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ABSTRACT

At present, the new debit card or smartcard has been introduced to the
customers. Smartcard is the debit card operated with the chip card system while the
normal ATM or debit card is operated and read by the magnetic strip. Smartcard has
been used to prevent the "skimming" i.e. the illegal copying of information from the
magnetic strip of a credit or ATM card and also to enhance the reliability and trust of
the customers.

This research had the objectives to investigate whether the consumers
select the smartcard because of the Technology Acceptance Model (TAM) or the
influential of the bank staffs. A case study of Be 1" smart of Bangkok Bank was used
to study the relationship of the intentional use of smartcard among the factors base
on the Technology Acceptance Model (TAM), and compare the influential factors
related to the influential of the bank staffs. The data were collected from 409
samples in Bangkok metropolis using online questionnaire and paper questionnaire
during January — March 2015. The collected data were then analyzed and processed
using the correlation analysis and multiple regression analysis.

According to the research findings, the perception on the usefulness,
perception on the ease of use base on the Technology Acceptance Model (TAM),

and the influential of the bank staffs were the statistically-significant factors affecting
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the selection of ATM smartcard of the consumers (sig < 0.05). These three factors, in
addition, were positively correlated with the intention to use. It was also found the
perception on the ease of use, the influential of the bank staffs, and perception on
the usefulness mostly affected the selection of the ATM smartcard, respectively. This
implied that if consumers perceived the ease of use, being support and
recommended by the bank staff, and acknowledged the usefulness of the smartcard,
they would select and use the smartcard more. Hence, these three factors could
predict the selection of the smartcard for 52.3%. From this study, the male
consumer had a higher perception on the ease of use and usefulness of the
smartcard than the female ones, resulting in a higher selection and use of smartcard.
Besides, the population aged 20-29 years old perceived the ease of use and

usefulness of the smartcard most.
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