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Abstract

Today, mobile banking business is one of the most successful channels in
the electronic-commerce market as it can provide various information services instantly
to customers. This channel help banks decrease transaction cost and offer better and
more convenient services to their customers. Mobile banking, as an emerging facet of
electronic banking, is unlike traditional phone banking services which offer very limited
functions. Mobile banking, thus, is a rich platform for automated banking and other
financial services. It is a wireless service delivery channel that offers increased value for
customers by providing customers “anytime, anywhere” access to banking services via
smart-phones or other similar mobile devices.

The mobile banking system has been installed and promoted in an effort to
gain significant competitive advantage by all commercial and government
banks. Although there are a large number of mobile users with the Internet accessibility
in various areas, the number of electronic transactions is low when compared to other
forms of payments.

This  quantitative  research investigates factors influencing on
customers’ intention to use mobile banking in Thailand, Based on the widely accepted
Task- Technology Fit model (TTF), Technology Acceptance Model (TAM) and Diffusion
of Innovation model (DOI). We tried to develop a comprehensive model covering factors
influencing intention to use mobile banking. For the empirical validation, 253 responses
from people who use mobile phones and mobile banking services were collected via an
online questionnaire. Regression analysis and factor analysis using principle axis
factoring extraction and varimax rotation were used to test the research model and
hypotheses.

This research evaluated the perceived task-technology fit and compatibility
with lifestyle which had a positive significant impaction on perceived usefulness, but
perceived task-technology fit had a negative significant impaction on perceived risk. In

addition, intention to use mobile banking was positively associated with perceived



task-technology fit, compatibility with lifestyle, perceived usefulness and negatively
associated with perceived risk.

This paper has tried to provide a comprehensive understanding about
customers’ intention to use mobile banking. Bank marketing manager is able to provide
mobile banking service that fulfill with customers’ lifestyle. Furthermore, IT manager can
develop mobile banking system to supports customers’ financial transactions and

reduces customers’ perceived risk.
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