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Abstract

The objectives of this independent study are to 1) investigate the demographic factors affecting the
decision of mobile banking use services financial among residents in the Bangkok area, 2) investigate the
factors of the marketing mix that influence these decisions, and 3) investigate the impact of acceptability of
technology on these decisions.

The population studied consists of individuals using services financial mobile banking who live,
work, or study in Bangkok. A sample size of 390 was determined using a formula for an unknown population,
and convenience sampling was applied. Data were collected through an online questionnaire. Statistical
methods used include descriptive statistics, t-tests, one-way ANOVA, and multiple regression analysis.

The results revealed that 1) Demographic factors such as gender, marital status, education level, and
average monthly income showed no significant difference in decision-making regarding service financial
usage of mobile banking. However, age and occupation did show significant differences. 2) Among the
marketing mix factors, product, physical evidence, and process were found to significantly influence the
decision to use services for financial mobile banking. Conversely, place, promotion, and people had no
significant impact. 3) Technology acceptance factors, including perceived usefulness, perceived ease of use,
attitude toward use, and behavioral intention, significantly influenced the d ecision to use mobile banking

services financially.

Keywords: Mobile Banking, Financial Services, Users in Bangkok
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