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Abstract  

This research aims to study factors affecting the decision in using mobile banking services for 

a case study of Kathu District Phuket by using questionnaires as a tool for data collection with 

400 samples. Findings in the study reveal that majority of people for 167 persons select to use 

the service of Siam Commercial Bank accounting for 41.8%. The reason for selecting the 

financial transaction via mobile banking is due to inconvenience in using the services at the 

bank branches as commented by 232 people accounting for 58.0%. While 198 persons, 

accounting for 49.5 percent can learn how to use mobile banking through 198 bank employees. 

As for frequency in using mobile banking, most of the sample about 248 people use the service 

at an average of 2-5 times accounting for 62.0%. The problem and barrier in using mobile 
banking services are a transaction security issueม and for the satisfaction with the rate of the fee 

charged in each transaction. If the suggestion of usage is provided by staff, this will make users 

more interested in using mobile banking services. 
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1. Introduction  

Advancements in telecommunications and communication technologies have affected financial 

and banking operations. While commercial banks currently are more competitive, banking and 

finance business, therefore, need to be improved and developed to offer novel services suitable 

for the changing era by using technology to improve the operation to be capable of offering 

services that meet customer needs and facilitate financial transactions. Particularly, the use of 

Mobile Banking is a form of financial transaction on the smart-phone that the bank utilizes to 

increase the channels on earning revenue and expanding its customer base. While it helps 

maintain market share and also helps reduce operating costs, which will result in a competitive 

advantage in the business and also improve the bank's potential. 

Adding channels of financial transaction services via the internet of the commercial banks in 

various forms either via the website or the application on a smart-phone will help the bank to 

increase channels of revenue generation, expand the customer base, maintain market share and 

also help reduce operating costs. This will result in the commercial banks to offer services via 
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the internet to take a competitive advantage in their business operations and to also improve 

service efficiency.  

Banking services through mobile banking have become another new alternative for current 

banking customers because the development of internet communication technology provides 

convenience, fast and effective accessibility via various communication devices easily and it 

does not take a very long time. Therefore, this makes financial transactions via the internet 

become completely different from traditional financial transactions. And the rate of using 

mobile banking services tends to increase continuously. This is because it is a convenient way 

for customers to perform financial transactions via the internet by themselves. It is like having 

a private online bank to access financial transactions anywhere, anytime, 24 hours a day, which 

is a new marketing service channel where service providers will be able to generate income 

from servicing from among individual customers, business-to-business customers, and business 

entrepreneurs with consumers. Due to these reasons, the researcher is interested in studying the 

factors that influence the decision to use mobile banking services. 

2. Literature Review 

 

2.1 Decision Making 

Decision making is a process in solving organizational problems by seeking and choosing for 

alternatives or best practices to achieve the defined objectives of the organization. Therefore, it 

can be said that the decision making is the conclusion or the final result of the rational thinking 

process so that to select the right actions suitable for the situation, the resource, and the 

individuals, to be able to implement and achieve the desired goals and objectives. 

 Decision making is an integral part of the roles of the executive resulting from position and 

authority. It is the role of entrepreneur, disturbance handler, resource allocator and negotiator.  

2.2 Theory of Acceptance Model 

Theory of Acceptance Model: TAM is a model for predicting acceptance and usage of 

technology in the workplace. It is a recognized and well-known theory that is the performance 

indicator of technology usage as proposed by Davis, which is additionally modified from the 

Theory of Reasoned Action: TRA to develop into a TAM model and to study in the context of 

acceptance for the use of information systems by not considering the norms of the surrounding 

people, and behaviours to be used as factors in predicting actual usage behaviours. 

   Users will accept this technology only if there are factors that influence decision making to 

accept TAM technology. 
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Figure 1: Technology Acceptance Model (Davis, 1989) 

 

 

 

 

 • External Variables refer to the influences of external variables that will create awareness for 

each individual which include experiences, beliefs, knowledge, understanding, and motivation 

to encourage users to see values to have demand for such high-value services 

• Perceived Usefulness (PU) refers to awareness in the usage of technology to obtain benefits 

either obtaining advantages of technology such as reduction in operation steps, time-saving, or 

fast and efficient operation 

• Perceived Ease of Use (PEOU) refers to the perception in the usage of technology that makes 

the operation easier from the original manual operation which may cause delays or obstacles. 

And after the technology is introduced, the operation becomes faster and more efficient. 

• Attitude Towards Use refers to a positive attitude to the usage caused by the user's 

understanding towards the benefits of technology which is based on the ideas in making use of 

technology by people who recognize in the benefits 

• Behavioural Intention to Use refers to the intent of use which indicates the recognition 

behaviour in the acceptance of technology of each person.  

• Actual System Use is a result of technology adoption and actual utilization 

 

2.3 Mobile Banking 

Mobile refers to mobile phones and banking refers to banking which has an exact definition 

and when taken together, it means Mobile Banking incorporated with the Internet Banking: 

iBanking. Since the past, we started to know and use it in the form of iBanking via PC or 

Desktop computer. In this era, mobile phones or smartphones play a large role in our daily lives 

instead, making the service of iBanking follow us everywhere. Until in this era that we have a 

truly Mobile Banking because of the design and development whether security system or 

various features that support the use on various platforms available on the Smartphone. In which 

the original i-Banking system with a shortened version of user and password identification is 
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introduced to be used on mobile phones. There is also the other type developed to be superior 

to the original iBanking that supports especially for mobile phone use, with a PIN Code system 

to increase security both of which are all working on the Mobile Banking platform. 

 

2.4 4P’s marketing mix 

4P’s marketing mix is a marketing stimulus that leads to buying decisions which can be divided 

as follows; the product that will allow consumers to buy, and price. When consumers evaluate 

the options and make decisions, the price will affect buying behaviour. Distribution channel 

(place); Marketers need to prepare products ready for distribution since this will influence the 

purchase decision. Marketing promotion; every process of consumer purchasing decisions can 

be influenced by marketing promotion. 

 

3. Research Framework  

 

Figure 2: Research Framework  

 

Demographic data  

■ Gender 

■ age 

■ occupation 

■ monthly income  

■ Education level 

 

The decision to use the mobile banking service 

■ Types of financial transaction use 

■ Decision to use Mobile Banking 

■  Source of usage information Mobile Banking 

■ Learning Mobile Banking Services 

■ People around you use Mobile Banking. 

■ Frequency of using Mobile Banking 

 

Factors Affecting the 

Decision in Using Mobile 

Banking Service 
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4P’s marketing mix   

■ product 

■ price 

■ place 

■ promotion 

 

 

4. Research Objectives  

1. To study the factors that influences the selection of mobile banking services of the people 

in Kathu District 

2. To study the selection of mobile banking services for people in Kathu district. 

5. Research Methodology 

The study population consists of people living in Kathu District, Phuket province divided 

into 13,133 men, 15,108 women and a total of 28,241 people. The sample used in this study is 

the population of 400 people living in Kathu District. Phuket Province. The calculation of 

sample size is conducted and the formula to find the size of the sample with a known population 

is used where confidence value of 95% and the error of not more than 5% are defined according 

to Taro Yamane's formula (1967).  

Since the calculation results in the population to contain 394.41 samples, however, to obtain 

the comprehensive data and the minimum response rate of with the confidence that makes all 

estimators free from bias, the researcher, therefore, adds some more 6 samples into this study 

to make data obtained from the samples to meet the specified size. Therefore, the samples that 

the researcher used to analyse contain a total of 400 people. 

In this study, the researcher verifies all questionnaires for completeness of the questionnaires 

and processes coding in the questionnaire then analyses and processes data using statistical 

software using the descriptive statistical calculations as the basic statistics used to describe the 

characteristics of the sample. The values for analysing consist Percentage, Mean, Standard 

Deviation, and Relationship between independent and dependent variables. 

6. Conclusion   

General data of the respondents consist of 206 males accounting for 51.5 percent. The age 

range of respondents is between 25 - 30 years accounting for 48.0 percent. The educational 

level of respondents includes 224 bachelor degree graduates accounting for 56.0%. The 

majority of respondents of 224 are private employees accounting for 34.0%. The average 

monthly income of 224 people ranges between 10,001 - 20,000 baht, representing 45.2%. Most 
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of the samples consisting of 167 people representing 41.8 % choose to use the services of Siam 

Commercial Bank. While 232 respondents, representing 58.0% provide reasons in choosing to 

use financial transactions via mobile banking that it is because of the inconvenience of using 

services in person at the bank branches. About 198 respondents representing 49.5% learn how 

to use mobile banking with bank employees. As for the frequency of using mobile banking, 

most respondents of 248 people accounting for 62.0% use averagely 2-5 times. 

As for marketing mix factors influencing the decision making of customers in using mobile 

banking service, the results reveal that, in term of product, most of the sample gives the highest 

priority when choosing to use financial services via mobile banking that meets the needs of the 

respondents with an average value of 4.43. In terms of price, most of the samples give the 

highest priority for pricing without any annual fee in using the service, with an average value 

of 4.45. Regarding the distribution channel, the samples provide the highest priority where the 

use of mobile banking services can be available in all locations in Thailand with an average 

value of 4.50. In terms of marketing promotion, the samples provide the highest priority if the 

staffs provide the suggestion on how to use the service which will make respondents more 

interested in using the service, with an average value of 4.51. 

7. Discussion 

Factors influencing the decision to use mobile banking services, the results reveal that in the 

selection of mobile banking services, most samples receive advice and learn from bank 

employees since it is not convenient for customers to use the service at the bank branches. 

     For marketing mix factors, most of the samples are satisfied with the appearance and 

sufficient application. The calculation of the annual fee for using the service is appropriate. 

 

8. Suggestion for Entrepreneurs 

For entrepreneurs, credibility, and security of mobile banking, most users are still not 

confident in the security of mobile banking. Therefore, the bank should provide staffs to give 

advice or build credibility for customers which will result in increased service usage. 

     In each financial transaction, fee collection is not yet satisfied by customers. Therefore, 

the bank should adjust a fee rate according to the increased trend of transactions via mobile 

banking. 
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