collection from the survey, found that most of the
mobile banking users are currently using Kasikorn Bank (KBank) due to Kbank is the
most famous bank in Thailand that Tha people are trust and Kbank also provides
various kind of service to customers as well as many branches in Thailand to promptly
serve to customers’ needs.

On the other hand, other Thai banks still can beat Kbank especially for Siam
Commercia Bank (SCB) and Bangkok Bank (BBL) that have alot of volume of customers
base as well as Kbank. The other banks need to do a lot of research and development
(R&D) to compete with Kbank by offering other mobile banking service, create the
new technology to perform financial transaction easily than other banks and waive for
transaction fee for mobile banking service only such as waving fee for transferred money
to other bank or to other province in Thailand, withdraw cash without using ATM card

which called ‘ cardless withdrawal’ and free for bill payment service. SCB has a good
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strategy in cardless withdrawal. Nowadays in Thailand, only SCB and Bank of Ayudhya
(BAY) that provide this service and the good thing is when you want to withdraw money
from ATM, you no need to use ATM card, al you need to prepare is mobile banking
application on your smartphone, by log-in the mobile banking application and choose
‘cardless ATM’ function then select the amount and wait for the automatically code as
sms to your mobile phone and then go to the nearest ATM machince and choose ‘ cardless
ATM’ function on the screen and enter your registered mobile number and sms code
then receive the cash without using ATM card.

Moreover, most of the Thai mobile users hear and know mobile banking
sarvice in Thailand from the bank at the branch or head-office when they go to perform
banking transactions and the bank need to encourage and persuade the banking customers
to use mobile banking service which aim the society to turn to be cashless society in
the future and acknowledge the customers about the advantages from using mobile
banking service as convenience, save time, no need to do the transaction at branch and
can do the transaction anywhere with wifi or mobile network. However, in term of mobile
banking marketing, to advertise the maobile banking service by using ‘TV/Radio
Broadcasting’ and promotion at the shops/restaurants are not so effective enough to
motivate customers to use mobile banking application that much. So Tha banks should do
the marketing at the branch to motivate the customers to install the mobile application and
let them try to use application whenever they want to conduct the financial transactions.

This function is very new and convenience and can lead to the cashless
society easily. So in the nearly future we will not need to worry about the ATM card
and no need to aware of losing it, we can keep it home safely at home and can spending
money anywhere we like just only have the mobile banking application in smartphone
with a good mobile banking network or wifi such a convenient and safety service from

mobile banking providers.

5.1.2 The factors affect to loyalty intention to use mobile banking
service.
5.1.2.1 Perceived of Trust
Trustfulness is one of the success factors for mobile banking

customer that is the most influential affect to loyalty intention to use mobile banking
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service. Trust can be defined as the customers’ belief are willing to behave based on
their expectation (Grazioli and Jarvenpaa, 2000) as avoiding the opportunity in behavior
(Gefen, 2003) Trust is provided customers the premium benefits e.g. reliable financial
service (Gefen, 2003). The users will be experienced the mobile banking service as
useful and they would like to use it when they trust in mobile banking system. The
more users intend to adopt and use mobile baning application, the users' perceived in
risk will be less more and more (Anshul Malik, 2017).

According to the result of the survey, ‘ Trust’ is the satisfaction
factor from using mobile banking application that has significant relationship with gender
and income level. We can conclude that mal e respondents are more satisfied with trust
factor than other factors and genders. Moreover, the respondents who have income level
between 70,001 — 100,000 baht are more satisfied with trust factor than other income
level.

5.1.2.2 Perceived of the usefulness

The usefulnessis one of the significant factor for mobile banking's
users. The percelved ease of use, trust and system quality are directly affected to perceived
of usefulness except socia influence. The mobile banks were recommended to consider to
make mobile banking service to become friendly application as easily to use. Furthermore,
mobile banks need to be trustable and serve the high — speed network service. (J.C. Gu, 2009)

According to the result from the survey, there is significant
relationship between useful factor that using mobile banking improve mobile banking
performance and income level. The respondents that have income between 70,001 —
100,000 baht agree that using mobile banking improve mobile banking performance as
useful factor than other income level.

5.1.2.3 Perceived of enjoyment

Enjoyment is one of the significant factor of mobile banking
users in this study. The enjoyment is a part of the important factor of users mobile
banking adoption decision in case of hedonic applications. (Anshul Malik, 2017) According
to the survey’s result, it reveals that enjoyment factor has a truly significant relationship
from mobile banking user especially with these 2 groups from income levels and
occupations. The enjoyment factor attracted the users to use mobile banking service

due to the free of charge which can attract the group of people from income 40,001 —
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70,000 baht more than other income level which mean that the mobile banks need to
mani pul ate this group about free of charge to any mobile banking service to keep them
using mobile banking. Mobile banks should coordinate with marketing and/or product
strategy to keep providing the free of charge service to mobile banking users which the
society can become cashless society soon. There is another significant relationship
between ‘enjoyment factor — provide the incentive gift' and ‘occupations’. This can
conclude that to provide the incentive gift to user who just install or use mobile banking
service is the enjoyment factor which can attract the mobile banking users to keep using
the service especially the employee of the company. The mobile bankers should coordinate
with marketing department to create the incentive gift to attract both new users and

currently users to be the loyalty intention to use mobile banking service.

5.1.3 The factors that not affect to loyalty intention to use mobile
banking service.

5.1.3.1 Perceived the ease of use

The ease of use is one of the factor analysis of this study. The
research from Aldas (2011) and Munoz (2012) showed the positive effect in the perceived
ease of use with the usefulness of mobile banking application. The self — efficiency,
facilitating conditions and situational normality can be directly affected the perceived
ease of use except the familiarity with banks (J.C. Gu, 2009). This research recommends
that perceived ease of use can be increased by enhancing the self — efficiency when the
users feel that mobile banking service is more comfortable.

According to the survey’s result, there is no any significant
relationship between this factor and personal information. Even some opinion from the
respondents said that the ease of use is one of the factor that make them currently use
mobile banking application.

5.1.3.2 Perceived of social influence
Social influenceis one of the factor analysis of this research. The studied from J.C. Gu
(2009) mentioned about socia influence that affected to perceived of usefulness only
just alittle. As same as another studied that also agreed that social influence had no
effect to perceived of usefulness and behavioral intention on any financial service in

the chosen framework. Regarding to the respondents of the survey, there is no any
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significant relationship of this factor with personal information as well. Then we can
conclude that this social influence factor is not the success factor from using mobile
banking of this study.

5.2 Recommendations

All Thai Mobile Banks need to create the communication campaigns to
explain the advantages from usng Mobile Banking Application to make users perceive
the usefulness and encourage their intention to use Mobile Banking Application more
and more to make our Thai society to become the ‘ Cashless Society’.

Mobile Banks need to be aware of the trust, usefulness and enjoyment factors
that affect to users' loyalty intention of using Mobile Banking Service.

Asin term of perceived of trust, Thal bank should keep develop the banks
system especialy the internet and mobile banking to be reliable and trustable. Nowadays,
both internet and mobile banking customers are concerned about the security of electronic
transactions. The banks and financial institution need to pay attention to the evolution
and implementation of the new banking technologies as a main critical issue. Moreover,
the banks need to be ready and aware of the online security technology. The banks
should create more trust of the trustable and high-performance technologies to attract
the new mobile banking customers to use more and more.

In term of perceived of usefulness, the banks should provide the useful
performance of mobile banking to be promptly to use at anytime and anywhere which
can immigrate from the strict transaction execution to the marketing and sales.

In term of enjoyment, the bank should keep offering and providing banking
promotions e.g. free of transaction charge and incentive gift to keep the existing
customers and attract the new customers.

In term of ease of use, the banks should keep develop and implement the
mobile banking application to be easily to use in al the functions.

In term of socia influence, the banks should create the campaign to encourage
the existing users to motivate and influence the new users to adopt mobile banking

service to use.
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5.3 Limitations

After we finished the research paper, the researcher found that there are
limitations of this study, ‘ success factors from using Mobile Banking Service in Thailand'.
Firstly, the small sample size of the experienced usersis the principle limitation of this
study. This thematic paper focused only the users who have experienced in using Mobile
Banking Service which the data was collected as on convenient based as mostly from
friends and colleagues, so the results might not be boarded to Thai people in Thailand
as it should be. In the research, the sample size of the respondents is confined by the
demographic variables (e.g. gender, age, income, education and occupation) as same
as mogt of the respondents are collected in Bangkok area. Secondly, the Mobile Banking
users responses are collected in the limited time. The more time to study, the more
efficient results there will be very useful and helpful to analyze the success factor from
using Mobile Banking service by based on the continuance intention. However, with
the limitation of time, the variable numbers during this study are represented in this
thematic paper by the research only and the limitation of the information updating.
Lastly, the scope of respondents is limited experienced users in Thailand only. This
study uses the convenient sampling method for collecting the survey only in Bangkok
which had very few respondents who live in Northern, Southern, Eastern of Thailand
even the research scope mentioned Thailand but the survey quite not go to the Thai
respondentsin al over Thailand which can cause the small sample size that also limited in

Bangkok area only.

5.4 Future Research

Asfor the Mobile Banking research, the future research should conduct the
survey that include these factors which are Banks, telecommunication service, mobile
devices and mobile companies which the future research can boarder the study to gain
more success factors from using Mobile Banking Service as to execute the better
clarification of the research model.

Therefore, the * Familiarity with Bank’ should be added as one of the success
factors for the future reason due to this factor has included in many researches as from
the Literature Review but the research did not put this factor in this study due to the
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five success factors are more significant factors to use and easy to understand and the
respondents can do the survey easily.

Lastly, the future research about adoption mobile banking service should
collect more respondent data, regarding to this study the total respondents who have
experiences in using Mobile Banking Service are around 206 respondents which the
more data we obtain, the more results that we could fraction to be the perfect conclusion
of the study.

5.5 Conclusion

The study of the success factors from using Mobile Banking Service in Thailand
has complied with the introduction, the literature review, the research methodology,
the finding analysis and the conclusion from the research. There will be one part that
showed the users’ demand, opinions, suggestions and behavior.

In the introduction part, this study defined the overall of Mobile Banking
that will be the significant channel to perform the banking transactions in the nearest
future with the reason that why the researcher selected this topic to study and also
described the statement of problem, research objectives and the benefit for the study
which stakeholders should get benefit from study.

In the literature review had shown the understanding of the theoretical
background about the determining the adoption of mobile banking in Thailand. The
main points of the literature review were based on the mobile banking system and the
Technology Acceptance Model (TAM) to support the reason of why the users accept
or regject this technology.

In the research methodol ogy, the research had conducted the questionnaire
guestions by using online survey and collected 257 respondents. Therefore, this study
only use 206 respondents who said ‘yes for having experienced in using mobile banking
service in Thailand and also use SPSS for analyzing the results. The research result
has been analyzed with functions frequency and one-way anova.

In the finding analysis, the researcher used the five factors from using mobile
banking service in Thailand which are trust, ease of use, usefulness, socia influence

and enjoyment. As for the result, showed the most success factors related to ‘Loyalty
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Intention’ which is trust, usefulness and enjoyment. The good solutions for the loyalty
intention are to keep developing system to be secured and trustable for users. The mobile
banking performance should be promptly to use anytime and anywhere. In term of
enjoyment, the banks should offer the free of charge promotions and incentive gift or
rewardsto the loyalty customers.

For the last chapter was the result discussion and conclusion. After the
researcher collected the sample size from experienced users of mobile banking service
in Thailand, the result showed the top three success factors from using mobile banking
service which is trust, usefulness and enjoyment. These 3 factors created the satisfaction
from using experiences and lead to loyalty intention to keep using Mobile Banking
Servicein Thailand.
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Appendix A: Questionnaire

College of Management
Mahidol University

The questionnaire is conducted to obtain information for the studying of the success factors of
Mobile Banking Service in Thailand, which is contributed to the Thematic Paper of Master of
Management’s Degree, College of Management Mahidol University.

2 4 a g RN v A g 0 o 9 a
UV UNHI U IUHUIVOIE T UNUT LW@ﬁﬂHWﬂﬁ]%ﬂﬂLﬂUWﬁﬁﬂi%‘1]1ﬂﬂ15616]51ﬁﬂ15
s2

Tuwenusanalulszna’lne

Instruction: Please answer all the following questions by base on your Mobile Banking

using experience.

Part I: Mobile Banking Information
1. Have you ever used the Mobile Banking Service on your smartphone?
Y a a ' A A = '
@A 1 FNUMIVIMIFINTIUNNMIRUAUNNNODD 130 lai)
[ Yes (im0 nazilogiiulded)
[ No (Lineg14)
2. Which Mobile Banking from Thai’s Bank Application(s) you mostly use currently on your
smartphone? (Please choose only 1 bank application)

a o A A A o w Y o = o
tolnantunledovoIsuIag Ia nmumiaslgegluilegiu (meumes 1 Anow)

L] scB L] BBL [ ] Kbank
L] KTB L] T™MB L] BAY
L] civMB L] TISCO | Tbank
] uoB ] SCBT Ll 1CcBC

" | LH Bank [ GSB
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How did you hear/know about Mobile Banking Service in Thailand? (Please choose only 1)
anl@8umaRerTumsvTmsganssumamsiiuriuiedeluiios Insnrnnia lnuy
(OUNEI 1 AIAOL)

(] At the Bank (Booth activity, Poster) (‘ﬁ‘ﬁmmﬁ/ummzﬁwmﬂ%’qmiuamuﬁssmq)

|| Advertisement on Internet (ads) (Tmymmuﬁumaiﬁm)

L] TV/Radio broadcasting (3‘1/]8; 130 T‘Vliﬁﬂﬁ)

[| Family/Friend/Co-worker (A0UA57, Lﬁ’au, Lﬁauiamm)

[ | Search Engine (izuuﬁuﬁ'u%’@ga)

[ ] Social Network (Facebook, Instagram, Twitter)

According to the Mobile Banking Service in Thailand, please rate the perceived of trust from
using Mobile Banking Service that satisty to you

o U 1 { O)QS, 4 Q'l a
(dsaldazuuuanudinylusaazde agldauTunenuednadianugeiululiusos

o2 A P vq ¥
IiJ‘]ﬂfJLHJ\“Iﬂﬂ\“I!fWE]G]E)Uﬁuﬂﬂﬂ’lnwl@\?ﬂﬁﬂlﬂ\i?ﬂ“]f\‘ﬂl!)*

Unimportant | Somewhat | Neutral | Important | High

(liidAny) | Important | (1me) | (d1fay) |Important

(Fanytha (fny
lunanss) 110)
1 2 3 4 5

(ﬂ’ﬂlllhﬁdfﬂﬁﬂﬂ]ﬁ]\iﬂﬁ‘ﬁNWU‘U@\i‘iﬁJﬂ)

1. Reliability of system operation

2. Fast speed of access and service

<3 - a
@552 lums lsusms)

3. Security from Hacker or internet roberry

Y a <
(ﬂ?]ﬂﬂﬁ@ﬂﬂﬂ%WﬂIﬂiﬂiiil'ﬂ%?@ulﬂ@{l,uﬁ)

4. Keep developing and updating application

system (UMINAIAZONAATLUUDELAUD)

5. User find it trust to use mobile banking
L. 99 Y= A o
application (§150A MU 1 Tue

s
HINAN)




5. Please rate your perceived of ease of use from using Mobile Banking Service)

' ¢y w 72
(nyanIdazuuums Iaudeluilsdundnves Tuueuuana
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Unimportant | Somewhat | Neutral | Important | High
(hllifhﬁﬂul) Important | (}RY9) (ﬁ1ﬁﬂ3) Important
(@i (d1Any
“1umqmga) 1110)
1 2 3 4 5

1. Easy to log in (11132 11418)

2. Easy to check account balance (eaems

WaseaRuauvaeluiiyd)

3. Easy to pay QR code/Promptpay (118619013

19RUA QR code/Promptpay)

4. Easy to transfer money to any bank (CREEE)

mi3Toudu lusinasau)

5. User find it easy to use mobile banking

application (é’“l%’wuthmﬂ%’muiumaumﬁf%q

uiw)

6. Please rate the useful factors by using Mobile banking
(nsanliaznuuveslseTenilums 1y IiJ“lJWL!,‘]NﬁfQTQ) *
Unimportant | Somewhat | Neutral | Important | High
("[liﬁ1ﬁﬂlu) Important | (1RY9)) (ﬁ1ﬁﬂg) Important
(@i (d1Any
‘1umm§q) 110)
1 2 3 4 5

1. Using Mobile Banking improve function
performance (IM3131)391)5@NT01mv04

Py s
Handuarnms ¥ Tuueusanng

2. Using Mobile Banking increase productivity
@EmMsnlseansnnueansiiIuINms

Y
15 TanenuaAng)

3. Using Mobile Banking enhance effectiveness

v
M3 15 Tuneunednane liinalse Teanl)
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Unimportant

(liiddny)

Somewhat
Important
(Fantha
“1mmﬂﬁga)

2

Neutral

(o)

Important

()

High
Important
(GRGLY
11N)

5

4. Using Mobile Banking provide variety of
banking service (HUTMINHAINNAWIINNT

Y
15 Tunaun9Ang)

5. User find it useful to use mobile banking
application (§ 15wy 19 Tune

P P
puaanaiuiase Toad)

7. Please rate the social influence factors from using Mobile Banking Service in Thailand

(nyanIiazuuuvesiladenedeauini i

v

Y
A
210 1% TuLeaang) *

Unimportant

(laidfay)

Somewhat
Important
(drrryha
1umaﬂ§a)

2

Neutral

()

Important

(GRGEN)

High
Important
(dngy
1N)

5

1. Family (A391A57)

2. Friends / Colleagues (1NU/ANDUTINIIU)

@

3. Boss (\anlv/Aiian i)

tY

4. Social Network/ Social Media/ Word of
mount (mﬂﬁamﬁumaiﬁmmsmmﬁ

danunaznszuaianaininaeiin

5. User find it has social influence from using

mobile banking application (é’i%’wuiwmﬂ%’

F F
NuTyeneAnaTuiNaINnTZIaFIAN)




8. Please rate enjoyment of attracted factor that make you to use the mobile banking
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(dsaldazuuuanuguanumaamaunninssuduasumsuensgaawald iuanm

Y Y
Waulalums 1 Tuueuseanannau). *

Unimportant

(liddny)

Somewhat
Important
(@i
Glummiga)

2

Neutral

(ma9)

Important

(GRGE)

High

Important

(dngy
110)

5

1. Free of charge (1iidoA15551iion)

2. Provide the free-gift to customer who install
the Mobile Banking Application at the bank
Y

uanvee3199a liungnA1fianas Mobile

Banking N

3. Using M-banking create enjoyment (mﬂ%

E4
a1 Y a a a
IllU’lﬁ]l!ﬂNﬂﬂ\iﬂﬂﬂlﬁlﬂﬂﬂ'ﬂﬂ’qmwaﬂmﬁu)

4. Using M-banking enhance enjoyment
E4 v
M3 15 Tuenusdnai Iy nuge

INaANAL)

5. User find it is enjoyment when using mobile

banking application (é’cl%lwuimwﬂ%’qm

P A a
Tmmmmaﬂﬂmuﬁmmqm/mmmamwau)

9. Based on your experience, which factor is the most successful factor from using Mobile

Banking Application? (Please choose only 1)

4 9 c’ay a Q'J a 1 [ dl o Y (Qy
nnlszaumsalms lsau Tueuusnnaennansy auaanievelanii v lueunenna

o { o
Uszauanuduianniga Mouied 1 Aaow)

U Trust (@nusseiuluszuy)
] Base of use (M3 194114418)

[ ] Usefulness (flﬂiﬂfl"]f‘lf)

(] Social Influence (ANATEUATIANLIY)

L] Enjoyment (AMUIWAAINAY, ANNTULNG)



Part II: Personal Information (Gfl'agatr' mé‘h)

1.

Gender (W)

|| Male (319) " | Female (‘H’Lijﬂ) || Unidentified (Ubji ¢1))
Age (919)

" | Under 22 years old (éhm'w 22 ?J) (Gen-Z2)

[] 2230 years old (521319 22-301)) (Gen Y)

(131 40 years old (521714 31-401)) (Gen Y)

L] 41-50 years old (szwjn 22-30%) (Gen X)

L5160 years old (524172149 51-601)) (Baby Boomers)

Ll Over 60 years old (&IQLLG]' 60@6?;’1‘!“11]) (Baby Boomers)

Education Background (miﬁ NH1)

[] High School or lower (52AUNFENANEN w?aﬁmdw)

[ ] Bachelor’s degree (szﬁuﬂ?tytgm?)

[] Master’s degree (3zaU13qyay11n)

[] Doctor’s degree (‘i$ﬁﬂﬂ§ﬂjuﬂﬁmﬂ)

Income (’3‘18'151})

[J Lower 15,000 Baht (§1n31 15,000 1)

[] 15,001 — 40,000 Baht (15,001 — 40,000 U1N)

[] 40,001 — 70,000 Baht (40,001 — 70,000 UIN)

[] 70,001 — 100,000 Baht (70,001 — 100,000 1J1%)

[] 100,000 Baht or above (410131 100,000 111)

Occupation (m%w)

" Student/Trainee (I3 81/8n11)

| Unemployed (119911)

|| Self-employed/Family Business (13 NATIUAD)

"] Employee of Company or Public Company (WHAUUTHNOAYS)
(] Government and public administration (U513 M58 lusgsIamne)

"] Retired (1aainBem)
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