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ABSTRACT 

The purpose of this paper was to examine the independent factors positively 

affecting customer loyalty of online banking users of employees in Bang Rak district 

in Bangkok. Those independent factors were structural assurance, personal need, 

personal innovativeness, facilitating condition, design, convenience, privacy and 

security concerns, and consumer engagement towards customer loyalty of online 

banking users of employees. Total samples of 252 employees of online banking users 

collected with survey questionnaire in the area of Bang Rak district in Bangkok from 

January to February 2018. The majority of respondents were females and singles, 

aged between 24-29 years old, had Bachelor degrees, and worked in private 

companies with the range of income between 15,001 to 30,000 baht per month. 

Majority of them used online banking via Kasikorn Bank less than or equal to 5 

minutes in order to transfer money around 501-1,500 baht by several times per week. 

The researcher found that consumer engagement ( = 0.333), personal need ( = 

0.251), convenience ( = 0.233), and personal innovativeness ( = 0.229) respectively 

accounted for 65.6% positively affecting customer loyalty of online banking users of 

employees in Bang Rak district in Bangkok with statistical significant at .01. 

 

Keywords:  Online banking, Online banking users, Customer loyalty 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Rationale and Problem statement 

 Online banking, also known as Internet banking, defined as an electronic 

payment system that provides the ability to manage money online and conduct some 

financial transactions through either from mobile device or computer which there is 

no need to visit a bank branch (Pritchard, 2018). 

 Bank of Thailand or BOT started recording data for online banking since the 

year of 2010, and according to them, there has been a steady growth of the number of 

users for both the Internet and mobile banking since 2010. In the year 2010, there 

were 4,822,947 and 519,450 users of Internet banking and mobile banking 

respectively which rose to 5,626,192 and 706,439 or by approximately 17% and 36% 

users of Internet banking and mobile banking respectively in 2011. It can be seen that 

there was a higher trend for mobile banking than Internet banking, but the users for 

both of this service in general have increased from its previous year and it continued 

until 2014 where the number of customers that applied for mobile banking service 

was far greater compared to Internet banking. Internet banking saw an increase of 

approximately 26% to 10,159,971 users while mobile banking had 6,229,960 

customers applying for its service, or an increase of approximately 435% compared to 

2013, almost 6 times from its registered users of mobile banking. As reported by 

BOT, the volume of Internet banking transactions grew by 32% while the volume of 
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mobile banking transactions grew by 62% between 2010 and 2014 (Bank of Thailand, 

2018). 

There was a clear trend in online banking world as customers were looking to 

go cash-less and found it convenient to handle their small financial transactions such 

as fund transfers and bill payments and that trend continued to rise as more customers 

continued to register for mobile banking service more than of Internet banking 

(Banchongduang, 2018). Bank of Thailand also suggested that this could also be a 

result of higher number of smart phone users and banks development of mobile 

banking applications which were easier to use, more convenient and secure to perform 

financial transaction and that seem to be the case as the latest annual data available by 

Bank of Thailand or BOT for 2017 showed that the number of users that applied for 

mobile banking at approximately 31.6 million were more than for Internet banking at 

approximately 20.5 million. However, customers still continued to register for Internet 

banking and as a result it continued to rise steadily from its previous years because 

Internet banking still remained and continues to remain an important part of online 

banking world. As BOT explained that Internet banking was found to be higher in 

terms of transaction values, due to the business sector’s preference for Internet 

banking for high-value funds transfer for trade, payments for goods and services and 

salaries and wages. While most mobile banking transactions were performed by the 

general public or small businesses for low-value fund transfer. Internet banking also 

gives the advantage to perform various other specific functions not available with 

mobile banking such as request of loan application or to view various other online and 

account statements.  
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To also ensure a safer transaction, most mobile banking applications require 

the use of private network or own mobile data which could be an inconvenient for 

some users wanting to make a quick transaction at the comfort of their own home or 

at a coffee shop with public Wi-Fi (Vpnhaus, 2016). In addition to that, officer 

workers with their computers or customers using their laptop at their home or a public 

place will find it more convenient during that time to use Internet banking for 

transactions made instead of mobile banking. 

Data provided by Eshopworld (2018) reviewed that the devices used for online 

shopping in Thailand showed that 81% of online shoppers buy via desktop compared 

to 52% via a smartphone. Nonetheless, because of the high frequency and large 

customer base, the volume and value of mobile banking funds transfer still registered 

a remarkable growth suggesting that the majority of people started to recognize the 

benefits and were becoming more familiar with this channel of service. As 

Banchongduang (2018), a writer for Bangkok Post reported that vendors even at small 

market places liked mobile payment systems as it is easy and comfortable for them 

and they do not require the need of finding smaller banknotes or coins for a change 

especially when customers pay a 1000-baht banknote for food priced fewer than 100 

baht. The trend and importance of it is only bound to get more popular as suggested 

by a vendor interviewed by Banchongduang (2018).  
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SWOT Analysis 

 The three most popular banks were Kasikorn Bank which had 80% of the 

online banking users, followed by Siam Commercial Bank which had 56% of users, 

and then Krungthai Bank, which had 30% of users. A SWOT analysis as show in 

Table 1.1 had been done for the three most popular banks. 

Table 1.1: SWOT analysis for Kasikorn Bank, Siam Commercial Bank, and  

       Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Strengths 1. The most preferred 

mobile banking 

application in the 

Thai mobile banking 

industry. 

2. The first bank to 

adapt mobile banking 

application for 

merchants 

accommodating 

payments using QR 

codes. 

1. Because of its 

performance 

consistency and best 

bank in Thailand 

awards, it is slowly 

becoming the most 

trusted bank for 

Internet and mobile 

banking. 

 

1. Differentiates itself 

from its competitors 

by providing different 

and unique services 

for its Internet and 

mobile banking 

services such as the 

‘Traffic Ticket 

Payment Service’ 

which allows you to 

pay for your traffic 

ticket offense. 

(Continued) 
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Table 1.1 (Continued): SWOT analysis for Kasikorn Bank, Siam Commercial Bank, 

     and Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Strengths 3. The first  

e-market place in 

Thailand where 

customers can select 

a variety of range of 

goods on its mobile 

banking application 

platform K Plus. 

2. Has gotten ‘Digital 

Bank of the Year, 

2017’ and ‘Best 

Retail Mobile 

Banking Experience’ 

awards proving that 

even though it does 

not have the largest 

market share for its 

Internet and mobile 

banking service, it is 

still the number 1 in 

terms of customer 

experience. 

3. The bank has a list 

of content on what its 

Internet banking 

2. Has a new style 

service known as 

‘Virtual branch’ or 

‘Krungthai VTM 

Service’ just like the 

physical branch 

which allows all 

transactions to be 

completed by online 

system. 

3. Has its own 

Merchant Application 

known as ‘Paotung 

Krungthai’ which 

allows the merchants 

to sell quickly and 

conveniently by 

(Continued) 
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Table 1.1 (Continued): SWOT analysis for Kasikorn Bank, Siam Commercial Bank, 

     and Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Strengths  provides compared to 

of its mobile banking 

such as request for 

banks ‘speedy loan or 

speedy cash’ can be 

only made through its 

Internet Banking and 

not mobile banking, 

ensuring that both 

services are used. 

using QR code 

payments. 

Weaknesses 1. Even though 

Kasikorn bank offers 

both Internet banking 

and mobile banking, 

it continues to put 

heavy focus on only 

its mobile application 

of K Plus. 

1. Some of the 

provided services is 

only limited to SCB 

Internet Banking and 

not all of its users 

have both services 

registered or find it 

convenient, thus, 

1. Its online banking 

has limited national 

presence only.  

2.  Less market share 

for its online banking 

services compared to 

its competitors.  

(Continued) 
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Table 1.1 (Continued): SWOT analysis for Kasikorn Bank, Siam Commercial Bank, 

     and Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Weaknesses 2. Provides its 

services more easily 

to the users with a 

lower amount of 

documentation 

required to register 

for its online banking 

services leading to 

security concerns for 

its genuine 

customers. 

limiting the users in 

the range of service 

they can use for only 

mobile banking. 

2. Apart from its 

‘SCB Easy’ app, it 

also has another 

mobile banking 

application providing 

the same services but 

limited compared to 

its ‘SCB Easy’ app 

but it is still for some 

reason kept running 

which makes the 

users confused as to 

why they need two 

applications. 

3. More security 

measures put into 

place for registering 

accessing online 

banking services 

which discourages 

customers to use the 

services provided 

especially if all they 

are looking to do is 

make a quick online 

transaction such as 

bill payment or small 

cash fund transfer. 

(Continued) 
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Table 1.1 (Continued): SWOT analysis for Kasikorn Bank, Siam Commercial Bank, 

     and Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Opportunities 1. Aims to make  

K Plus a lifestyle 

banking platform 

that satisfies the 

needs of all 

customer segments 

via an extensive 

suite of services. 

2. Can further 

expand its K Plus 

shop to 

accommodate more 

merchants for its 

acceptance of 

payment via QR 

codes. 

 

1. Has the chance to 

integrate its entire 

sister apps into only 

one application 

making it more 

efficient for users 

wanting all in one 

app. 

2. Can further 

expand its services 

and reward system 

for both its Internet 

and mobile banking 

to attract some of its 

rival customers. 

  

1. Can lessen 

security measures 

for some of its 

services such as 

asking for double 

‘One Time Password 

(OTP)’ for 

transactions that do 

not require a high 

value like for less 

than 1,000 baht.  

2. Can further 

expand and promote 

its new service of 

virtual branch (VTM 

Service), as very few 

people are aware of 

this new service.    

 (Continued) 
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Table 1.1 (Continued): SWOT analysis for Kasikorn Bank, Siam Commercial Bank, 

     and Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Opportunities 3. A chance to 

expand its online 

banking service such 

as K Cyber Banking 

to accommodate 

more services 

provided such as 

providing extra 

benefits or different 

rewards for using 

online banking to 

differentiate from its 

own mobile app 

 “K Plus”. 

3. A similar service 

like provided by its 

competitor Kasikorn 

bank for K Plus 

shop, can be 

provided by SCB 

narrowing down 

rivals’ competitive 

advantage. 

3. Like its competitor 

Kasikornbank, it has 

the opportunity to 

further expand and 

attract merchants for 

acceptance of 

payment via QR 

codes for its 

‘Paotung Krungthai’ 

service. 

Threats 1. As it has the most 

number of users for 

its mobile 

1. As SCB provides 

a lot of mobile 

banking services, the 

1. Even though it has 

an ISO for 

information security  

(Continued) 
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Table 1.1 (Continued): SWOT analysis for Kasikorn Bank, Siam Commercial Bank, 

     and Krungthai Bank 

SWOT 
Kasikorn Bank 

(KBANK) 

Siam Commercial 
Bank 

(SCB) 

Krungthai Bank 

(KTB) 

Threats application, it leads to 

a target for hackers 

which can be 

dangerous for its 

users as it can 

compromise sensitive 

information. 

2. Can lose some of 

its users to its 

competitor as the 

services and 

promotion offered to 

its customers can be 

tempting not only for 

new users but 

existing users of its 

services. 

rising number of 

internet issues in 

android market can 

pose a threat to it 

especially security 

concerns.  

2. Can be a target for 

hackers through its 

variety of Internet 

banking services 

provided by SCB. 

 

standard, it still is a 

threat for hackers as 

it also deals with 

sensitive information 

through its online 

banking services. 

2. Compared to SCB 

and Kasikorn bank, 

even lesser people 

use its online 

banking service, 

which can lead to 

customers with 

multiple different 

bank and services 

disintegration from 

Krungthai Bank. 
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Source: Kasikornbank. (n.d.). Digital banking. Retrieved from 

 https://www.kasikornbank.com/th/personal/Digital-banking 

Krungthaibank. (n.d.). KTB netbank. Retrieved from 

 https://www.ktbnetbank.com/consumer/ 

SCB. (2018). Digital banking service. Retrieved from  

 https://www.scb.co.th/en/personal-banking/digital-banking.html 

 Furthermore, according to the previous research of consumer adoption of 

mobile banking, it showed that consumers who were used to branch banking or ATM 

did not give in to the new way of banking (Anil & Neelika, 2017). The result of this 

finding showed an explanation for the slow adoption of mobile banking, and one of 

the major reasons for not adoption mobile banking was the tradition barrier as the 

consumers were not ready to accept to try mobile banking because they felt 

uncomfortable with using it, and the perception of security need to be enhanced. Thus, 

in order to enhance adoption of mobile banking, the consumers need to be educated 

about the benefits and the security features of mobile banking and emphasized that 

every transaction via mobile banking were completely safe. 

 In addition, the previous research of mobile banking service quality and 

customer relationships, also demonstrated the important of security and privacy for 

building trust as trust acted as a powerful determinant of satisfaction in the financial 

services industry. Moreover, the financial institutions also took security and privacy 

seriously, in other words, they tried to improve the security of mobile transmissions 

over both mobile networks and Wi-Fi and enhanced customer service usefulness and 
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ease of use were another characteristic of mobile services that positively impacted to 

the trust of the financial institutions. It was very interesting to note that the security 

and privacy did not directly impact to satisfaction and commitment, but they did so 

indirectly impact to trust. (Manon, Sandrine, Isabelle, & Lova, 2017) 

 Also, referred to the previous study of Internet banking service quality and its 

implication on e-customer satisfaction and e-customer loyalty, the study suggested 

that the higher level of e-customer satisfaction led to a lower intention to leave the 

relationship and had the ability to increase e-customer loyalty. But, the intention of 

consumers to maintain the relationship to use Internet banking mostly depended on 

either satisfaction or dissatisfaction with their banks or their present service providers. 

However, the relationship between e-satisfaction and e-loyalty became less important 

when risk perception increased. If Internet banking offered a low perceived risk 

image, the consumers would prefer to stay loyal because the relationship between     

e-customer satisfaction and loyalty were stronger when risk perception was reduced. 

Therefore, this study suggested that to encourage e-customer satisfaction and  

e-customer loyalty, the banks should develop online systems to be more secured, 

trustworthy, responsive, and perceived security and privacy (Muslim, 2016). 

 Moreover, Vatanasombut, Igbaria, Stylianou, and Rodgers (2008) found that 

the loyalty of customers have been shown the most powerful impact to customer 

retention in the online banking industry whereas Fathima and Muthumani (2015) refer 

e-loyalty as behavior of customers to either visit or revisit the specific website and 

make transactions sufficiently. However, from the previous research, it could be 

shown that one of the reasons that people did not use online banking because they 
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were worried about the security of their information and lack of perception and 

trustworthy to use online banking, but nowadays, the trend has changed, and the 

banks and any service providers also try to improve and develop their digital banking 

platform as well as their infrastructure for online banking, for example, Kasikorn 

Bank, Siam Commercial Bank, and the Bank of Ayudhya because online transactions 

are able to provide them the opportunity to improve banks’ operation cost efficiencies 

(Banking and Finance, 2018). Therefore, in order to increase competitive advantage in 

online banking services for banking industry today, the banks and any service 

providers have to understand the significant factors that affect to customer loyalty 

toward online banking by studying customers’ behavior, and know how to build loyal 

customers. From this reason, the researcher is interested to examine what makes the 

customers decide to use online banking and still want to remain their relationships 

with their online banking providers, and which factors can affect to their loyalty of 

continue using online banking by choosing to focus on the segmentation of 

employees. Moreover, the result of this research would be able to benefit for banking 

industry in order to maintain the customers, improve and develop for more digital 

services in future. 

1.2 Objectives of Study 

 The objective of this study is to examine the positive factors that affect 

customer loyalty of online banking users of employees in Bang Rak district in 

Bangkok. The positive factors are structural assurance, personal need, personal 

innovativeness, facilitating condition, design, convenience, privacy and security 

concerns and consumer engagement.   
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1.3 Contribution of Study 

 1.3.1 The contributions of this study can offer benefits to the banking sector in 

terms of understanding why a customer may prefer using online banking over the 

other, improving existing services of online banking, implementing and developing 

new services for online banking, helping develop new strategies for online banking 

and investment decisions in the future relating to online banking and its intention of 

use. 

 1.3.2 This research is to broaden the information on factors that positively 

affect customer loyalty of online banking users. 

 1.3.3 This study expanded the information on how structural assurance, 

personal need, personal innovativeness, facilitating condition, design, convenience, 

privacy and security concerns and consumer engagement affect customer loyalty of 

online banking users of employees which would be beneficial to the researcher in the 

future research. 
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CHAPTER 2 

LITERATURE REVIEW 

 This chapter will present related literature, related theories, theoretical 

framework, and previous studies of factors positively affecting customer loyalty of 

online banking users of employees in Bang Rak district in Bangkok. 

2.1 Related Theories and Previous Studies 

2.1.1 Concept theories of structural assurance (SA) is the view that the 

structures like guarantees, regulations, promises, legal courses are accessible to assist 

successful internet transactions (McKnight & Chervany, 2001; Gefen, Karahanna, & 

Straub, 2003; Yousafzai, Pallister, & Foxall, 2005; Wang, Ngamsiriudom, & Hsieh, 

2015). Where in traditional banking environment, there are many physical existences 

for trust such as the teller itself, the bank employees, the appearance and security of 

the bank itself compare to that of online banking where there is a distance between the 

customer and the bank itself (Kim & Prabhakar, 2000). Therefore, as referred to 

Simpe, Henry, Feehi, and Igor (2017), structural assurance in an Internet banking 

environment relates to protective legal and technological mechanisms, encryption, 

promises/guarantees, insurances, regulations, privacy policy, third-party seals and 

other procedures in the internet that assures users that Internet banking transactions 

can be conducted in a safe and secure manner. So, there is the customers satisfaction 

and trust that the bank will not act in advantage manner through having various 

security built in factors and including “contact us” and “FAQ” for assistance.  



16 
 

 

2.1.2 Concept theories of personal need (PN) or Personal Requirement (PR) 

– in order to explain the concept theories of Personal Requirement (PR), Pousttchi and 

Schurig (2004) found out that requirements can be separated into four categories; 

technical, usability, design and security requirements:  

Technical requirements 

It must be accessible with both kind of available devices in order to meet the 

requirement and depending on the kind of devices it is being used on, it should adapt 

to it automatically (Pousttchi & Schurig, 2004). In the case of mobile banking, the 

usage must be possible for customers of any mobile network operator and finally the 

mobile data used should be as small as possible. 

Usability requirements 

In the case of mobile banking, there should be the possibility of accessing and 

using the application offline, as data transmission can be expensive and there could be 

a network disruption at any given time and in the case that the network is disrupted, 

there could be the resumption of usage at the same point after disruption (Pousttchi & 

Schurig, 2004). Finally, there should be a quick access to information, where if  

a customer wants to execute a particular service or wants some information, it could 

be easily accessible with few or as little clicks as possible. 

Design requirements 

There could be some option to personalize or customize the data especially if a 

lot of data is displayed. If a customer wants to view more information regarding his or 

her account, such as seeing the transaction of account balance or having a detailed 
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looked on his or her unexpected account balance, there could be a possibility to scale 

such areas. There could also be the possibility of getting announcement on important 

notifications and a wide range of services could be available, similar to that of 

electronic banking (Pousttchi & Schurig, 2004). 

Security requirements 

In order to meet one of the customer requirements, the transmission of the data 

has to be encrypted so the customer can feel safe as the data transmitted is sensitive. 

Access to the data must be authorized so only the entitled person can view and access 

the data. Moreover, access and authorization for the data has to be fast and simple 

(Pousttchi & Schurig, 2004).  

2.1.3 Concept theories of personal innovativeness (PI) is “the willingness of 

an individual to try out any new information technology” as defined by Agarwal and 

Prasad (1998). They also indicated that if those individuals are identified, they can act 

as the front runners giving their opinions to the new technology or as guiders to those 

such as mobile banking implementations. Referred to the article of Madhurima and 

Aarti (2017), personal innovativeness has an influence on customers Perceived 

Usefulness and an indirect impact on attitudes towards new technology (Agarwal & 

Prasad, 1998). They also found out that with negative perceptions of usefulness, both 

those with high and low levels of personal innovativeness had low levels of 

behavioral intention to use the new technology. However, with more positive 

perceptions of usefulness, those with higher levels of personal innovativeness would 

more likely to show their intentions to use a new technology compared to those with 

lower levels of personal innovativeness. 
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2.1.4 Concept theories of facilitating condition (FC) refers to the external 

controls related to the adoption of environment. It also aims to facilitate the new 

technologies adoption and diffusion as facilitating condition is considered as the most 

important because it is a direct usage preceding and likely to make less difficult to the 

adoption behavior by sustaining usage while removing any obstacles to adoption 

(Venkatesh, Morris, Davis, & Davis, 2003). Facilitating condition is also related to 

the existence of a trusting environment, that is to say, a trusting environment consists 

of an important factor in adoption of mobile services and technologies; it influences to 

the users’ expectation relationships with the mobile service providers and increases 

the certainty perceived concerning their providers’ expected behavior (Xu & Gupta, 

2009). Moreover, the use of technology shows that facilitating condition has impacts 

on technical support as an external variable in system usage as well as it can be 

anchors that may be used to inform the ease of use of mobile technology to the phone 

owners such as flawless network facilities. Therefore, facilitating condition is a strong 

determinant of Perceived Ease of Use (PEOU), and they have concluded practically 

that the outcome of external variables is fully moderated by the ease of use and 

usefulness (Madhurima & Aarti, 2017). 

 2.1.5 Concept theories of design (D) or aesthetics is one of the most 

important features of mobile application as it is usually included in various 

classifications and may have an impact on both consumers’ behavior and consumer 

engagement (Eun Lee & Benbasat, 2003; Kennedy-Eden & Gretzel, 2012). The 

excellent balanced set of graphics can attract consumer attention to a brand’s web 

presence by enhancing effective design and increasing alternative performance. In 

addition, the individual perception of a mobile application interface also affects to the 
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level of consumers’ engagement. Also, only few issues are related to the design 

solutions such as selection of colors, layouts, styles, and icons, which can help the 

consumers to guide through an application (Manon, Sandrine, Isabelle, & Lova, 2017; 

Tarute, Nikou, & Gatautis, 2017). However, the design solutions are not only focused 

on usability of application, but to stimulate certain emotions as well. From a customer 

relationship perspective, both design and content can contribute the sense of 

belonging and feeling of sameness through consumer brand identification. The idea 

about the relationship between visual appeal and ease of use is supported by Li & Yeh 

(2010), that is to say, the usability of mobile applications become the important factor 

to fulfill consumers’ needs and encourage consumers’ engagement in the future usage 

of mobile applications.  

 2.1.6 Concept theories of convenience (C) Holden, Kanetkar, Colwell, and 

Aung (2008) refers that if service offerings are similar in a homogeneous market; 

where the products and services are traded the same with little difference of design or 

features, so the greater service convenience may have more competitive advantage. 

Time and effort is the example of service convenience, which can be understood by 

the activities that consumers experience the process of using service or purchasing 

(Farquhar & Rowley, 2009). Moreover, the five dimensions of service convenience 

have conceptualized and proposed by Berry, Seiders, and Grewal (2002) which are 

decision convenience, access convenience, transaction convenience, benefit 

convenience, and post-benefit convenience. However, service convenience also has 

impact on customer satisfaction and affects to repurchase behavior from a service 

organization. From the Indian context which Aagja, Mammen, and Saraswat (2011) 
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studied and found that the greater impact on customer satisfaction and consumer’s 

behavioral intentions is related to a higher level of the perceived service convenience.  

 2.1.7 Concept theories of privacy and security concerns (PSC), it is of great 

issue to many bank customers especially those who use electronic banking service to 

the extent that some customers are even discouraged from performing business with 

firms that do not enable customer privacy online. As a result, ensuring customer 

privacy is therefore a way to which banks can build customers’ trust in bank. A lack 

of privacy and security decreases the rate at which customers support online banking 

(Chen & Barnes, 2007). In addition to that, privacy and security concerns reduces the 

trust customers have in mobile payment which in turn reduces their intentions to use 

mobile payment system (Yang, Pang, Liu, Yen, & Michael Tarn, 2015). Absence of 

privacy and security triggers dissatisfaction among customers and these have been the 

root for customer defection, so accordingly privacy and security concerns can affect 

customer satisfaction (Kwame et al., 2017). 

 2.1.8 Concept theories of consumer engagement (CE) refers that since the 

beginning of the 21st century, consumer engagement has been studied in a number of 

disciplines related to brand and consumer engagement (Brodie, Ilic, Juric, & 

Hollebeek, 2013). It is highly related to the change of social, economic, and 

technological in the market which can be caused of changes in consumer behavior. In 

addition, it is very necessary to understand consumer behavioral studies as the 

necessity is to understand how to create and maintain the long-term relationships with 

consumers in the retail market and increase attention to the consumer engagement 

conceptualization. 
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 According to Cheung, Lee, and Jin (2011), the three consumer engagement 

approaches exist as a behavioral demonstration from a customer toward an 

engagement object beyond purchase behavior, a process of psychological that leads to 

a loyalty formation, and a psychological state of mind which is characterized by a 

degree of dedication, vigor, absorption, and interaction. Also, it reveals four 

prioritized consumer engagement research areas of the aspects of behavioral, the 

concept of uni- and multi-dimensionality, and the role of mobile and social media in 

relation to consumer engagement communities. Moreover, the earlier studies of 

consumer engagement also discussed about the point of view of unidimensional to 

engagement, while recently research predicts that the engagement is characterized by 

multiple dimensions. However, the existence of more than one dimension is not 

considered to be important. Some authors, such as Guthrie and Hollebeek (2011) 

suggested the important of cognitive dimension, while Catteeuw, Flynn, and 

Vonderhorst (2007) focused on the important of emotional dimension, and Kester 

(2006) considered the most important is behavioral dimension. 

 Besides, the multidimensional approach supports the idea of consumer 

engagement is a multidimensional concept. That is to say, the important of cognitive, 

emotional, and behavioral dimensions are commonly identified as a set of dimensions 

in scientific literature related to consumer engagement studies. The multidimensional 

perspective suggests that the best representation of consumer engagement construct is 

combining of different dimensions. As it can be described the most three common 

dimensions as, first of all, the cognitive engagement dimension refers to the 

consumer’s level of engagement object related through concentration, processing, and 

interest in specific object (business enterprise, brand and brand community, and 
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online social network) such as consumer concentration or interest towards specific 

brand. Secondly, emotional engagement dimension refers to a state of emotional 

activity or the feeling of pride or inspiration which related to engagement object. That 

is to say, emotional engagement refers to association, dedication, or commitment of 

consumers regarding to specific brand. The last one is behavioral dimension refers to 

a state of consumer behavior related to engagement object and interaction. For 

example, in the brand engagement; behavioral engagement refers to the intention of 

consumer to take action towards specific brand like obtaining or purchasing specific 

brand (Gatautis, Banyte, Piligrimienė, Vitkauskaitė, & Tarutė, 2016). 

 Some authors like Mollen & Wilson (2010) and Kozinets (2014) described 

that social engagement appears when consumer begins to concurrently interact with 

the brand and with other people. The development of information and technology 

communication have offered new opportunities for consumer engagement like 

consumer engagement in the mobile environment occurs when the users of mobile 

device interact with mobile devices to meet their needs. It also emphasized that the 

browsing of mobile environment enables users to gain more different experience 

(Eshet, Bouwman, Zhao, & Balagué, 2015). The different browsing experience for 

users is created by a variety of visual and audio senses via mobile application. 

Features of application refer to the use of different multimedia aspects, for example, 

graphics, icons, and animation. Based on the previous research, the four main features 

of mobile  application were addressed that consumer behavior might have impacted 

by the identification of mobile application features as follows; (1) functionality which 

mobile application presented by many functions, (2) design solutions (aesthetics), (3) 

nature of supported interaction among consumers with content, and (4) content quality 



23 
 

 

or perceived quality of information (Eun Lee & Benbasat, 2003; Kennedy-Eden & 

Gretzel, 2012; Zhao & Balagué, 2015). All of these features might increase a high 

level of consumer engagement. 

 2.1.9 Concept theories of customer loyalty (CL) is defined as customers’ 

intention to revisit the website of Internet banking in the future (Ramseook-

Munhurrun & Naidoo, 2011; Isa, Amin, & Fontaine, 2013). In literature, there are two 

aspects to measure customer loyalty which are behavioral and attitudinal loyalty 

(Manon et al., 2017). Behavioral loyalty as the name suggest is the customer’s 

behavior to repurchase a product or service due to their taste and preference whereas 

attitudinal loyalty considers the emotional and psychological mind of the customer to 

repurchase a product or service and to recommend to other people (Bowen & 

Shoemaker, 1998; Wong & Zhou, 2006; Baumann, Hamin, & Elliott, 2011). One of 

the key problems is identifying and understanding how to manage and control the 

variables that determine these both which will determine customer loyalty.  

 In Internet banking industry, customer loyalty means the likelihood of 

customers to continue using specific website, routinely visit it, and show the desire to 

visit again and stay at the site for long (Anderson & Swaminathan, 2011). Thus, it is 

important to note that the interaction experience is the most important in affecting a 

customer decision to return back to the site and recommend to others, and it also 

advised that customers usually start an attitude for purchasing behaviour based on past 

experience (Baumann et al., 2011). As a result, to maintain the relationship with its 

customers, it is important for online banking to put a priority and attention on  

e-customer loyalty because the customers with high loyalty will often visit and 
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suggest to others (Jeong & Lee, 2010; Amin, Isa, & Fontaine, 2011). It could lead to 

high commitment to purchase the same service or products regularly in the future as 

well, and stop them to spread negative word-of-mouth (WOM) and pass on their 

negative impression to other customers (Manon et al., 2017). 

 Kampitayakul and Kanthawongs (2014) studied on the influence of factors 

affecting marketing image, perceived quality, fashion consciousness and brand 

reputation toward brand loyalty of imported brand shoppers of brand A in Bangkok. 

The data was gathered from 335 questionnaires, and all of them were analysed by 

using hypothesis testing based on Multiple Regression Analysis. The results revealed 

that most of the respondents were female, aged between 24-29 years old, had 

Bachelor degrees, worked in private companies in Thailand with the average income 

of between 15,000-25,000 baht. For the hypothesis testing result, the best power 

predictors toward brand loyalty were brand reputation, perceived quality, and 

marketing image at a significant level of .05. 

 Jiraudomruttana and Kanthawongs (2016) studied on positive influence of 

performance expectancy, effort expectancy, perceived credibility, facilitating 

conditions, awareness, resistance to change, and perceived number of users towards 

intention to use mobile banking of consumers in Bangkok. The data was collected by 

300 questionnaires from teenagers, working and retirement people in Bangkok from 

December 2015 to January 2016. The data was also analysed by using Pearson 

Correlation Coefficient and Multiple Regression Analysis. Most of respondents were 

both equal for male and female, aged 21-30 years old, were single, had Bachelor 

degrees, worked as private employees with the range of income of 10,001-20,000 baht 
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per month. They knew about mobile banking from the suggestion of bankers, and they 

used mobile banking via their smart phones not over two times per week and not over 

1,000 baht per transaction. The results were shown that perceived compatibility, 

resistance of change, performance expectancy, facilitating conditions, and perceived 

number of users had positively affected to the intention to use mobile banking at 0.1 

level of signification. 

2.2 Hypothesis 

The following hypothesis is determined by the related literature, related 

theories, theories framework, and previous studies as follows 

2.2.1 There is a positive relationship between structural assurance and 

customer loyalty 

2.2.2 There is a positive relationship between personal need and customer 

loyalty 

2.2.3 There is a positive relationship between personal innovativeness and 

customer loyalty 

2.2.4 There is a positive relationship between facilitating condition and 

customer loyalty 

2.2.5 There is a positive relationship between design and customer loyalty 

2.2.6 There is a positive relationship between convenience and customer 

loyalty 
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2.2.7 There is a positive relationship between privacy and security concerns 

and customer loyalty 

2.2.8 There is a positive relationship between consumer engagement and 

customer loyalty 

2.2.9 Structural assurance, personal need, personal innovativeness, facilitating 

condition, design, convenience, privacy and security concerns and consumer 

engagement has positive effect towards customer loyalty of employees of online 

banking in Bangkok 
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2.3 Conceptual Framework 

Independent Variables              Dependent Variable 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: Theoretical framework for customer loyalty 
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CHAPTER 3 

RESEARCH METHODOLOGY 

3.1 Research Design 

 This research objective was to explore factors positively affecting customer 

loyalty of online banking users of employees in Bang Rak District in Bangkok. The 

applied methodology was based on the quantitative approach which included the 

survey method and the data collection was through questionnaires. 

3.2 Population and Sample Selection 

 Population in this research were selected by asking the respondents who were 

employees and worked in the area of Bang Rak District in Bangkok whether they used 

online banking via mobile applications or websites. The researcher then conducted 

survey questionnaires to those respondents. It was shown that Bang Rak District was 

recorded as Central Business District or CBD, which provided the most number of 

employees around 171,351 people (Thansettakij, 2016). Therefore, the researcher 

chose to collect data from the employees in Bang Rak District. 

 The sample size was firstly calculated from 40 pilot questionnaires by using 

G*power version 3.1.9.2, created by Cohen (1977) and approved by several 

researchers such as Erdfelder (1996) and Wiratchai (2012). The calculation was with 

the Power (1-β) of 0.9, Alpha (α) of 0.1, Number of Test Predictor of 8, Effect Size f² 

of 0.06581657 (Calculated by Partial R² of 0.06175225). As the result of G*power 

calculation, the minimum number of the total sample size was 252 (Cohen, 1977). 

Therefore, the numbers of survey collection from participants were a total of 252 set 

of questionnaires. 
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3.3 Research Instrument and Content Validity   

 3.3.1 Using various articles and journals including from 

www.emeraldinsight.com and www.sciencedirect.com where appropriate relating to 

online banking, customer loyalty, banks and its services together with the support of 

the advisor. 

 3.3.2 Completing questionnaire form following the guidance from various 

articles to get approval from the advisor. 

 3.3.3 Successfully handing out questionnaire forms to 2 experts in the banking 

industry, Mrs. Thada Tanavivitporn, Krung Thai Bank Public Company Limited, VP 

Samyod International Business Center Manager, and Mr. Watchara Vipoosirikup, 

Bank of Ayudhya Public Company Limited, Phahurad Branch Manager, to get advice 

on the things that matter to people or what customers actually look for and the 

different services when using online banking together with the experts’ comments and 

the help of the advisor, and finalized the questionnaire referred to the guidance of 

experts and advisor. 

 3.3.4 Successfully handing out 40 pilot questionnaires to employees in Bang 

Rak district in Bangkok. As a result, it enabled to conduct the reliability test of each 

variable in individual factor by using Cronbach’s Alpha Coefficient. Value of 

Cronbach’s Alpha was between 0≤α≤1, higher value means higher reliability and 

closely related of a section with a minimum value of Cronbach’s Alpha being 0.65. 

 3.3.5 Successful analysis of the reliability test was executed for 40 pilots 

testing of questionnaires to make sure the different types of questions asked along 

with its form and consistency of each factor matched with the theory of study 

conducted. 
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From the tools and resources mentioned above, the questionnaire form that 

was created was divided into two parts with a total of forty-eight questions asked. 

Part 1 consisted of 11 questions from which 6 were closed-ended questions. 

They included of personal information and demographic; e.g. gender, age, status, 

education level, monthly income, and professional status. The other 5 questions were 

related to information about respondents’ behavior regarding of online banking usage; 

i.e. your online bank(s) that you use (can select more than one choice), which one of 

the following financial transaction(s) that you most use via online banking? (can 

select more than one choice), your frequency of making transaction(s) via online 

banking, how long that you access through online banking each time? how much fund 

involved in each of your online banking’s transaction? 

Part 2 consisted of closed-ended questions about “Factor Positively Affecting 

Customer Loyalty of Online Banking Users of Employees in Bang Rak District in 

Bangkok”. The objective was to obtain the information and attitude toward questions 

of each variable as below; 

  Structural Assurance     4 Questions 

 Personal Need      4 Questions 

 Personal Innovativeness    4 Questions 

 Facilitating Condition     4 Questions 

 Design       4 Questions 

 Convenience      4 Questions 

 Privacy and Security Concerns   4 Questions 

 Consumer Engagement    4 Questions 

 Customer Loyalty     4 Questions 
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This part was evaluated from interval scale by using a five-point scales 

ranking from 1 (Lowest agreeable level) to 5 (Highest agreeable level). 

Part 3 consisted of open-ended response questions for participants to 

recommend other factors that might positively affect the customer loyalty of using 

online banking. 

 

3.4 Testing Research Instrument  

 The testing research instrument examined the validity and reliability of each 

question in the questionnaire in order to ensure that the questionnaire is appropriated 

to support this research by asking for 3 experts to check and verify through using an 

Index of item-Objective Congruence: IOC. After receiving many recommendations 

from experts and then revising the questionnaires, the researcher then collected 40 

pilots testing of questionnaires and utilized by computing the Cronbach’s Alpha 

Coefficient for each factor. The Cronbach’s Alpha Coefficient of structural assurance 

equaled to 0.681, personal need equaled to 0.669, personal innovativeness equaled to 

0.909, facilitating condition equaled to 0.67, design equaled to 0.664, convenience 

equaled to 0.86, privacy and security concerns equaled to 0.885, consumer 

engagement equaled to 0.742, and customer loyalty equaled to 0.846. All the result 

value exceeded 0.65 value regarding to the suggested level. 
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Table 3.1: Cronbach’s Alpha Coefficient of 40 pilots testing of questionnaires 

 

 From this research, factor analysis was conducted based on these following 

factors; structural assurance (SA), personal need (PN), personal innovativeness (PI), 

facilitating condition (FC), design (D), convenience (C), privacy and security 

concerns (PSC), consumer engagement (CE), and customer loyalty (CL) at n = 252. 

 The researcher used factor analysis technique to analyze questions in order to 

construct the validity and reliable component of the questions for each factor. 

However, the result of factor loading value should exceed 0.3 to ensure the reliable 

component of questions (Piyapimonsit, 2005). 

Questionnaire n = 40 n = 252 

Variable Factor   

Structural Assurance (SA) 0.681 0.850 

Personal Need (PN) 0.669 0.807 

Personal Innovativeness (PI) 0.909 0.885 

Facilitating Condition (FC) 0.670 0.707 

Design (D) 0.664 0.775 

Convenience (C) 0.860 0.786 

Privacy and Security Concerns (PSC) 0.885 0.892 

Consumer Engagement (CE) 0.742 0.670 

Independent Factor   

Customer Loyalty (CL) 0.846 0.844 
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Table 3.2: Factor Analysis of Factor Positively Affecting Customer Loyalty of Online 

      Banking Users of Employees in Bang Rak District in Bangkok at n = 252 

 SA PN PI FC D C PSC CE CL 

SA1 0.771         

SA2 0.807         

SA3 0.777         

SA4 0.751         

PN1  0.669        

PN2  0.624        

PN3  0.484        

PN4  0.615        

PI1   0.692       

PI2   0.711       

PI3   0.777       

PI4   0.753       

FC1    0.636      

FC2    0.658      

FC3    0.606      

FC4    0.499      

D1     0.465     

D2     0.677     

D3     0.783     

D4     0.562     

(Continued) 
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Table 3.2 (Continued): Factor Analysis of Factor Positively Affecting Customer  

    Loyalty of Online Banking Users of Employees in Bang Rak 

    District in Bangkok at n = 252 

 SA PN PI FC D C PSC CE CL 

C1      0.383    

C2      0.746    

C3      0.700    

C4      0.713    

PSC1       0.822   

PSC2       0.857   

PSC3       0.860   

PSC4       0.809   

CE1        0. 392  

CE2        0. 635  

CE3        0.758  

CE4        0.622  

CL1         0.455 

CL2         0.635 

CL3         0.483 

CL4         0.639 

 

3.5 Statistics for Data Analysis  

The data from questionnaires were analyzed by using statistical analysis 

software; IBM SPSS version 25 by using Statistical Significant level of .01.  
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For descriptive statistics analysis, for example, demographic, general 

information, and respondents’ information regarding to online banking were measured 

by using Frequency and Percentage while the scale ranking; structural assurance, 

personal need, personal innovativeness, facilitating condition, design, convenience, 

privacy and security concerns, consumer engagement, and customer loyalty were 

measured by using Mean (x̅) and Standard Deviation (S.D). Also, Pearson’s 

Correlation Coefficient and Multiple Regression Analysis were used for Inferential 

statistical analysis to evaluate independent variable. 
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CHAPTER 4 

RESEARCH RESULTS 

 

 The aim of this research was to explore factors positively affecting customer 

loyalty of online banking users of employees in Bang Rak district in Bangkok. The 

data was collected by the survey questionnaire from 252 respondents and was 

completed through data analysis by IBM SPSS statistics version 25. The Cronbach’s 

Alpha Coefficient of each factor was computed and had result value between 0.67-

0.892 as table 3.1, refers that all of alpha coefficient was passed the suggested level of 

0.65 (Nunnally, 1978) and had proven to be reliable. 

 As all of the studied factors had passed the suggested level and proved to be 

reliable as mentioned earlier; therefore, the data was analyzed and presented in 

descriptive statistics and inferential statistics which were completed by IBM SPSS 

version 25. For descriptive statistics which were presented by frequency, percentage, 

mean, standard deviation whereas inferential statistics were presented by Pearson 

Product-Moment Correlation Coefficient and Multiple Regression which all details 

were presented as below: 

4.1 Summary of Demographic Data 

 Demographic data were analyzed and presented by frequency and percentage 

of gender, age, status, level of education, monthly income, occupation, the 

respondents’ online banking bank that they use, favorite of financial transaction using 

via online banking, frequency of making transaction via online banking, time access 
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through online banking, and how much fund involved in each time making online 

banking transaction. 

 From 252 respondents, in gender perspective, 174 respondents were females 

(69%) whereas 78 respondents were males (31%) with the age between 24-29 years 

old (66.3%). Moreover, 212 respondents (84.1%) were single and had Bachelor 

degree for 69.4% from total population sample. The largest group of respondents or 

about 64.7% was working as private employees and 49.2% of them had the range of 

income between 15,001-30,000 baht per month. Majority of 196 respondents or 

77.8% used online banking via Kasikorn Bank (K-Cyber banking and K Plus) among 

other banks for transferring money either between their accounts or to other accounts 

from around 90.1% of total population sample. The frequency of making transactions 

via online banking were shown as 134 respondents or 53.2% made transactions via 

online banking several times per week, and 153 respondents or 60.7% accessed 

through online banking less than or equal to 5 minutes for each time, and lastly, 

33.7% of population sample or 85 respondents spent money through online banking 

which was around 501-1,500 baht for each time. 

 

4.2 Results of Research Variables 

 The analysis of the correlation between independent variables and the 

dependent variable using Pearson’s Correlation Coefficient of structural assurance, 

personal need, personal innovativeness, facilitating condition, design, convenience, 

privacy and security concerns, consumer engagement that positively affect to the 

customer loyalty of using online banking. 
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Table 4.1:  Analysis of correlation between independent variables and the dependent 

       variable using Pearson’s Correlation Coefficient.   

(Descriptive Statistic)  

Mean Std .Deviation N 

Structural Assurance 3.8234 0.76533 252 

Personal Need 4.1508 0.61406 252 

Personal Innovativeness 3.9554 0.73422 252 

Facilitating Condition 4.1409 0.59379 252 

Design 3.9812 0.59202 252 

Convenience 4.2867 0.54104 252 

Privacy and Security Concerns 4.0000 0.81873 252 

Consumer Engagement 3.9137 0.61419 252 

Customer Loyalty 4.2431 0.63919 252 



Table 4.2: Analysis of correlation between independent variables and the dependent variable using Pearson’s Correlation Coefficient of 

      structural assurance, personal need, personal innovativeness, facilitating condition, design, convenience, privacy and security 

      concerns, consumer engagement that positively affecting to customer loyalty of using online banking. 

Variable SA PN PI FC D C PSC CE CL 

Structural Assurance (SA) 1         

Personal Need (PN) .560** 1        

Personal Innovativeness (PI) .434** .519** 1       

Facilitating Condition (FC) .155* .494** .495** 1      

Design (D) .331** .579** .506** .547** 1     

Convenience (C) .345** .642** .404** .511** .567** 1    

Privacy and Security Concerns (PSC) .254** .214** .394** .099 .288** .182** 1   

Consumer Engagement (CE) .406** .539** .530** .480** .538** .495** .274** 1  

Customer Loyalty (CL) .425** .662** .612** .514** .492** .618** .292** .676** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

39 
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According to Table 4.2, Hypothesis can be explained as the following; 

 Hypothesis 1, structural assurance had a positive relationship towards 

customer loyalty or not. The analysis revealed that structural assurance had a positive 

relationship towards customer loyalty (Pearson's Correlation = 0.425) at .01 

significant level. 

 Hypothesis 2, personal need had a positive relationship towards customer 

loyalty or not. The analysis revealed that personal need had a positive relationship 

towards customer loyalty (Pearson's Correlation = 0.662) at .01 significant level. 

Hypothesis 3, personal innovativeness had a positive relationship towards 

customer loyalty or not. The analysis revealed that personal innovativeness had  

a positive relationship towards customer loyalty (Pearson's Correlation = 0.612) at .01 

significant level. 

Hypothesis 4, facilitating condition had a positive relationship towards 

customer loyalty or not. The analysis revealed that facilitating condition had  

a positive relationship towards customer loyalty (Pearson's Correlation = 0.514) at .01 

significant level. 

Hypothesis 5, design had a positive relationship towards customer loyalty or 

not. The analysis revealed that design had a positive relationship towards customer 

loyalty (Pearson's Correlation = 0.492) at .01 significant level. 

Hypothesis 6, convenience had a positive relationship towards customer 

loyalty or not. The analysis revealed that convenience had a positive relationship 

towards customer loyalty (Pearson's Correlation = 0.618) at .01 significant level. 

Hypothesis 7, privacy and security concerns had a positive relationship 

towards customer loyalty or not. The analysis revealed that privacy and security 
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concerns had a positive relationship towards customer loyalty (Pearson's Correlation 

= 0.292) at .01 significant level. 

Hypothesis 8, consumer engagement had a positive relationship towards 

customer loyalty or not. The analysis revealed that consumer engagement had  

a positive relationship towards customer loyalty (Pearson's Correlation = 0.676) at .01 

significant level. 

 

4.3 Results of Hypothesis Testing 

Table 4.3: Analysis of variance (ANOVA) of structural assurance, personal need, 

Personal Innovativeness, facilitating condition, design, convenience, 

privacy and security concerns, consumer engagement that positively 

affecting to customer loyalty of using online banking.  

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regression 67.224 8 8.403 57.801 .000b 

Residual 35.327 243 .145   

Total 102.550 251    

 

From the above table, ANOVA analysis had shown and confirmed that  

Independent variables which consisted of structural assurance, personal need, 

personal innovativeness, facilitating condition, design, convenience, privacy and 

security concerns, and consumer engagement had effect on the dependent variable; 

customer loyalty because of Sig. of the equation were equaled 0.000 at .01 significant 

level. 
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Table 4.4: Multiple Regression Analysis of structural assurance, personal need,   

      personal innovativeness, facilitating condition, design, convenience,     

      privacy and security concerns, consumer engagement that positively      

      affecting to customer loyalty of using online banking.  

Dependent Variable   : Customer Loyalty, R   = 0.810, R² = 0.656, Constant(a) = -0.023 

Independent Variables  
Std 

Error 
T Sig 

Tole-

rance 
VIF 

(Constant)  .0 231 -0.098 .0 922   

Structural Assurance (SA) -0.012 .0 041 -0.239 .0 811 .0 602 1.662 

Personal Need (PN) 0.251** .0 063 4.170 .0 000 .0 390 2.565 

Personal Innovativeness 

(PI) 

0.229** .0 046 4.355 .0 000 .0 513  1.949 

Facilitating Condition (FC) 0.064 .0 056 1.232 .0 219 .0 529 1.890 

Design (D) -0.125 .0 058 -2.342 .0 020 .0 496 2.017 

Convenience (C) 0.233** .0 063 4.380 .0 000 .0 502 1.993 

Privacy and Security   

Concerns (PSC) 

0.047 .0 033 1.117 .0 265 .0 798 1.254 

Consumer Engagement 

(CE) 

0.333** .0 053 6.562 .0 000 .0 551 1.816 

**significant at the .01 level 
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From Table 4.4, Multiple Regression Analysis aimed for the idea of prediction 

of customer loyalty towards online banking. The result of analysis had shown for four 

positive independent variables, which can be the predictors of customer loyalty, and 

had significant effect towards online banking at the .01 level. The four predictors for 

customer loyalty were personal need (Sig. = 0.000), personal innovativeness  

(Sig. = 0.000), convenience (Sig. = 0.000), and consumer engagement (Sig. = 0.000). 

On the other hand, the rest of another four independent variables had no positive 

affect to customer loyalty, which cannot be the predictors, which were structural 

assurance (Sig. = 0.811), facilitating condition (Sig. = 0.219), design (Sig. = 0.020), 

and privacy and security concerns (Sig. = 0.265). 

Due to this research aims to study about factors positively affecting customer 

loyalty of online banking users of employees in Bangkok, therefore, this research only 

focused on the positive Standardized Beta Coefficients (). Refer from Table 4.4 

Multiple Regression Analysis result, the most predictive independent variables were 

consumer engagement ( = 0.333), personal need ( = 0.251), convenience  

( = 0.233), and personal innovativeness ( = 0.229) respectively. Therefore, all of 

them; consumer engagement, personal need, convenience, and personal 

innovativeness could be shown as positively affecting to customer loyalty towards 

online banking at 65.6% while the rest at 34.4% could not be applied in this research. 

Also, the standard error was ±0.231 by the following equation; 

 

Y (Customer Loyalty) = -0.023 + 0.333 (Consumer Engagement) + 0.251 

(Personal Need) + 0.233 (Convenience) + 0.229 (Personal Innovativeness)
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From this equation, can describe as below; 

If consumer engagement value increased by 1 point while the other factors 

remained, customer loyalty would be increased by 0.333 points. 

If personal need value increased by 1 point while the other factors remained, 

customer loyalty would be increased by 0.251 points. 

If convenience value increased by 1 point while the other factors remained, 

customer loyalty would be increased by 0.233 points. 

If personal innovativeness value increased by 1 point while the other factors 

remained, customer loyalty would be increased by 0.229 points. 

 

From Table 4.4, was testing the following hypothesis; 

Hypothesis 9, by using Multiple Regression Analysis, the result showed that 

consumer engagement, personal need, convenience, and personal innovativeness had 

positive affect towards customer loyalty at statistical significant level of .01, whereas 

structural assurance, facilitating condition, design, and privacy and security concerns 

had no positive affect towards customer loyalty at .01 statistical significant. 

 Moreover, in statistics, Multicollinearity is defined as a circumstance of a very 

high relationship among the independent variables (Statistics Solutions, 2017). As 

indicated that high Multicollinearity referred to the high degree of correlation among 

independent variables which might be the cause of deviation from the true value. In 

addition, if Multicollinearity was found, it could lead to incorrect interpreting of 

Multiple Regression results. 
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 Besides, Multicollinearity was tested by Variance Inflation Factor (VIF) value, 

or Tolerance value. Appropriately, Variance Inflation Factor (VIF) value should not 

be exceeded by 4 and Tolerance value should be exceeded by 0.2 (Miles & Shevlin, 

2001). 

Table 4.5: Testing Collinearity of independent variable 

Independent Variables Tolerance 
Variance Inflation 

Factor (VIF) 

Structural Assurance (SA) .0 602 1.662 

Personal Need (PN) .0 390 2.565 

Personal Innovativeness (PI) .0 513 1.949 

Facilitating Condition (FC) .0 529 1.890 

Design (D) .0 496 2.017 

Convenience (C) .0 502 1.993 

Privacy and Security Concerns (PSC) .0 798 1.254 

Consumer Engagement (CE) .0 551 1.816 

 

From Table 4.5, the result of testing Collinearity showed that Tolerance values 

of each independent variable were exceeded by 0.2, for which the lowest value of 

Tolerance was 0.390. Also, Variance Inflation Factor (VIF) values of each 

independent variable were not exceeded by 4, for which the highest VIF value was 
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2.565. Therefore, there was no Multicollinearity among independent variables, and 

therefore the researcher was able to apply to Multiple Regression Analysis. 

 

4.4 Summary of Hypothesis Testing 

From the result of Multiple Regression Analysis, it was shown that consumer 

engagement, convenience, personal need, and personal innovativeness had positive 

affect towards customer loyalty at statistical significant level of .01, whereas 

structural assurance, facilitating condition, design, and privacy and security concerns 

had no positive affect towards customer loyalty in Bangkok as Figure 4.1 as below: 
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 **significant at the .01 level 

       Positive effect 

       No positive effect 

 

Figure 4.1: Result of Multiple Regression Analysis from scope of Research 

 

 

Structural Assurance 

Personal Need 

Personal Innovativeness 

Facilitating Condition 
Customer Loyalty 

Design 

Convenience 

Privacy and Security 
Concerns 

Consumer Engagement 

H1: β = -0.012**, r = 0.425 

H2: β = 0.251**, r = 0.662 

H3: β = 0.229**, r = 0.612 

H4: β = 0.064**, r = 0.514 

H5: β = -0.125**, r = 0.492 

H6: β = 0.233**, r = 0.618 

H7: β = 0.047**, r = 0.292 

H8: β = 0.333**, r = 0.676 
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CHAPTER 5 

DISCUSSION 

 

The objective of this study was to examine about the positively affecting 

factors of structural assurance, personal need, personal innovativeness, facilitating 

condition, design, convenience, privacy and security concerns, and consumer 

engagement that affect to customer loyalty of online banking users of employees in 

Bang Rak district in Bangkok. The applied methodology for this research was based 

on the quantitative approach by surveying and collecting data through questionnaires. 

The data were collected by 252 respondents of total population sample who 

were employees and used online banking either via websites or mobile applications in 

Bangrak district in Bangkok. Moreover, the data analysis was analyzed by IBM SPSS 

version 25, the results could be concluded as the following; 

 

5.1 Research Findings and Conclusion 

  The majority of respondents were females with the age between 24-29 years 

old. They were single and had Bachelor degree, most of them were working as 

employees in private company and had the range of income between 15,001 to 30,000 

baht per month. Majority of them used online banking via Kasikorn Bank (K-Cyber 

banking and K Plus) in order to transfer money between their accounts or transfer to 

other accounts, several times per week. Their each accessed time via online banking 

was less than or equal to 5 minutes, and the funds that was involved in each 

transaction were only between 501-1,500 baht for each time. 
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 In addition, based on hypothesis, the analysis results can be concluded that 

there were four accepted hypotheses, which were consumer engagement ( = 0.333), 

personal need ( = 0.251), convenience ( = 0.233), and personal innovativeness  

( = 0.229) respectively. From the result, it could show that all of these; consumer 

engagement, personal need, convenience, and personal innovativeness had positive 

effect on customer loyalty at statistically significant level of .01. Moreover, all of 

them were shown to be positively affecting to customer loyalty towards online 

banking at 65.6% while the rest at 34.4% were not applied in this research. Also, the 

result of Variance Inflation Factor (VIF) values of each independent variable were not 

exceeded by 4, which referred to there had no Multicollinearity among independent 

variables as well as the standard error was ±0.231 by the following equation; 

 

Y (Customer Loyalty) = -0.023 + 0.333 (Consumer Engagement) + 0.251 

(Personal Need) + 0.233 (Convenience) + 0.229 (Personal Innovativeness) 

 

5.2 Discussion 

 The research was to explore the factors that positively affected customer 

loyalty of online banking users of employees in Bang Rak district in Bangkok, which 

consisted of structural assurance, personal need, personal innovativeness, facilitating 

condition, design, convenience, privacy and security concerns, and consumer 

engagement. According to the recommend sample size by Cohen (1997), there were  

a total of 252 respondents to make the survey by completing questionnaires. From 

which, all of the results and data were analyzed by IBM SPSS Statistics 25, and had 

interesting statements as the following; 
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Hypothesis 1, structural assurance had a positive relationship on customer 

loyalty or not. The result from Pearson's Correlation analysis revealed that structural 

assurance had no positive affect towards customer loyalty (Pearson's Correlation = 

0.425) at .01 significant level which accepted hypothesis. That is to say, as mentioned 

in chapter 2 that structural assurance is the view that the structures like guarantees, 

regulations, promises, legal courses are accessible to assist successful internet 

transactions (McKnight & Chervany, 2001; Gefen, Karahanna, & Straub, 2003; 

Yousafzai, Pallister, & Foxall, 2005; Wang, Ngamsiriudom, & Hsieh, 2015). Some 

studies had also shown that structural assurance was one of the three aspects of trust 

(Pavlou, 2003). Trust in banking institutions impact on customers’ satisfaction which 

a person, who was willing to use, whether believed in the protective structures or not, 

and whether the trust in online banking was also instilled and was below the 

expectation than the branch banking. Therefore, in the aspect of structural assurance 

for online banking which referred to the guaranteed compensation for monetary losses 

during the service usage, the protection of customers’ personal information as well as 

other technological safeguards including encryption did not have a strong enough 

effect to customer loyalty for using online banking as they had no trust in the online 

structural assurance. 

Hypothesis 2, personal need had a positive relationship on customer loyalty or 

not. The result from Pearson's Correlation analysis revealed that personal need had  

a positive affect towards customer loyalty (Pearson's Correlation = 0.662) at .01 

significant level which accepted hypothesis. Personal need could refer to personal 

requirement and also was one of the aspects that affected to customer loyalty as the 

function of online banking could have met the customers’ need as they could feel 
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completely safe when making transactions through online banking, and online 

banking could also make their lives easier to receive banking services. That is to say, 

banks had to make sure that the expectations of online banking were met customers’ 

need accordingly as they were paying more emphasize on the efficiency of 

applications (Muslim, 2016). Also, customers could manage or organize their 

financial transactions without having to visit the bank branch physically even after the 

branch’s closing time, they could still make financial transaction via online banking. 

Therefore, if the function of online banking could meet the customers’ need, it would 

make them continue using online banking. 

Hypothesis 3, personal innovativeness had a positive relationship towards 

customer loyalty or not. The result from Pearson's Correlation analysis revealed that 

personal innovativeness had a positive affect towards customer loyalty (Pearson's 

Correlation = 0.612) at .01 significant level which accepted hypothesis. According to 

the framework of personal innovativeness, it was defined by Agarwal and Prasad 

(1998) that it is “the willingness of an individual to try out any new information 

technology”. Moreover, it was conceptualized as the individual of the degree of 

innovative adoption. It was supported the previous research that, in this research, most 

of the respondents were people aged between 24-29 years old, who did not hesitate to 

try out new information technologies, and always looked for ways to experiment with 

it, which could conclude that personal innovativeness had positive affect to customer 

loyalty (Madhurima & Aarti, 2017). 

Hypothesis 4, facilitating condition had a positive relationship towards 

customer loyalty or not. The result from Pearson's Correlation analysis revealed that 

facilitating condition had no positive affect towards customer loyalty (Pearson's 
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Correlation = 0.514) at .01 significant level which accepted hypothesis. As facilitating 

condition was related to the existence of trusting in adoption of mobile services and 

technologies, it therefore had a strong determinant of Perceived Ease of Use and had 

influences to the users’ expectation relationships with the mobile service providers 

such as flawless network facilities (Madhurima & Aarti, 2017). Even though online 

banking did not have annual fees for banking services, and also that people were able 

to afford the facilities to use online banking for both mobile devices and computers, it 

still didn’t matter as it wasn’t a strong impact to convince people feel loyal to use 

online banking. 

Hypothesis 5, design had a positive relationship towards customer loyalty or 

not. The result from Pearson's Correlation analysis revealed that design had no 

positive affect towards customer loyalty (Pearson's Correlation = 0.492) at .01 

significant level which accepted hypothesis. Design is defined as the aesthetics of 

content and function which would refer to a selected carefully of a well lay out, and 

well balanced of graphic set in order to attract customers’ attention. Even though it 

revealed that the website design had direct influence to satisfaction whereas indirectly 

impacting to trust and commitment, and the design and aesthetics also had indirect 

impact to the users’ loyalty (Tarute, Nikou, & Gatautis, 2017). However, the 

researcher observed that a good visual design of online banking which included of 

convenience interface, design of colors and font size was creative and wasn’t too 

complicated still did not have a strong impact to customer loyalty to use online 

banking in this case. 

Hypothesis 6, convenience had a positive relationship towards customer 

loyalty or not. The result from Pearson's Correlation analysis revealed that 
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convenience had a positive affect towards customer loyalty (Pearson's Correlation = 

0.618) at .01 significant level which accepted hypothesis. As convenience had impact 

on customers’ satisfaction, it affected to repurchase behavior of the customer as the 

repurchasing decision is related to the consumers’ experience towards the process of 

using service or purchasing. The higher level of the perceived service and 

convenience could lead to the greater impact of positive customer satisfaction and 

repurchase behavior (Madhurima & Aarti, 2017). In addition to that, customers, who 

used online banking, were concerned about finding the easiest ways for managing 

finances, the most convenient of ways for solving banking needs, and the fastest ways 

for saving their time and effort by using online banking concluding that convenience 

had a positive relationship towards customer loyalty.  

Hypothesis 7, privacy and security concerns had a positive relationship 

towards customer loyalty or not. The result from Pearson's Correlation analysis 

revealed that privacy and security concerns had no positive affect towards customer 

loyalty (Pearson's Correlation = 0.292) at .01 significant level which accepted 

hypothesis. As the method of online banking allowed customers to access their 

financial accounts via mobile devices or computers, therefore to ensure customers 

trust in accessing sensitive data through online banking, the banks must make sure 

that the customers’ information was not leaked, hacked or misused in anyways 

ensuring it was kept private as a lack of privacy and security could dissatisfy the users 

as it could mean their sensitive data is being misused in some ways and it could also 

invite hackers which was a worrisome among any users and also the bank as they may 

be liable for it (Chen & Barnes, 2007). Therefore, it was a big concern for the banks 

as well and they therefore kept on increasing the online banking security making sure 
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that the users were not concerned about the lack of security and also ensuring that any 

other privacy concern was well handled. Thus, the result of concerning about privacy 

and security showed that it did not have a strong enough impact to affect customer 

loyalty to continue using online banking. 

Hypothesis 8, consumer engagement had a positive relationship toward 

customer loyalty or not. The result from Pearson's Correlation analysis revealed that 

consumer engagement had a positive affect towards customer loyalty (Pearson's 

Correlation = 0.676) at .01 significant level which accepted hypothesis. Consumer 

engagement was the most positive factor which affected to customer loyalty as it was 

necessary for banks to understand consumers’ behavior such as how to create and 

maintain the long-term relationship with consumers, and also, how to develop and 

increase their attention by understanding a multidimensional concept; cognitive, 

emotional, and behavioral of consumers. Moreover, consumer engagement had the 

influence to users’ intention for continuous usage of online applications as it was 

ingrained in customers’ behavior that they were more or less taken for granted 

(Tarute, Nikou, & Gatautis, 2017). In this regard, the researcher observed that 

customers who were employees still preferred to use online banking more than 

traditional banking whenever they had the chance to use without any hesitation. 

Hypothesis 9, by using Multiple Regression Analysis, the result showed that 

consumer engagement, personal need, convenience, and personal innovativeness had 

positive affect towards customer loyalty at statistical significant level of .01, whereas 

structural assurance, facilitating condition, design, and privacy and security concerns 

had no positive affect towards customer loyalty at .01 statistical significant. The 

results supported the previous researches that consumer engagement and personal 
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need were similar which focused on customers’ need and behavior in order to 

maintain customers to use online banking, and they were also influence to users’ 

intention for continuous usage of online banking. Additionally, as referred to Agarwal 

and Prasad (1998) who defined personal innovativeness as “the willingness of an 

individual to try out any new information technology” as online banking offered more 

convenient ways to make financial transactions from their bank accounts as there was 

no need to visit physical location of banks. As a result, the higher level of the 

perceived service and convenience could lead to a greater impact of customers’ 

satisfaction, and affected to repurchase behavior (Madhurima & Aarti, 2017). 

Therefore, it was important to identify those people who were more innovative than 

others, more likely to use and adopt the new technology, and the banks should launch 

campaigns targeting those identified segments. Concluding that all the four factors 

together were related which affected the loyalty in using online banking. 

 

5.3 Recommendation for Managerial Implication 

 For managerial implication, the result of this research may benefit to banking 

industry in terms of the customer attitudes toward online banking, the strategy 

improvement, and aspect of service development regarding related factors predicting 

to loyalty of online banking. Also, according to the above discussion, the result of this 

study showed that the most positive factors that affected customer loyalty of 

employees who were online banking users were consumer engagement, personal 

need, convenience, and personal innovativeness, respectively.  

For consumer engagement and personal need were similar as it is the way to 

understand, create, and maintain long-term relationship with customers along with 
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increase their intentions. That is to say, as Pannier (2017) suggested that the banks 

should look for ways to attract new and maintain the existing customers such as trying 

to meet the customers’ needs, while reducing expenses by increasing the use of online 

banking services could be one of the ways to accomplish this goal. 

For convenience, from the researcher’s observation, it was clear that the mobile 

channel nowadays was very important for banking services as majority of people, 

especially for employees, used mobile phone for banking services, thus, the ability to 

reach them effectively through online marketing was essential and necessary to make 

it more convenient in every interaction possible. In doing so, banks must try to 

develop online banking services to meet the customers’ need especially for the target 

group of employees, promote long-term benefits to them which could be included as 

the concept of cost-saving and implementing new technologies, and making it more 

convenient so that the user are able to access every financial transaction through 

online banking anywhere in the world, 24 hours a day, 7 days a week. 

 Also, to enhance customer personal innovativeness and increase the use of 

online banking, banks themselves should moderate the risk perceptions related to the 

use of online banking which could be achieved by advertising or educating the 

customers about the risk associated to the use of online banking and the ways of 

avoiding these risks. One of the examples was creating awareness of phishing scams, 

which would make the bank customers have more confidence that they would be able 

to know how to handle with phishing scams and not become the victims of them, and 

also, this could lead them have more awareness and willingness to continue using 

online banking in the future. 

 



57 
 

 

5.4 Recommendation for Future Research 

This research mostly involved employees from Bang Rak district in Bangkok 

only hence the finding might have not covered all the potential population. The 

research was limited to respondents of employees in Bang Rak area only, so in the 

future, it should be studied for a larger-scale of employees in different areas in order 

to expand understanding about customer loyalty towards online banking from 

employee users. Also, the respondents were employees and they had limited time to 

complete the questionnaires, as they were only able to do during lunch break time or 

after work and usually after work they are in a rush to get back to their place or to go 

to their next destination, and as the questionnaire might have taken longer time to 

complete and collect data, some of the respondents might have skimmed and rushed 

through the questionnaire suggesting unreliable answers. Additionally, for the 

questionnaires, some respondents commented that there were some questionnaire 

items that looked quite similar, and some of the respondents were part-time 

employees and students at the same time, so if the focus was on a bigger sample 

population, the results could be more accurate.  
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APPENDIX A 

Survey Questions (English) 
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3. Status  

  1) Single   2) Married  3) Divorced/ Widowed/ Separated 

 

4. Level of education 

  1) Under Bachelor Degree   2) Bachelor Degree 

  3) Master Degree     4) Doctorate Degree  

  5) Others, Please Specify …………………………………… 

 

5. Monthly income 

  1) Less than and equal to 15,000 baht  2) 15,001–30,000 baht 

  3) 30,001–50,000 baht    4) 50,001-100,000 baht 

  5) 100,001–150,000 baht    6) 150,001– 200,000 baht 

  7) 200,001–500,000 baht    8) More than 500,000 baht 

 

6. Professional Status 

  1) State enterprise employee   2) Private employee 

  3) Self-Employed     4) Searching for job 

  5) Housewives     6) Retired 

  7) Students      8) Others, Please Specify.…… 
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7. Your online bank(s) that you use (You can select more than one choice) 

  1) Bangkok Bank (Bualuang iBanking and mBanking)    

  2) Krungthai Bank (KTB netbank)  

  3) Siam Commercial Bank (SCB Easy)  

  4) Kasikorn Bank (K-Cyber Banking and K Plus)  

  5) Bank of Ayudhya (KrungSri) (KrungSri Online and Mobile) 

  6) TMB Bank (TMB Internet Banking and TMB Touch) 

  7) UOB (UOB Personal Internet Banking and UOB Mighty) 

  8) Government Savings Bank (GSB Internet Banking and MyMo by GSB) 

  9) Government Housing Bank (Home for All) 

  10) Thanachart Bank (Thanachart iNet and Thanachart Connect) 

  11) Standard Chartered Bank  

   (Internet Banking and the Good Life-Thailand) 

  12) Tisco Bank (TISCO E-Statement and Mobile Banking) 

  13) Kiatnakin Bank (KK e-Banking) 

  14) LH Bank (LH Bank Speedy and M Choice) 

  15) Citibank (Citibank Online and Citi Mobile) 

  16) CIMB Thai (CIMB Clicks Internet Banking) 

  17) Bank for Agriculture and Agricultural Co-operatives (BAAC) 

  18) Industrial and Commercial Bank of China Limited  

   (ICBC Internet and Mobile Banking) 

  19) Others, Please Specify …………………………………… 
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8. Which one of the following financial transaction(s) that you most use via 

online banking? (You can select more than one choice) 

  1) View your account balance   

  2) View your statement(s)  

  3) Transfer money between accounts or to other accounts  

  4) Pay bills for goods/service(s) 

  5) Loan payment    

  6) Top-up (your phone)   

   7) Buy/Sell Bond(s) and Fund 

   8) Stop cheque     

    9) Others, Please Specify …………………………………… 

 

9. Your frequency of making transaction(s) via online banking 

  1) Daily       2) Once a week 

  3) Several times per week    4) Once a month 

  5) Several times per month   6) Once a year 

   7) Several times per year    8) Others, Please Specify …… 

 

10. How long that you access through online banking each time? 

  1) Less than or equal to 5 minutes  2) 6-20 minutes 

  3) 21-35 minutes     4) 36-50 minutes 

  5) Equal or over 51 minutes  
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11. How much fund involved in each of your online banking’s transaction? 

  1) Less than or equal to 500 baht   2) 501-1,500 baht 

  3) 1,501-2,500 baht    4) 2,501-3,500 baht 

  5) More than 3,500 baht 

 

Please mark every question with only one  in the box that most corresponded to 

your opinion. 

 

Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

Structural Assurance 

1 My online banking service provider(s) 

guarantees compensation for 

monetary losses that might occur 

during service usage. 

     

2 My online banking service provider(s) 

guarantees the protection of 

customers’ personal information. 

     

3 My online banking service provider(s) 

publish a policy on customer protection 

from accidents. 
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Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

4 I feel confident that encryption and 

other technological safeguards on 

online banking make it safe for me to 

use the system. 

     

Personal Need 

1 I feel completely safe when making 

transactions through online banking. 

     

2 I feel that my personal needs have 

been met when using online banking. 

     

3 Online banking provides me with 

information and products according to 

my preferences. 

     

4 I believe that online banking would 

make life easier to receive banking 

services. 

     

Personal Innovativeness 

1 If I heard about a new information 

technology, I would look for ways to 

experiment with it. 
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Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

2 Among my peers, I am usually the 

first one to try out new information 

technologies. 

     

3 In general, I am not hesitated to try 

out new information technologies.  

     

4 I like to experiment with new 

information technologies.  

     

Facilitating Condition 

1 My mobile device or computer(s) is 

(are) appropriate for using online 

banking. 

     

2 The cost of purchasing mobile device 

or computer(s) that suitable for online 

banking is (are) affordable.  

     

3 The use of online banking service is 

not expensive.  

     

4 The bank’s online services do not 

have annual fees.  
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Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

Design 

1 I can easily find what I need/search 

because the content of online banking 

application/site has a convenience 

interface. 

     

2 The design (e.g. colors, font size, 

graphics, animations, etc.) of online 

banking application/site is 

professional. 

     

3 The visual design of online banking 

application/site is important for me. 

     

4 The design of online banking 

application/site is creative and not too 

complicated. 
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Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

Convenience 

1 Online banking is a convenient way 

of solving banking needs. 

     

2 Online banking saves time and effort.      

3 Online banking is one of the easiest 

ways for managing finances. 

     

4 Online banking site provides on-time 

and real-time services. 

     

Privacy and Security Concerns 

1 I am concerned over the security of 

personal information exchange on 

online banking platform. 

     

2 I am concerned that the information I 

disclosed to this online banking 

service provider may be misused. 

     

3 I am worried about the security of 

financial transactions carried out on 

this online banking platform. 
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Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

4 I feel insecure sending sensitive 

information across online banking as  

I know my transactions will be 

secured and safe.  

     

Consumer Engagement 

1 Whenever I have to use online 

banking, I usually use them without 

any hesitation. 

     

2 I prefer to use online banking.      

3 I am excited when using online 

banking. 

     

4 I am proud of using online banking.      

Customer Loyalty 

1 I will recommend other people to use 

online banking. 

     

2 I prefer using online banking more 

than traditional banking. 

     

3 I would like to say positive things 

about online banking to other people. 
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Agreeable Level 

Highest

(5) 

High 

(4) 

Moderate 

(3) 

Low 

(2) 

Lowest

(1) 

4 I am willing to continue using online 

banking. 

     

  

  

 Please recommend for other factors that might positively affect the customer 

loyalty of using online banking 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

Thank you for your cooperation 

Miss Nattaya Sirimongkol 

E–Mail: nattaya.siri@bumail.net
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4. ระดับการศกึษา 
  1) ตํ่ากว่าปริญญาตร ี    2) ปรญิญาตรี 
  3) ปริญญาโท      4) ปรญิญาเอก  
  5) อ่ืน ๆ โปรดระบุ........................................... 
 
5. รายได้ต่อเดือน 
  1) ตํ่ากว่าหรือเท่ากับ 15,000 บาท   2) 15,001–30,000 บาท 
  3) 30,001–50,000 บาท    4) 50,000-100,000 บาท 
  5) 100,001–150,000 บาท    6) 150,001– 200,000 บาท 
  7) 200,001–500,000 บาท    8) มากกว่า 500,000 บาท 
 
6. อาชีพ 
  1) พนักงานรัฐวิสาหกิจ/ รับราชการ   2) พนักงานบริษัทเอกชน/ รับจ้าง 
  3) ธุรกิจสว่นตัว/ ค้าขาย    4) อยู่ในช่วงหางาน 
  5) ไม่ประกอบอาชีพ     6) เกษียณ 
  7) นักเรียน/ นักศึกษา    8) อ่ืนๆ โปรดระบุ.......................... 
 
7. ธนาคารทีท่่านใช้บริการออนไลน์แบงก์ก้ิง (สามารถเลือกได้มากกว่า 1 ข้อ) 
  1) ธนาคารกรุงเทพ (Bualuang iBanking และ mBanking)  
  2) ธนาคารกรุงไทย (KTB netbank)  
  3) ธนาคารไทยพาณิชย์ (SCB Easy)  
  4) ธนาคารกสิกรไทย (K-Cyber Banking และ K Plus)  
  5) ธนาคารกรุงศรีอยุธยา (KrungSri Online และ Mobile) 
  6) ธนาคารทหารไทย (TMB Internet Banking และ TMB Touch) 
  7) ธนาคารยูโอบี (UOB Personal Internet Banking และ UOB Mighty) 
  8) ธนาคารออมสิน (GSB Internet Banking และ MyMo by GSB) 
  9) ธนาคารอาคารสงเคราะห์ (Home for All) 
  10) ธนาคารธนชาต (Thanachart iNet และ Thanachart Connect) 
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  11) ธนาคารสแตนดาร์ดชาร์เตอร์ด ไทย  
   (Internet Banking และ the Good Life-Thailand) 
  12) ธนาคารทิสโก้ (TISCO E-Statement และ Mobile Banking) 
  13) ธนาคารเกียรตินาคิน (KK e-Banking) 
  14) ธนาคารแลนด์ แอนด์ เฮ้าส์ (LH Bank Speedy และ M Choice) 
  15) ธนาคารซิต้ีแบงก์ (Citibank Online และ Citi Mobile) 
  16) ธนาคารซีไอเอ็มบี ไทย (CIMB Clicks Internet Banking) 
  17) ธนาคารเพ่ือการเกษตรและสหกรณ์การเกษตร (ธ.ก.ส.) (BAAC) 
  18) ธนาคารไอซีบีซี (ไทย) (ICBC Internet และ Mobile Banking) 
  19) อ่ืน ๆ โปรดระบุ.................................................................................... 
 
8. ธุรกรรมทางการเงินใดทีท่่านมักใชผ้่านออนไลน์แบงก์ก้ิง (สามารถเลือกได้มากกว่า 1 ข้อ) 
  1) ตรวจสอบยอดเงินในบัญชี    
  2) ตรวจดูบันทึกรายการเคลื่อนไหวของบัญชี 
  3) โอนเงินระหว่างบัญชีของท่านเอง หรือโอนไปยังบัญชีบุคคลอ่ืน   
  4) ชําระคา่สินค้าและบรกิาร 
  5) ชําระเงินกู้ยืม 
  6) เติมเงินโทรศัพท์มือถือ 
   7) ซื้อ-ขายพันธบัตรและกองทุนต่างๆ    
   8) อายัดเช็ค 
   9) อ่ืน ๆ โปรดระบุ................................................................................... 
 
9. ท่านใช้บริการผา่นออนไลน์แบงก์ก้ิงบ่อยแค่ไหน 
            1) ทุกวัน       2) 1 ครั้งต่อสัปดาห์ 
  3) มากกว่า 1 ครั้งต่อสัปดาห์    4) 1 ครั้งต่อเดือน 
  5) มากกว่า 1 ครั้งต่อเดือน    6) 1 ครั้งต่อปี 
  7) มากกว่า 1 ครั้งต่อปี    8) อ่ืนๆ โปรดระบุ..........................  
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10. ในแต่ละครั้ง ท่านใช้บรกิารออนไลน์แบงก์ก้ิงนานเท่าไหร ่
  1) น้อยกว่าหรือเท่ากับ 5 นาที   2) 6-20 นาที 
  3) 21-35 นาที      4) 36-50 นาที 
  5) เท่ากับหรือมากกว่า 51 นาที   
 
11. มูลคา่เงนิที่เก่ียวข้องในการทํารายการแต่ละครั้งของท่านผ่านออนไลน์แบงก์ก้ิงคือเทา่ใด 
  1) น้อยกว่าหรือเท่ากับ 500 บาท   2) 501-1,500 บาท 
  3) 1,501-2,500 บาท    4) 2,501-3,500 บาท 
  5) มากกว่า 3,500 บาท 
 
โปรดทําเคร่ืองหมาย ลงในช่องที่ตรงกับความคิดเห็นของท่านมากที่สุดในแต่ละข้อเพียงข้อละหน่ึง
คําตอบและโปรดทําให้ครบทกุข้อ 
 

 

ระดับความเหน็ด้วย 
มาก
ที่สุด 
(5) 

มาก 
 

(4) 

ปาน
กลาง 
(3) 

น้อย 
 

(2) 

น้อย
ที่สุด 
(1) 

ความมั่นใจในโครงสร้างของระบบ (Structural Assurance) 
1 ท่านเช่ือมั่นว่า ผู้ให้บริการด้านออนไลน์แบงก์กิ้ง

ของท่านจะชดเชยความสูญเสียทางการเงินที่อาจ
เกิดขึ้นระหว่างการใช้บริการได้ 

     

2 ท่านเช่ือมั่นว่าผู้ให้บริการด้านออนไลน์แบงก์กิ้งจะ
เก็บข้อมูลส่วนตัวของลูกค้าไว้เป็นความลับ 

     

3 ท่านมั่นใจว่าผูใ้ห้บริการด้านออนไลน์แบงก์กิ้งให้
รายละเอียดเก่ียวกับนโยบายและการปกป้องการ
ใช้งานของลูกค้าจากเหตุการณ์ไม่คาดคิดขณะใช้
บริการ 

     

4 ท่านมั่นใจว่าวิธีการเข้ารหัสตลอดจนเทคโนโลยี 
ต่างๆ จะช่วยทําให้การใช้งานออนไลน์แบงก์กิ้งมี
ความปลอดภัย 
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ระดับความเหน็ด้วย 
มาก
ที่สุด 
(5) 

มาก 
 

(4) 

ปาน
กลาง 
(3) 

น้อย 
 

(2) 

น้อย
ที่สุด 
(1) 

ความต้องการส่วนบุคคล (Personal Need)                                                       
1 ท่านเช่ือมั่นอย่างมากว่าออนไลน์แบงก์กิ้งมีความ

ปลอดภัยในการทําธุรกรรมทางการเงินได้ 
     

2 ท่านรู้สึกว่าการใช้ออนไลน์แบงก์กิ้งตอบสนอง
ความต้องการของท่านได้ 

     

3 ออนไลน์แบงก์กิ้งให้ข้อมูลและนําเสนอผลิตภัณฑ์ที่
ตรงกับความต้องการของท่าน 

     

4 ท่านเช่ือมั่นว่าออนไลน์แบงก์กิ้งช่วยให้ท่านทํา
ธุรกรรมทางการเงินได้ง่ายขึ้น 

     

ระดับการยอมรับเทคโนโลยีใหม่ (Personal Innovativeness) 
1 ถ้าท่านได้ยินเกี่ยวกับเทคโนโลยีสารสนเทศใหม่ๆ  

ท่านจะหาวิธีการในการใช้ระบบดังกล่าว 
     

2 ท่านมักจะเป็นคนแรกในกลุ่มเพ่ือนที่ใช้เทคโนโลยี
ใหม่ๆ  

     

3 โดยทั่วไปแล้ว ท่านไม่ลังเลท่ีจะใช้เทคโนโลยีใหม่  
 

     

4 ท่านชอบมีประสบการณ์ในการใช้เทคโนโลยีใหม ่      

สภาพแวดล้อมที่สนับสนุน (Facilitating Condition) 
1 อุปกรณ์สื่อสารแบบพกพาหรือคอมพิวเตอร์ของ

ท่านเหมาะสําหรับการใช้บริการออนไลน์แบงก์กิ้ง 
     

2 ท่านมีกําลังในการซื้ออุปกรณ์สื่อสารแบบพกพา 
เช่น มือถือ หรอื คอมพิวเตอร์ เพ่ือใช้บริการ
ออนไลน์แบงก์กิ้ง 
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ระดับความเหน็ด้วย 
มาก
ที่สุด 
(5) 

มาก 
 

(4) 

ปาน
กลาง 
(3) 

น้อย 
 

(2) 

น้อย
ที่สุด 
(1) 

3 การใช้งานออนไลน์แบงก์กิ้งไม่แพง      

4 บริการออนไลน์แบงก์กิ้งไม่มีค่าธรรมเนียมรายปี      

การออกแบบ (Design) 
1 ท่านสามารถหาสิ่งที่ท่านต้องการได้เมื่อใช้ 

แอปพลิเคชันหรือเว็บไซต์ของออนไลน์แบงก์กิ้ง 
     

2 การออกแบบ เช่น สีตัวอักษร, ขนาดตัวอักษร, 
ภาพประกอบ ฯลฯ ของแอปพลิเคชันและ เว็บไซต์
ออนไลน์แบงก์กิ้งที่ท่านใช้มีความเป็นมืออาชีพ 

     

3 การออกแบบหน้าจอการใช้งานออนไลน์แบงก์กิ้ง
เพ่ือใช้ในแอปพลิเคชันหรือเว็บไซต์มีความสําคัญ
ต่อการใช้งานของท่าน 

     

4 การออกแบบออนไลน์แบงก์กิ้ง เพ่ือใช้ใน 
แอปพลิเคชันหรือเว็บไซต์มีความสร้างสรรค์และไม่
ซับซ้อน 

     

ความสะดวกสบาย (Convenience) 
1 ออนไลน์แบงก์กิ้งให้ความสะดวกในการแก้ปัญหา

ความต้องการต่าง ๆในการใช้บริการธนาคารของ
ท่าน 

     

2 ออนไลน์แบงก์กิ้งช่วยทําให้ท่านประหยัดเวลาและ
ไม่ต้องใช้ความพยายามมาก 
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ระดับความเหน็ด้วย 
มาก
ที่สุด 
(5) 

มาก 
 

(4) 

ปาน
กลาง 
(3) 

น้อย 
 

(2) 

น้อย
ที่สุด 
(1) 

3 ออนไลน์แบงก์กิ้งช่วยให้ท่านจัดการด้านการเงินได้
ง่ายขึ้น 

     

4 ท่านเช่ือมั่นว่าออนไลน์แบงก์กิ้งให้บริการทีม่ีการ
ตอบสนองแบบทันท ี

     

ความกังวลด้านความเป็นส่วนตัวและความปลอดภัย (Privacy and Security Concerns) 
1 ท่านกังวลเก่ียวกับความปลอดภัยของการ

แลกเปลี่ยนข้อมูลส่วนตัวบนออนไลน์แบงก์กิ้ง 
     

2 ท่านกังวลว่าข้อมูลที่ท่านเปิดเผยต่อผู้ให้บรกิาร
ออนไลน์แบงก์กิ้งอาจถูกนําไปใช้ในทางที่ผดิ 

     

3 ท่านกังวลเก่ียวกับความปลอดภัยของธุรกรรมทาง
การเงินที่ดําเนินการผ่านออนไลน์แบงก์กิ้ง 

     

4 ท่านรู้สึกไม่ปลอดภัยในการส่งข้อมูลที่มีความ
อ่อนไหวผ่านระบบออนไลน์แบงก์กิ้ง  
(มีการปรับให้เป็นประโยคเชิงบวก) 

     

การสร้างความผูกพันกับลูกค้า (Consumer Engagement) 
1 เมื่อใดก็ตามท่ีท่านใช้ออนไลน์แบงก์กิ้ง ท่านจะใช้

โดยไม่ลังเลใจ 
     

2 ท่านนิยมใช้ออนไลน์แบงก์กิ้งเมื่อต้องการใช้บริการ
ธนาคาร 

     

3 ท่านรู้สึกต่ืนเต้นในการใช้งานออนไลน์แบงก์กิ้ง      
4 ท่านรู้สึกพอใจในการใช้งานออนไลน์แบงก์กิ้ง      

ความจงรักภักดีของลูกค้า (Customer Loyalty) 
1 ท่านจะแนะนําให้คนอ่ืนใช้บริการออนไลน์ 

แบงก์กิ้ง 
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ระดับความเหน็ด้วย 
มาก
ที่สุด 
(5) 

มาก 
 

(4) 

ปาน
กลาง 
(3) 

น้อย 
 

(2) 

น้อย
ที่สุด 
(1) 

2 ท่านมักใช้ออนไลน์แบงก์กิ้งมากกว่าการไปธนาคาร
ด้วยตนเอง 

     

3 ท่านจะพูดเชิงบวกเก่ียวกับการใช้ออนไลน์ 
แบงก์กิ้ง 

     

4 ท่านรู้สึกยินดีที่จะใช้บริการออนไลน์แบงก์กิ้งต่อไป      

  
ขอให้ท่านแนะนําเพิ่มเติมสําหรับปัจจัยเชิงบวกอ่ืน ๆ ที่มีผลต่อความจงรักภักดีของลกูค้าใน

การใช้บริการออนไลน์แบงก์ก้ิง 
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________
_________________________________________________________________________ 
 

โอกาสน้ีผู้ศึกษาวิจัยขอขอบคุณในความร่วมมือของท่านเป็นอย่างสูง 
นางสาว ณาตยา ศิริมงคล 

E–Mail: nattaya.siri@bumail.net 
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Form to Expert 

Factors Original  
Eng. v. 

Adjusting 
Eng. v. 

Adjusted  
Thai v. 

IOC Comments 
from the 
expert

Total 
points 

Structural 
Assurance (SA) 
(Kwame Simpe, 
Henry, 
Abednego 
Feehi, & Igor, 
2017) 

SA1: My 
internet 
banking 
service 
provider 
guarantees 
compensation 
for monetary 
losses that 
might occur 
during service 
usage. 

SA1: My 
online 
banking 
service 
provider(s) 
guarantees 
compensation 
for monetary 
losses that 
might occur 
during 
service usage. 

SA1: ท่านเช่ือมั่น
ว่า ผู้ให้บริการด้าน
ออนไลน์แบงก์กิ้ง
ของท่านจะชดเชย
ความสูญเสีย
ทางการเงินที่อาจ
เกิดขึ้นระหว่างการ
ใช้บริการได้ 

   

 SA2: My 
internet banking 
service provider 
guarantees the 
protection of 
customers’ 
personal 
information. 

SA2: My 
online banking 
service 
provider(s) 
guarantees the 
protection of 
customers’ 
personal 
information. 

SA2: ท่านเช่ือมั่นว่า
ผู้ให้บริการด้าน
ออนไลน์แบงก์กิ้งจะ
เก็บข้อมูลส่วนตัว
ของลูกค้าไว้เป็น
ความลับ 

   

 SA3: My 
internet 
banking 
service 
provider 
publish  
a policy on 
customer 
protection 
from accidents. 

SA3: My 
online banking 
service 
provider(s) 
publish  
a policy on 
customer 
protection 
from 
accidents. 

SA3: ท่านมั่นใจว่า
ผู้ให้บริการด้าน
ออนไลน์แบงก์กิ้ง
ให้รายละเอียด
เก่ียวกับนโยบาย
และการปกป้อง
การใช้งานของ
ลูกค้าจาก
เหตุการณ์ไม่
คาดคิดขณะใช้
บริการ 
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Factors Original 
Eng. v. 

Adjusting 
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 SA4: I feel 
confident that 
encryption and 
other 
technological 
safeguards on 
the internet 
make it safe for 
me to make 
internet banking.

SA4: I feel 
confident that 
encryption and 
other 
technological 
safeguards on 
online banking 
make it safe 
for me to use 
the system. 

SA4: ท่านมั่นใจว่า
วิธีการเข้ารหัส
ตลอดจนเทคโนโลยี
ต่างๆจะช่วยทําให้
การใช้งานออนไลน์
แบงก์กิ้งมีความ
ปลอดภัย 

   

Personal Need 
(PN) 
(Madhurima & 
Aarti, 2017; 
Muslim, 2016) 

PN1: I feel 
completely safe 
when making 
transactions on 
the website of 
online banks. 

PN1: I feel 
completely 
safe when 
making 
transactions 
through online 
banking. 

PN1: ท่านเช่ือมั่น
อย่างมากว่า
ออนไลน์แบงก์กิ้งมี
ความปลอดภัยใน
การทําธุรกรรม
ทางการเงินได้ 

   

 PN2: I feel that 
my personal 
needs have 
been met when 
using the 
website of 
online banks. 

PN2: I feel 
that my 
personal 
needs have 
been met 
when using 
online 
banking. 

PN2: ท่านรู้สึก 
ว่าการใช้ออนไลน์
แบงก์กิ้งตอบ 
สนองความ
ต้องการของท่าน
ได้ 

   

 PN3: The 
website of 
online banks 
provides me 
with 
information 
and products 
according to 
my 
preferences. 

PN3: Online 
banking 
provides me 
with 
information 
and products 
according to 
my 
preferences. 

PN3: ออนไลน์
แบงก์กิ้งให้ข้อมูล
และนําเสนอ
ผลิตภัณฑ์ที่ตรง
กับความต้องการ
ของท่าน 
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Factors Original 
Eng. v. 

Adjusting  
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 PN4: I believe 
m-banking 
would make it 
easier to 
receive banking 
services. 

PN4: I believe 
that online 
banking would 
make life easier 
to receive 
banking 
services. 

PN4: ท่านเช่ือมั่น
ว่าออนไลน์ 
แบงก์กิ้งช่วยให้
ท่านทําธุรกรรม
ทางการเงินได้ง่าย
ขึ้น 

  
 
 

 

Personal 
Innovativeness 
(PI) 
(Madhurima & 
Aarti, 2017) 

PI1: If I heard 
about a new 
information 
technology, I 
would look for 
ways to 
experiment 
with it. 

PI1: If I heard 
about a new 
information 
technology,  
I would look 
for ways to 
experiment 
with it. 

PI1: ถ้าท่านได้ยิน
เก่ียวกับ
เทคโนโลยี
สารสนเทศใหม่ๆ 
ท่านจะหาวิธีการ
ในการใช้ระบบ
ดังกล่าว 

   

 PI2: Among 
my peers, I am 
usually the 
first to try out 
new 
information 
technologies. 

PI2: Among my 
peers, I am 
usually the first 
one to try out 
new information
technologies. 

PI2: ท่านมักจะ
เป็นคนแรกใน
กลุ่มเพ่ือนที่ใช้
เทคโนโลยีใหม่ๆ  

   

 PI3: In general, 
I am hesitant 
to try out new 
information 
technologies. 

PI3: In general, 
I am not 
hesitated to try 
out new 
information 
technologies. 
(Adjustment for 
positive 
sentence) 

PI3: โดยทั่วไป
แล้ว ท่านไมล่ังเล
ที่จะใช้เทคโนโลยี
ใหม่ (มีการปรับ
ให้เป็นประโยค
เชิงบวก) 
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Factors Original 
Eng. v. 

Adjusting 
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 PI4: I like to 
experiment 
with new 
information 
technologies. 

PI4: I like to 
experiment 
with new 
information 
technologies. 
(Adjustment 
for positive 
sentence) 

PI4: ท่านชอบมี
ประสบการณ์ใน
การใช้เทคโนโลยี
ใหม่ (มีการปรับ
ให้เป็นประโยค
เชิงบวก) 

   

Facilitating 
Condition (FC) 
(Madhurima & 
Aarti, 2017) 

 

FC1: My 
mobile device 
is appropriate 
for m-banking. 

FC1: My 
mobile device 
or computer(s) 
is (are) 
appropriate for 
using online 
banking. 

FC1: อุปกรณ์
สื่อสารแบบพกพา
หรือคอมพิวเตอร์
ของท่านเหมาะ
สําหรับการใช้
บริการออนไลน์
แบงก์กิ้ง 

   

 FC2: The cost of 
purchasing  
a mobile device 
suitable for  
m-banking is 
high. 

FC2: The cost of 
purchasing 
mobile device 
or computer(s) 
that suitable for 
online banking 
is (are) 
affordable. 
(Adjustment for 
positive 
sentence) 

FC2: ท่านมีกําลัง
ในการซื้ออุปกรณ์
สื่อสารแบบพกพา 
เช่น มือถือ หรอื
คอมพิวเตอร์ เพ่ือ
ใช้บริการออนไลน์
แบงก์กิ้ง (มีการ
ปรับให้เป็น
ประโยคเชิงบวก) 

   

 FC3: The 
mobile internet 
service is 
expensive. 

FC3: The use of 
online banking 
service is not 
expensive. 
(Adjustment for 
positive 
sentence) 

FC3: การใช้งาน
ออนไลน์แบงก์กิ้ง
ไม่แพง (มีการ
ปรับให้เป็น
ประโยคเชิงบวก) 
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Factors Original 
Eng. v. 

Adjusting  
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 FC4: The bank’s 
mobile service 
has high fees. 

FC4: The bank’s 
online services 
do not have 
annual fees. 
(Adjustment for 
positive 
sentence) 

FC4: บริการ
ออนไลน์แบงก์กิ้ง
ไม่มีค่าธรรมเนียม
รายปี (มีการปรับ
ให้เป็นประโยค
เชิงบวก) 

   

Design (D) 
(Manon, 
Sandrine, 
Isabelle, & 
Lova, 2017; 
Tarute, Nikou, 
& Gatautis, 
2017) 

D1: I can easily 
find what I 
need/search 
because the 
content of the 
mobile 
application has 
a convenience 
interface. 

D1: I can easily 
find what I 
need/search 
because the 
content of 
online banking 
application/ 
site has  
a convenience 
interface. 

D1: ท่านสามารถ
หาสิ่งที่ท่าน
ต้องการได้เมื่อใช้ 
แอปพลิเคชันหรือ
เว็บไซต์ของ
ออนไลน์แบงก์กิ้ง 

   

 D2: The design 
(e.g. colors, 
font size, 
graphics, 
animations, 
etc.) of the 
mobile 
application/ 
site is 
professional. 

D2: The design 
(e.g. colors, 
font size, 
graphics, 
animations, 
etc.) of online 
banking 
application/ 
site is 
professional. 

D2: การออกแบบ 
เช่น สีตัวอักษร, 
ขนาดตัวอักษร, 
ภาพประกอบ 
ฯลฯ ของ 
แอปพลิเคชันและ 
เว็บไซต์ออนไลน์
แบงก์กิ้งที่ท่านใช้
มีความเป็นมือ
อาชีพ 
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Factors Original 
Eng. v. 

Adjusting 
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 D3: The visual 
design of a 
mobile 
application is 
important for 
me. 

D3: The visual 
design of 
online banking 
application/ 
site is 
important for 
me. 

D3: การออกแบบ
หน้าจอการใช้งาน
ออนไลน์แบงก์กิ้ง
เพ่ือใช้ในแอป
พลิเคชันหรือ
เว็บไซต์มี
ความสําคัญต่อ
การใช้งานของ
ท่าน 

   

 D4: The design 
of the mobile 
application/ 
site is creative. 

D4: The design 
of online 
banking 
application/ 
site is creative 
and not too 
complicated. 

D4:  
การออกแบบ
ออนไลน์แบงก์กิ้ง 
เพ่ือใช้ใน 
แอปพลิเคชันหรือ
เว็บไซต์มีความ
สร้างสรรค์และไม่
ซับซ้อน 

 
 
  

  

Convenience 
(C) 
(Anil & 
Neelika, 2017; 
Kwame Simpe 
et al., 2017) 

C1: M-banking 
is convenient 
way of solving 
banking needs. 

C1: Online 
banking is  
a convenient 
way of solving 
banking needs. 

C1: ออนไลน์ 
แบงก์กิ้งให้ความ
สะดวกในการ
แก้ปัญหาความ
ต้องการต่าง ๆใน
การใช้บริการ
ธนาคารของท่าน 
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Factors Original 
Eng. v. 

Adjusting 
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 C2: M-banking 
saves time and 
effort. 

C2: Online 
banking saves 
time and effort. 

C2: ออนไลน์ 
แบงก์กิ้งช่วยทําให้
ท่านประหยัดเวลา
และไม่ต้องใช้ความ
พยายามมาก 

   

 C3: M-banking 
is easy way of 
managing 
finances. 

C3: Online 
banking is one 
of the easiest 
ways for 
managing 
finances. 

C3: ออนไลน์
แบงก์กิ้งช่วยให้
ท่านจัดการด้าน
การเงินได้ง่ายข้ึน 

   

 C4: The 
internet 
banking site 
provides  
on-time 
services. 

C4: Online 
banking site 
provides  
on-time and 
real-time 
services. 

C4: ท่านเช่ือมั่น
ว่าออนไลน์ 
แบงก์กิ้งให้บริการ
ที่มีการตอบสนอง
แบบทันท ี

   

Privacy and 
Security 
Concerns 
(PSC) 
(Kwame Simpe 
et al., 2017; 
Madhurima & 
Aarti, 2017) 

PSC1: I am 
concerned over 
the security of 
personal 
information 
exchange on 
the internet 
banking 
platform. 

PSC1: I am 
concerned over 
the security of 
personal 
information 
exchange on 
online banking 
platform. 

PSC1: ท่านกังวล
เก่ียวกับความ
ปลอดภัยของการ
แลกเปลี่ยนข้อมูล
ส่วนตัวบน
ออนไลน์แบงก์กิ้ง 

   

 PSC2: I am 
concerned that 
the information 
I disclosed to 
this internet 
banking service 
provider may 
be misused. 

PSC2: I am 
concerned that 
the information 
I disclosed to 
this online 
banking service 
provider may be 
misused. 

PSC2: ท่านกังวล
ว่าข้อมูลที่ท่าน
เปิดเผยต่อผู้
ให้บริการออนไลน์
แบงก์กิ้งอาจถูก
นําไปใช้ในทางที่ผิด
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Factors Original 
Eng. v. 

Adjusting  
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 PSC3: I am 
worried about 
the security of 
financial 
transactions 
carried out on 
this internet 
banking 
platform. 

PSC3: I am 
worried about 
the security of 
financial 
transactions 
carried out on 
this online 
banking 
platform. 

PSC3: ท่านกังวล
เก่ียวกับความ
ปลอดภัยของ
ธุรกรรมทาง
การเงินที่
ดําเนินการผ่าน
ออนไลน์แบงก์กิ้ง 

   

 PSC4: I feel 
secure sending 
sensitive 
information 
across the  
m-banking. 

PSC4: I feel 
insecure 
sending 
sensitive 
information 
across online 
banking as I 
know my 
transactions will 
be secured and 
safe. 
(Adjustment for 
positive 
sentence) 

PSC4: ท่านรู้สึกไม่
ปลอดภัยในการส่ง
ข้อมูลที่มคีวาม
อ่อนไหวผ่านระบบ
ออนไลน์แบงก์กิ้ง 
(มีการปรับให้เป็น
ประโยคเชิงบวก) 

   

Consumer 
Engagement 
(CE) 
(Tarute et al., 
2017) 

CE1: Whenever 
I have to use 
mobile 
applications, I 
usually use this 
mobile 
application. 

CE1: Whenever 
I have to use 
online banking, 
I usually use 
them without 
any hesitation. 

CE1: เมื่อใดก็
ตามท่ีท่านใช้
ออนไลน์แบงก์กิ้ง 
ท่านจะใช้โดยไม่
ลังเลใจ 

   

 CE2: I love this 
mobile 
application. 

CE2: I prefer to 
use online 
banking. 

CE2: ท่านนิยมใช้
ออนไลน์แบงก์กิ้ง
เมื่อต้องการใช้
บริการธนาคาร 

   

 

  



100 
 

 

 

 

 

Factors Original 
Eng. v. 

Adjusting 
Eng. v. 

Adjusted 
Thai v. 

IOC Comments 
from the 
expert 

Total 
points

 CE3: I am 
excited when 
using this 
mobile 
application. 

CE3: I am 
excited when 
using online 
banking. 

CE3: ท่านรู้สึก
ต่ืนเต้นในการใช้
งานออนไลน์ 
แบงก์กิ้ง 

   

 CE4: I am 
proud of using 
this mobile 
application. 

CE4: I am proud 
of using online 
banking. 

CE4: ท่านรู้สึก
พอใจในการใช้
งานออนไลน์
แบงก์กิ้ง 

   

Customer 
Loyalty (CL), 
(Muslim, 2016) 

CL1: I will 
recommend 
the online 
banking to 
other people. 

CL1: I will 
recommend 
other people to 
use online 
banking. 

CL1: ท่านจะ
แนะนําให้คนอ่ืน
ใช้บริการออนไลน์
แบงก์กิ้ง 

   

 CL2: I prefer 
the online 
banking above 
others. 

CL2: I prefer 
using online 
banking more 
than traditional 
banking. 

CL2: ท่านมักใช้
ออนไลน์แบงก์กิ้ง
มากกว่าการไป
ธนาคารด้วย
ตนเอง 

   

 CL3: I would 
like to say 
positive things 
about online 
banking to 
other people. 

CL3: I would 
like to say 
positive things 
about online 
banking to 
other people. 

CL3: ท่านจะพูด
เชิงบวกเก่ียวกับ
การใช้ออนไลน์ 
แบงก์กิ้ง 

   

 CL4: I intend 
to continue 
using the 
online banking. 

CL4: I am 
willing to 
continue using 
online banking.

CL4: ท่านรู้สึก
ยินดีที่จะใช้
บริการออนไลน์ 
แบงก์กิ้งต่อไป 
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