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ABSTRACT

Increasingly competition in the financial services secior is forcing service providers
1o develop and utilise altemnative delivery channels (Daniel, 1999). Within the sector,
banking has always been a highly service intensive activity that relies heavily on
technalogy 1o acquire, process, and deliver services and information to consumers
(Tan & Teo, 2000). The emergence of the Internet has provided a way for banks to
improve the efficiency of their service delivery and to gain a competitive advantage
by reducing the number of brick-and-mortar branches.

The study investigated the adoption of Internet banking services in Thailand and is
based on the premise that consumers® perspectives beave a greater impact on adoption
than those of banks who are the service providers. Data was therefore collected from
potential Thai consumers of Intemet banking services by using a questionnaire
survey, The response rate was high {84%6) which resulied in 506 valid questionnaires
being collected. The study's key findings were presented to a groun of Internet banks
in Thalland to establish their concurrence and to develop and recorunend appropriate
strategies io them.

To gain insight into cansumer behaviour, theoties on the acceptance of innovation
were examined. This study is based on the Drecomposed Theory of Planned
Behaviour by Taylor & Todd {1995) which was developed from Ajzen & Fishbein's
{1980) Thecry of Planned Behaviour. These theories provide a well-accepted
intention model that has been shown 10 be successful in predicting and explaining
human behaviour across three domains: etlitude, perceived behavioural control and
subjective norms. Also considered in this study is the Innovation Diffusion Theary
by Rogers (1983}, This theory explains that the rate ol iniovation adaplion is
affected by an individual’s perception of relative advaniapge, compatibility,

complexity, trialability and cbsesvability,

The study found that the intention to adopt Intemet banking by Thai consumers is
encouraged by autitudinal factors and impeded by a perceived behavioural control



factor, but not by subjective norms (i.e. the ‘Culture’ factor). The attitudinal factors
that were found to encourage the adoption of Internet banking in Thailand most are
‘Features of the Web Site’ and *Percelved Usefulness’, while the most sipnificant
impediment to adoption is & perceived behavioural control, namely  External
Environment’, In relation to the Innavation Diffusion Theary, only relative
advantages (identified as *Perceived Usefulness™) and complexity (*ease of use’, an
item of *Features of the Web Site") were found to be significant to adopling Internet
banking.

The significant moderating factors influencing the adoption of Intemnet banking by
Thai consumets are gender, educational level, income, Intemet experience and
Internet banking experience, but not age. It was found, however, that the stand out
moderators are income and Internet experience as they cach affect the most

significant encouragement and impediment factors,

As 10 what strategies Thai banks should adopt to fucilitate Internet banking, both
supplicr *push’ and market *pull” siratepies need to be implemented. As
encouragement factors are factors that banks can control, Intenet banks shouid "push’
consumers’ positive perceplions of internet banking, thereby increasing the rate of
service adoption. Potentinl impediments 1o Internet banking adaption should be
reduced although they cannet be direcily controlled by banks. Banks should atterapt
to influence the Iniernel banking market in order 1o enhance this service in Thailand
through market 'pull’ sirategies.

Previous research has mainly focused on innovation adoption in the context of North
America and Europe and ta some extent other developed countries such as
Singapare. This study extends the research on IT adoption to a developing country,
The study is one of few that have applied adoption theories in an Internet
environmenlL ln addition, the study is useful in the specific research domain. It was
successful in establishing key factors in the adoplion of Intemet banking in Thailand.
Intermiet banks can use this knowledge in their quest to increase their online
customers. Non-Internet banks een consider their abilities and readiness based on

these findings before moving into the Imemet banking arena.
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CHAPTER ONE

INTRODUCTION

1.1  Background

In contemporary economies, informeation technology (IT) plays a significant vols in
improving business performance and enabling organizalions to develop a competitive
advantnge. Advances in IT are continually improving the effectiveness of
organizations mainly throngh improved information for decision-making, faster
response to customer needs, and increased efficiency. Information is the Jifeblood of
this new environment and it should be accurate and correct, easy to use, consistent
and available when needed {Sivaraks et al., 2000).

The advent of the Internet is the latest development in the evolution of information
and communication technologies since 1950s, The Internet has become a major
medium for businesses to succeed in new electronic markets by.providing innovative
access (o goods and services and networking people through the use of
communication technologies, The Internet provides the convenience of access 7 days
a week, 24 hours a day. The adoption of Intemet teclinology by businesses is now a
major strategy to atlract customer attention from » wide audience at low cost (Hitt &
Frei, 1999; Sathye, 1999) due to its convenience, speed, and accuracy and because it
is not restricted by time zones or geographical limitations (Hennigan, 1998).

According to Netscape, UK: *It took the Intemnet five years ta reach 50 million users,
compared to 38 years for radio and 13 for television” (quoted in Bell & Tang, 1998).
That is to say, the Intemet is the fastest growing communications mediun in history.
There have been significant increases in Intemet users over the past 10 years, While

the rapid growth of the Internet has presented a new host of apportunities, it has also




brought ebout threats to business (Tan & Teo, 2000). For instance, the convenience
of using the Intemet empowers customers to szarch for the best vaiue for their money
rather than loyalty to the products, panicularly in the financial services sector (Johne
& Storey, 1998).

The increase in competition and change, co-operation, globalization and
converpence, as well as changing consurer preferences mean that nev strategies to
attract and maintain customers are essential (Katjaluoto et al., 2002), The Interet is
therefore being considered as a strategic weapon and will revolutioni:ze the way
businesses operate to seize apportunities and overcome threats.

‘The banking sector is no exceplion, The Internet is causing major delivery changes
and is bringing about a transformation of this sector (Jayawardhena & Foley, 2000).
This is because the financial sector is one of the most affected by technology
(Prendergast & Marr, 1994; Mols, 2000). Banking has always been a highly
information intensive activity that relies heavily on technolopy to acquire, process,
and deliver the information to all relevant users {Tan & Teo, 2000). Increasingly
campetition in the financial services sector is forcing providers 1o develop and utilize
alternative delivery channels (Daniel, 1999). IT and Internel technology is therefore a
revolutionary approach for banks 10 provide convenient, reliable and expedient
services 1o bank customers (Tan & Teo, 2000). The [nternet provides a way for
banks to differentiate their products and services to gain a larger share of the banking

market by reducing the number of brick-and-mortar banks.

As a consequence, thete has increasing interest from the banking industry to gain a
better understanding of the development of Internet strategies (Angehen & Meyer,
1997). The reason for this is that the banking sector plays a central rele in any
economy and indirectly affects the growth of olher industries. As noted in Business
Week (quoted in Financial Times, 1994, cited in Tan & Teo, 2000), “Banking is
essential to a modern economy, banks are not”. Likewise, the Booz Allen &
Hamilton report (Warner, 1994, cited in Tan & Teo, 2000) stated that the Intemet isa
serious threat to the customer base of the traditional banking oligopoly and to its
profits.

3



In 1994, the first Internet banking service was launcked (Ezell, 2000) and one year
later, there were more than 808 Internet banking facilities on the World Wide Web
(Angehrn & Meyet, 1997). Banking over the Internet has therefore attracted the
attention of the banking industry as well as from others such as regulators and
lawmakers, For example, it has been estimated that 60 per cent of Australian retail
banking transactions will be online in ten years® time {Sathye, 19993, Moreover,
according to the Gartner Group’s 1999 tepart (cited in Barto, 1999), there has been &
tapid growth in online persenal computer banking in the USA; from just over 10
million edults in 1999 to a forecasied 35 million by the year 2003. As mentioned,
information technology plays a key role in the banking industry as it enables
significant cost reduction, creates new business opportunities ard contributes to
competitive advantage. Additicnally, the Internet “changes the way that banks
interact with their customers and thus the way they initiate, develop and terminate
relationships with them® (Mols, 2000, page 7). Intemet banking can affect the
patlerns and processes of banking transactions both in the wholesale and retafl
markets in the long-term. [t is believed that in the future, Internet banking will
become a strategic application to stay competitive by most, if not all banks {Tan &
Teo, 2000),

Intemnet banking makes it possible for banks to offer customers a variety of service
24-hours a day, These services include general and customer-specific informetion,
the ability to conduct transactions, access a variety of interactive financial calculators
and worksheets, as well as online banking advice via e-mail or video-based advisory

services, The advantages to & bank can be explained as follows:

Cost-benefit is seen as the banking industry’s rationale for using the Internet, The
costs for banking transactions delivered by the Internet axe lower than other modes of
transactions (Sathye, 1999; Jayawardhena & Foley, 2000; Dasaneyavaja, 2001). With
Internet facilities, banks will be able to control the traditional set-up and operational
costs by transferring the transactions that have hitherto been performed by bank
employees {o the bank account holders themselves, According to a study in the
United Kingdom (Tayawardhena & Foley, 2000), Internet banks utilize their virtual
banking resources and operate more efficiently than physical $anks where the cost of

a simple transaction for a non-cash payment at a branch is a5 mueh 11 times more



than over the Intemnet, Another study in the USA (Ezell, 2000) found that the cost of
a full-service teller transaction is $1.07 compared to 27 cents for each ATM
transaction and one cent for an Internet-based transaction. Hence, by encourging
customers to use Internat banking facilities, bank can save considerable operational
costs (Sathye, 1999). According to Thai banks' records, it is said that transactions
performed over the counter cost Baht 30, compared to Baht 5-6 via ATMs and much
lower wher done through the Intemet (Lertwiram & Pokechai, 2000).

Increasing the customer base is another benefit of providing of banking products
online (Jayawardhena & Foley, 2000). Internet technology enables banks to reach a
huge nurber of customers, both existing and new, at a low incremental cost. Feople
with Internet aceessibility are potential Internet banking customers. This advantages
barks in &equiting new customers, as the number of [nternet users has been
increasing. Moreover, according to the several studies, such as Karjaluoto (2002} and
NECTEC (2003) on Internet user demographics, they are predominantly young,
well-educated, professional and affluent Banks can reach this targeted segment by
using an appropriate marketing tool and thus increase their customer base regardless
of geography.

Mass customization becomes imporiant for today’s business (Jayawardhena & Foley,
2000). Internet delivery has the capebility to customize information to customsrs’
needs and uses (Dannesnberg & Kellner, 1998). With Internet banking services,
banks can tailor their products and services to individual customers and compete in
the curtent financial market,

Development of non-core business is another advantage of Internet banking
{Jayawardhena & Foley, 2000). With Iniernet technology and banks’ existing
computing infrastructure, banks can expand their services to non-traditiona! banking
areas. An example of this is Electronic Bill Presentment and Peyment (EBPP). By
providing non-financial information on banks® Web site, bank can also utilize their
resources and create new opportunities to enhance their competitivi: advatilages.

Internet banking offers more accwrecy for customers (Dasaneyavaja, 2001). As

transactions are performed automatically, non-intenticnal human errors in



transaclions are likely to be reduced, Customers will also be better placed to control

their transactions.

Furthermore, speed and the abilily to save time are among the imperlant aspects that
customers are concerned with, The fnternet is changing the delivery of financial
services and peaple who are busy can perform their banking transaction from their
own homes at their convenience (Jayawardhena & Foley, 2000). With & computer
and an Internst gateway, users can perform any banking transaction 24 hours a day,
365 days a year (Sathye, 1999). This would be seen by most participants as one of
the main advantages of Internet banking (Dasaneyavaja, 2001).

in the Thai banking sector, commercial banks are using the Internet as a new
distribution channel, and they appear to regard that the future of new e-service lies in
electronic banking, Moreover, with Thai government suppost in electronic
comerce, endorsed as part of the Ninth Nationa! Economic and Secial
Development Plan (Boonruang, 2000), il is believed that the prowth of electronic
commerce will increase in the Thai economy. Internet banking in Thailand is used as
a delivety channel to connect with customers, to gain commercial advantages and ta
survive in the highly competitive market in the aftermath of the Asian economic
crisis. It is also seen as o way for banks to position themselves strategically for the
future. Some anzlysts have argued that the participation of the commercial banks in
Theiland in Internet banking has a defensive, rather than an offensive purpose
{Kitlikanya, 2001}, If they did not adopt this strategy, they would likely loose
customers to other types of financial institutions.

The acceptance of new technology has not been consistent in all parts of the world;
Internet banking ir Thailand is similar. In spite of governenent support of electronic
commerce, the limitation ef bank working hours and poor traffic infrastructure in
Bangkok, Intemnet banking is still slow to develop. The question therefore exists as ta
whether this banking service will succeed in Thailand or not. It is accepled that the
success of Intemet banking is determined not only by banks or government suppott,
but also by the customers’ acceptance of it. The lailer has a great influence an the
adoption of Internet banking (Sathye, 1999; Mols et al. 1999).



In order to gain more insight {nto customer behaviour, theories about the acceptance
of innovation should be examined. This study is based on the Decomposed Theory of
Planned Behaviour by Taylor & Tedd (1995) which was developed from Ajzen &
Fishbein's (1980) Theory of Planned Behaviour. These theories provide a well-
accepted intention model that has been shown to be succassful in predicting and
explaining human behaviour across three domains: attitude, perceived behavioural
control and subjective norms. Also considered in this study is the Innovation
Diffusion Theory by Rogers {1983). This theory explains that the mte of innovation
adoption is affected by an individual's perception of relative advantage,
compatibility, complexity, trialability and observability.

‘The next section explains the definition of Internet banking used in this study.

1.2 Definition

The term *electronic banking' often refers to online banking ot Internet banking.
However, ‘elecironic banking’ has & broader meaning including telephone banking
WAP-banking and iNet-television banking (Karjaluoto et al., 2002). In this study
‘Internet banking® was used interchangeably with the term *online banking'. Internet
banking is defined by Furst et al. (2000} as banking services provided using Internet
technology as a remote delivery channel. Users with a computer and Internet
pateway can access the bank and undertake banking transactions {Sathye, 1999).
When first introduced, Internet banking was used mainly as an information
presentation medium for banks vo market their products and services on their Web
sites. With the development of asynchronous technologies and secured electronic
transaction technologies, banks promoted the use of Internet banking as a
transactional addition 1o an information medium (Tan & Teo, 2000). Thus, Internet
banking is a universal service facility to deliver bank services and information into
the homes and offices of people.

Internet banking allows customers to perform a wide range of banking transactions
clectronically and remotely via the bank's Web sile. At the low end, a registered
custorner has the ability to view information ebout accounts while the more advanced



level includes the ability to perform other types of transactions such as stock trades,
receiving bills (“Bill Presentment™}, or applying for financial products such as eredit
cards, insurance policies, or bank loans (Hitt & Frei, 1999},

According to Jayawardhena & Foley (2000), Inlemet baiking services are classified
into four levels, from the execution of the simplest transaction to the integration of
customer services, sales and marketing transactions as shown in Figore 1.1:

Level 4
Integration and
Level 3 mon‘cillation
functions
Applying for new * Seamless
banking services perscnal
Level 2 functions Information
+ Complete transfer
Actionfaccount control applicatians to * Fiancial
functions open nt:;\' portal
occounls, e.8.
. I:f:v“:':' ::Egzm saving account,
Level | cheque account,
- « Transfer funds to a mobile bankin
}flc\\lr_-oniy third-pasty's account ote &
unctions = Order / Print -
* View balances slalements : ipp? ::Dr Iui:?
« Conduet * Pay bils e loreredi
account querties « Bill presentment « Apoly for
* Access « Qrdering cheques mﬁp }'ﬂ 5
Historieal « Stop cheques Bt
account data for payments inﬁllrr{n:: cover
previous + Send messages
ansactions

Figure 1.1: Levels of Inlernet Banking Se rvices
1.2.1 Level 1: View-only funcﬁuns

Customers can view their accoust summary and inquire about statements of their
savings, cheques, ATM and credit card accounts, These are basic transactions offered
through the Intemet channel by all backs, The reason for this is an increased need for
customers to be more financially active and reconcile their bank balances more
frequently. The study of & bank support call center in the UK showed that more than

60 per cent of customer inquiries concem details about balances and the last few



transactions made by the custemers (Gandy, 1998). These activities mirror those
offered by ATMs, with the exception of cash disbursements, and thereby reduce the
workload of bank staff as well as providing private, quick and efficient services for

customers.

1.2.2 Loevel 2: Actionfaccount control functions

This [evel provides customers with a broad range of aceess te and control over their
accounts, which includes the facilities of funds transfer, bill payment, bill

presentment, stop cheque payment and ordering a cheque book, This service level is
beneffcial for bank customers because the ability to view and pay bill online enables

them to actively manage their cash flow.

1.2.3 Level 3: Applying for new banking services functions

To exploit the convenience of Internet banking services, banks are praviding
facilities to apply for a new account, loan, credit card, tele-banking and mobile
banking to be performed online. If the application process cannat be completed over
the Internet, the system should allow customers to feed in personal details via an
enline application and submit their supporting documents to the bank branch for
further evaluation.

1.24 Level 4¢ Integration and reconciliation functions

Banks provide integration and reconciliation functions to customners to enable them
to manage their finances. An example of this is personal cash management software,
Bank custemers can reconcile their bank accounts by freely downloading
information from their bank accounts to their own financial management software.
As yet, very few banks have developed services to This level. Examples that have are
Citibank, First Direct and Natwesl Bank in the UK.



Currently Internet banking services in Thailand offer only the first three levels of
services for individuals, That is, customers are able to view their balance, transfer
funds, pay bills and apply for new services online. Most banks offer similar services,
however, the difference is the extent of the service offerings. For instance, banks
vary in the nwmber of third party accounts that are able to- be registered as the
vecipient of funds transfers, suppliers of bill payments and bill presentments, fee
charges for each transactions, ete.

1.3 Research Questions

As the success of Internet banking in Thailand is being examined and consumers®
acceptance has a great influence an the adoption of this service, the study focuses en
their attitudes towards the adaption of Internet banking services in Thailand.
Therefore, the research seeks te obtain answers to the following questions,

{ What are the factors encouraging the adoption of Internet banking in
Thailand?

2. What are the faclors impeding the adoption of Internet banking in
Thailand?

A What are the factors moderating the adoption of Internet banking it
Thailand?

4, What strategies should Thui banks adopt to facilitate Internet
banking?

1.4  The Purposes of the Study

Internet banking was first launched in 1999 in Thailand and it is quite new for most
That consumers. Although data on the number of customers are not officially
available, the number of Internet banks in Thailand has been increasing in the past
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three years, The rate of adoption will depend on consumers’ accepiance of this new
technology-based service. This is accepted by researchers such as Sathye (1999} and
Mols et al, (1999). While research hns been carvied out on the feasibility and
successful implementation of new technology, there has been little research into the
consvmer side. To undersiand Thai consumers® intention to adopt Internet banking
services, the research will establish the factors affecting the adoption of Intemet
banking by Thai consumers, use the results of the study to supgest highlight key
features of Intemet banking, and formulete appropriate sirategies to banks for
moving custamers to online banking.

15  The Significance of the Study

The emergence of Internet banking has prompied many banks to revise their IT
strategies in order to survive and stay competitive {Sathye, 1999). IT has always
shaped the production and delivery of banking services and has molded the structure
of the industry. Information is the essence of banking and banks are increasing their
reliance on technalogy (Prendergast & Marr, 1994). However, IT may well lead toa
standaedisation of services (Ricard et al., 2001) prior to the emergence of the
Internet, While the number of commetsial banks offering their customers the facility
to conduct financia! transactions on their Intemnet sites is increasing, customers are
demanding new levels of convenience and flexibility fromn their banking providers
{Tan & Teo, 2000). The Internet has the potential to play a significant role in the

success of emerging banking service,

Compared to previous research which has mainly focused on innovation adeption in
the context of North America and Europe and to some extent other developed
countries such as Singapore, this study extends the research on information
technology adaption to a developing country, i.e. Thailand. It applies two well-
known theories in innovation adoption and consumer behaviours in this context and

the results of this study will provide useful insights for other developing countries,

The results of this study, which show significant factors influencing and inhibiting
the adoption of Intemet banking in Thailand from the Thai consumers® perspectives,
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will provide knowledge for improving the service, For example, it will enable
existing Internet banks to increase the numbers of online bank customers and non-
Internet banks 1o decide whether or not to jump inte the Internet banking arenz.

1.6  The QOutline of the Thesis

Chapter 2 discusses the adoption of Internet banking and is divided into three parts.
The first part provides an overview of [nternet banking services by deseribing
Internet adoption, the background of the Thai banking industry and current Internet
banking services in Thafland, The second part discusses the literature on technology
adaption based on the Theory of Diffusion Innovation (Rogers, 1983) and the
behavioural theory, namely the Decamposed Theory of Planned Behaviour (Taylor
& Todd, 1995). From this review, potential factors influencing the adoption of
Internet banking in Thailand will be identified leading 1o the development of the
theoretical framework presented in the final part.

The research methodology te survey Thai consumers is outlined in Chapter 3.
Research hypotheses ave described in the first section and linked to research method.
Philesophical perspectives of the research are discussed as well as the research
approach used in the study, A rationale for The combination of quantitative and
qualitative methods is provided. The resenrch desipn is deseribed in detail and
includes questionnaire design, the selection of the target population, the peer review
and the conduct of the questionnaire survey.

The analysis of the survey data is presented in Chapter 4. The chapter starts with the
demographic data of respondents, followed by the establishment of data validity and
reliability, Hypotheses testing is conducted and the major factors found from the
survey are presented in texms of their role in encouraging, inhibiting and moderating
the adaption of Internet banking in Thailand.

Chapter 5 provides a discussion of the survey findings. The outcomes of this study
gare discussed and integrated with supporting Jiterature and put into provide answer to

1



the context of Thailand, This chapter highlights the most significant factors to the

research questions.

The survey's findings were discussed with three Thai Internet banks and are
summarised in Chapier 6. The discussions were aimed to confirm whether the
findings of the study are in accordance with the Internet banks’ experiences,
Recommendations for Thai banks are developed to help them improve Intenet
banking services relevant to the Thai environment.

The last chapter offers conclusions on the findings and presents the revised

theoretical framework for the study. Limitations of the study and directions for future

research are presented,
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CHAFTER TWO

ADOPTION OF INTERNET BANKING

2.1 Background

The previous chapier introduced the emergence of Internet technology in the banking
sector in terms of Internet banking services. The rationale of the study including
research guestions, purposes and significance of the study were explained, This
chapter outlines the research issues that are relevant to Internet banking services at a
plobal and country leve!, as well as the gaps in the research that need to be
investigated.

Firsily, this chapter provides background information on the diffusion of the Internet
in Thailand in order to give an understanding of Thai Internet eircumstance.
Thereafter, an overview of the banking industry in Thailand including the effects of
the 1997 financial crisis in Thailand is explained. The development of electronic
banking services including Internet banking services and the current offerings of the

services are described.

The second section of this chapter identifies and describes the key factors that
influence Internet banking adoption in Thailand. A literature review discusses factors
that may influence a customer’s intention to adopt an innovation and applying for
Internet bankinp services in Thailand. The factors are primarily based on Taylor and
Todd’s (1995) Decomposed Theory of Planned Behaviour and Rogers’ (1983)
Theory of Innovation Diffusion.

The research variables are thereby eategorised inta two groups based cu the ability of
banks to facilitate the services: encouragement and impediment. Altermatively,
encouragement factars can be classed as ‘Bank’ factors, and impediment factors are
‘Personal’ factors and *Other* factors, Based on these factors, a theoretical
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framework of the determinants of Intemet banking adoplion is introduced to support
the researci: methodology presented in the next chapter.

22 Overview of Internet Banking in Thailand

2.2.1 The Internet in Thailand

The Internet was first adopted in Thailand in 1987 by academia and was introduced
commercially in 1995 with the nation's first Internet Service Provider (ISP).
Currently, there are 18 providers operating as commercial [SPs and four public
service providers (NECTEC, 2002). All these commercial and non-commercial
networks are linked to the global Internet through a bandwidth speed of over 500
Mbps in baoth the inbound and outbound direction and are also demestically
interconnected through twe public interchanges which are operated by the
Communications Authority of Thailand (CAT) and the National Electronics and
Comguter Technology Center (NECTEC) of the Ministry of Science Technology and
Environment {Tangkitvanich, 2002},

The Internet has becoma a cruciel part in the everyday life of many Thai people.
There were approximately 928,000 computers in use in 181 million households,
according to a houseliold survey by the National Statistical Office (NSO) in the first
quarter of 2001 (Tangkitvanich, 2002). This is equivalent to 5,75 computers for
every £00 households or approximately 1.48 computers for every 100 people. The
same survey also identified that the Internet population was 3,54 million of which
21.5 per cent accessed the Internet from their homes and the remaining 78.5 per cent
accessed it from Internet cafés, schools, and the workplace. A penetration rate of
Intemet users in Thailand as of January 2001 is equivalent to 5.64 per cent. This
penetration rate is, however, lower then the World average penctration rate which is
8 46 per cent {Tangkitvanich, 2002}, Compared to those of neighbouring countries,
the penetration rates of Singapore: 49.3 per cent (8s of Aupust 2001); Malaysia:
16,98 per cent (as of December 2000); Laos; 0.11 per cent (as of December 2000,
and Cambedian: 0.05 per cent (as of December 2000) (Mulaiwong, 2002). According
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1o the survey of Internet users in Thailand (NECTEC, 2003), 52 per cent of Internet
users in Thailand were located in Bangkok. This supgests the concentration of
Internet users is in Bangkok, rather than the other provinces in Thailand. Table 2.1
shows the Internet diffusion in Thailand classified by region.

Table 2.t The Internet Diffusion in Thailand in 2001

Repions Percentage of Intemet Diffusion

Bangkok 2.2
Suburb {provinglal cities) 13.3
Ceniral 10.7
North 9.7
Mortheast 2.7
South 5.6
Total 100
Source: NECTEC, 2002

According to Rao (2002), many developing countries do not have a eritical mass of
Internet users to justify significant investment by new Internet service providers,
advertisers or vendots. This is because Internet usage in these countries is in the first
phase of Internet diffusion, that is, the Internet is dominated by academics and
“techies”, In the second phase, Intemet users jnclude more teenagers and young
people, and in the third phase of Internet diffusion, there arc more young workers. In
Thailand, [nternet adoption is currently between the second and third phase, since
Thai Intsenet users are mostly young ac!ylls under the age of 39 years (NECTEC,
2003).

Although the number of Internet users in Thailend is dramatically increasing,
internet popularity is dominated by employed people and full-time students.
Communication and searching are the 1z ain reasons for use, rather than other forms
of electronic transactions (¥or-anantakool and Janlarapatin, 2001). Table 2.2
illustrates the activities of Intemet users in Thailand from a survey of the Internet
populatien in 2001.
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Table 2.2: Types of Internet Usages in Thailand

Activities Number Percentage
Electranic mall 82 5.7
Information Search 302 2.2
Read news 861 2.5
Chat 366 1.4
Web-board ,127 5.
Softwure Download §06 4,
Games 445 2.3
| Shopping, 350
Song Downtogd 21 .
Game Download 0 0.5
Total 14,556 100.0

Source: NECTEC, 2003

Table 2.3 shows a comparison of average Intemet prices for dial-up and leased-line
services in seven Asian economies. It can be seen that the cost of dial-up Internst
service in Thailand is comparable to that of other Asian countries, whereas, the cost
of its {eased-line Internet access is ghout 1.1 to 2,9 times higher (Tangkitvanich,
2002}

Table 2.3: Internet Access Prices in Asian Economies (As at September 2001)

Economy 64 Khbps Leased Line 20-Hour Cial Up Service

Average Price Average Price
{8 US/month) (SUS)

Thailand 780.3 4,5

Honp Kong 2673 15,3

India 627.5 .

Indonesia 419.3

Malaysia 524.5 2

The Philipplnes 705.2 10,7

Sinpapore NA 6.8

Source; Tangkitvanich, 2002

The main reason for high leased-line prices in Thailand is the monopolization of the
slate-owned enterprise, Most of 1SPs operate under a built-transfer-operate (BTO)
concession. Under this scheme, na ISP must transfer about one-third of its shares to -
the concessionaire without any capital payment. As a result, an ISP has to adjust its
price upward to achieve its financia) profit which results in the high price
(Tangkitvanich, 2002), Obviously, the growth of lnlemet use in Thailand needs a
cotnpetitive and undistorted telecommunications market, One way to achieve this is

to deregulate and liberalize the Thai telecommunication industry which would meet
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its commitment to the World Trade Organization. Mareover, as Thailand is rapidly
moving to develop its information econoiny, a new authority namely the Ministry of
Inforination & Cotmmunication Technology (ICT) has been set up to developa
master plan for electronic commerce, In order to support the growth of information
technology in the couniry, the Ministry of ICT has attempted to enact pending e-
commetrce laws, which are Electronic Commerce Law, Computer Crime/Computer-
related Crime Law, Data Protection Eew, Electronic Funds Transfer Law, and
Universal Access Law. Their implementation should increase the public’s confidence

in participating in electronic commerce.

As electronic business can be & key driver in the growth of laday’s business and to
inerease the computer literacy of Thaf people, the Ministry of ICT recently launched
e special offer to the public of cheap persanal computers (50% cheaper than market
price), associated with low interest loan. Another project is a very competitively
priced, Baht 1 per hour of Internet dial-up access. [t is expected that these will create

& knowledge society as well as promote Internet adoption in Thailand.,

2,22 Background to the Thai banking industry

Before the early 1990s, Thai financial markets were strictly regulated and dominated
by some of the couniry’s most prominent business families and locally incorporated
financial institutions which were strongly protected from local and foreign
competition, Deregulation and new financigl instruments and services were
introduced in 1992 in order to facilitate fisture development, create competitive
financial institutions and turn Thailand into a regional financial center in direct
competition with Hong Kong and Singapere (PWC, 2001}, However, since the
recession in 1997 and the Thai Baht weakness increasing the foreipn-debt burden,
many businesses have been unable to service their debts to financial institutions,
including banks, In mid 1997, the Bank of Thailand intervened by suspending a
number of finance companies and further forcing several Thai banks to merge with
either banks or finance companies. In addition, capital requirements were increased
for non-performing loans in the financial system. Foreign ownership cules wers
relaxed resulting in the entry of major intemational banking groups into the market.
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As a consequanse, the number of commercial banks reduced from 13 to 13 for Thai-
awned banks and state-owied banks; and increased from 1 to 4 for foreign
incorporated banks from 1987 to May 2003 (BOT, 2003).

The majority of banking transactions in Thailand are performed over the counter
through the exiensive branch networks of most major banks (PWC, 2001). They aim
to provide customer orientation by customizing banking products and services to
specific needs thereby making their services different from the others, This is
because Thai people prefer being served and having the privilepes that result from
the hierarchical structure of Thai society. Thai people maintain the characteristic of
extended families where personal reletionships built by older generations impaet
upon the next generation. Therefore, most Thai merchants support a padicular bank
because of their long relationships with it and would expect to continue busitess into
the future. Relalionships between bank staff and customers can be relatively sirong.

The Thai financia] system iz undergoing a period of substantia! cl'angc. due to
changes in the competitive situation of financial sector itself (see above) and the
emetgence of informatien technology, The significant impact of this is reflected in
the transformation of financial services delivery. Automatic Teller Machines (ATMs)
are a classic example of this change. They were the first visible form of electronic
innovation in the Thai banking industry. Bank customers can access their accounts
and process transactions through comprehensive network of ATMs. The first ATM
was launched in Thailand in 1983 {Lertwiram & Pokechai, 2002) and released banks
fram the consiraints of time and geograghical location as well as reducing the work
load of bank tellers. The growth of ATMs in Thailand is shown as Table 2.4.
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Table 2.4: Number of ATM Cards and Machines from 1986 10 2002

Year Number of Cards Number af Machices
(Thousands)

Q86 2916 552

987 4363 712

938 5,845 38

985 1,345 4

a9 7,660 116

90 9,085 235

993 D554 40

893 2,813 196

094 5251 2,358

093 3562 236

95 5557 4 284

957 1,823 4,835

9% B8 5,188

99 7,466 5,322

2000 20,682 5.90

200 23783 6,385

2002 26,802 i 7,885 |

Source: BOT, 2002

The increased capital and new technology introduced by foreign banks encouraged
Thai-owned banks o fosus en the automated processing o firantactions 10 increase
efficiency and reduce costs, This led to aggressive competition it the banking
market. Hence, nearly every bank has implemented early retirezaent programs as well
as branch closures or downsizing in an effort to refocus on profitability. This is
reflected in statistics which show that there were 3,632 bank branches as of July
2002 compared to 3,837 at the end of the first quarter of 1999 {(BOT, 2003).

Other electronic banking channels were recently made available fo Thai bank
consumers. Examples of these channels are: telephone banking, mobile banking,
automatic passbook update machines and automatic depesit machines. Like other
banks in the world, commercial banks in Thailand are now in 2 position o vse their
knowledge and experience in information technology 1o serve their customers more
conveniently and efficiently than by traditional ways, Further advances in
telecommunications and information technology have culminated in banks being able

to offer their services through the Internet.

Telephone banking was introduced in Thailand by the Siam Commercial Bapk Ple in
1984, This service bacame increasingly sophisticated to the extent that it uses
Autornated Volce Response (AVR) Technology to deliver banking services
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(Lertwiram & Pakechai, 2002). Mobile banking was launched in 2000 by the
Kasikomn Bank Ple. (fonmer name —~ Thai Farmer Bank Plc),

Micro-branches relying on ATMs and automatic passhook update machines can be
encountered increasingly in high-traéfic locations such as shopping malls and
universities, This off-hours banking service is another bank channel aimed to handle
rouling witbdrawals and account services. It has increased convenience for bank
customers and enabled them to become familiar with the elecironic means of banking
services, This channel is offered by most banks, for example, “K e-Banking Center”
of the Kasikom Bank Ple, “Express Banking" of the Bangkok Bank Ple and “SCB
Easy Bank” of the Siam Commerciel Bank Ple. [n addition, most of banks in
Thailand have established a 24-hour call center. Not only is this a new way to contact
the bank, this channel alsa increases customers’ confidence in the other emerging
banking services, including Intemet banking services.

223 [Internet banking sarvices in Thailand

As a result of high competition in the banking industry, banks are continuously
looking to better use technology by forcing low-value transactions away from 1he
branch counter to ATM netwotks and to the Intemet, mobile banking and other
electronic services (Chudasri, 2002), As a consequence, most commercial banks in
Thailand have launched Web sites and offer online services to bank consumers in
addition to other banking channels such as ATMs, telephone banking and mobile
banking, 1t is hoped that the Internet wil reduce custemer reliance on personal
attention provided 1o them at the branch.

Internet banking in Thailand was first introduced in 1999 by the Siam Commercial
Bank Ple (SCB), the first commercial bank of Thailand. The service is named *SCB
Easy Net' and is cumently provided to both individual and corporale bank customers,
This was followed by the Bank of Asia Ple (BOA), a member of ABN AMRO bank,
who offered their [ntemet banking service in late 1999 as * Asia Cyber B@nking'.
Next, the Kasikomn Bank Plc (TFB) launched its ‘K e-Internet banking® service in
2000, followed by the Thai Military Bank Ple (TMB) with *TMB Direct Internet
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Banking’, the Krung Thai Bank Ple (KTB) with ‘KTB Sm@n Banking’, and the
Bank of Ayudhaya Plc (BAY) with *Krungsri Qnline;’ in 2001, and the Jatest, the
Bangkok Bank Plc (BBL) with ‘Bualvang iBanking’ in 2002 (Homkrajang, 2001).
Table 2.5 summarises the cwrrent Internet banks in Thailand and the total assets held
by these banks.

Table 2.5: Internet Banks in Thailand

Neme of Banks Tatal Assets es Service Nomes Iniemet Site Address
of 31 December
2002
{rnillion Bahi)

Siam Commercial | SCB 667,222 SCH Easy Met wiwnw scheasy Com

Bank

Banl of Asla BOA 161,116 AsTa Cyber B@nking | www.bankasiadu.com
|_Kasikom Bank TFB 760,782 K e-Internet banking  { www kasikopbank.com

Thai Mililary TMB 391,296 TMB Drirect Intemet | www.Imibdirect.com

Bank Banking

K.ung Thai Benk | XTB 1,058,388 KTB Smi@nt Banking | wynw.kilycoth

Bank of Ayudhya | BAY 463,584 Krunpsr Online www.kruppsriontine.com

Bangkok Bank BBL 1,245,098 Bualuang iBanking www.banpkokbank eom

Source; Internet searches

There is no the public information an the number of lnlernet banking users presenily
available, According to the commercial banks themselves, it is claimed that as of
September 2002, the SCB has 80,000 Internet banking customers, while the BOA
and the TFB have 40,000 and 10,000 users respectively {Lertwiram & Pokechal,
2002},

As discussed in the previous chapter, Internet banking services offers diverse
functions at four levels: view-only functions; action/ account contral functions; new
service functions; and integration/ reconciliation functions, Inlemet banking services
in Thailand arz currently offering functions up to the third level, These functions are
provided across seven of the thirteen Thai banks as seen in Table 2.6



Table 2.6: Current Internet banking services in Thailand
Banking Services TFB | BBL | SCB
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The table shows how intemet banking services have been expanded by getting
service providers to cooperate with the Internet banks. By extending their online
services with various suppliers, banks are aiming to attract Thai customers and serve
mare activities. For instance, the bill payment service has been expanded to public
and private organisations and universities. Non-financial services are also provided,
for example, the Bank of Asia Ple collabarated with Grammy Entertainment Plc, one
of the biggest entertainment companies in Thailand when it Jaunched a marketing

contest program to their customers,

The Bank of Thailand (BOT}, as the central bank, plays an important regulatory role
in the electronic banking sector. The BOT has provided the financial inftastructure o
serve business and financial sectors such as wilh a new payment system, In recent
times the BOT has become more supportive in facilitating the growih of the financial
sector, With regerd to Internet banking, the BOT has revised the notification
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requirements for commercial banks on their use of the [nternet for commercial
banking business and has expanded the areas of permissible use of the Internet for
undertaking banking business. Being aware of the importance of electronic
transactions in the future economic development of the country, commercial banks in
Thailand have been allowed, since November 9, 2000, to provide the same kinds of
transactions that they do in branches (BOT, 2003).

2.3 Literature Review of Internet Banking Adoption

As indicated in earlier sections, the advantages of using the Internet to conduct
banking transactions arz clearly apparent. Essentially, Intemet banking provides
numerous oppartunities for banks to increase their market share, and for customers to
conduct bank transactions conveniently and effectively, However, although Internet
banking was launched in 1999 in Thailand, this service is still in the early siage of
development and it is, therefore, vital to undersiand the factors that facilitate and
impede the adoption of this innovation.

As traditional banks have been moving to the Internet (Jun & Cai, 2001), they have
been seeking to improve the quality of their banking services in order to shift their
customers online, However, as mentioned befote, it has been atpued by several
scholars (Sathye, 1999; Mols et al., 1999} that the diffusion of electronic banking is
determined more by customer acceptance than by online bank offerings. That is to
say, to be successful in providing Internet banking service, custamer acceptance is a
key determinant. Therefore, this study is aimed at exploring customers' perceptions
about the adeption of Intemet banking.

Factors intluencing the use of Internet banking in this siudy are derived from Ropgers’
(1933) Innovation Diffusion Theory and Taylor and Tedd's (1993) Decomposed
Theory of Planned Behaviour, The following sections outline these theories.

23,1 Iunovation Diffusion Theory
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The adoption of new idens is often very slow even when there are obvious
advantages, This is due to & wide gap between what is known and what is actually
happening. Therefore, many innovations require a lengthy period to be adopted after
their initial availability.

Rogers (1983) explains Innovation Diffusion Theory {IDT) as an individual's
perception which affects the rate of innovation adoption. The term “innovation” is
defined as “an idea, practice, or okject that is perceived as new by an individual or
another unit of adoption™ (p.11). Diffusion is defined as “the process by which an
innovation is communicated through cettain channels aver time among the members
of a social system, in that the messages ate concerned with new ideas” (p.5).
Adoption is the acceptance and continued use of a product or service or idea (Sathye,
1559).

Hence, understanding the characteristics of innovation as perceived by individuals
can help to clarify diffusion problems and explain different rates of adoption as

shown in Figure 2,1,

Berceived Atiritutes of
Innovation

Relatlye

ndvanlage
Compatlbiliy [—————M

Complexity
Trialability

Observability

Rate: of Adoption of
lnnovation

Figure 2.1: Innovation Diffusion Theory (Regers, 1983)

The reviewed attributes of innovation are explained as follows:
« Relative advaniage: the extent to which an innovation is perceived by

individuals as better than the idea it supersedes, The greater the perceived

relative advantage, the more rapid the ralz af adoption.
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»  Compatibility: the extent to which an innovation is perceived as being
consistent with the existing values, experiences, and needs of potential
adoplers, [n general, an idea that is not compatible with the current
values and norms of a social system will not be accepted as rapidly as an
intovation that is compatible,

s Complexity: the extent to which an innovation is perceived as difficult to
understand and use. Generally, new ideas that gre simpler to understand
will be adepted more rapidly then the ones that require new skills and
undetstandings.

»  Trialability: the extent to which an innovation may be experimented with.
New innovations that cannot be tested, lead 1o the slow rate of adoption.

s Observability: the extent to which the results of an innovation are visible
to others. The easier the results are 1o see, the more likely they are
adopted,

In summary, innovat{ons that are perceived by receivers as having greater relative
advantages (e.g. convenience), compatibility {e.g. to life style), trialability (e.g. iry
before buy), observability {e.g. visibility) and less complexity (c.g. ease of use) will
be adopted more rapidly than other innovations. These factors are included in this
study except for observability since Internel banking is not generally visible to

others.

2.3.2 Decomposed Theory of Planned Behaviour

The decomposed Theoty of Planned Behaviour was deveioped by Taylor and Todd
{1995}, It is based on the traditional Theory of Planned B ehaviour (TPB) of Ajzen &
Fishbein {1980) which is a well-accepted intention mode] that has been successful in
predicting and explaining human behaviour across various domains (e.g. attitude,
individua! ability) by decomposing it into a specific dimensions. Compared to the
Technology Acceptance Model {TAM), introduced by Davis (1986) for predicting IT
usage, and traditional TPB models, it was found to have betier predictive pewer, as
Taylot and Todd noted (1995):
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“In comparing the two versions of TPB, we beligve that there is value
added as a result of the decomposition, in terms of increased
explanatory power and a better, more precise, understanding of the
antecedents of behaviour. Thus, in our view, the decomposed TPB is
preferable to the pure form of the model.” {p.169)

Furthermore, Taylor and Todd (1995) compared their mode! to TAM, and claimed
that, if

“The sole goal is the prediction of usage, then TAM might be
prefersble. However, the decompuosed TPB provides fuller
understanding of usage behaviour and intention and may provide more
effective guidance to IT managers and researchers interested in the
study of system implementation.” (p.170)

This decomposed TPB constructs the innovation literature (g.5. relative advantages,
compatibility) as well as subjective norms and perceived behavioural control more
completely 23 when derived from the traditional TPB. The fundamental concepts of
this theory ate also based on the assumption that human beings are usually mational
and make systematic use of information availsble to them in their actions, Henee,
identifying and measuring the factors determining an individual’s behaviour leads to
the understanding and prediction of such behaviour, Figure 2.2 shows the conceptual
framewaork of the decamposed TPB.

AN

Attitude

Perceived Behavioural
Cantral Behavioural »|  Adoption

Intention
Subective Nomms /

Figure 2,2; Diccomposed Theoty of Planned Behaviour (Taylor & Todd, 1995)

h 4

According to the decomposed TPB model, there are three main factors influencing
human behaviour. These are: aitilude, perceived behavioural control and subjestive
norms. Firstly, attitude describes an individua!’s positive or negative perception of
behaviour. Atitudes are functions of beliefs. That is, a person who believes that
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performing a given behaviour will lead to mostly positive outcomes will hold a
favorable attitude toward performing the behaviour, while a person who believes that
performing a given behaviour will lead to mostly negative outeames will hold an
unfavorabile atfitude.

The second factor, perceived behavioura! control, deseribes beliefs about having
necessary resources and opportunities for an individual's jntention to perform.
According to Tan & Teo (2000), this definition consists of two components. The first
one is self-efficacy which is deflned by Bandura (1977) as an individua!’s self-
confidence in his or her ability to perform a behaviour, The second one is facilitating
conditions which refers to the availability of resources, i.e. the technological
resources and infrastructure needed to engage in the behaviour (Triandis, 1979).

The Jast factor, subjective nonms, describes the social pressure that may affect an
individual’s intention to perform, Subjective norms are also & function of beliefs, but
are of a different type. That is to say, it is the person’s beliefs that specific
individuals or groups think he/she should or should not perform such behaviour,
Therefore, the intention toward a tatget behaviour can be explained by factors
affecting the target behaviour,

2.4 Factors influencing Internet Banking

Factors having the potential to influence the adoption of Internet banking were
developed from previous studies, Innovation Diffusion Theory and the Decomposed
Theory of Planned Behaviour. According to the Innovation Diffusion Theory,
perceived attributes to the rate of Internet banking adoption cant be identified as
relative advantage, compatibility, complexity and trialability of the service. That is,
the more relative advantages, compatibility and trialability, and the less the
complexity of the Intemnet banking; the higher rate of Internet banking is.

In terms of the Decomposed Theory of Planned Behaviour, Internet banking can be

determined by adopter’s attitude and perceived behavioural contrel as well as

27



subjective norms he/she halds. The positive of these three main factors could
promote his‘her adoption of Intemnet banking services,

Therefore, based on the above Inpovation Diffusion Theory (perceived usefulness,
triatabilily, ease of use and integration with life siyle}, the Decomposed Theory of
Planned Behaviour {attitude, perceived behavioural control and subjective norms)
and other factors related to the circumstences in Thailand, potential influencing
factors — scven factors and four sub-factors of each, could be identified as show in
Figure 2.3,
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Figure 2.3: Tree Diagram of Factors Influencing the Adeption of Intemet Banking
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241 Attitude

As nated, attitudes are functions of beliefs. Different dimensions of attitudinal beliefs
towards Intemet banking can be identified as follows:

s Perceived usefutness

» Adoption

» Features of the Web site
s Risk and privacy

s Personal preference
Each of these factors, and the sub-factors of each, will be deseribed below.
2.4.1.1 Perceived usefulness

Perceived usefulness of Internet banking is a significant factor in its adoption
{(Sathye, 1999; Tan & Teo, 2000), According to Rogers' (1983) Theory of Innovation
Diffusion, the perceived reletive advantage of an innovation is generally positively
related to its rate of adoption, Therefore, it is necessary thet Internet banks make
consumers aware of the availability of such services and their value. The expectation
is that consumers who perceive Intenet banking as advantageous would also be
likely to adopt the service. There are several advantages of social and economic
value arising from Internet banking edoption, These advaniages are thus snb-factors

of perceived usefulness.

The sub-factors are as follows:
* [nformation availability
« Convenience
e Time saving

*« Lowcost

These sub-factors will now be discussed in turn.
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24,1.1,1 Infarmation availability

Customers’ interest in Internet banking s created by providing & wide range of
financial and non-financial information at just one click. Customers can select the
information they want by searching the bank's Web site. The banks themselves now
view the Internet and related technologies as strategic tools for enhancing the value
of customer relatfonships through cross-selling and tailoring their products (Hitt &
Frei, 1999), This increases customets’ satisfaction as banks are offering non-core
products and services, like non-financia! information, to a greater extent than
traditional banks. In Thailand, most banks provide a wide range of information on
their Web page including entertainment, games and property for sale.

24.1.1,2 Convenience

Rather than access the physical bank, Intemet banking services allow customers to
carry out their banking from any location, al any time of a day, 365 days of the year,
leading to preater convenience for customers (Tan & Teo, 2000; Suganthi &
Suganthi, 2001}, The Internet is changing the delivery of financial services and
pecple who are busy can perform theit bankira transactions from their own places at
their convenience without the fimitation of bank working hours, Because of the poor
transportation infrastructure of Thailand and limited bank opening hours, the
convenience of Internet banking would be an attractive determinant for this service.

24113 Timesaving

As customers are busier aud more time-poor than ever before, they can manage their
time effectively by daing banking transactions 24 hours/ 7 days. This enables them to
save time and to avoid the necd to wait in service queues (Polatoglu, 2001}, Hence
customers who join Internet banking services now can spend their time doing other
functions that need to be dene more effectively. The advantage of time saving would
be an attractive influence to adopt Internet banking.
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24.1.1.4 Lowcost

Generally, there are two types of costs involved with Internet banking: the costs
associated with Intemet access and connection, and bank charges. As online banking
reduces the cost of bank operations, banking fees are likely to be cheaper than
banking over the counter, Thus, cost saving is cited as another advantage of using
Intemnet banking (Polatoglu, 2001), especially when there is no Internet access cost.
In Thailand, Internet banking service is new and most banks render this servica
without extra cost In order to persuade their customers, particulerly in the promotion
period of this service. However, if cusiomers had to pay more for their switching
costs from existing banking channels, the acceptance of this new setvice may not be
as attractive from the standpoint of custemers (Muzursky et al., 1587; Suganthi &
Suganthi, 2001).

24.1.2 Adoption

Internet banking itself is affected by a number of factors associated with ils adoption,
If these conditions are unacceptable or unsuitable, potential customers will likely
ignore the service. These conditlons ere therefore sub-factors of adoption which

include:

* Internct accessibility
» Trialability
*  Acceptable terms and conditions

* Documentery evidence

These sub-factors will now be discussed in tumn.

24.1.2.1 Internet accessibility

The primary factor determining the level of demand for Intermnet banking services is
the number of people connected to the Intemet (Suganthi & Suganthi, 2001), As
Internet banking refers to the banking services provided through Internet technology,
a low number of Internet users is seen as an inhibitor to the prowth of electronie
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commerce (Kor-anantakool & Jantarapatin, 2001; Raa, 2002). Valdez (2001) argues
that people will not access the Internet because they want (o use Internet banking
only; they will participate in Internet banking because they are currently Internet
users, Thus, adopting Internet banking requires the ability to access the Internet,

24122 Trialability

Trialing before cemsmencing this new banking service can increase customer’s
confidence (Tan & Teo, 2000). When a customer can trial doing a transaction and
has a satisfying experience, the decision to apply for the service may be
strengthened. Rogers® (1983) Theery of Innovation Diffusion states that trialability is
a factor in the adoption of new technology as patential adopters will feel more
comfortable with the innovation, Consequently, fears of the unknown in using the
new service may be minimized (Tan & Teo, 2000). In the context of Thai Internet
banking, most Internet banks provide a demonstration application of services on their
Web sites.

24123 Acceptable terms and conditions

Terms and conditions of use established by Internet banks have to be acceptable to
usess, Unreasonabls ot unclear conditions of use can obstruct the willingness of
potential adopters to use this service. For example, they may not highlight solutions
to problems should they occur and therefore cause customers to hesitate or even
refrain from adopting the service.

24124 Documentary evidence

Compared to traditional banking, where all transactions have documentary evidence
such as bank receipts, and customers are assured that their transactions have been
performed, the Internet daes not necessarily provide hard evidence of transactions.
As a consequence, not providing automatic printable evidence of transactions
performed can be an inhibitor in adopting Internet banking, It is therefore essential
fer banks to consider customers’ desire for documentary evidence of transactions

completed if this is their preference,
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2.4.1.3 Features of the Yeb site

Traditional banks deliver their services to customers In a physical envirenment where
banks staff and customers interaet, and tangible facilities support performance or
communication of the services. Gamet (1996) suggesis that the physical envirenment
plays an important role in the customer's assessment of quality and service levels.
The expansion of the branch netwaork and the size of the branch are therefore
effective strategies to increase perceptions of good service. They provide assurance
that the bank has substantial resources and offers security of their savings, In the case
of online banking, features of bank’s Web site become 1he determinant for
customers® satisfaction with the service, These features are as follows:

v Reliability
s Ease of use
* Security evidence

*  Quick response

These sub-factors will now be discussed in turn.

24131 Reliability

Reliability of transactions performed using Internet banking js significantly in
building a customer’s confidence and trust (Polatoglu, 2001), As Hosmer {1995)
concludes, trust is difficult to enforce and once it is broken, the loss will be much
greater than the gain when trust is maintained. Tnternet banking is significantly
different in the way that custorers deal with banks which requires greater attention
being given to having adequate levels of reliability {Fink, 2000). Reliability is
obscured in the avoidance of breakdowns in Intemet transaction processing
(Suganthi & Suganthi, 2001) and avoidance of errors.

2.4,1.3.2 Enseofuse
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Web pages which are complex and hard to follow can reduce cuslomers” atiraction 1o
online services (Tan & Teo, 2000; Suganthi & Suganthi, 2001), Therefore, ease of
use or user friendliness in respect of accessing and navigating Web pages is an
important determinant of the use of online transactions. Ao example of a feature that
promotes ease of use is the site index which makes it easy and fast to arrive at the
desired location. This will encourage new users to confinue their connection to the
bank’s Web site (Jayawardhena & Foley, 2000). Consideration should also be given
to product information content, the amount of product infonmation, prodect
information format, language and [ayout features (Suganthi & Suganthi, 2001).

2.4.1.33 Security evidence

Security concerns can cause considerable apprehension and hes attracted much
attention (Hennigan, 1998; Saihye, 1999; Tan & Teo, 2000; Polatoglu, 2001,
Sugenthi & Suganthi, 2001; Valdez, 2001). This is because it is difficult to convines
people that online banking is really safe (Valdez, 2001). Accordingly, security is
perhaps fhe most impartant factor influencing the perceplion of customers who are
consideting to conduct financial transactions over the Internet (Sathye, 1999;
Jayawardhena & Foley, 2000). Good security requires a number of approaches,
including: identification and authentication; authorization; maintenance of
confidentiality; integrity; non-repudiation; availability; privacy; and auditability
(Labuschapne, 2000, Hutchinson & Watren, 2003). Recent technalogical
developments such as Secure Sockets Layer (SSL), firewalls, encryption, digital
signatures, however appear to have improved the perception of security (Fink, 2000).
Internet banks can choose from a multitude of security fealures but most stay alert
because they continue to evolve. Security evidence presented on the bank’s Web site
would ease customer concems and build a customer's confidence 1o become

involved in online banking,
24134  Quick response
Responses from bank Web sites may affect customers’ decisions to adopt online

service (Polatoglu, 2001). Since customers expect quality of service and speed from
elecironic banking (Jun & Cai, 2001) when compared 1o traditional banking
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processes. Banks need to balance their endeavour to make their sites attractive
through high-resolution graphics which can slow download times with their desire to
provide quick responses to customers’ requests. It must however be acknowledged
that download speed also depends on the user’s own computer hardware and method
of connection (Suganthi & Suganthi, 2001).

2,4,1.4 Risk and privacy

Cooper {1997) identified ‘the level of risk’ as an irportant issue from a consumes’s
perspective for the edoplion of an innavation. This is in line with Hutchinson &
Wasren (2003), Labuschagne (2000) and Sathye (1999) who argue that risk and
privacy can be identified as an Infernet banking requirement. The level of risk and
privacy concern is thus sub-factors of risk & privacy factar which are:

¢ Reputation end size of banks
« Logo of security puaranleging organisalion
» Less incomplete transaction risk

= Personal privacy
These sub-faciors will now be discussed in tum.
24.1.4.1 Reputation and size of banks

Reputation and the size of the banks are important sources providing trust assurance
in the online market (Hennigan, 1998). The reason is that traditional reputab[c banks
have developed longstanding relationships with their customers. Particularly in
Thailand, after the financia! crisis, the reputation and size of banks was one of the
major concems for customers considering with which bank they should deal with.
Several Thai commercial banks were forced 1o discontinue their operations, cansing
increased levels af uncertainty among bank customers about banks” assets. Since
Intemet banking is performed electrenically, customers' awareness about the safety
of their investments is linked to the reputation and size of banks.
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2.4.142 Logo of security guaranteeing organisation

The presence of a security logo advising custemers of the site’s security is another
important factor in deciding to use Internet banking services, The third-party
guaranteeing organizations, e.g. Verisign, Web Trust, etc. provide assurance that the
interests and rights of the parties doing business on the Web are being protected
(Fink, 2000). It is argued by Hutchinson & Warren (2003) that a security
guaranteeing logo can increase customets’ confidence because there is no ather
tangible way for an everyday users to gain this information. For example, the
Bangkok Bank Ple and the Bank of Ayudhya Ple in Thailand use Verisign to provide

external evidence of their online security to customers,

24143 Less Incomplete transaetion risk

Internet banking relies on Intemet technology which may fail during transaction
processing. Furthermore, it is not unknown in Thailand that bank staff may
manipulate ransactions in their positions in traditicnal bank branches, Thus, the
failure of sophisticated Internel technology and the fraudulent behaviour of staff may
corrupt transactions, This risk should be minimized and effectively ameliorated by
banks, Customers should be able to expect that they are dealing with a reliable
banking system and mechanist to avoid risks have to be provided for customers
(Hutchinson & Warren, 2003).

2.4.1.4.4 Personal privacy

As identified by Hutchinson & Warren (2003), privacy refers to the ability to prevent
the unlawful or unethical use of information or data. The presence of a privacy
statement on the bank’s Web page is essential because it will overcome the trend that
consumess ate becoming increasingly concerned about how personally identifiable
information is being used, The lack of custemer privacy hes been shown to be an
impediment to the widespread acceptance of elecironic commeree (OCC, 1998},

2.4.1.5 Personal preference
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Compatibility with customers' persanal characteristics has been found to be
important in the adoption of Intemet banking services (Tan & Teo, 2000; Suganthi &
Suganthi, 2601). Customers are comforted if the characteristics of Internet banking
are consistent with their existing values, past experiences and needs {Rogers, 1983),
Compatibility with personal characteristics can be seen in various areas as its sub-
fectors which are:

»  Self-service
» Satisfaction with current branch service
» Technophobia

» Integration with life styles

These sub-factors will now be discussed in turn.

24.1.5.1 Sclf-service

In banking, customers can now choose between being served or servicing
themselves, As Internct banking is self-service, people who prefer being served may
not consider shifting to this fype of service. However, according to Ricard et al.
(2001), self-service technology has achieved considerable popularity among
customers. Largely due to the independence it provides, compared to the traditional
banking processes, bank customers may prefer this approach,

24.1.5.2 Satisfaction with current branch service

Strong satisfaction with current bank services could stand in the way of customers
adopting internet batiking, That is to say, customers will be reluctant to change their
habits if their needs are adequately fulfilled by the current service (Suganthi &
Suganthi, 2001), By way of contrast, dissatisfaction with a current bank branch can
persuade a traditional bank customer to shifl to online services as an altemative mode
of conducting barking business. Dissatisfaction can be caused by 2 range of factors

such as quening and poor custemer service received within bank branch.
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2,4.1.5.3 Technophobia

Technophobia or being afraid of new technology is seen as a factor discouraging
some constitners from apting for Internet banking (Suganthi & Suganthi, 2001)
because technology can create particular problems and consequently lead toa
negative impact on the customers (Jayawardhena & Foley, 2000; Ricard et al,, 2001).
That is, some may not have the necessary knowledge or confidence to interact with
computers and therefore rely on hurnan beings more than on computers, Internet
banking has been seen as a delivery channel that is compatible with the profile of the
modern banking customer who is likely ta be computer-literate and familiar with the
Internet (The Straits Times, 14 September 1997, cited in Tan & Tea, 2000).

2.4.1.54 Integration with life styles

The modern life style includes a comfortable daily-life, a supporlive working
environment and a preference for technological devices such as Internet technology
and mobile phones. This environment tends to encourage people to adopt Internet
banking services (Suganthi & Suganthi, 2001). For those used to a traditional
lifestyle such as manual work, the absence of technology use and conservatism,
Intemet banking would not be as desirable to adopt.

2.4.2 Perccived behavioural control

As discussed carlier, perceived behavioural control has twa components: self-
efficacy and facilitating conditions. In this study, pereeived behavioural controls
reflected in conditions that potentially facilitate Internet banking exist in the exiernal
environment and ignored individugl’s self-efficacy. This is because a low number of
computer literacy in Thailand may dominate Thai people to ignore Internet banking
services. [n the centext of Intemet diffusion readiness, the Thai Internet population is
still low, compared to the neighbouring countries such as Malaysta and Singapore
(Malaiwong, 2002).
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2.4.2.1 External environment

External support can be seen as a potentially powerlul inhibitor if there is a lack of
cutside support by the following sub-facters:

«  (jovemment
e Repulator
» Collaboration

e Infrastructure
These sub-factots will now be discussed in turn,
24.2.1.1 Government

The legal approach ol a couniry is an imporiant factor affecting the growth of
Internet banking services. Properly constituted laws will enable people {o conduct an
Internet transaction with confidence, and likewise, The absence of Internet banking
laws can be a barrier to its adoption, Consumers need to know the government’s role
in ensuring they are legally protected in this form of business-to-consuner electronic

commerce {(Hennigan, 1998).
24.2.12 Repulator

Industry regulators ere responsible for monitoring the transparency and security
pertaining to technologically related risks to bank customers (Hennigan, 1998). Their
involvement covers consumer rights and responsibilities (Treasury, 1956), and if
absent, the resultant uncertainty will be an obstacle to the adoption of Internet
banking services, In Thailand, the key regulator is the Bank of Thailand (BOT).
Being a regulator, the BOT has issued Internet banking regulation for protecting
participants who have done electronic transactions by implementing security

technology, risk management and emergency plan for Thai financial matket,

2.4.2,1,3 Collaboration
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Alliance between companies is an imporlant phenomenen in today’s business world.
Whatever the duration and purpose of business alliances, being a good partner has
become a key corporate asset or provide a collaborative advantage (Kanter, 1994).
Success in collaboration is besed on the creation of new value for both pariners,
rather than the exchange itself (getiing something back for what having put in)
{Kanter, 1994). Similarly, collaboration among banks can play a significant role in
increasing online banking because of the resultant expansion of financial services.
The synergy of financial and non-financial services can motivate customers to
participate in Intemet banking due to the “one-stop® service they would receive,

24.2,1.4 Infrastructure

An efficient Internet-based system requires the availability of adequate Intemnet
bandwidth and network reliability, speed and access, Deficiencies in the current
infrastructure such as low speed of Internet access, slow execution of transactions,
can inhibit consumers from shifting from traditional banking to Internet banking
(Hennigan, 1998). Low speed in particular causes dissatisfaction to customers and
uncerizinty that transactions are being completed.

243 Subjective norms

Subject norms refer to “the person’s perception that most people who are important
to him think e should er should not perform the behaviour in question” (Fishbein &
Ajzen, 1975, p.302). Previcus studies {Taylor & Todd, 1985; Hartwick & Barki,
1594) have found that subjective narms are more important prior to, or in the early
stages of, innovation implementation when users have limited direct experience from
which to develop aftitudes, Subjective norms applicable to Thai people include:

»  Culture

2.4.3.1 Culiure
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Culture has found to have an impact on the adoption and transfer of technologiss
(Straub et al., 1997). It is reflected in the following sub-factars:

« Group-orieniation
» Socialisation
«  Personal relationships

»  Uncertsinty avoidance
These sub-factors will now be discussed ity tum.
24311 Group-orientation

As stated by Rogers {1923) the nature of diffusion demands some degree of
homophily, the degree 1o which pairs of individuals who interact are similar in
certain altributes such os beliefs, education, social status, ete. That is, the transfer of
ideas develops most frequently between individusls who ave alike or similat, This is
because, when they share common meanings, & mutual sub-cultural langusge, and
are alike in personal and social characteristics, the communication of ideas is likely
to have greater effect in terms of knowledge pain, attitude formation and change,
Therefore, an innovation will be edapted if it is consistent with individual's and

group's values or beliefs in order to encourage participation {Polateglu, 2A301).

According 1o Flofstede {1991), an important aspect of Thai culture % collectivism in
that the inferest of the group prevails ovar the interest of the individual. In other
words, group-orientation is important in decision making (Pompitakpan, 2000). The
papularity of commercial products, including financial services such as Internet
banking, is therefore affected by the perception of groups in the Thai society.

24.3.1.2 Socialisation

Socialization, including face-to-face conversation, is important for a collectivist
saciely (Pornpitakpan, 2000). The vast majority of bank customners in Maiaysia, for
examptle, would still like to have personal interaction when doing their bank
transactions (Suganthi & Suganthi, 2001). Tiaditional banking is performed by the
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interaction between customers and bnk tellers, while Intemet banking invelves non-
humen interactions between customers and the online bank information system {Jun
& Cai, 2001), Thus, the [ack of social interaction in electronic commerce ectivities
may be an obstacle in the adaption of Internet banking far Thai people,

2,4.3.1.3 Personal relationships

Svganthi & Supanthi (2001) assett that a vast majority of bank customers prefer the
personal touch of officers and tnanagers because they perceive that this adds value to
each transaciion. As Ricard et al. (2001) state “In the relationship context, personal
exchanges are critical (Wynant & Hatch, 1991; Shani & Chalasani, 1992} end more
importantly, during such exchanges it is the reinforcement of the relationship per se
that is more valuable than the exchange” (p.200). Internet banking can have a
nepative impact on existing relationships between customers and banks because it
diminishes parsonal relationships by vsing self-service technology and it tends to
standardize the produets and services. Intemnet banking is provided by bank machines
instead of bank staff, making some custcmers feel uncomfortable with this
environment and prefer to interact with the bank staff rather than save a few minutes
(Ricard ct al., 2001).

24.3.1.4 Uncertainty avoidance

Hofsteds (1991) identificd uncertainty avoidance as the extent to which people feel
threatened by dubicus situations. This may also explain resistance to change. For
customers 1o change their present ways of operating and to take up new technology,
the technology must *fulfill a special need’, unless, such a need is fulfilled by the
present ways of operating (Suganthi & Suganthi, 2001}, It is argued by Quinn &
Mueller (1982) that humans “tend to be resistance to change™ (.62). Thus,
unezrtainty avoidance in terms of reluctance to change is a potential inhikitor to
adopting innovation. The adoption of Intemnet banking has suffered from resistance
1o change from the present way of contacting and doing business with banks,

Table 2.7 summarises the operationalisation of the above variables (seven factars -
28 sub-factors (items)).
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Table 2.7: Opemtionalisation of Internet Banking Adoption Variables

Varishles Descriplion Relerencay
Encouragement
Frreeived Avallzbility of » wide cangs of information is anly “onz click™ Rogers {1953)
Usehulncss WY, Muzursky ot al (1987)
Convenicnt sceass 1o hanking services through the computes wt | Hinand Frct (1999)
any lime, Sathye {1999
Intreasing the efTective use of lims, for txample, by not having | Tan and Tea (20040)
1o waill in line, Suganthi end Suganihi (2001)
Reducing banking cosw, such 25 reducad bank charges and Potatoglu (2001)
transporintion coals,
Adoption Abllty o acoess the Intemed ol any Ume at work and 2t home, Rogers (1983)
Belng aklc o trind daing banking transaction online befors Tan and Tea [2000)
regisieting rwthe service. Suganthi and Suganth] 2001}
The: basks bl diliony end lsrms ofservioe. | Velder (2001)
Documenlary evidence bs provided for ell iona p d | K kool & I plin (2001}
online Ruc (2002}
Featercs of the Web | The bank’s Web sits can be accested when needed - Rogers (1983)
Site 24hoursiday, 7 daystwesk, Hosmer {1935)
The bank's Web design s navigalion makes It comfortable 1o | Gt [1996)
conduct e transaclion, Hennlgen {1998}
‘Thero i cvidence that cumrent cecunlty provided by bank's Wieb | Sathye {1959)
plte ks sulMicienl. Fink {2000}
The benk’s Web sitc ooceules trmnsactions quickly and Izyawardhena and Foley {2000)
efficlently. Lubaschagne {2000
Ten and Teo (2000)
Tun end il (2001)
Folatoglu (200
Suganthi and Suganthi (2001)
Valdez {2001)
Hulchinson & Waren (2003)
Risk end Privacy “The reputation and size of bank provides assurance of Tnisme) Cooper (1957)
banking imegrity, Hennigan (2398)
The bank’s Weh slie displays the logo of an independent 0oC (1998
SESUNTY guarmntccing party. Sathoye (1999)
“There Is an abseace of preblems during performing an online Fink {2000)
banking transaction, Lubaschagne (2000}
A privacy siatemen on bank's Web pege guaranices privacy of | Hutehinson & Warren (2003)
personal daia,
Tupeitmenin
Personnl Preference | Being required 1o perform sel fserviee Interned benkling, Rogers (1383,
independent from & bank telter, lyswd.hmn and Foley (20040)
Bring setisficd by the quality of curent bank branch service, “Tun and Teo (2000)

Extemel
Environmeni

Culiures

Being required 1o try oul and use & new technology-based
proguct,

Brlng required 1o fntegrate Imcmel banking Tnto Hfesiyle and
wirklng enviransment,

Abseaee of clear government support for conducting onllne
huiness iransactions.

Absence olan industry rgulater such a8 the Bank of Thailand
for tntenet banking.

Lack of collsborators or atliances [n Intemel banking 1o
cooperste end capand services.
Drefici in Intemet &
bandwddth.

nd fack/ies auch as

Having few frends or colleagues thot conduct Intemel banking.
Lessening of lace-to-fca contast with banks,

Giving up persoon] relstlonships when dealing with banks,
Chnging the way to cslablish contact with banks,

Ricard et.al, (2001}
Suganthi rad Suganthi {2001)

Kunier {1994)
Trensury {1996)
Hennlpan (1958)

Fishbatn snd Afzan (1975}
Ropers {1983}, Hofstede {1991}
Shani & Chatasani {1991}
Wiment & Huteh {1992)
Hanwlck and Baski (1534}
Taylor and Todd {19951
Siraut eval, {1997}
Fompliakpen (2000

Jun and Cai (20013

Palatoglhs {2001}

Ricard et ul, (2001}

Suganthi and Sugonthi (2001)
Rarjaluoto cl.gl. {2002}
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2.5 Development of a Theoretical Framework

‘The above research variables can be categorised into three groups based on the
ability or inability of banks to facilitate Internet banking services. These groups are:

» Bank factors: These influence the perceptions of customers towards
Intetnet banking and include items under the contro! of the bank, namely
perceived usefulness, adoption, features of the Web site, and risk and
privacy.

= Personel factor: These reflect compatibility with customer’s personal

preference which is not under the contrel of the bank,

o Other factors: These are not under the control of banks and reflect the
external environment and Thai culture.

This study perceives that only bank factors are able to be controlled by banks when
they attempt to gain more online customers. The other factors are dependent on the
customers themselves and the Thai environment, For this reason, bank factors are
potential facilitators of Internet banking adaption from the perspective of the bank
and the bank is able t¢ influence the perceptions of customer towards online banking
benefits and services by offering attractive Web site features, Conversely, personal
and other factors, not under the contrel of banks, are viewed as potential barriers 1o
Internet banking adoption. The identification of facilitators will enable banks to
develop strategies thet wauld directly influence the adoption of Infernet banking,
while k.nowlledge sbout potential barriers will provide banks with a way to influence
Internet banking in an indirect way such as persuading government to improve the
current Internet infrastructure,

This study also investigates the impact of moderating factors on adoption factors.

These moderating factors are age, gender, educationai levels, income, Intemnet
experience and Internet banking experience, These factors have been prominent in
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previous research on Internet banking (Daniel, 1999; Sathye, 1999; Jayawardhena &
Foley, 2000; Karjeluoto et al,, 2002). For example, a survey of Internet banking USETS
in the United States has found that Internet banking was fikely to be used by males
{55%}, with an average aped of 37 years who had completed a college degree (NUA,
2001). Although it is found that males have dominated in the Internat business
{Burstein & Kline, 1995), recent research has discovered that the numbers of females
are increasing (Karjaluoto et al,, 2002; NECTEC, 2003}. Previous literature (e.g.
Gattiker, 1992; Harrison & Rainer, 1992) suggest a strong relationship between age
and the acceptence of innovation. That is, older consumers were found to have
negative attitudes with new technologies. Prior experience with technologies also has
an imnpact upon consumer beliefs and attitudes which increases the Jikelihood to
adopt new technologies (Hirschman, 1980; Karjaluoto et al., 2002), Examination of

these factors will enable banks to focus on their market groups more effectively.

A theoretical framework, therefore, was developed as shown in Figure 2.4,
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[ndependent Variables
Encouragement: ‘Bank’ Factors

Attliudes
Perceived usefulness
Information availability
Convenience
Time eaving
Laow cost

Adoption
Intemat accessibility
Ttlalability
Acceptable terms & conditions
Documentary evidener

Features of the Web site
Reliabitity
Ease of use
Security evidence
Quick response

Risk and privacy
Beputation & size of bank
Loga of security puaranieeing
organisation
Less incomplete lransaction risk
Personal privacy

Impediments; *Personal® Factor

Personal Preference
Self-service
Salisfaction with current branch
service
Technophobia
Integration with life style

Impediments: 'Other* Factors

Perceived behavioural contral
External environment
Governmenl
Industrial regulator
Callzboration
[nfrastructure

Subjective norms
Culbure
Group-crientation
Soctallsation
Personal relalionships
Uncertainty avoidance

Moderating Feclors

Age

Gender

Educationat level

incame

Inlemet experience

Intenet banking experience

9

0

Il

Diependent Varlables

Intention to use l::

Inlemet banking in
Thailand

Adaoplion of
Internet
tanking by
Thai
consumers

Figure 2.4: The Theoretical Framework for the Adaption of Intemet Banking in Thailand

47




2.6  Summary

This chapter has provided an overview of Intemet technology in Thailand. Internet
technology was first introduced in Thailand in 1987 by academics and is now mainly
used by employed people and full-time students, According to the National
Electronics and Computer Technology Center (NECTEC) (2003), Thai Intemet users
are mostly young adulis under the age of 39 years. The main Internet uses are
communications end searching, rather than for electronic transactions, Although
there have been several prajects to improve computer literacy for Thai peaple, the
Internet populstion and penetration rate of the country are still fow, compared 10
neighbouring countries such as Singapore and Malaysia.

The situation in the banking industry was exatmined in relation to traditional and
current electronic channels in Thailand. In order to survive and stay competitive in
the market after the financial crisis, most Thai banks have reduced the number of
their branches and now offer various electronic banking services including Imesnet
banking services to attract customers. The domination of banks® over-the-counter
services and long relationships between customers and bank branches provides a

challenge for banks to shift their customers online.

Internet banking was first lannched in Thailand it 1999 by the Siam Commercial
Bank Ple. Currently, seven of the 13 Thai commercial banks ate offering Intemet
banking. The functions of services provided are view-only functions, action/account
coniro] functions and applying for new service functions. The most advanced of the
services, inegration and reconciliation, is not being provided in Thailand,

Previous studies supgest that customers® perspectives have a grester impact on
Internet banking services than banks. Literature en innovaiion diffusion (Tnnovation
Diffusion Theory) and an individual’s behaviour towards innovation adoption
{Decomposed Planned Behaviour Theory) was applied in this study 10 determine
potential factors influencing Internet banking adoption by Thai consumers. The
theoretical framework was therefore based an customers” perceptions of the services
consisting of attitude, perceived behavioural control and subjective norms.
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These three factors were considered in terms of the sbility of banks 10 facilitate them.
Factors under banks’ control are known as encouragement factors, otherwise they are
called impediment factors, Specifically, the encouragement factors are termed
‘Bank” factors, and impediment factors consist of ‘Personal® factors and *Other'
factors. In other words, to encotrage Intemet banking services, Internet banks have
to facilitate *Bank* factors and indirectly influence the potential ‘Personal® and
'Other’ factors.

User characteristics were jdentified as moderating factors impecting an the adoption
of Intemet banking services, The predominant characteristics are age, gender,
educational level, incone level, Internet experience and Intemet banking experience.
Relationships between moderating factors and encourngement and impediment
factors will be examined. The tesults will enable banks to develop effective strategies
1o directly influence Thai consumers to adopt Intemet banking services and indirectly
affect the other factors.

The nexi chapter will establish research hypotheses for the adoption of Internet
banking in Thailand. Philosophical perspective of the research will be discussed to
formulate an appropriate research methodology. Research will be carried out to
examine the significance of those encouragement factors, impediment factors and

moderatars in order to answer the research questicns.
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CHAPTER THREE

SURVEY OF THAI CONSUMERS

3.1 Background

As mentioned in earlier chapters, the prowth of Internet technology has had a
significant effect on several industries including banking. This study aims to explore
significant determinanis that facilitate and impede the adaption of Internet banking in
Theiland. The reasons for restricting this study te Thailand are as follows, Fiest, it is
impractical to underiake a worldwide survey even though the pool of Internet users is
worldwide, Second, if the survey is done worldwide, the study would be too complex
because there are several issues to consider, for example, differences in the steges of
existing Internet banking in each country, and the various level af infrastructure that
may make access lo the Internet difficult. Third, the researcher is from Thailand and
thus there was a particular interest in what was hoppening in Thailand and to provide
auidelines for commercial banks to improve the adoption of this service, Finally, the
approach of focusing solely an Thailand leads to greater insight for researchers and

practitioners.

In this chapter, research hypotheses are developed based on potential adoption
factors identified from the literature and applied in the context of Thailand. These
potential factors are alternatively categorised into two main groups based on banks’
ability to directly control them. That is, a factor that can be controlled directly by
banks is identifierd as an encouragement factor, whereas one that cannot be controlled
directly by banks is identified as an impediment factor. Philosophical perspectives of
business research are discussed 1o provide the basis for the research methodology
used in the study. The next section covers the development of the research
instrument for the survey which includes the design of the questionnaire and survey

conduct.
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3.2 Development of Hypotheses

The factors influencing the adoption of Internet banking were identified in the
previous chapter and were derived from three domains: atlitude, perceived
behavioural control, and subjective norms. They are described from the customets®
perspectives which, according to a number of research studies, have s greater impact
on banking service adoption than those of banks who are service providers. Seven
factors were identified; four facililators end three impediments, A brief explanation
of those factors is in the following section together with the research hypotheses that

were tested in the study.

3.2.1 Facllitators

As previously identified, facilitators are able to be directly conirolled by banks. In
the Thaj banking sector, these factors include *Perceived Usefulness’, *Adoption’,
‘Features of the Web Site’ and “Risk and Privacy’, which are all derived from
examining atitudinal domains. Fishbein & Ajzen (1975) define attitude as an
individual’s positive or negalive feelings about performing a target behaviour. This
attitude is related to behavioural intention because people intend to carry out
behaviour when they have positive attitude (Tan & Teo, 2000). Therefore, if banks
can creale a positive attitude towards Internet banking for their customers, it is likely
that customers will intend to migrate their bank account to an online account,

Tornatzky & Klien (1952) suggest that relative advantage s an important factor in
determining adoption of innovations. This is supported by Rogers' (1983) Innovation
Diffusion Theory, which found that the perceived usefulness of an innovation is
positively related to its rate of adoption. As Internet banking services allow users to
control their accounts from anywhere at their own convenient time at a lower cost, it
provides numerous advantages to the user in terms of price and convenience
{Polatoghy, 2001). As a canscquence, the preater {he perceived usefulness of using
Internet banking services, the more likely that Intemet banking will be adopted.
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Before engeaging with a new service, several issues related to the adoption need to be
considered by bank customers. An example of this is the bank’s terms and conditions
applied to the service. Only reasonable bank terms and conditions would be
accepted. Ability to try is another one of the issues preceding adoption. To be even
more assured, a provision of documentary evidence would be essential for all
barking transaction in Thailand o5 it will lessen uncertainty for the adopter (Rogers,
1983). Accessibility to the Internet itself is a fundamentat Tequirement to an adopter
because the lack of Internet accessibility will cause a potential adopier to ignore
Internet banking services and meintain bisther attachment to the traditional branch
bank or other channels, Therefore, the lesser the uncertainty of adoption, the more
likely that Internet banking will be adopted.

Features of a bank’s Web site are important in determining the intention to adopt
Internet banking since they define the media of service delivery. There are several
features of a Web site that can be considered. Reliability of accessibility to the Web
site regardless of banking hours is essential so that users can perform their bank
transactions at their own convenience. Perceived ease of use of the Intermet banking
service is also positively related fo the rate of adoption (Regers, 1983}, It would be
essential for banks to provide user friendly features to assure the user’s adoption
{Suganthi & Suganthi, 2001), Effective response time from the bank’s Web site is
another deteyminant to facilitate the edoption. Similarly, sasurity evidence presented
on a bank’s Web site can help ease customer concerns and increase confidence to
make use of the service.

Risk and privacy are potential majar factors influencing the adoption of Internet
banking. The introduction of Internet banking services is facilitated by the bank’s
reputation in terms of size, awareness and trust (Polatoglu, 2001). Associated with
the perception of poad security is the presence on the Web site of athird party
puaranteeing security and the appearance of a privacy statement that promise the
minimisation of risk and personal privacy breaches to potential Internet banking

USers.

The aforementioned facilitators impact adopters differently since adopticn is

dependent on attitude towards the Internet banking services. Consequently, one
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would expect that one or more factors facilitate the adoption of Intemet banking in

Thailand to a greater extend than others. This leads 1o the first hypothesis.

Hol: There will be no significant differences between the factors that
encourage Internet banking adoption in Thalland.

Hyl:  There will be significant differences between the foctors that
encourage Internet banking edoption in Thailand,

3.2.2. Impediments

There are three barriers derived from prior studies that apply to the Thai context.
They are from all three domains: atlitude, namely *Persanal Preference’; perceived
behavioural contrel, namely ‘External Environment'; and subjective norms, namely
*Culture*. Compatibility of the new service with personal characterisiics is positively
related 1o innovation adoption since this lessens uncertainty to the potential adopter
{Rogers, 1983; Tan & Teo, 2000}, Compalibility, based on aititude, includes the
preference of self-service, technology, lifestyle as well as current bank branch
services. According to the study by Tan & Teo (2000), Internet users who feel that
using Internet banking is compatible with their values about living and working are
more inclined to adopt such services, The degree of fear of new technology, from
general to a phobia, becomes a factor causing the consurner’s reluctance to opt for
Internet banking. Preference of being served at the current branch is a possible
discouragetnent for adopting Inlemet banking services.

With regards to the external environment, as a perceived behavioural control,
government and industry regulator support seems te be major driving forces in the
adoption of Intemnet banking (Tan & Teo, 2000}, They can give potential participants
assurances that Internet banking takes place in an orderly and well managed
environment. This can 1ake the form of govemment support for conducting online
business as reflected in the Thai povernment’s intention {0 encourage electronic
commerce. Other environmental factors include a sujtsble technological
infrastructure and adequate Internet bandwidth without which Internet banking could
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not funetion, Once in place, banks are likely to form alliances and enter inta co-
cperative arrangement such as being able to transfer funds electronically between
banks. The absence of these developments is likely to impede the adoption of
Internet banking.

Thal culture, as & subjective norm, can be a barrier to the adoption of innovation.
Personat relationships when conducting banking transactions can add valueto a
customer dealing with banks, particularly in Thailand, Referance groups also impact
on consumer behaviour because people try to surround themselves with people and
things that are consistent with their own identities (Tan & Teo, 2000; Karjalucto &t
al,, 2002). This is a collectivism characteristic of Thai culture {Pompitakpan, 2000).
Face-to-face conversation is important in the Thai context; since Internet banking
tends to reduce face-to-face conversation, it is therefore seen as one of the barriers to
the adoption of Intemet banking in Thailand. In Thai culture, personal relationships,
collectivism and socialisation are important; uncertainty avoidance is moderately
high (Hofstede, 1991), but nevertheless can discourage the move towards the digital
era,

One would expect therefore that the aforementioned impediments impact the Internel
adoption in banking sector differently in the Thai environment. It depends upon the
~user's attiiude and perceived behavioural control and the subjective norms of the

society. Therefore, the second hypothesfs is proposed as follows:

Ho2:  There will be no significant differences benveen the factors that
impede Internet banking adoption in Thailand.

Hy2:  There will be significant differences between the factors that impede
fnfernet banking adoption in Thalland,

323 Moderators

With regards to individual customer’ characteristics, it has been found that a typical

online banking user can be described as a male, highly educated, relatively young
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and wealthy, and 2 person with computer literacy, especially Internet technology
(Polatoglu, 2001; Suganthi & Suganthi, 2001; Karjaluote et al., 2002}, Thus, one
would expest that demographic factors have a significant great impact on consumer
attitudes and behaviour regarding online banking. The third hypothesis is therefore
proposed:

Ho3: There will be no significant differences between the factors that
maodsrate Internet banking adoption In Thailand,

Hyd:  There will be significant differences between the factors that moderale
Internet banking adopiion In Thailand,

Table 3.1 shows a summary of the hypotheses developed for the study and variables
involved in each hypothesis.
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Table 3.1: Summary of Hypotheses, Variables and Measuraments

Hypoll Variables

Measuremenis

One Encouragement factors
Perceive usefulness

Adoption

Features of the Web site

Risk and privacy

Twa Impediment faclors
Personal preference

External environment

Culog; ¢

Thres Moderating lactors
Gender
Ape
Educatian
income
Internet experience
Internet banking experiznce

Information evailability
Convenience

Timis saving

Low cosl

Intemel Accessibility
Teialability

Terms and conditions
Documerntary evidence
Relizhility to access

Ease of use

Security evidence

Quick response

Reputation and size of banks
Logo alsecurity puaraniesing arpanisation
Less incomiplete transaction risk
Privacy statement

Sell-service

Satisfaciion with current branch service
Technophobia
Integration with lifestyle
Government

Industry regulator
Collaboration
Infrastrcture
Graup-orientation
Sociolisation

Personal relationships
Uncenainty avoidance

In order to test these thr = hypotheses, the following research paradigms and

approaches were evaluated.

3.3  Perspectives of Research

Philosophical perspectives can be seen in different schaols of thoughts or paradigms.

The term *“paradigm’, which has been credited 1o Kuhn {1962), is widely used amonp,

business and social researchers in recent years. Ticehurst & Veal (1999) stated that:



“A paradigm reflects a basic set of philosophical beliefs about the
nature of the world. It provides guidelines and principles concerning the
way research is conducted within the paradipm. The methods and
techniques used in the research should be in sympathy with these
guidelines and principals” (p.25, cited in Cavanz et al., 2001),

There are three paradigms in business research which are positivist, interpretivist and
ctitical research (Cavana et al., 2001).

3,3.1 Positivist research

Positivists generally assume that there is a set of reality in both physical and social
worlds, waiting to be discovered (Myers, 1957; Williamson, 2000; Cavana et al.,
2001}, This realiiy can be explained by precise and objective measures which are
independent of the researcher and research instruments (Myers, 1997}, Mostly,

positivist research is associated with quantitative methods ! According to Cavana et
al. (2001), positivist researchers try to test theories by using a “linear strategy of
formulating a hypothesis (a statement of the relationships between the observed
phenomena)” {p.8). This aims to increase the “predictive understanding of
phenomena from the sample to & stated population™ (Myers, 1997, p.4}. That is to
say, positivist research is based mainly on deductive reasoning beginning with a
theory and models, and eventually, generalisations are from empirical evidence
enalysed by statistical methods (Williamson, 2000; éavm et al., 20¢1). Cavana et
al. {2001) state that, “the hatlmark of good positivist research is replicability, that is,
another researcher should be able to conduet the same research in the same way and
came up with the comparable results” (p.8). However, some researchers argue that it
is superficial to quantify all aspects of human endeavour, Furthermore, statistical
samples are not able to express all specific social groups or able to allow to
generalise or comprehend individual cases. Further eriticisim is made on the failure of
interpreting the meaning of people and the way they think and feel as well as the

researcher’s involvement (Cavana et al,, 2001},

1 N .
Although the survey s, almast by definllion, positivistie, interview would be at least somewhat
inierpretivistic research, still n survey.
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332  Interpretivist research

While positivist research views reality in both physical end social worlds as
govemned by causal laws, interpretivist research is based on the assumption that
reality is socially constructed {Myers, 1997; Cavana et al., 2001). Williamson (2006)
siates that, “the social world is interpreted or constructed by people and is therefore
different from the world of nature” {p.30), As a consequence, “the interpretivist
tesearcher is interested it understanding the lived experiences of human beings and
identify what is meaningful to individuals” (Cavana et al., 2001, p.9). They focus on
human beings® beliefs, feelings and interpretations end recording these perspectives
&5 accurately as possible (Williamson, 2000). Dependent and independent variables
are not predefined, but the full complexity of human sense under certain specific
situations is concentrated (Kaplan & Maxwell, 1994, referenced in Myers, 1997),
Although this allows the underslanding of the subjects being investigated, some
criticisms against interpretivist research are it is too subjective and focuses mainly on

specific events and does not creale change (Cavana et al., 2001).

3.3.3 Critical research

Critical research slarts with the assumption that people have 2 great deal of
unrealised potential and have an ability to adapt and transform themselves against
various conditions such as social, culture and political domination (Myers, 1997;
Cavana et al., 2001), As Myers {1997) siates “social reality is historically constituted
and that it is produced and reproduced by people™ (jp.4-3), Critical research is
therefore aimed at empowering people to better change their world by uncovering
myths and hidden meanings (Cavana et al., 2001). On the other hand, criticisms of
critical research are firstly, it may force people to change before they are ready.
Secondly, it concentrates on eliminating current social circumstance without
providing processes for creating a new eality (Cavana et al., 2001).

While these three paradigms ave philosophically distinet, in practice, they are not
clearly separated (Myers, 1997). There is considerable disagreement as to whether

58



these paradigms are opposed or can be accommodated withitt one study, Comparison
of these three paradigms is summerised in Table 3.2.

Table 3.2: Cotnparison of the three Research Paradigms

Positivist Interpretivist Critical
Assumptions Objectlve world which Intersubjective world Malerial world of
science can measwre and | which sciepce can struciured contradictions
*mirrar’ with privileged | represent wilh contepls; | andfor exploitation
knowledge sacial construction of which can be ablectively
realify knawn only by removing
tacit ideological biases
Aim To discover universal To uncover the soclally | To uncover surface
laws that can be used1a | consirucled meaningof | illuslons so that people
predict human activity reality as understood by | will be empowered to
an individual or proup change thejr world
Stance of Stands alosf and apart Becames fully involved | Invelved with research
researcher friom research subjecls so | wilh h subjecks to bjects 5o that surface
that decisions ean be achieve & full illusions can be
made objectively understonding of identified, bul urges
subects® warld subjects to change their
world
Values Values free; their Values included and Walues included and
inil is denjed made explicit made explicit
Types of Deductive Inductive Deductive and inductive
reasoning

Research plan

Rigorous, linear and
rigid, based on research

Flexible, and follows the
information provided by

The imperative for
change guides the actions

internal and external
valfdity; reliability and
ubjectivity

hiypothesis the research subject ol tha researcher
Research Experiments; Ethnography; participant | Field research, historical
methods and quesl(onnnires; observalion; inlerviews; | analysly/ dialectical
type(s) ol secondary data analysis; | focus groups; analysis
analysis quantitatively coded; canversation analysis;

documenis statistical case studies

annlysis
Goodness or Cotivenilional Trustwotthiness and Hislotical situatednass;
quality ofcriteris | benchmarks of 'rigous”; | authenticity erosion of ignorance and

misapprehensions; actfon
stimulus

Source: Lincoln & Guba (2000), Gephart {1999)
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Research Approach

The present study adopts “positivist” thoughts which inciudes empiricism,

episternology, and quantitative methodology. The reasons why this approaclies were

adopted are

«  Relevant prior studics used empirical approach to gathering data,
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s  Research consttucts and variables used in this study are objectivity
measured and quantified.

«  Factors influencing the adoption of Internet banking in Thailand are
established by deductive reasoning.

» The aim of the research is to develop stratepies for Thai banks based on
the knowledpe gained.

According to Jarvinen (2000), a research approach js defined as “' set of research
methods that ean be applied to similar research objects and research questions™
(p.124). The selection of an appropriate research method is fundamental to any
research design to achieve the research objectives defined in the theoretical
framework (Falconer & Mackay, 1599; Cavana et al., 2001). Although as a general
rule, a method used previously should be followed, a new methodological approach
can sometimes be more suitable (Brewer & Hunler, 1989). Previous research in this
area has tended to use survey methods, For instance, a study of Malaysian Intemet
banking by Tan & Teo {2000) used an online survey to capture Malaysian users’
attitudes, Another example is the survey of Australian banking customers by Sathye
(1959). Another study of Internet banking in the UK and Republic of [reland
involved a mail survey to managers in electronic banking depariments and IT
departments of companies. On the other hand, a study of Turkish consumers’
acceptance of Intemet banking services by Polatoglu (2001) started with an in-depth
interview with a bank execulive to idenlify the key elements of online banking usage

from the bank's perspective and then conducted a survey with the bank’s customers,

Falconer & Mackay (1999) state “quantilative research design is based on an
objective view of the world and follows the positivist model of controlling variables
and testing pre-specified hypotheses™ {p.288). Generally, the quantitative research
method starls with reviewing the literature in this context. Assessment of established
theoretical frameworks are then carried out and justified if they are strong. Paradigm
ot theoretical conjecture is drawn up and hypotheses are thereby formuiated. Figure
3.1 shows the sieps required in quantitative research.
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Lilerature review

h 4

Assessment of established
Iheoretical framework

Na Grounded theory
Strang?

F 3

Yes

Paradigm:
Theoretical conjecture

b
Paradigm:
Hypotheses § empirical
generlised formulatian

Source: Remenyi ¢t al, (1998)
Figure 3.1: Steps required in Quantitative Research

Generally, it is obvious what evidence is required in quantitative research and this
evidence is likely to collect within a tight structure of research (Remenyi 2t al.,
1998). In particular, information system research as one af the social sciences, aften
involves evidence collection by using a questionnaire. The approach is part of e
group 51 methods which concentrate on quantitative analysis by using statistical
techniques, where data for a large number of organisalions is coflected as a
representative sample (Gable, 1994). The evidence collected by the survey is used to
test data reliabilily and validity and to make peneralisation across organisations,
therchy underpinning the theoretical conjecture arrived from the findings.
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According to Gable (1994), the survey method is relatively superior in deduoctibility
to other field methods, Supported by Jick (1983), survey research also contributes to
greater confidence in the generalisability of the results. However, this method may
not include all varinbles of interest. Moreover, it is inflexible fo change during the
data coliection. That is to say, ence the survey is conducted, there is little ane can do
upon realising thal some mistakes have oceurred or some crucial item was omitted.
To conclude, Attewell & Rule (1991) suppest that, “Traditional survey work is
strong in ...areas where field methads are weak” (p.313). Table 3.3 swmmarises the
strenpth of survey methoeds,

Table 3.3: Strengths of the Survey Method

Controllabilliy Medium
Deductibility Mediim
Repeatability Medium
Generalisahility High

Discoverability {explorability) Medium
Representability {potential model complexiiy} Medium

Source: Gable (1994}

Qualitative research, on the other hand, invesligates things in their natural settings
and attempts to interpret phenomena in terms af the meanings that people bring to
them. Since the social world is canstructed by people, the access 1o their experience
is the conversation process which is controlled 1o a certain degree. The interview
process is applied to this approach. According to Cavana el al, (2001), interviews can
be categorised as highly structured and highly unstructured being at the poles of a
continuum. In an unstructured interview, the interviewer starls with a peneral, cpen
primary question and relies entirely on his or her interview skills to manage the
process end direction of the interview. The advantage of this is that there is less
interviewer's bias and so more truly reveals the interviewee's experience, However,
the unstructured interview is time-consuming and may transgress from the objectives
of the research. In other words, no {wo interviews are the same. On the other hand, a
structured interview is conducted with a list of predetermined and standardised
questions in the same order, which ensure the specific areas of questians. However,
the interview direction is heavily biased by the predetermined questions and also

limits the opportunity for the interviewee to provide further information.
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Taking the above considerations into account, a combinatien of quantitative and
qualitative meihods can be viewed as complements rather than as competitors
{Gable, 1994), Further, Jick (1983} suggests that the mixing of methods overrides the
steengths and weakness found in single method design. Further rationale fora
combined approach is discussed in the next section.

35 Combination of Rescarch Approaches

[n this study, & triangulation of research methods was used. Triangulation is defined
as a combination of methodologies in a study of the same phenomenan (lick, 1979)
and is classified into two major types: methods and sources (Williamson, 2000).
Methods triangulation is the use of different data-collection methods to confirm the
consisiency of findings while sources triangulation is the cross-checking for

consistency of the information at different limes and from different peaple.

The advantage of trianpulation is that the data is likely to be more reliable because it
is collected by more than one method and from more than one source, which ensures
that any bias inherent in the data source and the invesligator is newmralised
(Williamson, 2000). As Babbie {1979) advises “In the best of &ll possible worlds,
your own research design should bring mere thap one research method to bear on the
topic” {cited in Brewer & Hunter, 189, p.28}. Visala {1991} agrees shal combining
methods within a positivist paredigm is a valid approach to research design.
Likewise, Green et al. (1989) assert that the combination of methods ip a single study
<xpands the scope and breadth of that study.

Because of the newness of Internet banking in Thailand and the lack of current
research, this research was conducted using a triangulation in both methods and
sources, A structured questionnaire survey was conducted as a quantitative research
method to investigate bank consumers” attiludes towards the adoption of Internet
banking. A structured interview method, applied 1o three commercial banks in
Thailand was used afier analysis of the quantitative data. The study followed the
advice of Brannen (1992) who states that “If the purpose of the qualitative fieldwark
is 1o clarify or extend a survey finding, then it m<st be conducted after the survey®™
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(p-23}. In-depth insight on Internet banking services in Thailand from the banks'
perspectives was pained as well as allowing the researcher to explore their plan to
achieve a preater conversion of customets to online banking,

The integration of research methods is stmtmarised in Figure 3.2, In the flow
diagram, rounded boxes represent processes or stages of the study, whereas,
information flows are represented by square boxes. The fi gure shows that the
positivist paradigm and quantitative method were applied in this study after
identification of the reseatch context and research questions. A review of literature
provided potential imporiant variables to ascerlain the factors affecting the adoption
of Internet banking in Thailand, A theoretical mode! was develaped and hypotheses
were thereby established. The research instrument was designed and & peer review
was conducted before a survey was undertaken. Data wes gathered and used to test
the research hypotheses, Interviews were conducted fo gain a better understanding of
consumers’ perspectives on Internet banking services in Thailand. The results of
qualitative and quantitative research will enable commercial banks to refine their
efforts 10 increase the number of customers changing to online benking,
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Figure 3.2: Integrating Survey and Inlerview Methods: A Flow Diagram
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Secondary data from ather research was also used to establish the impact of Internet
growth and consumer aititudes towards Intemnet banking services, The findings trom
this study were compared to the results of previous research and interpreted.

3.6  Survey Deslgn

A combination of quantitative and qualitative research approaches was used in this
#tucly and research instruments were developed in two phases, The first stage was
siined at capturing Thai consumers’ attitudes towards Intemet banking througha
questionnaire survey. In the second phase, findings were presented to Thai Intemet
banks, to verify whether the daia from the survey agreed with their perceptions. The
following sections detail the development of the survey instrument, whereas the
interview process wil be presented in Chapter 6. Below is a discussion of how the
survey was designed,

3.6.1 Questionnairz design

The quantitative research consisted of & questionnaire survey, As argued by Seaman
(1987),

“A major advantage of the survey is that data are gathered from a more
natural sefting. The variables are examined as they are found in the
existing social milieu. A larpe amount of data can also be gathered at a
fairly reasonable price. Surveys using the questionnaires are likely to
cover a wider geographical area, reach many people, ensure
respondents’ anonymity, and require Jess skill to administer” {p.125}.

The questionnaire can also used to generalise curent public opinion (Creswell, 1994;
Remenyi et al., 1998). It is the fastest and most feasible way to get opinions on a new
service (Cavana el al., 2001) and it is suitable for probing relationships among the

research variables.

A funnel approach, which starts with general and easy to answer questions and
moves to more specific and difficult questions was adopted in this study. General
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questions included demographic and socio-economic information. Demegraphic
questions do not ususally offend a respondent but lead thern well into the
questionnaire. This approach facilitates an easy and smooth pragress in answering
the questionnaire, making it more difficult to withdraw from the questionnaire
(Bums, 1997, Cavana et al,, 2001). This is also supported by Remenyi et ol. (1998)
who state that, “Jt is generally apreed that the best way in which to order the
questions is to plece general questions first, followed by specific questions and then
attitudinal questions.” {p.156). Therefore, the questions in this study began with the
respondent’s personel background, such as age, gender, education background,
working sector, and income range. Weam-up questions abeut the respondent’s length
of Internet experience and Internet banking cxperiences then followed,

Subsiquent questions were attitudinal questions asking respondents about theiz
perceptions on the adoption of Internst banking, which was the main objective of the
study. Seven key factors consisting of 4 facilitators and 3 inhibitors were included,
To maintain symmetry, and to not make questions too lengthy, sach factor cansisted
of 4 items. Altogether, respondents were asked the extent to which 28 items covering
7 factors faciliiated or inhibited the edoption of Internet banking services.

A Likert scale was used to examine how strongly each item encouraged or
discouraged the respondent in becoming an Intemet banking customer. In this study,
a seven-point response scale was preferred to a five ar three-point scale since it is
more sensitive. Sensitivity refers to the ability of instrument tc accurately measure
variables in responses. As Zikmund (1988) asserls the sensitivity of a scale is more

important when attitude constructs are under investigation.

On the seven-point scale, 1 indicated that the item would offer ‘no encouragement /
discouragement' at all, while 7 indicated that the item would be of *maximum
encotragement / discouragement” in adoption the Internet banking. In addition, it
was aimed to make questions highly structuted, predeminantly closed-ended, cleatly
stated, unambiguous and easily vnderstood. Examples for answering two different
types of questions (encouragement and discouragement) were also given in the
questionnaire, Once these wete incorporated, the questiennaire was peer reviewed.
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3.6.2 Sample design

Sample design consists of thres key aspects: sampling frame, sample size and sample
selection criteria {Fowler, 1993). These three are interrelated in that a decision in one
affects decision in the others. '

3.6.2.1 Sampling frame

This study concentrated on Intemet users who were office workers in large
cotnpanies who had a greater potential to adopt Intenet banking service than other
groups, such as workers in small and medium sized businesses, students and self-
employed people. This is because most office workers have computer literacy and
Internet nccessibility which are the basic requirements for Internet banking adoption.
Furthetmore, free-of-charge Internet access is provided by large organizations as a
normal practice in Thailand making the Internet banking service easy to adopt for
those working in large organisations, Students, on the other hand, have fewer
banking service requiretnents and other electronic benking means such as Antomatic
Teller Machines (ATMs) can fulfill their banking requirements. Self-employed
people are perceived to have fewer time constraints than office workers; so they
would therefore continue to aceess local bank branches.

The decision to restrict the survey to Bangkok, the capital of Thailand was made for
four reasons. First, the preatest pool of Internet users is located in Bangkok.
According 10 the survey of Internet use in Thailand in 2001, 52% of Internet users
were located in Banpkok (NECTEC, 2002). Secondly, Bangkok offers {he most
reliable Internet technolegy in Thailand, and is therefore alse likely to have more
sophisticated and active Internst users than provincial cities. Thirdly, teaditional
banking services are more accessible to people in provincial cities because there are
fewer traffic probiems, and fourthly, the lifestyle of provincial cities is less hurried
than in Bangkok.

3.6.2.2 Sample size

08



Alreck & Settle (1985) supgested that in research that has a population of 10,000 or
more, experienced researchers would consider a sample size of between 200 and
1,008 respondents, Furthermore, in other research in the Internet banking area, the
number of questionnaires sent out was usually between 300 and 1,686 with useable
responses of 114 o 589 (as shown in Table 3.4). For example, an empirical
investigation of Intemet benking in Malaysia was conducted online with two groups
of 300 respondents: Internet bank users and non-Internet bank users. This study
explored the various psychological and behavioural issues which appear ta impede
the growth of Internet banking in Malaysia. An online survey was also conducted in
Singapore by Tan & Teo (2000) which received 454 responses from 1,686. In
Turkey, cusiomers' acceptance of Intemnet banking services was investigated by
sending aut 724 requests and analyzing 114 replies. Another example is 2 survey of
Australian consumers in which 1,000 questionnaires were sent to individual and
business firms (500 eack) by mail survey. Some 58% questionnaires were returned
providing opinions an the adoption of Internet banking,

Table 3.4: Sample of Studies in Consumers’ Perceptions on Internet Banking

Research Title No of Malls Noof
sent Besponses |

Internet Banking Paranage: An Emplical [nvestigation of Malaysia 300 300
(Suganthi & Suganthi, 2001)
Factors [nfuencing the Adopiion of Internet Banking 1,686 454
{Ton & Teo, 2000)
An Empirical [nvestigation of the Turkish Cansumers' Acceplance of 124 114
Internat Banking Services
(Polatogly, 2001)
Adoption of Intemet Banking by Australjan Consumiers: 1,200 589
An Empirical Investigalion
(Sathye, 1999)

Taking the above into aceount, sample size in this study was determined at 600
which was achieved by sending questionnaires to 15 people in each of 40 large

companies.

3.6.2.3 Sample sclection criteria
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The selection of Jarge campanies was based on the provision of Intemet accessibility
to their employees. Large companies in Thailand are defined as companies that have
total fixed nssets of more than Baht 200 million ard have over 200 employees,
according to the Small and Medivm Enter: rise Fromotion of Thailand (SME, 2002).
In this study, comparies were selected on the basis of number of employees (i.e. over
200) because of the need to have Intemet accessibility for their emplayues.

At the time of the study, there were about 225,700 businesses incorperated in
Bangkok {BBD, 2002). Stratified sampling was used to determine the number of
organisations for each business category as shown in Table 3.5. Of the 40 large firms
selected, 5 were frotn manufacturing. 4 from construction, 19 from retail, wholusale,
reslaueant and hotel, 2 from transportation, storage and telecommunications, 8 from
finance, insurance and real estate, and 2 from service organisations. Fifteen people
for each of the firms that make up the number of firms for each business category
wha indicated that they had aceess to the Internet formed the sample population, The
canduct o3 the survey itself'is diseussad in a later section.

Table 3,5: The Range of Business Activities in Bangkok as at December 31, 2001

Business Types of Business Mool Percantage of Wo of Mool Fercemage of
Caegory Businctses Business Bl Respond Participati
no. blished lished selecied seleoied
1 Agrizuliure, forestry, 1982 0.58% [] [} 0.0
hunilng and Nshing
3 Mining and quarying 57 0434 o n 0.00%
3 Manufectaring 27,508 12.t9% -3 5 12.50%
4 Eleciricity, Gas & Waicr [] 0.05% i} 0 0.00%
H Canstruction 11,600 .57 L] ] 10.00%
& Retail, ¥holesale, 105,367 46694 19 285 47.50%
Restaurant & Hotel
7 Transportation, Stomge & 11,095 4.92% 2 10 500
Cammunlcations
8 Finente, Insuracce & Real 4290 5.66% E 120 000%
Estates
9 Services 12,782 000 2 kL 5.00%
Q by aciivities, o ] Pl o 0 o]
edequetcly described
Toul 125,700 100.00% 4% [l 1aG00%

Source; The Section of Data Analysis and Siatistlcs, Buteau of Business Do . =alation,
Ministry of Cormmerce, Thalland (BBD, 200%)

A summary of the questionnaire sample design is provided in Figure 3.3
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Fopulalion:
Dffice workers in Bangkok who have
Intemet accessibllity

Sampling method:
Select 15 participants from d0 busi in
proportion to the number of businesses in
each business calegory as of 31 Decentber
2001 by convenience sampling

¥

Sample size:
400 participants as determined by reference
to previous studies

Survey;
600 questionnalres were distribuled during
Movember and December 2002

Figure 3.3: The Quesilonnaire Survey Design Flow Chart

3.6.3 Peer review

The main purpese in conducting the peer review is to strengthen the content validity
of the instrument (Cavana et al., 2001). Another purpose is 1o eliminale canfusing or
problematic questions in the questionnaire, Therefore, a peer review was used to
check for poor or inapprspriate questions, twofold questions, vague words,

instruction clarity, time vse and format.

A group of 10 ndividuals considered similar to the target population was selecled
from different offices to pre-test and comment an the queslionnaire before the
fieldwork began. The feedback from the peer review recommended translation into
Thai in order to attract the responden..” : iterests and en-1we accuracy of results, [t
was reasoned by the peer review group that unfamiliarisy with English may
discourage participation in the questionnaire survey, as well os cause
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misunderstanding. The researcher therefore desided 10 translate the quustionnaire to
Thai in order to make the respondents feel comfortable, thereby enhancing their
patticipation, As agreed by Berry et al, (1992), in cross-cultural research the problem
js that every culture should be studied in its own context.

However Sekaran (2000) warns that:

“Certain special issues need to be addressed while designing
instruments for collecting data from different counltries. Since differant
languages are spoken in different countries, it is impertant te ensure that
the translation of the instrument to the local language is equivelent to
the eriginal {anguage in which the instrument was developed” (p.242}).

Therefore, the questionuaires were translated to Thai using the back-translation
technique. This technique is part of what Brislin {1973) defines as etic-emic analysis
and as decentering. The atic and emic distinction is from linguistic terminology.
While etic is meant to be a general system which can describe all sounds in all
languages, emic is meant to describe sounds that are meaningful in a given culture,

In terms of decentering, Brislin (1973} asserled that;

“Decentering refers to & transiation process in which the source and the
target lanpguage versions are equally important and open to modification
during the transaction procedure, One language does not contain content
that must be franslated without change into the other, That is, the
reszarcher does not center on one of the languages. For instance, a
standerdised personality test might be medificd after translation to and
back from another language. Such modification might be based on
knnwledge of what terms will not translate well. Colloquial terms (such as
“take advantage of” and “playing sick™) might have 1o be changed. In
decentering, both the source and the tarpet versions contribute to the final
set of questions, both being open to revision. Back-translation is the basis
of decentering” {p.37-38).

In this study, the translation and the two versions of the questionnaire (i.e. English
and Thai) were carried out by the researcher and a FhD Judent majering in English.
Both are native Thai and fluent in the use of English. An example of the

effectiveness of this process is where questions an discouragement factors originally
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led to the confusion which was overcome when the questions were translated into

2
Thai”,

3.6.4 Ethics permission

According to Edith Cowan University guidelines, student and staff engaged in 2
research work should obtain ethical clearance before commencement of their
research, In this study, the survey involved in human subjects, and hence practices
acceptable to Edith Cowan University were followed. In this context, respondents
were informed of the 2ims and nature of the study in the covering letter which
accompanied the survey, a copy of which is shown in Appendix 1 (The
Questionnaire). Subjecis were informed that they had the right to choose whether or
not to participate in the research. Anonymity of the respondents was ensured with the
exceplion of the option a respondent’s name being supplied to receive a copy of the
resul, In this case, the name was immediately separated from the guestionnaire.
Participants were advised of their right to privacy and it was confirmed that this right
would be maintained at all times. Confidentiality of the data obtained was maintained
and only aggregated data was to be published.

3.7 Conduct of Survey

As the study focused on peaple who have Internel access, it considered the use of an
e-mail based survey since this would have ensurec. . -at the respondent has Intemet
access. An e-mail survey is both very ecanomical and fast and several thousands of
responses can be gathered within a few days. However, an e-mail survey requires a
list of e-mail addresses to mail to and cannot eliminaie multiple responses from the
same respondent. Furthermore, many people dislike unsolicited ¢-mail even more
than unsolicited repular mail. Most importantly, in the context of Theiland, an g-mail
swrvey would have been less suitabile since persenal relationship is essential for

dealing with Thai people,

2 See further tests in the next chapter.
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A mail survey is inexpensive and in spite of taking longer then other kinds of survey,
it allows the respondent to answer at their leisure, mther than at the often
inconvenient moment they are contacted for a phone or personal interview,

To comply with the That context, the questionnaire was distributed through
coordinators who lead connections with office workers in the selecled organisations,
Since the target population were groups of individuals, group administration was
seen as appropriate to capture data in this study (Dane, 1990). A high response raie
terds to result from this approach (Cavana et al,, 2001).

A coordinator in each organisation was contacted by the researcher based on the
researcher’s network of business contacis which had been established over time in
her capacity as a Professional Service Provider, Briefing was carried out to explain
the nature of the study and clarify some possible questions that may be asked by
respondents. Questionnaires were then distributed to the target population during
November and December 2002 through the coordinator in the selecled organisations.
The questionnaires were left with respondents for a week. The self-completion
method was used to allow respondents to complete questionnaires privately at bis or
her own leisure. This ensured that the responses were free from possible interviewer
influence and researcher's selfspresentation. Anonymity of the respondents was zlso
assured by returning questionnaires in unmarked envelopes attached to the

questionnaire to the coordinalor in their company.

In order to persuade potential parlicipants to coniplete the survey, fhe covering lelter
attached to the questionnaire explained the aims and nature of the study. This may
lead te a considerable inducement to reply, Seaman (1987} sugge:ted that
highlighting the good the study may accomplish and the contribution participants
would make seem to be an eppeal to the respondents’ aliruistic nature. Free copies of
results of this research were also offered to respondents who were interested in the
7ese .cch. This section was separated from the questionnaire immedialely upon retum

to maintain anonymity of the respondents.
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Minor problems were encountered during the canduct of the survey, One was the
specific characteristic of the target population to be selected that employed & number
of Internet workers. For example, it wes quite difficult to find a number of
construction companies that employed the 15 Internet workers reguired. A possible
reason for this is the majority of employees in the construstion company are
engineers and foremen who do not need to be online. Another case was retail,
wholesale, restaurant and hotel businesses which normaily employ less than 200 and
do not provide Internet access ta employees. A problem did occur with the queation
regarding what type of business the respendents were involved with. Some
respondents answered with the functions of their jobs instead of the type of business.
Therefore, 1his question was answered differently by peaple whe came from the
same organisation. The researcher had to edit the answers and correct the types of

businesses they worked for.

The 528 from 600 respenses recejved represented a respense rate of 88 per cent. This
high level of response was expected becanse of a continuous follow-up of
questionnaire relurn by the coordinators in the selected organisations. The
questionnaires refurn was camplelely by December 2002. Among the returns
received, 22 responses were discarded as they either angwered the demographic
questions anly or were blank in all questions or significant quesiions, The remaining
506 questionnaires thai were used for data analysis represented a response rate of 84
per cent, The relurns shown as a percentage of participation are shown in Table 3.6.

Table 3.6: Percentage of articipation

DBusThess) Types of Business No of respondents Pereentoge of respandents
No. appronched | panicipated | eppronched | participated
i Apriculire, forestry, hunting and (shing - - - -
2 Mining and quarrying - . . -
3 {anufaciering 75 13 12.50% 1441%
4 [Elecirle, Gas & Water - - -
5  [Construction 50 48 10.00% T4
6 [Remil, Wholesale, Restauran and otel 285 229 47.50% 45.26%
7 [Transy lon, Storaps & C Jeath 30 27 3.00% 534%
§  [Finonce, Insurance and Real estoles 120 101 20.00% 19.86%5
9 [Services: community, sociel & individual 30 28 500% 5,514
0 1Other aetivities, na adequately described - - - .
Total G0 5045 100.00% 100.20%
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These respanses were from the targeted types of business as follows: 73 answers
from manufacturing which represented 14.43%; 48 from construction or 9.49%; 229
from retail, wholesale, restaurant and hotel or 45.26%; 27 from transportation,
storage & communications or 5,34%,; 101 from finance, insurance and rea) estates or
19.96%; and 28 from service erganisations or 5.53%.

3.8  Data Analysis

A statistical analysis of the data ceptured on the completed questionnaires was
conducted nsing SPSS (Statistical Package for the Social Science) software. The data
analysis included frequency analysis, mean score, t-test, Pearson correlation and
ANOVY A test, in addition to basic tests for data validity and reliability. The data
analysis is presented in the following chapter.

39 SBummary

This chapler discussed the research philosophy, methodolopy and design of this
study. By formulating three related hypothescs, the study aimed 10 answer the first

three research questions stated in Chapter 1. The hypotheses of the study were

Hi:  There will be significan differences between the factors that
encourage Infernet banking adaption in Thaifand,

H2 There will be significant differences between the factors that impede
Internet banking adeptton in Thailand.

H3:  There will be significant differences between the factors that mederate
Internet banking adoption in Thailond.

The study adopled the “positivist” theughts which include empiricism, episiemelogy
and the quantitative methodology. R asons are provided on why this approach was
applied.
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The chapter then provided information on how the research approach was developed,
how the peer review was conducted and how the questionnaire survey was carried
out. Since the survey was conducted in Thailand, the questionnaire was translated to
Thai to encourage respondents ta participate. The back-translation technique was
used to essure the quality of the translation, and the smooth and natural sounding of
the questions.

Data were collected from 600 office workers in 40 large organisations representing
various types of businesses established in Bangkok, The selection of erganisations
and individual respondents was besed on convenlence aceess. A total of 506 from
600 questionneires were retuned which represented a response mte of 84%. The next
chapter will present the data analysis. The 506 sets of data collected will be tested for
validity and reliability, and then enalysed for significance of the differences and
correlations by statistical analysis.
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CHAPTER FOUR

DATA ANALYSIS

4.1 Background

The previous chapter deseribed the methodalogy used in this study. This chapter
examines the 506 sets of data collected in the questionnaire survey and uses statistics
1o analyse the data and to test the hypotheses established in the prior chapter.

The chapter begins with descriptive statistics to assess the demographic profiles of
respondents, Secondly, the validity and reliability of the data are examined to ensure
the accuracy of the measurement instruments. The distibution of data is investigated
1o see how much it varies from a normal distribution, prior to further statistical tests.
Thirdly, an analysis of encouragement factors and impediment factors is presenied.
Items within key encouragement and impediment factors are also analysed as well as
assaciations between them. Finally, the moderating faclors ate analysed 10 establish

their impact on the determinants of Internel bankéng in Thailand.

4.2  Demographic Profile

The survey questionnaire captured background data for study participants. The
following table provides details of the 506 respondents in respect of their gender,

age, education level, range of income, Intenet experience and Intemet banking

experience.
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Table 4.1; Demographic Profile of Respondents

N Percent
Gender Male 181 sk
Female 325 2 0.0
Ape Under 20 1 02
2029 231 457
30-39 216 46.6
40-49 kL] 6.7
Over 49 4 0.8 100.9
Highest education Vaocation or lower 43 8.5
attaiped Bachelor's Degree 340 1.2
Master's Degres 122 24.1
Doctorale Degres 1 0.2 100.0
Income Bahl 15,000 or less 125 24.7
Baht 15,001 - 10,000 190 s
Bahil 30,081 - 50,000 112 221
Baht 50,001 - 70.000 53 10.5
Baht 70,001 ~ 90,000 12 2.4
Mare than Beht 90,400 14 2.8 100,
Internet experience Less than | year 59 1.7
| =2 years 106 209
2-3years 92 182
Mere than 3 years 249 49.2 100.0
Internzt benking Mol uge 336 66.4
experience Less than | year 80 17.6
| =2 years 57 1.3
More than 2 years 24 47 190.0

As shown in above table, 325 from 306 or 64% of respondents are female, Although
it had been found in other rescarch (for example, Tan & Tep, 2000) that most of
Internet users are male, the percentage of female internet users has increased over
time. For exemple, in e survey of the Internet populatien of Thailand in 2001 by
NECTEC, the ratios of male to female Internet users in Thailand were 35:65, 4%:51
and 51:49 in 1999, 2000 and 2001 respectively. The respondents in this siudy were
young adults, with 45.7% between 20 — 29 years old and 45.6% between 30 -39
years oid. This is consistent with the survey by NECTEC (2001) that the majority of
Internet users in Thailend (80.1%%) are young adults (under 39 years old}.

In terms of edueation, about £.5% of respondents had attzin:d a vocation or lower
education, 67.2% had attained a bachelor’s degree, 24.1%% had attained a master's
degree, and 0.2% had attained doctorate’s degree. This is also consistent with
previous research {(Karjaluoto, 2002; Polatoply, 2001), which found that Tnternet
users are highly educated becanse it required computer awareness and [nternet skill,
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Far monthly income, 24.7% of respondents sarned less than Baht 15,000, 37.5%
eamed between Baht 15,001 and Baht 30,000, 22.1% earned between Baht 30,001
and 50,000, 10.5% earned Baht 50,001 and 70,000, 2.4% earned between Baht
70,001 and 90,000 and 2.8% earned more than Baht 90,000. By compatison the
sverage monthly income in Bangkok is Baht 15,000,

Regarding Intemet experience, 249 tespandents or 49.2% had more than 3 years of
Intemet experfence, 92 respondents or 18.2% had 2 - 3 years, 106 respondents or
20.9% had 1 — 2 years and only 59 respondents or 11.7% had less than | year of
experience in the Internet arenn. Thus the group can be regarded ns key Internet

literate.

When asked about their Internet banking cxperience, 336 respondents or about two-
third indicated that they had no experience of Internet banking, while 17.6% had
experience of less than one year, 11,3% had experience of 1 — 2 years and only 4.7%
had experience of mare than 2 years. Table 4.2 shows the types of Internet banking
services used by these respondents who had Intemet banking service experience.

Table 4.2: Experience and Type of Internet Banking Services Used

Types of Inigrnet Banking

Length of Tnternet Banking Mot View Aetion f nccount Apply for
Experlence (Number) Used Only Control hew serv[oas
Less than 1 year (29} - B - 56 1 21

| -2 years{57) - 1 40 32 13

More than 3 years (24} L] 19 19 4

The above table indicates multiple responses in that more than ene type of service
are being used, The view only service was the most popular among users who had
less than two years experience. The tnore experienced users used the view only
facility and the action/ account control facility, Interestingly some indicated that
although they bad registered for Intemet banking services, they had not used this

service,

4.3  Validity and Reliability of Data
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It is important to make sure that the instrument developed to measure o particutar
concept is indeed accurately and actually measuring the variables. Therefore,
assessing the effectiveness of measured veriables in terms of the validity and

- reliability of data is necessary in research. Accerding to Graziano and Raulin (1997)
“The reliability of a measure is an index of how consistent the measure is while the
validity of the mensure is its effectiveness in tapping the characteristic measured"
{9.91, cited in Shoeib, 2000, p.75). Also Sekaran (2003) states that “Validity is
concemed with whether we measute the right concept, and reliability with stability
and consistency of measurement” {p.203). The reliability and validity of this study
are described in the following section.

4.3.1 Validity

As validity is coneemed with whether the research measures the right concept, it can
be esteblished in terms of content and construct. Content validity is “a function of
how well the dimensions and lements of a concept have been delineated” (Sekaran,
2003, p.206). Establishing content validity in & study ensures that the measures
include an adequate and representative set of items that relate to the conceptual
variable of interest. To do so, Cavana et al. (2001} suggest identifying specific points
from the literature that describe the concept. An alternative way to achieve content
validity is to be evaluated by a group of judges (i.e. professional speech therapists)
{Sekaran, 2003). In this study, the content validity of the queslionnaire was
established by reviewing existing liternture. This ensured that the major aspects of
the topic were adequately covered by the items in the survey. The details of the
literature reviewed to operationalise the research variables have been included in
Chapter 3.

Construct validity refers to “the extent to which a measured variable actually
measures the conceptual variable (that is, the construct) that it is destgned to assess™
(Stangor, 1998, p.87). Put it differently, “construct validity involves determining the
extent 1o which a measure represents concepts it should represent and does not
represent concepts it should not represent” {Dane, 1990, p.259). According to
Cavana et al. (2001), & questionnaire should be pre-tesied with respendents who

81



closely resemble the target population and then modified as necessary. This is
supperted by Dang (1990) who claims that “no survey data can be trusted unless you
can be sure the respondents understood the instrament and provided appropriate
responses” (p.127), In this study, a pre-test of the Enplish version was undertakzn by
a proup of 19 office-workers in Bangkok who have Internet accessibility. On their
recommendation, the questionnaire was translated to the Thai langusge (refer to
Chapter 3 for a discussion of the translation precess).

4.3.2 Rellability

Although validity js a necessary condition for guality measurerment, it is not
sufficient alone (Danre, 1990). Reliebility concems the degree to which the
questionnaire supplies consistent results and requires examination of the consistency
of respondents’ answers to all the items in @ measure. Cronbach Alpha values were
computed 1o esiablish the intemal reliability of the questionraire resnonses, that is, to
examine the degree to which independent measures of (he same concept correlated
with one another (Cavana et al,, 2081). The internal consister."y reliability found in

this study is shown in Table 4.3

Table 4.3: Validity of Independent Variables

Faclors tean Alphe
Encouragement factors
Perceived Usefulness 525 52
Adoption 1.8% .7
Features ofthe Web Site 529 it
Risk & Privacy 456 87
Impediment factors
Personal Froference 1,85 79
External Environment 4.52 50
Culture 114 86

Results from the abovs table indicate that the Alpha coefficients for the 7 factors

“influencing the adoption of Internet banking in this study ranged from .77 - .90, This
is acceptable because, in general, rel:ab:]lty less than .60 is considered to be poor,
those in the , 70 range acceptable, and thoss over .80 good (Sckaran, 2003).
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4,33 Distribution of data

Before further statistics tests were conducted, a meastire of distribution was
necessary to investigate how much the data distribution varied from a normal
distribution. This is because many statistical tests nssume that the data are normally
distributed. Therefore, it is useful to ensurs that data collected achieve such basic
characteristic of distribution which would suggest that the errors are also normally
distributed (Remenyi et al., 1998). Histograms were produced and are contained in
the Appendix 2, Furthermore, a skewness measure of distribution: was compiled
{Table 4.4} which indicated that with the exception of one item (time saving),
skewness values felt within the acceptable range of distribution, namely 0-1 (Cavana
et al., 2001), For this reason, it was decided 1o apply pmametric statistical tests to the
data as overall the data was reasonably distributed. As Burns (1997) argues “For a
parametric test, data should be normally disteibuted or closely so. Extremely
asymmetrical distributions should not be the basis to parametric testing” (p.132).
Since parametric tests are more powerful than the “distribution-free non-parametriz

tests” (Burns, 1997}, it was preferabie to use the former,
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Table 4.4: Skewness of Independent Variables

Foclors Mean  Skewnsss

Encovragement factors

Percelved Uselulness 525 -840

Informatien Availabillty of a wiie range ol infermation is enly “one click” 411 -A01
Bway.

Canvenlence Convenient Boeess to bankIng services through the computer 523 =792
£t any time.

Time saving Incrcasing the effective uss of time, for examply, by not having o 4,68 -1.209
walt in line.

Low eost Reducing banking costs, such as reduced bank charges asd 540 -.806
transportation cost.

Adupifon 483 ~477

Accessibility An ehilily Lo access the Iniemel al any fime ot work and ! 534 3+
home.

Trialabliliy Being able 10 1ria) doing banking transaction online before 4.47 =280
registering Tor the service

Conditlon The bancks pmvldmg aw:pmhl: conditions end terms of scrvice. 4.54 - 165

D ¥ b is pravided for all 3.05 -688
performed unl!m:.

Features of the Web Site 529 -803

Relizhilily The bank's Web site can be secessed when needed - 24 hours! 5.50 -987
day,7 dnysfweck

Ense of use The bank's Web destzn and navigation makes it canduet & 532 -B55
comfonsbls to transaction,

Security evid There is evidence ihet curreot seourity provided by bonk's Web 512 -651
site is sufficient.

Quick response The bank's Web site executes transaellons quickly and 5.24 712
¢Mcienlly.

Risk end Privacy 4.96 +4BB

Reputatlon The reputation and size of bank rrovides assurance of Intemet 511 -722
banking integrity.

Securily logo The bank’s Web tile displays Ihe 10go of an independent 4,74 -146
sceurity guoranteelng party.

Problems There is en abstnee of prablems during performing an online 5.08 -579
banking (rnsaction.

Frivacy A privacy slalement on bunk's Web page guarontees privacy 4.9 -179
of peozonal date.

Impediment factors

Personat Preference 185 157

Self-service Being requized (o perform selfsservies Intemet banking 11 182
independent from & bonk 1eller.

Branch Being bz (a be satisfied by the quality of current bank branch 4,19 =035
service,

Teehnaphabie Belng required (o try out and use a new technology- based 340 424
praducl.

Lile siyle Being required (o inlegrate Intemet banking with lifestyle and 165 214
working enviranment.

Extemal Envirenment 4.52 -1

Government Absencs of cleor government support for conducting cnling 4.40 -135
business transnclions,

Regulator Absence of wn [ndustcy regulator such as the Bank of Theiland 4.40 - 148
for Intemel bonking.

Collaboration Luck of coltaborators or alltances in Intemel banking 1o 4.67 - 284
cooperuie and expand service.

Infr Deltclency in Internet infi wnd factlities such as bandwidih. 4.59 =241

Cullure 114 A7)

Group-arlentation Having fow fricnds or calleagues ihet conduet Internet A0e A4
banking.

Socialisati L ing of facelo-Face contact with banks. A 607

Parzonal Giving up personal relatianships when dealing with banks, 3.02 569

U. [ Changing the way 10 esiabl[sh cantast with banks. 3.9 A7
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44  Significance Level

There is no precise rule for selecting the significance level; however, the most
frequently used values in business and social research are the 1 per cent, 5 per cent
and 10 per cent levels {Cavana et al., 2001). A significance level indicates the
percentage of sample means that would be outside the critical value based on chancs
alone, The higher the significance level is, the lower the confidence level +ecomes.
Therefore, a significance level of 5 per cent which is conventionally accepted
(Cavana et al., 2001) or the usual level (Huck et al., 1974), was applied in this study.
As Dane {1990} argues “In the behavioural sciences, the accepted rule of thumb for
concluding that something ocgurred at a rate or degree beyond what would be
expected by chance alone is a prabability less than .05" (p.207).

The three hypotheses outlined in the previous chapter are tested in this section.

4.5  Hypothesis One: Encouragement Factors

Hol: There will be no difference berween the facors that encourage
Interniet banking adoption in Thailand,

Hyl:  There will be difference between the faciors that encourage Internet
banking adoption in Thaitand

4.5.1 Ranking of facters

This section provides descriptive statistics of the dala for encouragement factors
inflzencing the adoption of Internet banking in Thailand. A measure of central
tendencies, the mean, was used 10 describe the data collected during the
questionnaire survey, The scale used to record responses was 1 to 7 where 1
indicated *no encouragement’ and 7 indicated ‘maximum encouragenient’. Table 4.5

shows the mean scores of encouragement factors ranked in descending order,
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Table 4.5: Encouragement Factors ranked by Mean Scores

Encaurmg: Fartors Mean  Std, Dev.

Featires of the Web Site 5.29 1.0

Reliab ity The bank's Web site can be accessed when needed - 2dhours! 5,50 164
day, 7 daysiweek,

Ease of use The bank's Web design and navigation makes it comfortable 532 158
to conducl a Iransaciion.

Quick regponse  The bank's Web site executes imnsactions quickly and 524 168
efficiently.

Security evidence There Is evidence that current secur{ty provided by bank's 512 186
Web site is sufliciert,

Perceived Usefulness 525 1.33

Time saving Increasing the effective use of lime, Tor example, by not 568 154
having to wait in line.

Law cost Reducing banking cosls, such as reduced bank cherges and 540 150
transpartation cost.

Convenience  Convenient access to banking services through the computer  5.23 1.67
at any time.

Information Avallabillty of 2 wide range of information is anly “one click” 4.71 L7
away.

Risk and Privacy ’ 496 144

Repuiation The repulation and size of bank provides assurance of 541 1.6]
Internel banking Inteprity,

Problems There is an 2bsence of problems during performing an onfine  5.05 1.77
banking trmnsaction.

Frivacy A privacy statement on bank's Web page puarmniees privacy  4.94 1.70
of persunal data,

Security logo  The bank's Web site displays the logo al'an independent 4M 1.71
seourity gueranteeing party.

Adeption 4.85 1.30

Accessibility  An ability to access the Inlernel al any time at work and at 5.34 1.65
home.

D v D y evidence i3 provided for all transaclions 505 1.8
performed online.

Cond’lions The banks providing accepiable conditions and terms of 4.54 1.58
service,

Trialability Being able to trial doing banking transaction online before 447 165

regisiering for the service.

Table 4.5 shows 1he ranking of encouragement factors as follows: *Features of the
Weh Site' (5.29), ‘Perceived Usefulness’ {5.25), ‘Risk and Privacy’ (4.96) and

*Adoption® (4.85). Within ‘Features of the Web Site’, *reliability’ in accessing the
bank's Web site when needed had the highest mean (5.5G). ‘Time saving’ had the

highest mean (5.68) in *Perceived Usefulness’. In relations to ‘Risk and Privacy’,

‘reputation’ had the highest mean (5.11). *Accessibility’ was determined as the

highest encouragement item (5.34) in *Adoption”,
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Standard deviations for encourapement factor, i.e. a distance of each of the mean
scores, ranged between 1.30 and 1.45 for the factors, and between 1.54 and 1.86 for

the items within factors,

4.5.2 Dilferences between encouragement factors

A t-test was conducted to assess whether the means of any two encouragement
factors thal influenced the adoption of Internet banking were statistically different
from each other. Results are shown as Table 4.6.

Table 4.6: Differences between Encouragement Factors

Fratures of Percelved Risk and Adoption
the Web Site  Usefulness Privacy
(Mean 5.29) (Mean 5.25) {Mean 4.96) (Meand.85)

Features of the Web Sile

Perceived Usefulness -139 -
(461)
Risk and Privacy 767 5077
(000) (:000)
Adoption -9.858* B.506* -2.220*
(.000) (.009) {027}
*p<.05 ()Significance

The shove table shows that there was no statistically significant difference between
the two factors rated the highest, ‘?eatures af the Web Site’ and ‘Perceived
Usefulness'. A statistically significant difference did accur between the two factors
shove and the third foctor, ‘Risk and Privacy* and also between the third, *Risk and
Privacy' and the fourth factor, *Adoptian’, Therefore, the null hypothesis has to be
rejected. In other words, there are differences between factors that facilitate Intemnet
banking adoption in Thailand. The following can be regarded as the most significant

encouragement factors:

» Features of the Web Site, and

e Perceived Usefulness
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4.5.3 Differences between items in key factors: ‘Features of the Web Site’ &
‘Perceived Uscfulness*

Two factors were found to be the key factors encouraging the adoption of Internet
banking. It was therefore necessary to focus on these factors further by comparing
iterns within them. Table 4.7 shows the mean scores and differences of mean scores
between items in *Features of the Web Site’,

Table 4.7: Differences between llems within *Fealures of the Web Site’

Raliability Easeofuse  Quick response  Security evidence
{Mean 5.50} {Mean 5,32) {Mean 5.24) {Mean 5.12)

Relability .

Ease ofuse 3.055° -
{002}

Quick response 3.879° 1,530 .
{.000) LI

Securlty evidence 4.653* 3175 2421 -
{000 {.002) (016}

*p < 05 {) Significance

The above table shows that *reliability’ in accessing 2 bank’s Web site when nesded
(5.50) is rated the highest, followed by 'ease of use® {5.32), *quick response’ (5.24)
and ‘security evidence’ (5.12) respectively. There is a statistically difference between
‘Reliability’ and the other items. While there is no statistically difference between
the second and the third {*case of use’ and *quick responge’), there is significant
difference between these two jtems and the fourth (*security evidence®). This means
that the following item can be regarded as the most significant item in *Features of
the Web Site’ factor:

= Reliability

The following table provides mean scores and differences of mean scores between

items within ‘Perceived Usefulness’,
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Table 4.8: Differcnces between Items within *Perceived Usefulness'

Time saving Law cosl Convenience  Informalion
{Menn 5.68) (Mean 5.40) (Mean 5.23) {Meand.T1)
Time saving -
Low Cast 4552 -
(,000)
Convenience <1018 <2237 -
{.000) {.026)
Information -13.286* -8,320* -1.581% -
{.000) (.D00) {.000)

*p<.0§ {) Significance

Within ‘Perceived Usefulness”, the table indicates that “time saving® (5.68) provides
the highest encourngement, followed by *low Cost’ (5.40}, ‘convenience’ (5.23) and
‘information’ (4.71) respectively. The table also shows that all means of items are
statistically different from each other, This means that the following item can be
regarded as the most significant item in *Perceived Usefulness®:

e Time saving

4.5.4 Correlations between encouragement factors

Further analysis was conducted to determine the siatistically significant relationships
between encouragement factors of Internet banking adoption. To test the strength of
these associations, Pearson correlation cocfficients were compuied, These are shown

together with their significance in Table 4.9,

Table 4.9: Correlations between Encouragement Factors

Features of Perceived Risk and Adoption
the Web Site  Usefulness Privacy
{Mean 5.29) {Mean 5.25) (Mean 4.961 (Meand.85)

Features of (he Web Site .

Perceived Ussfilness B46* -
(.000)

Risk end Privacy 48 65
(.000) (.C00)

Adoplion 135 548 689 -
(000} (.000) {.000)

*p<0s ) Significance
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Table 4.9 indicales that ell encourmgement faclors, i.e. ‘Perceived Usefulness’,
‘Adoption’, ‘Features of the Web Sie® and *Risk and Privacy’, are associated with
each other to a significant extent, Moreover, all these correlations are in a positive
direction. That is to say, a5 responses for one factor increase, sa does the response for
the others.

4.6  Hypothesis Two: Impediment Factors

Hol: There will be no difference between the factors that impede Internet
banking adoption in Thailand.

Hy2:  There will be differance between the factors that impede Internet
banking advption in Thatiand

4.6.1 Ranking of factars

Similar to encouragement factors, the mean was calculated to measure central
tendencies of the data. The scale used to record responses was | to 7, where 1
indicated *no discouragement' and 7 indicated *maximum discouragement® 1o
Internet banking adoption. Table 4,10 shows the discouragement factors that

influence the adoptien of Internet banking in Thailand ranked by fheir means.
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Table 4.10: Impediment Factors ranked by Means

Impedimeant faclors Mean  Std. Dev.

Extemal Environment 4352 141

Collaboration  Lack of collaborators or alliances in fnlemet banking 1o 4.67  1.63
cooperate and expand service,

Infrastructure  Deficiency in [ntemet infrastructure and facilities such as 458 160
bandwidth,

Government Absence of clear government suppart for conducting online 440 1.6}
business transactions.

Regulator Absence of an indusiry repulntor such as the Bank of Thailand 4.40 1,59
for Intemnet banking.

Persanal Preference 385 139

Branch Haing able to be satisfied by the quality of current bank .19 157

ch service.

Trialability Baing required to try out and use s new technology-based 380 178
product.

Selfservice Being required to perform self-service Intemet banking KN B
independent from a bank teller,

Life style Being required to integrate Internat banking with lifestyle 365 LM
and working environment.

Culture 314 140

Uncertainty Changing the way 1o establish contact with banks 325 1.ED

Socialisation Lassening of face-to-face contact with banks. 397 182

Grouporientation Having few friends or colleagues that condugt Internet 306 163
benking,

Personal Giving up | | retalfonships when dealing with banks.  3.02 Ll

According to Table 4.18, impediment factors are ranked as followed: ‘External
Environment’ {4.52), ‘Personal Preference’ (3.85) and ‘Culture’ (3.14). Within
*External Environment’, ‘collaboration’ (4.67) is the highest impediment while
“branch’ (4.19) and 'uncertainty* (3.29) were the highest discouragement in
‘Personal Preference’ and ‘Culture’ raspectively,

The standard deviations for each of the impediment factars were approximately 1.40
and ranged between 1.59 and 1,89 for the items. The deviations of items were highest
within the ‘Personal Preference’ factor,

4.6.2 Differences behween impediment factors

The t-test shown in Table 4.11 was conducted to examine the sipnificant differences

between any two discouragement factors.
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Table 4.1 1: Differences between Impediment Factors

External Personal Culture
Exwvir Preft
{Mean 4.52) {Mean 1.85) {Mean 3.14}
Exiernal Environment -
Personal Preference -B.958* -
{000}
Culture 18.038¢ 12.037* -
(.00} (.000)
*pe.is () Sipnificance

The gbove table shows that all factors are statistically sipnificantly different from
each othet. Therefore, altetnative hypothesis two should be accepted. This means the
factor that was reparded as providing the most significant discouragement is:

« External Environment

4,63 Differences between items in the key factor: ‘External Environment’

Further analysis to establish significant differences among items for the *External

Environment® factor was carried out. Differences are shown in Table 4,12,

Table 4.12: Differences Belween [tems within *External Environment’

Collaboration  Infrastructure  Government Repulator
(Mean 4.67) {Mean 4.59) {Mean 4.40) (Mean 4.40)

Collaboration -

Infragtruciure 1,393 -
(168

Government -4.674* «3.106* -
(.000) {.002)

Regulaor 4975 .19+ 044 -
{.000) (.001) (.963)

*p<Os () Stgnificance

The above table indicates that within ‘Extemnal Environment', ‘collaboration’ {fi.ﬁ?)
is the highest factor that impedes the adoplion of Internet banking, followed by the
‘infrastructure’ which had mean score of 4.59, and *govemment’ and ‘regulator’
which had the same mean score of 4.40. There was ne statistically significant

difference belween the two items rated highest, ‘collaboration’ and ‘infrastructure’.
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A statistically significant difference did occur between these two items and the third
itemn, ‘government’ and the fourth item, ‘regulator”. This means that the following
itemns can be regarded as the most significant impediment factors:

o Collaboration
¢ Infrastnicture

4.6.4 Correlations between impediment fretors

To test the strength of the assecintion between impediment factors, Pearson

correlation coefficients were calculated and are shown in Table 4.13,

Table 4.13: Comelations between Impediment Factors

Extermal Personal Culture
Environment  Preference
{Mean 4.52) (Mean 3.85) (Mean 3.14)

External Environment

Personal Preference 294 -
{000}

Culturs .250% Ry -
{.000) 000)

*p<.05 (Significance

It can be seen from the above table that all impediment factors, i.e. ‘Personal
Preference’, ‘External Environment’ and *Culture* are significantly related and the

corte:atlons are in a positive direction.

465 Corrclations between impediment and encouragement factors

Pearson correlation coefficients were computed to examine the association among all
factors. Table 4.14 shows the correlations.
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Table 4.14: Correlations between Encouragement and Impediment Faciors

Encouragement Tmpedimenis
Features of Percelved Risk and Adoption Extemal  Personal Culture
the Web Site UsefulnessPrivacy Envir Preft
Features of the Website -
(Mean 5.29)
Perceived Usefulness G460 -
(Mean 5.25) {.000)
Risk and Privacy 748* S65* -
(Mean 4.96} {.000) (:000)
Adoption 235 T A1 L
(Mean 4.55) {.000) (oo0y {000
External Environment 221 36 209 x9¢ -
(Mean 4.52) {000 (002) (00O) (002}
Persanal Preference 048 044 064 54 2946 L
(Mean 3.85) {.281) (321 (48 (22 (00D
Culture -117* -105*  -.038 -098* 250 S -
(Mean 3.14) {.008) (018 (3900 {027y LO0B) OO0
*p<05 (Significance

It can be seen from Table 4.14 that all encouragement factors correlated significantly
with the impediment factor of *Extetital Environment’, but there was no significam
correlation with ‘Personal Preference’. For ‘Culture’, the table shows that, with the
exception of one encouragement fagtor, “Risk and Privacy®, the correlations between
‘Culture’ and the remaining factors were significant at p <.035. Interestingly, Table
4,14 also indicates that there is a significant negative relationship between the
impediment factor, “Culture* and the encouragement factors, *Features of ine Web
Site’, *Perceived Usefulness’ and *Adoption®, while there is an insignificant nepative

relationship between ‘Culture’ and *Risk and Privacy’.

4.7  Hypothesis Three: Moderating Factors

Ho3:  There will be no difference between the factors thar moderate internet
banking adoption in Thailand,

Hi3:  There will be difference between the factors that moderare Internet

hanking adoption in Thailand

To examnine the jmpact of moderating factors, respondents were classified into

various groups based on gender, age, education, income, Internet experience and
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Internet banking experience. The signifisance of differences due to moderating

factors was examined by the Analysis of Variance (ANOVA) test.

4.7.1 Gender

The ANOVA test was conducied to investigate mean differences between males and

females. The result is shown in Table 4.15,

Table 4.15: ANOYA: Differences in Mean Scores by Gender

Sum of df Mean F Sig,
Squares Square

Encovragement factors

Perceived Usefulness Between Groups 543 | 543 308 579
Within Graups 888010 504 1.762
Tolal 888,552 505

Adoption Belween Groups 2615 | 2615 1550 214
Within Graups 850,345 504 1.687
Tolal §52.960 505

Features of the Web Sile  Between Groups 5.151 ! 5051 2454 18
Within Graups 10529717 504 2.099
Total 1063.128 505

Bisk nand Privacy Between Groups 8416 1 g416 4107 .043*
Within Groups 1032981 504 2,050
Total 1041378 505

tmpediment faciors

Personnl Preference Between Groups 11385 | 11385 5993 015+
Within Groups 957428 04 1,900
Total = 968,813 505

Extemnal Environment Between Groups 6.260 1 6.260 3183 R
Within Groups 591,183 504 1.967
Total 597.444 505

Culture Between Groups 1.563 1 1.563 795 373
Withta Groups 990.897 504 1.966
Tatat 992,460 505

fp<is

The above table indicates that the only statistically significant differences belween

males and females were with ‘Risk and privacy’ and *Persona} Preference’. Mean

scores of these two encouragement and impediment factors as rated by males and

females are shown in Table 4.16 (A table showing means for all factors is provided

in Appendix 3).
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Table 4.16: Mean Scores by Gender

Factors Mate Female
{N=181) {N=325)

Encournpement - Risk and Privacy 513 4.86

Impediment - Personal Preference 406 M

It can be seen from the above teble that the mean scores of *Risk and Privacy® and
‘Personal Preference’ were higher for males than for females. Following
encouragement and impediment factors are influenced dif{erently by the two
genders, These differences will be discussed in Chapter 5.

* Risk and Privacy

e Personal Preference

472 Age

The three different age groups (less than 30 years old, 30 — 39 years old and more
than 40 years old) were used to investigate significant differences, An ANOVA test

was conducted 1o investigate the differences in mean scores as shown in Table 4,17,
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Tablz 4.17: ANOVA: Differences in Mean Scores by Age

Sum of af ean F Sig.
Sq Square

Eneouragement faciors

Percelved Useful B Groups 3472 2 1.736 987 374
Within Groups 8B5.080 503 1.760
Total §88.552 305

Adoption Between Groups 491 2 A3 232 4T
Within Groups 851.969 503 1.694
Total 852,960 505

Features of he Web Site  Between Groups 5.602 2 2801 1.332 265
Within Groups 1057.526 503 2102
Total 1063,128 505

Risk and Privacy Between Groups 3015 2 1.54¢ 730 482
Within Groups 1038.353 503 2.064
Total 1041378 505

Impediment foctors

P | Profe B Graups ids3 2 2,681 1.400 248
Within Groups 953.450 503 1915
Talal 968.813 505

Exlerna! Envitonment Between Groups 307 2 154 oz 925
Within Groups 997,137 502 1.582
Total 997444 505

Culture Between Groups 3.569 2 1.785 908 404
Within Groups 988.891 501 1.966
Total 992460 503

*p<gs

The results from Table 4,17 indicate that there were no statistically significant

differences between the three groups. However, for the purposed completeness, the

following provides the mean score of age group.

Table 4.18: Mean Scores by Age

Factors Age {years ofd)
Less than 30 30-29 More than 40
(N=232) {N=216) [N=38)
Encouragement factors
Perceived Usefulness 520 532 507
Adoption 4,80 489 1.89
Features of the Web Site 524 5.38 4.98
Risk and Privacy 4.92 502 4.74
Impediment factors
Preference 3.89 3.88 349
External Environment 4.51 4.53 4.43
Culture 318 3.6 2.84

Tabie 4.18 shows that respondents in the 33 - 39 ape group rated the highest mesn

score for all factors with the exception of one discouragement factor, *Personal

Preference’, which was rated highest by those in the under 30 group.
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«73% Education

Levels of education were categorised into three groups: vocational or lower;

bachelor; and master & docloral. Significant differences in mean scores for the

various levels of education were established by the ANOV A test a3 shown in Table

4.19.

Table 4.19: ANOVA: Differences in Mesn Scores by Level of Education

Sum of df Mean F Sig.
Squares Square

Encouragement factors

Perceived Useful B Groups 4.102 2 2051 1,066 312
Within Groups §84.450 503 1.758
Total BE8.552 ins

Adoption Between Groups 3.343 2 1922 1.138 g2l
Within Groups 849,117 503 1.688
Total 852.960 505

Fealures of the Web Site  Beoween Groups 13.182 2 5.591 3.157 043*
Within Groups 1043.946 03 2.047
Tatal 1063.128 505

Rizk and Privacy Between Uroups 17.503 2 8.751 4299 Ql4*
Within Graups 1623.875 503 2016
Totat 1041.378 505

frpediment faciors

Personal Preference Between Groups 20.743 2 10.321 3,503 .004*
Within Groups 248,071 503 1.885
Tatal 968.813 505

External Environment Between Groups 2.86] 2 1401 123 486
Within Groups 994,583 503 1977
Total 997.444 505

Culture Between Groups 6.380 2 Jadn 1756 AT
Wiihin Groups 985,580 503 1.959
Tatal 992,460 505

*p <5

The above table shows that there were significant differences between education
levels for the factors ‘Features of the Web site’, ‘Risk and Privacy’ and *Personal

Preference’. The mean scores of these are as shown in Table 4.20 (A table showing

means for alf factors is provided in Appendix 3).
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Table 4.20: Mean Scores by Level of Education

Factors Level of Education
Vocation/ Bachelor Master &
Lower Doctaral
[N=43) (N=340) {H=123)
Encourngement Tactors
Features of the Web Site 4,89 526 551
Risk and Privacy 4.53 4.91 523
Impediment factors
Personel Preference 4.40 1.88 3.60

Table 4,20 indicates that respondents who had attained a master or doctoral degree
sated the encouragement factors, *Features of the Web Site’ and ‘Risk and Privacy’.
Whilsi the discouragement factor, *Personal Preference’ were rated the highest by
these who had attained a vocational/ lower degree. Therefors, the following factors
are seen to be influenced differently by educational level. They will be discussed in
Chapter 5.

¢ Features of the Web Site
s Risk and Privacy

» Personal Preference

4.74 Income
Income levels were classified into four groups as followed: less than Baht 15,000,

Baht 15,000 — 30,000; Baht 30,001 -50,000; and more than Baht 50,001. Table 4.21
shows (he differences between income groups using an ANOVA test.
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Table 4.21: ANOVA: Differences in Mean Scores "y Income

Sum of df Mean F Sig.
sSnuares Square
Encouragement faciors
Parceived Usclulness Between Groves 2212 3 7404 4200 005
Within Groups 866.341 502 1,726
Total 888.552 505
Adoption Between Groups 27426 3 0142 555  O0r
Within Groups £25.534 502 1444
Total 252,960 505
Features of the Web Site  Between Groups 34,249 3 11416 557  .001*
Within Groups ~ '1028.878 502 2050
Total 1063.128 505
Risk and Privacy Between Groups 23170 k| 7723 3808 .0l0*
Wilhin Groups 1018.208 502 2028
Total 1041.378 505
Impediment factors
Perscnal Preference Between Groups 6192 k| 2064 1.076 59
Within Groups 962,622 $02 1918
Total 58,813 505
External Environment Brtween Groups 19.660 k] 6553 364 019*
Within Groups 917784 502 1.948
Total 997444 5035
Culture Between Groups 17.571 k| 5857 306 .030*
Wiithin Groups 474,889 02 1.942
Tota] 292.460 505
*p <05

[t can be seen from Table 4.21 that, with the exception of the impediment factor,

‘Personal Preference’, there were statistically sipnificant differences between income

groups in all encouragement and impediment factors, that s, *Perceived Usefulness®,

‘Adoption’, *Features of the Web Site’, ‘Risk and Privacy®, ‘External Environment’

and ‘Culture’, Table 4,22 shows the mean score of the aforementioned significantly

different faclors by different levels of income (A table showing means for all factors

is provided in Appendix 3).

Table 4.22: Mean Scores by lncome

Factars Level of Income (Baht)
< 15,00015,00! - 10,001 - > 50,001
30,000 50,000
{N=115) (H=130) (N=113) [N=79)
Encouragement factors
Percelved Usefulness 5.00 518 539 5.61
Adoplion 4,57 4,74 512 518
Features of the Web Site  4.92 524 5.54 564
Risk and Privacy 4,14 4.83 523 5.22
Impediments factors
Extemnal Enviranment 4,23 449 4,61 4,81
Culiore 345 2.98 111 .06
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According to Table 4,22, with the exceplion of *Culture’, the higher the level of
income, the higher the mting. Interestingly, ‘Culiure’ did not vary consistently with
levels of income. Thus, the following factors were rated statistically different by
different levels of income.

» Perceived Usefulness

o Adoption

» Features of the Web Site
» Risk and Privacy

» External Environment

*  Culture

4.7.5 Internet experience

Internet experience was classified into four groups: less than | year; 1-2 years; 2-3
years; and more than 3 years, An ANOVA test of differences between groups with
varying Internet experiences is shown in Table 4,23
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Table 4.23; ANOVA: Differences in Mean Scores by [nternet Experience

Sum of df Mean F Sig.
Squares Square

Encouragement factors

Perceived Uselulness Between Graups 30,416 3 10139 593t o0l
Within Groups 858.137 502 1,709
Talal 8BE.552 505

Adoption Betwesn Groups 27.018 3 9,006 5474  .00L*
Within Groups 823,942 1+7) 1.645
Tatal 852,960 505

Features of the Web Site  Belwenn Groups 27.802 3 9267 4495  004*
Within Groups 035,325 02 2062
Tatal 1083.128 505

Risk and Privecy Between Groups 34,802 3 1LepL 5785 .001°
With[n Groups 1006.576 502 2.005
Tatal 1041378 505

Tmpedimeant faciars

Persona) Preference Between Groups 5.905 3 1.968 1026 381
Within Groups 962.90% 502 1918
Total 968.813 505

External Enviroament Between Groups 17436 3 5812 2917 031*
Within Groups 980,008 502 1.952
Toral 597444 505

Culture Between Groups 9.042 3 1014 1538 204
Within Groups 481,419 502 1.95%
Tola! 592.450 505

*p<.05

As shown in Table 4,23, with the exception of ‘Personel Preference’ and ‘Culture’,

mean scores were significantly different among groups of various [nternet

experience. Table 4.24 shows the mean scores for these factors for the different

groups of Internet experiences (A table showing means for all factars is provided in

Appendix 1),

Table 4.24: Mean Scores by Intenet Experience

Fectors Inlemel Ex perience
<iym 1-2ym, 2 -3 yrs. =3y
(N=59) (N=105) {N=92) (N=249)
Encouragement factors
Percelved Usefulness 4,58 3.36 5.28 536
Adeption 426 497 4,75 497
Features of the Web Site 4,71 5.19 539 544
Risk end Privacy 432 4,88 4.91 516
Impediment faclor
Exlemal Envi 4.39 4.28 4.36 4.70

It can be seen that the greater the respondents’ Intemet experience, the higher

*Features of the Web Site” and ‘Risk and Privacy' were rated, whilst ‘Perceived
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Usefulness’, ‘Adoption', and ‘External Environment’ were not consistently affected
by levels of Internet experience, This means that the following encouragement and
impediment factors are influenced by levels of Intemet experience; they will be
discussed in the next chapter.

o Perceived Usefulness

o Adoption

o Fealures of the Web Site
s Risk and Privacy

» Extemal Environment

4.7.6  Internct banking experience

The length of Internet banking expetience that respendents possessed was classified
into four categories: not used Imemel banking at all; Less than 1 year experience; 1-2
years experience; and more than 2 years experience. The different mean scores by
levels of [ntemet banking experience were examined for significance using the
ANOVA test, as seen in Table 4.25.
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Table 4.25: ANOVA: Differences in Mean Scores by Infernet Banking Experience

Sum of df Mean F Sig.
Squares Square

Ercotrogement factors

Perceived Usefulness Between Groups 8715 3 2,925 1.669 A7
Within Groups 875.118 02 1753
Tatal §a8.552 505

Adaption Hetween Groups 2.356 k| 785 463 108
Withtn Qroups 850,604 502 1.694
Total 852,960 505

Features of the Web Site  Between Groups 805 3 268 A7 844
Within Groups 1062322 502 2,156
Total 1063.128 05

Risk and Privacy Berween Groups 8,260 3 2753 1338 261
Within Groups 10331138 502 2.058
Tatal 1041.378 505

Impediment factors

Personal Preference Between Groups 24.952 3 B3IIT 4424 004*
Withiln Groups 943,862 502 1.580
Tolal 968.813 505

Extemal Enviranment Between Groups 165 k| 12191 6369 000
Within Groups 960.870 502 1.914
Toral 997444 505

Culrure Between Groups i5.242 3 5081  2&l0 051
Withln Groups 971219 502 1.947
Total 992460 303

*p<.05

As shown in Table 4.25, there were no significant differences among the groups of

Internet banking experience, with the exception of the discouragement factors,

‘Personal Preference' and ‘External Environment®, Table 4,26 shows mean scores of

the ahove factors for the various levels of Interet banking experience (A table

showing means for all factors is provided in Appendix 3).

Table 4.26: Mean Scores by Internet Banking Experience

Faclars Intemet Banking Experience
Not used <y 1 =2 y15, >2yrs.
(N=136) (N=E89) {N=5T) {N=24)
Tmpediment factors
Personal Preftrence 398 3.68 3.70 305
E; | Environment 4,66 4.50 1.99 kNI

‘The above table indicates that me.highest mean scores were for those who had no

Internet banking experience, In addition, within these two factors, the greater the

Internet banking expericnce, the lower the mean score, with the exception of the

rating for ‘Personal Preference’ by those who had 1 — 2 years experience. Therefore,
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the following impediment factors are influenced differently by different levels of
Imernet banking expe: ‘ence:

¢ Personal Preference
¢ Extemal Environment

The above analysis indicates that the null hypothesis three cannot bz accepted. This
means that the alternative hypothesis should be eccepted. With the exception of the
age factor, there are significant differences befween encouragement and impediment
factors brought about by moderating factors, Table 4.27 summarises the impact of
moderating factors,

Table 4,27; Factors Significantly Influenced by Moderating Factors

Encouragement Factars Impediment Faclors
Fnctors | Featurss | Percelved | Riskend | Adeption Exiermel Personal | Culture
ol the Usefulness Privacy Environment | Preference
Web Site
Gender ! v
Educntion [l 7 4
Income + i I [l ¥ ¥
Tnlemct L] ! I i ¥
eXperitnce
Tntermet ¥ 4
banking
expricnce
483  Summary

In this chapter, the backgrounds of participants were described and the data was
verified for reliability and validity. Tests indicated satisfactory levels which allowed
the research hypotheses 1o be tested by statistical analysis. This enabled the
identification of significant facilitators and impediments influencing the adoption of
Internet banking in Thailand, The results of hypothesis testing are summatised in
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Table 4.28. It revealed that there were significant differences between the factors that
facilitate and impede Intemet banking adoption it Thailand.

Table 4.28: Results of Hypothesis Testing

Hypot! Results

Hpl:  There will be no differznce betwesn the factors that The null hypothesis is rejected.
I banking ad in Thailand.

& ¥

Hal:  There will be difference between the Factors that
encourege Intemet banking adoption in Thailand.

Hp2:  Thera will be no difference between the factors that The nutl hypothesis is rejected,
impede Intemet banking sdoption in Thailand.

Ha2:  There will be dilference between the factors thal
impede Internet bankIng adoption in Theiland,

Hg3:  There will be ne differcnce berween the factors that The null hypothesis {s mjected,
moderate [ntermet banking adoption in Thailand,

Ha3:  ‘There will be difference betwzen the factars that
moderate ) banking adoplion in Thailand

[t was found that *Features of the Web Site’ and ‘Perceived Usefulness’ were
regarded as the most sipnificant encouragement factors, while ‘External
Environment® was the most significant impediment factor. Within the encouragement
factors, ‘reliability’ and *time saving® were regarded as the most significant items in
‘Features of the Web Site’ and *Perceived Usefulness’ respectively. With repard to
the impediment factor, ‘collaboration® and *infrastructure’ were regarded as the most

significant Hems.

The most significant moderating factor is income. That is ta say, with the exception
of one impediment factor, * Personal Preference’, levels of income significantly affect
all factors influencing the adoption of Internet banking, Alse imporiant was the level
of Infernet experience that influenced al? the encouragement facters and impediment
factor with the exception of ‘Personal Preference’ and ‘Culture’. Regarding
educational level differences, this moderating factor impagcts two encouragenient
factors, ‘Featurcs of the Web Site’ and 'Risk and Privacy®, and one impediment
factor, ‘Personat Preference. Gender affeets one of encouragement factor, *Risk and

Privacy’ and one of impediment factors, *Personal Preference’. Levels of Internet

106



banking experience have an effect only on impediment factors, namely ‘External
Environment’ and ‘Personal Preference’,
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CHAPTER FIVE

DISCUSSION OF SURVEY FINDINGS

5.1 Background

The data analysis in {he previons chapter provided essurance for the measupred
variables in terms of validity and reliability. The chapter also showed how the data
was analysed. It was apparent that some encouragement and impediment factors
stood out from others. This chapter discusses these survey findings in the context of
the Thai environment,

The first section explains the characteristics of respendents that provided the data for
this study. This will lead to a better understanding of respondents’ intended
behaviour towards the adoption of Internet banking. Secondly, the Theory of
[nnovetion Diffusion by Rogers (1923) and the Decomposed Planned Behaviour
Theory by Taylor & Todd (1995) are applied to explain the findings, Third,
discussions are provided on the key encouragement factors, namely *Features of the
Web Site’ and ‘Perceived Usefulness’, and the key impediment factor, the ‘External
Enviranment®, that most influence Thai consumers’ Internet banking adeption.

Next, moderating factors are discussed together with their relationships to
independent variables (encouragement and impediment factors). This will provide a
greater undersianding on how moderating factors impact on those factors and enable
Thai banks io strategize their services effectively.

5.2  Characteristics of Participants

The participants in this study were office workers in large organizations in Bangkok,
The majority, namely 92%, were aged between 20 and 39 years which indicates a
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group of youngish to middle-aged werkers. It shonld be noted that in Thailand, most
people start working at the age of 18 and retire at 60, The reason why only 8% was
under 20 ar over 39 may be due to the fact that office workers who are under 18 are
mostly employed in positions that have no Intemnet sccess and those who are over 40
tend t¢ be in management position and may have been too busy to be involved in the

survey,

There were more female respondents (64%) than male respondents (36%). One
possible reason for this is that the selection of participants was based on convenience
sampling. Anyone who was in the office at the time the questionnaires were
distributed could be part of the sample group. Since work duties of female workers
are likely to be in the office rather than outside, may have caused more females being
involved in this study than males. Moreover, the nature of Thai females is that they
arz unlikely to refuse a request, therefore they may have been more willing to be
involved in the survey. Although it has been found in previous research (Tan & Teo,
2000; Polatoglu, 2001; Karjaluoto et al., 2002} that the majority of Internet users are
males, the percentage of female Internet users has increased aver time.

Most of the respondents had attained at least a bachelor’s degree and it is assumed
that such people possess the Internet or computer literacy necessary for using
Internet banking services. Although office workers who have attained vocational or
lower qualifications are also employed in large offices, they may be employed in
work positions that have no Internet access and therefore did not participate in this
study. Thus, most respondents were people who had attained & bachelor’s degree or
higher, This is in line with previous research that Internet banking users are
university preduates (Polateghu, 2001).

Generally, one’s income level is dependent on educational background, professional
status, past experience, nature of the business and locatian of the work place. As
respondents of this study were people who had atiained af least a bachelor’s degree,
one could expect that an approximate income for this group would be over Baht
15,000, In Bangkok, the monthly income of Bzht 15,000 is the average wage for
office workers who have a working experience of less than one year, This is
sufficient to live in Bangkok, Most of the respondents (37.5%) in this study earned
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between Baht 15,001 and 30,000, giving them maoderately strong financial status and
providing the potentia! for being Intemnet banking customers. Previous rescarch has
found that the Internet banking users are “upscale” pecple (Polatoglu, 2001;
Karjaluoto et al., 2002), and therefore, the higher the income they earn, the greater
the potential of being Internet banking users.

About half of the participants (49.2%) had Internet experience of more than 3 years
and only 12 per cent had less than one year of this experience. This means that most
aof the respondetts hed sufficient Internet literacy, Although the main uses of the

internet in Thailand are communication and searching, the preater one's experience
with the Interzet, the more likely that hefshe would adopt Internet banking services.

Approximately one-third of the office warkers in this study had experience in
Internet banking. Hawever, this experience was low, less than 2 years. The
remaining two-thirds of respondents had no experience in Internet banking services
even though Internet banking in Thailand has been available since 1999, Hence, the
findings of this study can be used by banks to develop appropriaie strategies to
enhance the balance between the existing branch custormers and new online
customers. That is to say, the potential for Intemnet banking services in Thailand is
high, particularly for office workers who have limited access to bank branches during

working hours.

5.3  Factors influencing the Adoption of Internet Banking

This study classified factors influencing the adoption of Intemet banking in Thailand
into two groups: encouragement and impediments, Encouragement factors consisted
of *Perceived Usefulness’, *Adoption', *Features of Web Site’ and *Risk and
Privacy', whereas impediment factors included *Personal Preference’, ‘External
Environment® and ‘Culture’. As shown in the previous chapter, the survey revealed
that encouragement and impediment factors influenced Thai consumers differently
when they were considering the adoption of Internet banking as shown in Figure 5.1

116



Muoximum diseguragement Maximum encouragement
.57 (1.85) (1.14) | (4.85) {4.96) (5,25 +529)
External Personal Culture] Adoption Risk and Perceived Usefulness +
Enviranment Preference Privacy Features of the Web Sile
|Perceived {AttHude) Ji {Aritude)

Behavioural Norm)

Cantred)

Figure 5.1: Factors influencing the Adoplion of lnternet Banking in Thailand

Figure 5.1 shows the seven fastors ranked by their mean scores with the maximum
positions on the scale showing the highest discouragement or encouragement factors
respectively. All encouragement factors were rated higher than the scale mid-point,
which was 4, Of the impediment factors, the *External Environment® was rated the
highest impediment to Internet banking adoption, followed by ‘Personal Preference’,
and *Culiure’ respectively, Only the ‘External Environment® was rated over the mid-

point of 4 for impediment factors.

The findings reflected in Figure 5.1 therefore highlighted attitudinal factors (i.e.
‘Features of the Web Site” and *Perceived Usefulness') as sipnificant facilitators; and
the perceived behavioural contrel factor (i.e. *External Environment') as the mast
significant impediment, but not subjective norms (i.e. *Culture’} (see theoretical
framework in Chapter 2 for a discussion of these factors). This is consistent with the
study of factors influencing Internet banking in Singapore by Tan & Teo (2000)
where only attitudinal factors and perceived behavioural control factors were found
1o have an impact on the adoption of Intemet banking.

As indicated in the literature review in Chapter 2, attitudes are a function of beliefs
which affect individual behaviour. Krech et al {1962, cited in Ajzen & Fishbein,
1980) argue that “Man’s social actions — whether the actions involve religious
behaviour, ways of eaming s living, political activay, or buying and selling goods -
are direcied by his attitndes™ (p.139). Thus, it is not surprising that attitudinal factars
have a significant influence on the adoplion of Intemet banking, Mare specifically,
bank customets who hold e positive attitude towards the *Features of the Web Site*
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and *Perceived Usefulness’ of Internet banking are likely to adopt the services. On
the ather hand, those who do not nold these values are unlikely te shift to Internet
banking services but retnain attached to their existing banking channels.

Perceived behavioura! conirol, which describes beliefs about having the necessary
sesources and opportunities for the infention to perform, was seen as an impediment
to perform the target behaviour, i.e. Intemet banking edoption. This is because it can
enhance an individual®s ability and comfort to perform the behaviaur, If the *“External
Enviranment’, such as supporting techriological infrastructure, is readily supportive
to adoption, electronic commerce will become more feasible (Tan & Teo, 2000), As
a consequence, Internet users would be likely to adopt Intemet banking services, In
this contexi, since Internet banking is a new product for Thai barking consumers, the
provision of the *External Environment' is essential to encourage bank consumers to
adopt Internet banking services, The absence of an adequat. environment in
Thailand, therefore, impedes the adoption of Imemei banking services.

Subjective norms are defined by Fishbein & Ajzen (1975) as “the person’s
perception that most people wha are important to him think he should or should not
perform the behaviour in question” (p.302). In this study, the subjective norms of the
Thai culture were found to be an insignificant factor for the adoption of Internet
banking by Thai consumers, It is argued by Harwick & Barki (1994) and Taylor &
Todd (1995) that subjective norms are more important in the early stages of
innovation implementation when users have less direct experience from which to
develop atiitudes towards such innovation. Furthermore, for a consumer-oriented
service, it is likely thet consumer-relevant groups such as family members, fricnds,
colieagues or peers will influence the adoption.

However, Tan & Teo (2000) have shown the insignificance of subjective norms in
the adoption of Internet banking, A possible reason is that information about the
Internet is readily available from the banks or bank Web sites, For example, ii is easy
for potontial adopters to acquire information via “Frequently Asked Questions™
(FAQ). This makes the potential adopters less reliant on the information provided by
their relevant peers or family groups. In addition, people who are time-poor look for
activities that they can adopt to use their fime more effectively. This would include
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potential Internet banking adepters and especially Bangkok people. Hence,
subjective norms have less significant effects on the adoption of Internet banking
services particularly in Thailand,

This study showed that the ‘Features of the Web Site’, an attitudina! factor, is the
primary factor that potential online bank customers take o account when they
consider this service. Features suvh as good interactivity, navigational possibilities,
security provision and speed would encourape respondents to take on this service, On
the other hand, problems with poor interactivity, poor navigational possibilities,
insufficient security provision and slowness within the service would lead
respondents to give up on this service end develop a negative response. The
significance of this factor can be explained by the characteristics of the study
participants, They.were relatively young, familiar with the Internet and had obtained
a bachelor’s degree. Hence, one can assume that they had some level of computer
literacy and would have recognised the importance of the Web site features. Being
one of the most important encovragement factors, a comprehensive discussion on the

items of this factor is presented in the next section further on this chapter.

The study also revealed the significance of another artitucdinal factor, namely
‘Perceived Usefulness®. Users will participate in innovations when they are aware of
the advantages, according to Rogers’ (1983) Innovation Diffusion Theory and other
research on innovatien adoption (Tomatzky & Klien, 1982; Holak & Lehmann,
1990). The current results are in keeping with previous research on internet banking
which found that ‘Perceived Usefulness' has a significant and positive influence on
its adoption (Tan & T:o, 2000). As Guiltinan & Donnelly (1983, cited in Sathye
1999, p.325) claim “infrmation about the benefits of using a productfservice (is
regarded) as an essential product/service promotion strategy™ {parenthesis added).
The participants in this study were office workers in Bangkok who were relatively
young, educated, and had Internet experience of more than 3 years. It would be
expected that they were aware of advantages of using the Internet, and would
therefore have rated ‘Perceived Usefulness' as an important encouragement factor
for the adaption of Intemet banking. Discussion on the items of this factor is
provided in the next section of this chapter,
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Perceptions on ‘Risk and Privacy’ made this factor the second most impariant
encouragement factor for Thai consumers. This issue is generally seen as a great
concermn to participants in electronic activities, The level of risk is an impartant issue
from & consumer’s perspective in the adoption of an innovation (Caoper, 1997), as
the innovation will not be adopted unless it is safe, particularly in regard to financial
products and services, ‘Risk and Privacy® in this study included the reputation and
size of banks, the use of a security puarantecing logo, incomplete transaction sk and
the presence of a privacy statement. After the Asian financial crisis, Thai consumers
became more conservative in their financial matters and placed greater emphusis on a
bank's reputation. Particular to e-commerce are the importance of 4 security-
guaranteeing logo and privacy stalement because these can help ease customers’
concems and increase their confidence to participate in the service. At present, all
Intemet banks in Theilend have a security seal and a privacy statement presented on
their Webs. Fewer incomplete transaction risks can also increase customers®
confidence and encourage them to adopt Interne! banking services,

The study supporis the findings of Tan & Teo (2000) and Polatoglu (2001) that the
perceived *Risk and Privacy’ associated with Iniernet banking is 2 major potential
concemn for the adoption of Internet banking, For participants in this study, who were
educated and had attained a high Jevel of Internet experience, *Risk and Privacy’ was
of relatively high concern. It appears that the more users are aware of the Inlernet,

the higher ore their perceptions of risks. This was confirmed by Fink (1999) ina
survey of final year university students, that is future business [eaders, on the
perceptions of e-commerce and perceived concerns and risks, Fink's findings
indicated that business students believed that the capabilities of e-commerce were
curently not fully echieved, mainly because of the high levels of concern about the
potential risks,

[ssues in relation to *Adoption® were found to be the least important among the
facilitators in the Thai environment, In this study, adoptian refers to Internet
accessibility, trialability, acceptable terrns and conditions and documentary evidence.
It should be noted that, with the exceplion of Intemet accessibility, these items were
common for all users, For instance, terms and conditions are standud for all banking
applications, while ability to try and obtaining documentary evidence are provided
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for all specific transactions and are available to all, Differences occur in the area of
Internet accessibility because this also depends on the capability of the user's
co.puter and that of the Internet Service Provider, *Adoption’ therefore appeared to
be relatively insignificant for potential service adopters. This means that issues such
as terms and conditions which should be considered before engaging in any service,
are not highly considered by Thai consumers possibly not untif they become a

problem.

A perceived behavioural control factor, namely ‘External Environment®, was
recopnized as the most significant impediment factor in the edoption of Internet
banking in Thailand by the participants of this study. The lack of ‘External
Environment’ support, such as Intemet infrasiructure, can discourape adoption since
it will make Interet banking services impractical and useless, thereby, causing the
discontinuation of the intention t¢ adopt. Being the most important impediment, a
more comprehensive discussion on this factor is provided in & following section of
this chapter.,

‘Personal Preference’ which is also an attitedinal factor, was found to be the second
most imporiant factor that discouraged the adoption of Internet banking in Thailand.
[t refers to the preference of individuals in terms of self-service or being served,
satisfaction with curvent bank services, technophobie, and congruence with life style.
Participants in this study were wotking people in Bangkok whe were busy, time
poor, well-educated, with Internet experience but not much Intemet banking
experience. It can be assumed that they would have a relatively modem life style and
be familiar with new technologleal devices, New technologies, like the Internet, e-
mai! communication, mobile phones and pagers, have increased in popularity within
the Thai community due to their convenience and speed, Elence, persenal preference
was found to be quite neutral in affecting the adoption of Intemnet banking services in
Thailand.

[t is interesting that *Culture’ as a subjective norm had little effect on the adoption of
Internet banking services in Thailand. National cultures in this study included
collectivism, socialization, personal relationships, and uncerainty avoidance, which
gencrally influence most business activities. Thai people tend to maintain the
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cheracteristic of extended families and personat relationships brought about by the
older generation’s impact upon the next generation. This can be seen by long-tenn
refationships between fumilies and banks. Traditionelly, mest Thai metchants po to a
bank because of their long relationships and with the expectation of future business
trensactions, and not just for current services. This also has an impact on the personal
banking behaviour of the younger generation.

One possible reason for the reduced imporiance of the Thai culture effects on
Internet banking adoption is that the participants who were working people in
Bangkok were aiready infiuenced by Western culture. This would make them
consider how Internet banking services work and see what the benefits are, rather
than following what the previous generation may have thought. Furthermore, as the
participants were well-educated, bad gained moderate to strong financial status and
were experienced in using the Internet, their confidence in the interacting with
computers would have been relatively high.

5.4  Xey influences on Adoption: ‘Features of the Web Site?, ‘Perceived

Usefulness’ and ‘External Environment’

As indicated earlier, the key encoumpement factors influsncing the adoption of
Internet banking by Thal consumets were ‘Features of the Web Site’ and 'Perceived
Usefulness’. These two factars were both significant and not statisticaily
significanily different from each other. Thus these two factors affected the adopiion
of Intemet banking by Thai consumers {o the same extent, ‘External Environment”
was found fo be the key impediment factor, Figure 5.2 illustrates the key items in
each of these factors ranked by mean score. It shows how certain items within
*Features of the Web Site* and ‘Extema! Environment® are grouped together because
there was no statistically significant difference between thern,
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Impediment factor Encouragement Metors
(Perceived Behaviowral Contral) {Allingde)
External Environment Perceived Usefulness Features of the Web Site
Collaboraticn (4.67) and “Fime saving (5.68) Rellability (5.5}
Infrastructure (4,59}
Government (4.40) and Low cost (5.40} Ease of use (5.32) and
Repulator (4,40} Quick response (5.24)
Convenienes (5.23) Security (5.12)
Informatian {4.71]
Min.
¥

Figure 5.2: Key [tems in the Most Significant Encouragement and Impediment Factars
84,1 Features of the Web site

It seems logica! that the factor *Features of the Web Site” was the most important in
the adoption of Intemet banking since the Web is the media that the service is
delivered through. This finding was consistent with Jayawardhana and Folay (2000)
who found that user satisfaction was dependent on Web site features such as speed of
download, confent and design, interactivity, navigation and security, In the current
study, among the *Features of the Web Site’ items, *reliability’ of access was seen as
the most important item, followed by *ease of use', *quick response’ and sufficient

*security evidence’ respeclively,

Good accessibility enhances the reliability of Intemet banking and encourages
putential and existing bank customers to participate in the service. This is supported
by the research of Suganthi & Suganthi (2001) where the failure of Intemet
transactions is frequently attributed to & lack of reliability in electronic transactions,
resulting in a reduction in its usefulness. Reliability can also make the service

superior ta iraditional batikking channels. That is to say, “the door is never closed”,
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enabling customers to perform banking transactions in their own time and place,
regardless of banks® working hours, Reliability is linked to the ebility of customers'
[nternet Service Provider (ISP} but this was nat explored in this study,

The second most important item found in this factor was “ease of use’. Generally, the
complexity of an innovation discourages the willingness to adopt it (Rogers, 1983;
Tan & Teo, 2000; Suganthi & Suganthi, 2001). This appeared relevant to Thai
people who like convenience, A well designed site, together with excellent
navigation and a site index, influences user satisfaction since these features make it
easy and fast for the user to arrive at the desired location on the Web (Jayawardhena
& Foley, 2000}, Thus, ease of use or user friendliness in respect to accessing Web
pages is essential to the adoption of this new service. According to the complexity
issue in Rogers® {1983} Innovation Diffusion Theory, new ideas that are simpler lo
understand will be adopted more rapidly than the ones that require the adopter to
develop new skills and understanding. Internet banking is no exception.

*Quick response’ was the next most important item becanse it is what a bank
customer expecls when comparing this new service with traditional banking
channels. Quick response of bank's Web site is regarded as a virtual queue when
performing banking transactions. A short virtual queus emphasises the value of
Internet banking services and encourages adoption. This is consistent with
Jayawardhena {2000, cited in Broderick & Vachirapornpuk 2002) who found that
user satisfaction was dependent on Web site features especially download specd and
interactivity, Therefore, problems with poor interactivity, poor navigational
possibilities and slowness would most likely [ead cuslomers to give up and express

negative sentiments.

*Security evidence’ was seen as the least important item within the ‘Features of the
Web Site’ factor. As the Wallis Report (1997, cited in Sathye 1999, p.326) stated that
“if security is impraved, househalds will conduet their financial transaclions aver the
[ntermet™. Indeed, Internet banking will not be adopted unless it is considered safe
and secure by customers. Although there have been advances in preventing the
interception of information by encrypting sensitive infermation, potential fraud is
still a dilemma. This is reflected in the siudy of Australian®s Internet banking
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altitudes by Sathye (1999). The study revealed that security concerns were the
important reason for the slow growth of Internet banking in Australia. Similarly, in
Thailand, it would alsc affect the uptake of Internet banking services but to a lesser
degree than the item discussed above.

5.4.2 Perceived usefulness

‘Perceived Usefulness’ for Intemet banking adoption included the following items:
‘information availability®, *convenience’, ‘time saving’ and ‘low cost”. [t is obvious
that users will adopt an innovation when they are aware of its advantages (Tomatzky
& Klien, 1982; Rogers, 1983; Halek & Lehmann, 1990), Within the ‘Percejved
Usefilness' factot, *time saving' was found 1o be the most significant jtem, followed
by ‘low ¢ost’, *convenience’, and “information’ availabilily respectively,

People today are busier and more time-poor than ever before. Time is becoming
mote important for Thai people, especially in Bangkok, because of their hurried
lifestyle which is partly attributable to the poor traffic infrastructure. This can be
seen from the increase in the adoption of new technology such as mobile phones and
the Internet generally within the Bangkok community due 1o their convenience and
speed. Similarly, effective banking products and services, delivered 24 hours per day,
7 days per week, will aitract people whe are time-poor and seeking to overcome the
limitations of time and place. That is to say, instead of using their time visiting a
bank branch and waiting in a service quene, customers who use Intemnet banking
services can arrange their time more effectively.

*Low cost' was the next most impertant item in this factor, In the context of Intemet
banking, there are two types of costs involved: Intemet cost and bank charges
(Sathye, 1999), Internet costs tends to play a less important role compared to bank
charges since Internet banking participants do not get the Internet just because they
want to do onling banking (Valdez, 2001). On the other hand, benk charpes are
considered by customers because they directly affect the customer's decision on how
to do banking transactions, Since Intetnet technology can sinificantly reduce
operating costs, bank charges from ttansactions performed through Internet banking
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tend to be cheaper than those performed by other means, Furthermote, to atiract
customers, [nternet bank charpes may be deliberately cheap. For example, there is
currently no joining fee or annual fee for fnternet banking in Thailand. Another cost
that customers can reduce is transport cost incurred when traveling to a bank. The
findings of this study therefore support the Singapore survey by Tan & Teo (2000)
which found that Infernet banking services are most likely adopted if they are free of
charge,

‘Convenience” was another important item in the ‘Perceived Usefulness' factor.
Rather than going to a bank branch, customers cen conduct their banking transactions
at their own place and in their own time. Because a wide range of banking services is
provided on the Internet, customers are able to perform their banking activities as
they would at the bank branch, With advances in technology, customers can now
conduct advanced functions such as ordering cheque books online, stopping payment
and even arrange their payments in advance by weeks or months in the ‘schedule
payment mode’ of online services. The online funds transfer function gcross banks is
ancther convenience. As these services cannot be perforined over the bank counter,
Internet banking services make banking transactions more convenient than before,
and should result in a greater adoption of Internet banking in Thailand.

‘Information availability' was the least significant item for Thai consumers for the
*Perceived Usefulness’ factor. Thé wide range of information, both financial and
non-financial, provided on the Web is an attractive feature because customers can
aceess the information quickly at any time and place, rather than by visiting a bank
branch, Accurate and diverse information can be acquired at just ‘one click’ via the
Internet, In addition, the bank can enhance the value of customer relationships
through cross-selling and taflaring their products to increase their custemers’
satisfaction. Electronic mail from the bank to customers is also to customers’ benefit
as they receive customised and confidential information quickly and directly,
Although a variety of information is available on Web, Thai consumers however
viewed this usefulness as the least influence for their Internet banking adoption. One
possible teason is that they prefer obtaining information through asking rather than
by heving to do online searching by themselves.
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5.4.3 External environment

The study revealed the ‘Extemal Environment® as the most important impediment to
Internet banking edoption in Thailand. it appears that the current ‘Extzrnal
Environment’ does not encourage Thai consumers 1o adopt online banking services.
The ‘External Environment® in this study included the absence of ¢lear ‘government’
support, absence of industry *regulator’ suppott, tack of “collaboration’, and
deficiency in ‘infrastructure’. Within the *External Environment', it was found that
the lack of *coliaboration’ and deficiency in ‘infrastructure’ discouraged Thai
consumers more than the other two iterns.

‘Collaboration’ between Internet banks or with other service providers such as
merchants adds value to Internet banking services as it can create diversity in
products and services which is a key feature of e-commerce. Bank customers can
gain extra benefits fromn services offered by other service providers when joining
intemet banking services. The lack of collaborators therefore discourages adoption
because the users will be limited 1o their own bank’s services. An example of
collaboration between Internet banks is funds transfer across banks which is
currently only offered by one bank in Thailand, namely the Kasikorn Bank Ple,
Moreovet, as this function cannot currently be performed aver the bank counter, the
suecess of Intemet bank collaboration will attragt Thai consumets 10 Internet banking
services. In zddition, banks can also form sirategic allinnces with other banks to
vvercome current product er service deficiencies ar to seek new market

opportunities.

An example of the colfaboration between Internet banks and non-bank service
providers is Electronic Bill Presentment and Payments (EBPP). Although bill
payment can be done by other channels, such as ATMs and telephone banking, EBPP
allows Internet banking custormers to pay bills on time and to schedule their
payments. This cannot be done with traditional branch banking services. In addition,
collaboration with Internet Service Providers supports marketing promotion (e.g. free
Internet dial-up access for newly registered Internet bank customers). Free Internat
access is an attractive way to increase a bank's customer base and it allows the bank

to cooperate with the ISP if customers have problems with access. The lack of
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collaboration between banks ard other providers therefore deters customers from
changing their current banking behavicurs and adopting Internet banking services,

Deficiency in ‘infrastructure’ was another important ftem discouraging the adoption
of Internet banking services for Thai consumers. A perceived deficiency makes it
difficult for potential users to access banks and will discourage them from adopting
this innovation, Avaitability of Internet access is a prerequisite for Intemet banking
adoption (Sathye, 1999). In the context of Thai Internet banking, the necessary
technological support required for conducting banking transactions on the Internet is
currently lacking, This therefore has become a key impediment when considering the
adoption of the services, As mentioned earlier in the thesis, there has been an attempt
by the Thai government via the Ministry of Information & Comtmunication
Technology to promote computer and Intemet literacy and to deregulate the
telecommunication industry, This, however, has not yet been effectively achieved.

The study revealed that the absence of clear * government” support and absence of
industry ‘regulator’ support also discouraged Internet banking adeption but to a
lesser degree. Qne possible explanation is that the importance of the government
sector is net realised by the Thai consumers. This is despite the government trying
hard to assure the legal protection, rights and responsibilities of the participants.
Furthermore, Thai consumers may not currently expect direct support from
povemnment, particularly as the country is in the early stages of service adoption.
This is because, according to the Asian Develop Bank {ADB} (2001), the privase
sector, rather than government, plays a lead role in business activities of developing
countries like Thailand, However, this may vary depending on the “e-readiness” of
the country at a particular time. For example, in Singapore, goverunent supporl was
found to be important in the edoption of Internet banking. Since the technology for
providing Internet banking services was already in place, governmment suppori was
recognised by Singaporeans, and this in turn encouraged the adoption of Intetnet
banking (Tan & Tea, 2000}, In Thailand, however, the dispersion of computer
hardware and the deregulation of the telecommunication industry are stil] at an early
stape,
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Similarly, support from the banking industry regulator has been lacking in Thailand.
As noted previously, the deregulation stratepy followed by the Bank of Thailand
(BOT) is an important issue in developing the banking industry including Internet
banking services. However, due to the slow rate of improvement in the Thai
bureaucracy, especially with regard to technology, thare is an absence of support
from BOT. Although BOT has supported the growth of electronic commerce by
being a payment service provider, by monitering the electronic commerse system
and by governing electronic commerce (Jaruwattanachai, 2000), it has not focused
much on its retail electronic banking activities, No published information en Intemet
banking services is provided by BOT for bank consumers to make them confident
about adopting this service.

55 Moderating Factors

Moderating factors were investigated to see how they affected the relationship
between encouragement and impediment factors (the independent variables) and the
adoption of [nterne: banking (the dependent variable). In this study, moderators refer
1o the respondent's gender, age, educational level, income: level, Internet experience
and Internet banking experience, Figure 5,3 illustrates the impact of statistically
sipnificant moderating factors on each encouragement and impediment factor that

influenced Internet banking adoption.

Maxlmum discourapement Meximum encouragement

External Personal Culture Adoption  Risk and Perceived  Features of
Environment Preft Privacy Usefilness  Web Site
Gender Gender
Education Education Education
Income Income Ineama Income [ncame Incame
Internet Tntemet Internet [nlernet Internet
Expericnce Expericnce  Experience  Experience  Experience
Internet Internel
Banking Banking
Experience  Experience

Figure 5.3: Moderating Factors affecting Encouragement and tmpediment Faclars

123



With the exception of the respendents” age, all moderators had a statistically
significant impact on the factors influencing the adoption of Internet banking in
Thailand as shown in Figure 5.3. While income impacted on all encouragement aid
impediment factors except ‘Personal Preference', gender influenced only ‘Personal
Preference’ and *Risk and Privacy’. Futhermore, while the Internet experience of the
respondents related to all encouragement factors, it had an impact on only one
impediment, namely ‘External Environment'. Internet banking expetience had no
relation fo any encouragement factor, but was linked ta two impediments namely
‘Extemal Environment® and “Persona! Preference’. Level of education influenced
‘Features of the Web Site", ‘Risk and Privacy' and *Personal Preference’, The
relationships of these moderating factors to the encoursgement and impediment
factors are discursed below,

5.5.1 Gender

Genders influenced the adopticn of Internet banking services differently. It had an
impact on the areas of *Risk and Privacy' and ‘Personal Preference’ only. ‘Risk and
Privacy' refers to reputation and size of the bank, logo of security guaranteeing party,
incemplete transaction risk oceurrence and personal privacy protection. It seems that
males and females have different attitudes towards *Risk and Privacy’, The scores
from males o the *Risk and Privacy’ were higher than those for females (see Table
4.16). That is to say, the imporiance of ‘Risk and Privacy’ in the adoption of Internet
banking was greater for Thai males than for Thei fernales, One possible explanation
is that males have greater *in depth’ computer knowledge and may be more aware of
the problems of computer security.

The study revealed that ‘Personal Preference’ was also of greater concern to males
{Table 4.16). *Persanal Preference’ in the study referred to the preference between
self-service or being served, satisfaction with current bank services, technophobia
and congruence with life style. Since [ntemnet banking is based on the teclnology
adoption, it requires some changes in adopters’ current preferences. Thus, it iz
essential for them to change their attitudes towards this innovation in order to
participate. The required changes in ‘Personal Preference’ were found to be more
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significant for Thai males than for Thai females. One possible explanation is that
females tend to be influenced easier than males, 2rd thus resulting in being more

open to change their preferences.

552 Age

A respondent's age had no significant effect on any of the encouragement or
impediment factors in Internet banking adoption. This may have been due fo Intemnet
banking relating to a valuable asset, i.e. cash, which is important to all apes. Previous
rezearch (Sathys, 1999; Tan & Teo, 2000; Polatogly, 2001; Karjaluoto et al,, 2062)
found that ape did have an impact on the adoption of Internet banking and concluded
that Internet banking customers were mostly young adults, This study found that
there was no significant impact of users’ age on the adoption of Infemet banking.
However, it should be remembered that 92% participants were of a young age,
namely 20 — 39 years, which is the age group which is most atiracted to Internet
banking in other studies.

553 Education

With regard to respondents’ educational levels, this moderator affected three factors:
‘Features of the Web Site’, ‘Risk and Privacy’, and ‘Personal Preference’, which are
all attitudinal factors, Since Internet adoption is based on computer and Internet
technolepy, it is necessary for an adopter to possess knowledpe of Internet
technology and functions of Web-based activities and this knowledge will depend on
the educational level of users. The ‘Features of the Web Site’ included the reliability
of Internet access, ease of use, security evidence and quick response. Generally,
more highly educated people felt that the features of the services were easier to use
than those who had lower education. In this study, the *Features of the Web Site’ and
educational level had a consistent positive relationship. That is, the higher the
education of the participants, the more important the *Features of the Web Sile™.



*Risk and Privacy’ concerns wete also affected by the levels of education of
participants. Generlly, it is likely that the higher the education obtained, the lower
the risk perceived and the more confidence and trust held in the services. A reason
for this is trust requires learning (Fink, 2000). Trust wes defined by Mayer et al.
{1995, cited in Fink 2000, p.712) as “the willingness of a party to be vulnerable to
the actions of another party based on the expectation that the other will perform a
particular actiot important to the trustor, irrespective of the ability to monitor or
control the other patty™. That is, education creates and establishes adequate levels of
trust. However, this study found that the educational level related consistently to the
‘Risk and Privacy", That is, the higher =ducated the users, the more imporiant the
‘Risk and Privacy' factor in Internet banking adeption.

‘Personal Preference® was fow.ud to be another factor influenced by education. The
results showed that the levels of education related negatively to ‘Personal
Preference’. This means that the higher educational leve! attained, the less important
the concept of *Personal Preference’ when adopting Inlernet banking. This could be a
refiection of the fact that highly educated penple tend to have more opportunities to
experience new products or services than less educated people. Therefore, it is likely
that more highly educated peaple are more open 1o changing their preferences.

‘554 Income

Income differences were found 1o be the most significant characteristic lo impact on
the adoption of Intemet banking in Thailand. As shown in Figure 5.3, with the
exception of ‘Personal Preference’, income differences affected all encouragstnent
and impediment factors. This finding is in line with previous research of Karjaluato
(2002} who found that income was en important variable affecting online banking
behaviour in Finland, As Internet banking services require access to the Infernet and
computer hardware, income is a basic requirement to afford such resources, In this
study, difterent income levels impacted differently on customers' perceptions of the
service as discussed below.
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Higher income eamers tend to be more highly educated, therefore they are Jikely to
have more computer knowledge and experience in Web-based activities and would
consider the importance of ‘Features of the Web Site’ when adopting Internet
banking services. As a consequence, *Features on the Web Site' scores varied
positively with the increase in income; the higher the income earned, the higher this
influence was rated.

The study found similarly thet different levels of income significantly impacted on
and varied positively with the *Perceived Usefuliiess' of adopting Internet banking
services. As people who earn high incomes are likely to be busy and time-poor, they
are more likely to choose activities based on time-saving. Internet banking provides
numerous potential adveniages such s convenience In time and place, end
information being available at just one click. People who are busy can enjoy these
benefits conveniertly at a relatively low cost to them,

*Adoption’ was found to be influenced by tncome levels also in a consistent positive
manner. As explained earlier, higher income eamners tend 1o also be more highly
educated, therefore, they perceive the availability of adoption features, e, Intemet
accessibility, ability to iry, acceptable terms and conditions and documentary
evidence, important. Lower income camers may be more patient to adoption issues

and thus rate it lower.

Another important factor that income has an impact on is “Risk and Privacy’ which
refers to the bank’s reputetion and size, the presence of a loge of security
guaranteeing from a third party, minimising incomplete transaction risk and personal
privacy. As mentioned previously, higher income eamers tend to be higher educated
people, and thus, they are likely to be more canfident with Internet activitics. Again,
it was found that the higher the incoms of participanis, the greater the importance
placed on *Risk and Privacy’.

In terms of impediments, income has an effect on ‘Extemnal Environment® (i.e.
povernment, industrial regulator, collaboration, infrestructure) and *Culture’ {j.e.
proup-orientation, socialisation, persenal relationships and uncertainty avoidance).
As the higher income eamers are likely to have a higher level of education, one
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would assume that they have more knowledge and information on thie importance
and benefits of the ‘External Environment® and understand that Internel banking will
not function without a svitable environment, Thus, a lack of *Extemal Environment’
support is an important dizcouragement. It is apparent that income differences hed 2
consistent positive impact on ‘External Environment'. That is to say, the higher the
earnings, the higher the concem for *External Environment' during Internet banking
adoption.

However, it was found that income level has a consistent negative impact on
*Culture’, That is, the more the participants eamed, the iower they rated this
discouragement Factor. One possible explanation is that higher eamers tend to be
busy and time-poor; they are therefore more likely to choese their banking channels
based on time-saving, rather than a concem for face-to-face interaction and
socialization, Interestingly, income was the only significant moderator impacting on
‘Culture’,

5.5.5 Intcrnet experience

Interet experience is generally recognised as another important moderating factor in
encouraging the adoption of Infernet banking. Previous literature suggests that prior
expetience of technologies impacts on consumer beliefs and attitudes towards related
systems and technology {Amdt et al,, 1985; DeLune, 1988; Levin & Gordon, 1989;
Igbaria et al., 1995). Similarly, Hirschman (1980} suggests that prior experience with
o product class (i.z. the Internet) may lead to preater acceptability of new products
(i.c. Intermet banking). In other words, the tendency of consumers to accept or reject
change depends upon their experience with related technologies.

Experience with the Internet enables the user to identify well-designed ‘Features of
the Web Site’, The study found that the more Internet experisnce users had, the more
they rated *Features of the Web Site" highly. Intemet experjence was alse found 10
influence ‘Perceived Usefulness'. This is because a good understanding of
technology gained from Internet experience allows users to better appreciate the
added value brought abaut by technological improvement (Karjaluoto et al,, 2002).
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Therefore, experienced Internet users have a more positive perception of the benefits
of the Internet.

Although the Internet has potential ‘Risk and Privacy” problems, some degree of risk
can be reduced by users’ experiences. This is because z relationship, called the
"kmowledge-based trust relationship’, is established between both parties after they
learn more about each other (Lewicki & Bunker, 1996). Experience of the Internet
will enable adopters to limit their risk by considering the reputation of the service
provider, and the ‘security brand® seals which are features that enhance the
perception of legs risk. However, in this study it is apparent that the more Interet
experience users have, the more importance they attribute ta 'Risk and Privacy’, One
possible explanation is that experience with the Internet in Thailand is not
sufficiently high to ameliorate the significance of *Risk and Privacy’ when
considering Intenet banking.

‘Adoption’ was enother factor affected by participants’ Inlernet experience,
Experienrces users appear to be able to recognise the imporiance of issues for service
adoption, e.g. accessibility, trialability, acceptable terms and conditions and
documentary evidence. Therefore, the high Internet experienced users are more

likely to view the adoption issues as an important concerp.

The study also revealed that users with different Internet experience viewed
‘External Environment’ as a factor that impacted on their adoption of Internet
banking, That is, the greater the experience with the Internet, the more significant the
'External Environment’ when adopting Internet banking. This is because users gain
more knowledge and information on the importance and benefits of the ‘External
Environment® fram their prior experiences in Internet which then can apply to
Internet banking services.

5.5.6 Internet banking experience

The study revealed that [nternet banking experience itself had litlle impact on its
edoption. Only two impediments, i.e. ‘External Environment’ and *Personal
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Preference’ were influenced by Intemnet banking experience. While Internet
experience related positively with *Extemal Environment®, Internet banking
experience relnted negatively with this factor. That is, respondents whe had no or
little experience in Internet banking did nat recognise the Jack of suppoert in the
‘Extemnal Environment’ whereas the *External Environment’ was rated law by those
with high levels of Internet banking experience. It appears that experienced [ntemnet
banking users are currently satisfied with the services and felt that the *External
Environment' has little effect. By contrast, the less experienced Internet banking
users potentially require more support from the environment before they decide to
use Internet banking,

'Personal Preference’ was also negatively affected by Internet banking experience.
That is, participants whe had sio Internet banking experience viewed this facler as
greatly impeding the service; on the other hand, those who were experienced with the
service viewed this factor as impeding less. One explanation is that once an adopter
lias experienced the service, he/she will have developed a personal positive attitude
towards it

5.6 Correlations between Factors
Statistical analyses in the form of correlations were conducted (see Chapter 43 to

establish the relationships between factors. A diagrammatic view of the correlations
between the seven factors is presented in Figure 5.4.
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© Encouragement factors

Figure 5.4: Correlations between Factors

) Impediment factors

As shown in Figure 5.4, correlations can be summarised as follows: no correlations,

negative correlations and positive correlations.

5.6.1 No correlations

There were two areas where no correlations between factors were found. First, there
was no correlation between the impediment factor ‘Personal Preference’ and all
encouragement factors. Even though ‘Personal Preference’ and all the
encouragement factors were attitudinal factors, they were not related. In other words,
a positive rating of an encouragement factor does not necessarily result in a positive
or negative rating of ‘Personal Preference’. Secondly, there was no correlation
between the encouragement factor ‘Risk and Privacy’ and the impediment factor
‘Culture’. Again, movement in one does not correspond with a movement in the

others.
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562 Negative correlations

Correlations between encouragement factors and ‘Culiure’ were found to be
negative. While 'Culture’ was identified as a discouragement, having a negativa
influence on adopting Internet banking services, encouragement factors have =
positive influence on the adoption of Internet banking. The negative carrelation
between these two is therefore p movement in the same direction. That is, increases
in encouragement factars will decrease the discouragement of the ‘Culiure’ factor.
As Intemnet banking is a personal banking activity, an intention to adopt the services
is dependent on the individual's abilities and information provided by bank, rather
than on peers or family groups. Thus, if encouragement factors are found to be
appropriate, consumers wauld adept Internet banking by ignoring their current
subjective norms, the element that make up Thai ‘Cullure’, The potentiat adapters
would make 2 irade-off between their attitudes te encouragement factors and their
existing beliefs. For example, they would perform online banking transactions if the
provisicn of encouragement factors were approptiate, despite the reduced face-to-
face contact with bank personnel,

5.6.3 Positive correlations

While all encouragement faciors were negatively associated with the impedintent
*Culture’, they were associated positively with *External Environment’. This means
that even though encourngement factors were perceived as appropriate by the
consumers, Interiiet banking would not be adopted if they found that the *External
Environment' was inappropriaie. For instance, adopters would not conduet Internet
banking transactions if the infrastruciure did not suppori the adoption.

Diagrammatic views of the corelations between encouragement factors and between
impediment factors are presented in Figure 5.5 and Figure 5.6 respectively.
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[mean] (comrelation)

Fipurs 5.5; Correlations between Encouragement Factors

Figure 5.5 shows the associations between encouragement factors that were positive
and statistically significant. As previously established, ‘Features of the Web Site’ and
*Perceived Usefulness® were regarded as the mosl important ones among
encouragement factors, followed by ‘Risk and Privacy’ and ‘Adoption’ respectively,
Conelations indicate that its consumers regard 2 particular factor as an important
encouragement fuctor, they are alsa likely to regard the other factors shown in Fipure
5.5 important as well. Since (hese are factors that Intemet banks are able to control, if
Fnternet banks can improve customers’ attitudes towards any of these factars, the
significance of the other factors to the potential adopter would therefore also

statistically increase,

Culture
1L14]

{0.537)
[mean] (carrelation)

Figure 5.6: Correlations berween Impediment Factors

In terms of the associations between impediment factors, these were positive and
statistically significant 2 shown In Figure 5.6. The ‘External Environment® was
regarded as the most important discouragement in Intemnet banking adaption
followed by ‘Personal Preference’ and *Culture’. The essaciations indicate that as
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consumers regard a particular category important as an impediment factor, they are
also likely to regard the other categories important, As these impedintents were not
able to be controlled by the banks, Infernet banks would have to develop strategies
such as collaborating with other to limit these impediments.

5.7 Summary

In this chapter, data analysed in the previous chapter were discussed and put into
context of Thailand. Participants in this study were office workers from large
organizations in Bangkok, who were mostly young adults of moderate to strong
financial status, well-educated and experienced Internet users. The resuits of the
study showed that they regarded the key encouragement factors for Intemet banking
adoption to be attitudinal factors under the control of banks, namely ‘Features of the
Web Site’ and *Perceived Usefulness’, Based on these key factors, ‘reliability” as to
access lo the Web site and *time saving' were the key items in encouraging the
adoption of Iniemet banking by Thai consumers. The main reason of this is the busy
life of Bangkok people, making them seek services that provide these features,

With regard to the impediment factors, the *External Environment’ was found to
have the most influence on adoption, Witkin this impedimnent factor, *collaboration’
and ‘infrastructure’ were found the key discouragement items for Thal consumers
considering adopting the service. Afier the financial crisis in 1997, Thai people are
more canservative in their banking activities, and therefore, deficiency in
infrastructure and lack of collabotators will reduce Thai consumers’ confidence in
dealing with Internet activities,

In relation to moderators, differences in income levels and Internet experiences
significantly impacted on the encouragement and impediment factors. It was
apparent that, the higher the income, the mare important these factors became with
the cxception of ‘Culture’, Similarly, the greater the [nternet experience, the mors
important the factors {i.e. ‘Fealures of the Web Site’, ‘Perceived Usefulness’, ‘Risk
and Privacy’, *Adoption’ and ‘Extemal Environment®}, Ins termas of respondents®
education, it was found that educational levels are positively influencing the factors;
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the higher education they attained, the greater the importance attached to factors,
with the exception of ‘Personal Preference’.

The next chapter will present the results of a discussion of these findings with current
Internet banks in Thailand. Discussions with those banks wil! rovide insights into
the services and enable recommendation to be made to enhance the Internet banking
services in Thailand.
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CHAPTER SIX

INTERVIEWS WITH THAI BANKS AND

RECOMMENDATIONS

6.1 Background

Chapter 5 discussed the findings from the questionnaire survey carried out in
Thailand. it was found that two encouragement factors and one impediment factar
were of more importance than the others. These key factors together with key
moderating factors were presented to three commercial banks who are currently
offering Internet banking services in Thailand, Discussions with these banks were
aimed at confirming the study®s findings with their experiences as well as acquiring
their knowledpe in respect of these findings.

The format of this chapter is as follows. The first section presents the interview
process. The process includes a rationale for the selection of participating banks and
the interview procedure. Second, findings on banks® responses are presented. The
perceptions af the banks towards the survey findings at a factor level as well as at the
item level are discussed. The next section comments on whether the banks’ current
responses are edequate for improving Intemet banking services. Finally,
recomnmendations from the study are established in terms of *supplier push’ and
‘market pull” as well as targeting the right customer groups for Internet banking

services,

6.2  Interview Process

As mentioned in Chapter 1, one of the mair objectives of this study was to determine
the significant factors that nffect the adoption of Internet banking by Thai consumers,
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so that the results of the study can be used by Thai banks ta improve their Internet
banking services, To achieve this, the survey's findings were interpreted and
presznted to commercie! banks in Thailand. Discussions of the findings were
conducted by interviewing key personnel responsible for electronic banking channels
in those banks, The structured interviews were conducted in order to confirm the
findings established in the survey. Accarding to Drew et al. (1996) “an Interview can
be highly structured or completely open-ended, depending on the purpose of the
interview, the researcher's famitiarity with and knowledge about the setting, and the
exploratory or confinmatory nature of the study” (p.173),

From the seven Internet banks in Thailand {see Table 2.5), three banks were selected
to participate in this study. In this study, a small number of interviews was conducted
because this is not the main research which was the questionnaire survey. According
to Remenyi et al. (1998), a small number in case study research of two to three may
be sufficient. The selection of these three banks is based on the fact that they are
early adopters of Intetnet banking. While two of them are large-sized banks and the
other is a small bank.

For two of the banks, the researcher had a personal contact which helped to facilitate
the interview initiation. For the other bank, the researcher had no personal
cannection and therefare the bank was contacted by formal correspondence.
Approval 1o conduct the interviews was obtained from the university's ethics
committee and consent letters were provided by the interviewses. They were
informed that they could withdraw from the interview at any time, Te maintain
confidentiality, the names of these banks are not identified in the study and
represented as *Bank A', *Bank B” and ‘Bank C’, Table 6.1 summarises the
characteristics of these three banks.

Table 6.1; Background of Banks Interviewed

Bank Contact Size
Bank A Personal Large
Bank B Formal Large
Bank C Persanal Small
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Due to the limitaticn of time, geography and funds, telephone interviews were
underigken {Sekaran, 2003}, A self-introduction and a request for participation in the
interview were conducted ahead of time via electronic mail, The approximate length
of the interview was edvised to the banks in order to organise a convenient time. This
would reduce the nonresponse problem and increase their cooperation {Sekaran,
2003). Once the approval was obtained from the banks, a brief outline of the survey
findings and interview questions were sent to the assigned bank personnel & week
before the interview was conducted,

Interviews were conducted with a senior person in each bank in May and June 2003.
They typically carried titles such as First Vice President of the E-Business
Depariment and Senfor Vice President of E-Business Department, The interviews
were carried out in the Thai language and the data from the inferviews was translated
into English by the researcher, The interview starled with an overview of the key
research findings followed by the question whether or not banks ageeed with these
findings. Participants were able to elaborate and explain their cutrent situation in
response to the study’s findings. Experiences of the banks regarding the
characteristics of their customers were also discussed. Each interview took
approximately one hour.

6.3  Bank Responses to Survey Findings

The interview discussions are summatised in Table 6.2 below. A discussion is
provided follow the isble below.
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Table 6.2: Interview Findings from Interview of three Banks

Study’s findings Bank A Bank B BankC |
Most impartant encourdgement factars
+  Feawres of the Web Site

a  Percefved Usefulness Agree Agree Agree
Apree Apree Agree

Most important impediment factor

s Extemal Environment  Apree Apree Agres
Influencing moderating factors

s Gender Disagree Disagree Disagree

s Education Agree Apree Agree

» [ncome Agree Agree Apree

s Intemet experiznca Agree Agree Agree

»  [nternet banking expetience Aggee Agree Agree

Nan-influencing moderating, factor
= Ape Disam Disagree Dizagr

6.3.1 Encouragement factors

Among the encouragement factors influencing the adoption of Internet banking in
Theiland, the study revealed that ‘Features of the Web Site’ and ‘Perceived
Usefulness’ were regarded as the most important. *Features of the Web Site’ referred
to “reliability’ of access, *ease of use’, ‘quick response’ and *security evidence’.
‘Perceived Usefulness' included *time saving’, ‘low cost’, ‘convenience’ and
‘Information availability’. Discussions with the three Internet banks found that they
all agreed with this finding with the following additional comments.

According to Bank A, the other encourapement factors are alse important, These are
‘Risk and Privacy’ and ‘Adoption’. An example of this is the provision of
documentary evidence in Internet banking services. Several potential adopters had
asked the bank for evidence to ensure their transactions were perfarmed. Bank B
argued that although security evidence is a part of the *Features of the Web Site’, it is
likely that security is of lesser concern to potential adopters since they expect that the
Internet banks provides a stendard security system for the services, Bank C however
emphasized that security for their Internet banking services is an important coneern
for potential adopters.

It is interesting that Bank B end Bank C have different perceptions of the secutity

issue, The former experienced that customers do not view it as significant and

139



expected it as a standard that the bank 'must” provide securily while the latter felt
that their potential adopters were always concemed. One possible explanation is the
different size of these two banks. Bank B is one of the largest banks, whereas Bank C
is one of the smallest. It may be that a small size is associated with insufficient
resource to ensure good security.

6.3.2 Impediment faciors

Among the impediment factors, “Exteraal Environment® was found as the most
significant itnpeding factar for Thai consumers, Within *External Environment®, the
[ack of ‘collaboration’ and deficiency in ‘infrastructure’, were statically mare
significant than the lack of clear support from the Thai *government® and the lack of
support from the industry ‘regulator’. All three banks agreed that the ‘External
Environment® significanily discouraged the adoption of Internet banking in Thailand
despite several attempts by the current Thai povernment {o facilitate the electronic
environment.

Specifically, from the perspective of Bank A, the deficiency of Internet
‘infrastructure’ was the greatest impediment, This can be seen from the low
penetretion rate of Internet adoption in Thailand, compared to that of neighbouring
countries such as Malaysia and Singapare, resulting in a low number of Internet
banking custamers. For Bank B, the ‘External Environment' was also the greatest
irnpediment for Intemet banking adoption because it impacted on all adopters while
the other impediment factors, i.e. ‘Persenal Preference’ and *Culture’, were related to
personal characteristics such as age, lifestyle, etc. Bank C commented on the
importence of the ‘External Environment® in terms of the low quality of the currant
Internet infrastructure resulting in customers” insecurity in dealing with C.e Intemet,

parficularly for financial products and services.

Difference among the three banks oceurs between their perceptions towards the
industry regulator, the Bank of Thailand (BOT). While Bank A and Bank C
expressed thai the support fom the BOT was not evident, Bank B's experience was
that the support from BOT wies helpful. One possible explanation is that the BOT has
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only recently become effective since Bank A and Bank C established this service
before Bank B.

Another difference is theit perceptions towards *Culture’. While Bark A and Bank B
viewed that it is likely that ‘Culture’ does not impact o Inlernet banking adaption,
Bank C was of the opinion that it does. Bank C stated that it is not easy to convince
existing customers to shift cnline since they prefer to visit a bank branch and have a
face-to-face conversation with bank tellers. Again, one possible explanation is that
Bank C is & small bank which tends to have a close relationship with their customers.

6.3.3 Moderating factors

Moderting factors influencing Intemnet banking adoption in this study referred to
age, gender, education, income, Internet experience and Internet banking experience
of participants. It was fonnd that, with the exception of age, all moderators
significantly impacted on Internet banking adaption in Thailand. By contrast,
discussions with the three banks revenled that they were of the opinion that age is a
significant moderating factor for Thai consumers and thot there is no difference in
the adoption from a gender perspective. That is, banks found young adults are more
likely 1o be Intemet banking adopters and males and females ane likely to be [nlemet

adoplers to the same extent.

Bank A and Bank B further commented that income wes also an influence on
adoption because Internet banking is very suitable for managing funds, People with
higher incomes are more likely to use Internet banking than people with less income.
On the other hand, Bank C viewed the education level as a significant factor for the
regson that Internet banking requires knowledge in computer and Intemet software,

Fram the above, it can be concluded that the three banks have different perceptions
on the moderating factors infiuencing the adoption of Inteinet banking, One possible
renson is that they were established at different times, and their organisational
cultures, repuiations and sizes had led to different perceptions. As a result, banks use
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different strategies to Internet banking adaption items within the factors as discussed
in the next section.

6.4 Current Bank Strategies

Strategies adopted by the three banks for the key encoursgement and impediment
factors are summarised in Table 6.3. They will be discussed after the table.
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Table 6.3: Stratepies by the Three [ntetnet Banks

Responses to [lems of Bk A Bank B Bank C ]
Key Factors
Features of the Web Sile
Relisblkily » Obteln fezdbnck from « Oblain feedback (rom » Obtain fecdback from
cuslamers (hrough e call customers through  cal] customers through a call
ocenter center center
* Monllor regularly * Moniter rgularly
» Priorilis= usage Jor
exlema) users
Ease of use  Survey beforeservice is | o Survey before servico is | « Survey before service i3
launched lounched launched
* Provide call conter
Assistance
Quick response » hlonitor regularly » Install usnge tmffic * Provide call center
management o uiilize assfslance
bandwidth effectively
s Implement & policy of + Recent upgrade for
server redundoncy redundancy
Securily cvidence » Present securiry * Pravide standnrd Sccurity | « Presenl security
ASSUMnCES slatement n system assurance statement in
both technlcat and non- bath technical and non-
technlcal terms lechnical terms
s Introduce security
tnstruclions
Perceived Usefulness
Time saving + Monitor regulacly & Moniter + Obtain feedback from
customers through a cali
cenfer
Low cost « Provide significantly + Provide marginal cheaper | » Provide fec-pl-charge or
chenper bank charpes for benk chinrges for Intemel significantly cheaper
[ntemet ! i bank charges for Intermer
Iransaciions
» Publicise low cost = Nolify cusiomers trough
services distribution channeli
Convenicnee * Molify customers aboul | » Emphasise the services as | « Motify customers aboul
eonvenience through an al ive bomki icnce through
disiribution channels channel distribution chonnels
» No pre-requisite
registration requined far
Tunds transfer betwsen
own bank secounty
Infarmatlon « Provlde a variety of + Provide s varety of « Provide a varfery of
informatfon Infarmatian related Lo information
bank axd financia!
businese
Extemnal Environment
Collsharation
*  With suppli v] llak for o] llaboralors for | » o for
bill payment, Inlermet bill payment Intemet BII payment, Intemet
Service Providers, Service Providers, Service Providers,
enicriainment providers enleriainment praviders entertalrmenl providers
* Altempt to colleborale * Altempt to caliatworeic « Atlempt (o collsbomate
v With banks with other banks to with other banks 10 with ather banks to
expand bonking services expand banking services expand banking services
Infmstruciure * Provide free Intemet » No responsc *» Provide free Intzmel
aceess [or new customers aecess for now cuslomers
Gevernment » Educale cusiomers » Educats Intemet usersby | ¢ Pravide various
especlally young users Jjalning o bask fafratleast | information 0 eneourags
about the uses of the 2 Ilmes a yeor the use of elegironie
[nlemet 1e inercasc media
Intemet population
Regulotor * Work wilh the industidal | » Mo response « Wark closely with the
regulalor indusirn! repilator |
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6.4.1 Features of the Web site

6.4.1.1 Reliability

Regular monitoring of the Web site is the key activity performed by Bank A in order
to maintain customers’ ability to access the services at any time. Most of the
monitoring procedure is performed by bank staff, rather than using end-to-end
software due to the high investment cost. In addition, customer feedback obtained
from the bank's call center is also used to explore causes of access problems. For
Bank B, monitoring of aceess is conducted by technical neans and verified with their
call center, Furthermore, greater bandwidth to facilitate accessibility and usage are
prioritised for external users in addition to the prohibition of inappropriate access by
internal users. Since Bank C is a small bank, no specific monitoring is cartied out.
The bank does howgver respond to customers' feedback received by their call center.

6.4.1.2 Ease of use

Bank A carried out simple analysis of Web sile usape, such as the number of clicks
for each step in different transactions, before the service was launched. Moreover,
the bank’s call center is responsible for responding to basic inquiries and resolving
problems of usage. Similatly, Bank B conducted a survey to ensure clear inslructions
to customers and epse of use for all steps before the services were launched, Bank C
ran a prototype test for all steps in each function lo ensure case of use before going
life with the final system, They recently conducted a survey to gather comments on
their Web before moving to the next stage, which the bank called 1he ‘second phase®.
The results of the survey required only changes to the Web page layout.

6.4,1.3 Quick response
Manual monitoring is regularly conducted by Bank A to ensure quick response of the

Web site. Examples of such procedure include a checking of disconnection prablems
during services and measuring the time for each step performed by customers, Bank
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B implemented a policy of server redundancy to ensure quick response of their
services. Usage traffic management is also installed 1o provide beuter respense to
transactions for external users ahead of infernal users, Customers’ feedback obtained
from the call center is a major source for Bank C to react to problems in response
times, The bank also recently upgraded their software and focused on redundancy to

improve their servers' responsiveness,

6.4.1.4 Security evidence

Bank A deseribed their security under a “security system™ capiion on the first page of
their Web site. The information is presenied both in technical tems {e.g. firewal?
system, data encryption, Secure Socket Layer, etc.) and nonstechnical terms which
are associated with instructions for using Internet banking services safely, Bank B
claimed that they are using standard security system but have not focused on this
issue in order not to attract the attention of hackers, The bank claimed that, based an
their experience, potential adopters are nol too concemned with this matter as they
expect the bank's security system to be consistent across the industry. Bank C
provides nen-technical securily terms and statements like *‘intemational security
standard™ for users, in eddition to the technical security information on the Web site.

6.4.2 Perccived usefulness

6.4.2.1 Time saving

Menitoring of the time used to carry out anline banking is conducted regularly by
Bank A. Monitoring includes disconnection times and time needed to perform
transactions, This is aimed to ensure cusiomers save time in performing banking
transactions and they can do so at a time convenient to them. Similarly, Bank B also
ensures the time saving for cusiomers by monitoring the time used for each function.
In erder te provide preater security for customners, some functions require an e-mail
confitmation afier execution. However, the bank claimed that this function does not

take a long time and is not reparded by customers as an inconvenience. Bank C
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manitors time used for online transaction from customers® feedback received by their

call center,

6.4.2.2 Low cost

Bank A sets their transaction charges for Intemet banking services at a low price,
They are able to do this because of the reduction in their operation costs. An example
of this is the charge on funds transferred through the bank’s ¢learing house. This
transaction costs customers approximately 0.05% of the funds, compared to 0.10%
when performed over the counter. Similasly, Bank C elso sets free-of-charge or
cheaper bank charge for transactions performed via the Intemet. For example,
overseas funds transfer is charged at Baht 350 per transaction on the Internet,
compared to Baht 550 per transactien at the branch, In contrast, Bank B set their
transaction fees for Infernet banking services only marginally [ess than for those
canducted over the counter and because they aim to provide Internet banking
services as merely an alternative banking channel, rather than promoting the service
through a low fee structure,

6.4,2.3 Convenience

Convenient banking at sy lime, anywhere, is generally accepted to be one of the key
attractors by Internet banking adopiers. Although all transactions performed at the
bank branch, except for cesh withdrawals, are now able to be conducted enline, it
was found that not all of them can be performed at all times via Intemet, An example
of'this is the funds transfer function of Bank A which can be conducted between 6.00
am. and 11,00 p.m. However, the Bank argued that this does not cause any
inconvenience to their customers since, from their experience, customers mostly use
the services between 5.00 a.m. and 10.00 a.m. and the usage declines during the day.
It was mentioned that an expansion of service time on the Internet is being
considered by the bank.

Similatly, Bank B accepted that only some transactions such as online applying for
new banking services and viewing of account balances, are able to be conducted at
any lime; other functions are only able to be performed between 6.00 2.m. and 16.00
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p.m. For Bank C, since the bank is & small bank and offers limited services, it can
provide about 90 % of Intemnet banking at 24 hours a day. In addition, funds transfer
is limited 1o the customer's own accounts with no pre-registration required because it
is already included in their customer information base. This increases customers®
canvenience compared to other Internet banks who require a pre-registratian for all
funds transfer transactions, even between a customer’s own accounts. This
requirement was claimed by other banks as a greater security provision for

customers,

6.4.2.4 Information availability

Bank A end Bank C had a greater variety of information including non-financial
information on their Web Sites. For example, Bank A provides information about
education and ¢njoyment, whereas Bank C providss daily news on their Web sites,
Moreover, Bank C found that their target customers are people who have a modemn
life style which requires entertainment information. They therefore cooperate with
one of the big entertainment companies in Thailand to provide enterfainment
information to atract potential Thai adapters, All of the information presented on
Bank B's Web site is related to bank and financial business,

64.3 External environment

6.4.3.1 Collaboration

Collaboration among batiks was based on commercial grounds aimed at competing
rather than providing mutual benefits for the industry itself. The reason for this is
that, only half of commercial banks in Thailand can offer the Internet banking
service at present, causing e problem in shating the costs incurred. In addition, funds
transfers across banks are more complicated than those vin ATMs. For instance, it
requires the development of related programs in order to share information from
different banking systems. Currenily, only one bank can offer funds transfer across
bank for their customers. Bank B experienced that collaboration among the
commercial banks needad a middle party like the Bank of Thailand. Both Bank A
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and Bank C agreed that collaboration with other organisations such as merchants for
bill paying should be developed continuousiy.

6,4.3.2 Infrastructure

All three banks agreed that the deficiency in the Thai infrastructure was the most
significant batrier to Internet banking adoption. Bank A commented that the
deficiency causes the usage of the Internet to be limited and not to be nationwide.
Moreover, while the penetration rate of Internet adoption is a fundamental factor for
the growth of electronic transactions {ucluding Internet benking, the Internet
penetration rate of Thailand is still very low compared to countries in the region such
a3 Singepore or Malaysia, This slow penetration rate is 2 contributing factor to the
slow growth of Intemnet banking in Thailand.

The Thal government, through the Comenunication Authority of Thailand, is
currently altempting to reduce the Internet access service from the existing level of
Baht 15 - 20 per hour, However, there has been debate about its success, For
instance, the initialive is Jimited to access to Thai Web sites enly. Furthenmore, Bank
C pointed out that there has begn no atiention given by the government to the quality
of the Infernet in this project, especially regarding securily, This lack of allention
may result in a negative cutcome for Intemet activities, particularly Internet barking
services, Al present, Bank A and Bank C are cooperaling with some Internet Service
Providers in order to provide free Internet access for their new customers.

6.4.3.3 Government

Govemment support gencrally relates to all the services that constitute commerce on
the Intemet, rather than specifically to Internet banking services. The establishment
of the Ministry of information & Communication Technology charged to be
responsible for the growth of Internet usape is an example. The Ministey recently
launched two special projects: 1 million personal cemputers at a cheaper price (more
thar 50% below market price) and a reduced fee for Inlernet access, Bank A
cormmented that as the main use of the Internet in Thailand is for communication,
searching, entertainment and enjoyment, such as games and music downloads, rather

148



than knowledge and learning or conducting online aetivities, education in Internet
usage is essential, There are several projects that Bank A has carried out to support
leaming, for example, the promotion of electronic banking for youth, Likewise, Bank
B also has 2 policy to encourage Thai peaple to use the Intemet by highlighting the
advantages of electronic commerce, while Bank C prevides various information on
their Web site to encourage the use of the electronic media,

6.4.3.4 Repulator

All banks apreed that the industry regulator, the Bank of Thailand {BOT), is quite
flexible in supporting enline banking services, compared to previous banking
products and services, The BOT has revised the notification requirements for
commercial banks on their use of the Internet for commercial banking business and
expanded the areas of permissible usage of the Intemet for undertaking banking
business, Once the permission Is granted, the use of Internet in other permissible

activities can be performed without reapplication,

However, the banks interviewed had different attitudes to the BOT. While Bank A
and Bank C stated that they have to initiate support from the industrial regulator,
Bank B is satisfied with the support it is receiving [rom the regulator, This maybe
because of the different tines these three banks began o affer their [nternet banking

services,

6.4.4 Moderators

In respond to important moderating factors, Bank A is focusing on the right customer
target group who they identified as young working people with high incomes.
Analysis of customers® needs is also performed to better serve their customers. Bank
B aims to persuade their current customers to shift online and promotes Internet
banking service as an altemative banking channel. Bank C is attempting to increase
customers’ awareness of [ntemet banking services by educating their existing
customers when they visit the bank branch. Moreaver, the bank monitors existing
online customers’ usage history records to improve their services. In addition, Bank

149



A and Bank C agreed that Thai consumers prefer incentives. The two banks therefore
offer free Intemet aceess as st inducement for new custamerz, The sirategies are
summarised in Table 6.4,

Table 6.4: Current Customer Strategi=s of the three Banks

Benk A Bank B Bank C
w Right target * Bersuade current bank » Increase customers”
* Know customers' need custorners 1o shift online awarensss of Intemet
* Provide incentives  Fromate Inlernet banking banking services
ag an altemmalive banking » Frovide cheap Intemnet
channel banking services

* Manitar customers® usage
histary ta Increase
customer satisfactlon,

» Provide incentives

6.5 Discussion

The following discussions are provided to assess whether or not current bank
strategies are sufficient to achieve the migration of traditional bank customers to
online customers, With regard to *Features of the Web Site’, all banks are aware of
the requirements and customers® perceptions towards the features. The major source
for this infarmation comes from their call centers. By menitoring customers’
feedback via call centers, information is mainly from existing customers who have
pained a level of Internet banking experience. Information about potential adopters®
attitude however is not being captured extensively. Banks need te understand that
existing experienced users end potential adopters have different attitudes towards
Internet banking. Therefore, banks should explore potential adopters’ perceptions
petiodically to encovrage them to move to Internet banking. Although security
concems are viewed differently by the banks, they currently provide both technical
and nen-technical information about security to assure customers dealing with
Internet banking services,

Internet banking offers many potential advantages to botly banks and customers. The
important thing is how to educate bank consumers about these advantages and
persuade them to adopt Intemet banking services. Currently, Thai Intemet banks

provide information about ‘Perceived Usefulness® on the Web sites and in brochures
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available at bank branches and sometimes at exhibitions, However, it is unclear
whether or not this messape has been widely conveyed to Thai banking consumers,
Another cancern is the continued attachment to over-the-counter bank services by
Thai censumers, cansing an ignorange of the numerous advantages of Internet
benking services. Hence, details of how the services work and their usefulness have
to be conveyed clearly, widely and practically to increase Internet banking adoption.
For example, information of lower bank charges has not been promated strongly to

consumers, particularly in the comperison to those for counter services,

Respenses from Thai Internet banks to the *External Environment' indicated a lack
of proactive strategies. One possible explanation is they feel that the environment is
not under their control. However, there are some encouraging developments in
Thailand with which banks should be engaging, The govenunent is committed to
facilitate a reasonable cost of Internet aceess to its people because it will be more
aftractive to them when the technology becomes cheaper. In addition, the attempt to
deregulate the telecommunications industry will allow greater diffusion of Internet
usape in Thailand because of resulting lower access costs, Therefore, instead of
waiting for the results of these attempts to occur in the next few years, Internet banks
should alrerdy now suppert the govemnment in order to enhance Internet diffusion for
their potential customers. Otherwise, a digital divide will emerge and become an
obstacle for the adoption of Internet banking services and cause the traditional bank
customers to remain aitached to off-line banking channels.

6.6 Recommendations for Banks

As previously diseussed, in this study encouragement factors are those that are able
to be controlled by banks while impediment factors are those that are not able to be
controlled, The study revealed that ‘Features of the Web Site’ and *Perceived
Usefulness' were the most significant factors in encouraging Internet banking
adoption, and *External Environment’ was the most sipnificant factor to impede
[nternet banking adoption in Thaitand. It is essential for banks to facilitate
encouragement and restrict impediment factors, Therefore, in addition to the direct
‘push’ from Internet banks (in respect of the encouragement factors), indirect
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persuasion should be carried out as a *pull’ mechanism (in respect of the impediment
factors),

6.6.1 “Push® strategies for encouragement factors

Awateness of Internet banking services is essential in the: early adaption stages, As
Internet banking services are stilf new in Thailand, effective presentations using all
forms of media advertising such as leaflets, brochures, Web pages, etc,, will be
useful o introduce the services to a wider audience and educate potential customers
ghout the benefits of Internet banking, To access mote potential adopters,
informatior about Internet banking should be provided by bank tellers and bank
assistunts at branches. The information should include references to “time saving’,
‘convenience' at anywhere any time, *low costs’, and ‘information availability”. In
addition, banks should design their Web siles as effective delivery channels and offer

information beyond banking services.

1t is essential to provide a well-designed and user-friendly Web site to attrect
potential adopters' attention. The custemer should not be required to expend a lot of
effort or time, or undetgo too great  change in behaviour, to adopt Internet banking
services. Informnation and instructions on the Web should be provided in both Thai
and English in order to make the adopter comfortable, Wide publicity underscoring
the benefits and sase of use by demonstrating Internet banking services should be
provided. This could be implemented by providing personal computers at bank
branches ancompanied by goad documentation and bank assistance, Regular
surveying of customers® responses and opinions of the services should be conducted
to ensurz continuous improvement.

Reliability of access when needed is one of the key encouragement factors, Although
this *refiability’ parily depends on customers’ networks, which were excluded from
the study, Internet banks can enhance accessibility by cooperating with [SPs 10
provide good quality Internet access, Bank should also separate internal and external
uses and give priority to external uses, While reliability is a key element froma
customer*s perspective, so is the security system. It must be enhanced continuously
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to guarantee integrity of cnline transactions as this will build customer confidence.
Security provisions should be posted on banks® Web sites clearly and understandably
to create customer confidence and improve the trustworthiness reputation of banks.
Security information should be provided in non-technical terms, and be accompanied
by standard security statements.

A perception of quality service will increase the bank’s image for good services,
accuracy and effectiveness, Failure of execution not only causes dissatisfaction and
uncertainty to the customer, but also makes the whole Internet banking process more
complex and less comprehensible, Offering incentives is another effective strategy to
encourage Internet banking adoption by Thai consumers so is the provision of access
to Internet banking in public pleces such as shopping centers and bank branches
since most Thai people spend nwch of their free time in shopping centers on the
weekend and bani; branches can now be found on almost every single street.

In summary, recomraendations for “supplier push” strategies are as follows:

1. Build customers’ recagnition of Internet banking
» Ernphasise the advantages of Internet banking services, i.e. time
saving, low cost services, convenience and informatian availability

« Provide various types of information both financial and non-financial

2. Aftract cusiomers to the Web site

+ Provide a well-designed and nser-friendly Web site

» Provide information in both Thai and English languages

» Provide demonstrations in public places, e.g. bank branches,
department stores, etc.

» Provide both electronic and documentary demonstrations of online
services

« Regularly survey customers' responses to Inicrnet banking procedures
and further develop the Web site

3. Aftract customers by ease of access
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« Repularly monitor customers™ access
« [mplement traffic management systems for internal and external users

« (eordinate services with Internet Service Providers

4, Build customers’ confidence
a  Present the security used it both technical and non-technical terms
s Quiline the procedure and information on how to cope with prablems
if they ocour

s Provide instructions an how 10 use Internet banking services safely

5. Other strategies
o Qffer incentives such as free Internet access dial-up, frequent user
benefits, meraber rewards, etc,
s Provide free gecess to banks’ netwaorks in bank branches or public

places, e.g. shopping centers, elc.

6.6.2 “Pull” strategies foi: impediment factor

Bank should develop Internet diffusion stratepies by adopting “pull™ strategies.
Increased diffusion will increase the number of Intemet banking udopters since they
are likely 10 come from the Intemet population. Furﬂ;ennore, support from the
govermnmen! and the industry regulator will positively affect Inlernet banking services
by increasing the confidence of the adopters.

Effective cooperation among banks has 1o be developed. The value of Internet
banking is increased by linking one activity with another both within banks and with
outside suppliets, chanmels and customers (Porter, 2001}, Furthermore, Internet
banks shovld collaborate with Intemet Service Providers becanse it will enable banks
to better control quatity of services as well as enhance adopters® accessibility. [n
addition, a high quality Intemet infrastiructure should be provided since it is one of
the primary requirements for internel usage.
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Suppert from the government and industry regulator should be effective to increase
the growth of Internet banking services. The Thai government shouid be encouraged
fo initiate suitable steps to remave legal and regulatory barriers to e-commerce in
general and Internet banking in particular, In addition to lobbying the Thai
government and the Bank of Thailand, banks should also proactively participate in
improving Internet services in arder fo increase online banking, For example,
electronic laws should be promated by the banks in order to reduce customers®
perceptions of risks, Current cooperation has been for commereial purposes, rather
than for mutual benefit of the industry, This may need the industry regulutor, i.e. the
Bank of Thailand, to act as the central authority to improve the external environment,

In summary, recomn *ndations for *merket pul)® strategies are as follows:

1. Increase service value by collaboration
« Collaborate with Internet Service Providers
s Offer free Internet access
+ Expand banking service across banks

+ Increase linkages to suppliers and merchants

2. Be proaclive
* Bupport the governiment to enact electronic commerce laws
+ Work with the industrial regulator

* Provide education on the uses of the Internet and Internet banking

6.6.3 Moderating faciors

All banks agreed that employed people with high purchasing power are their main
targel. Internet banks should focus on this group as the first priority in their attempt
to shift them online. This requires extensive analyses of customers’ needs and the

provision af customised services that are of value 1o them.

In summary, recommendations for moderating faciors are as follows:
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§. Target right customers

» Persuade peaple in good positions and appropriate income to adopt the
services

2. Provide value to customers
* Monitor the historical bank usage of customers to know their needs

¢ Provide customised services to customers

6.7 Integration with Study Findings

Table 6.5 shows the recommendations made in previous discussion and compares
these with the current strategies employed by the three Intemet banks os established
earlier,
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Table 6.5: Comparison of Recommendations and Banks' Curremt Sirategies

Recommendations Bank A Bank B Bank

Build customers* recagnition
« Emphasise advaniages of Intermnet 4 o o
barking services
® Provide vatious types of Infarmation
Attract customers to the Web site
o Provide n wall-designed £:1d user-
friendly Web siie
« Provide information in both Thai and
English lenguages
+ Provids demonstrations fn public places
» Pravide both eleciranic and documentary
demonstretions of online services
Atiract cuslomers by pase of access
» Regularly monitor customers® eccess
» Imp! traflic i Y
for interne? and extemnal users
Build customers' confidence
o Present the seeurity used in both ¥ X )
technical and non-technical terms
+ Cutline the procedure and information on X x X
how to cope wilh problems If they occur
» Pravide instnsctigns on how to use the f X X
services safely
Other sltralegins
» Offer incentives
« Provide fres acerss 1o banks” networks In
bank branches or public places
Increase service valug by collaboration
» Collaborate with Intemet Service
Praviders
« Expand banking services across banks
» Increase linkages 1o suppliers
Proactive porticipate
« Support the poyerament to enact
electronic commerce (2ws
+ Work wilh the industry regulator
» Provids education on the use of Intzmet
and Intemet banking
Targst cuslomers
» Persuade the tight people to adopt the 4 4 4
services
Customised service
» Monitor histerical bank services uses Y X |
« Provide cusiomised strvices o X X

EL B S NN
2 o 4

X
¥
\I
X
X

o2
PR
o

P - < oo
EIpN < e, oM o
L Mo

As seen from the above table, the three banks are in agreement with the study’s
recommendations to varying degrees as summarised below,

1. Recommendations that all banks have implernented.

s Emphasise advantages of internet banking servics
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Provide a well-designed and user-fiizndly Web site

Provide information in both Thai and Enplish Imguagcs
Regularly monitor customers® access

Increase linkage to suppliers

Work with the industrial regulator

Provide education on the use of Intemet and Internet banking

Persuade tight people o adopt the services

2. Recommendations that two out of the three banks implemented.

»

»

Provide various types of information

Present the security used in both technical and non-technical terms
Offer incentives

Collaborate with Internet Service Providers

Monitor the historical bank usage

3. Recommendations that one out of the three banks implemented.

Pravide both electronic and documentary demonstrations of online
services

Implement traffic management systems for internal and external users
Provide instructions on how to use the services safely

Expand banking services across banks

Provide customised services

4, Recommendations that none of the three banks implemented.

Pravide demonstrations in public places

Outline the procedurs and infarmation on how to cope with problems
if they oceur

Provide free access 1o banks’ netwatks in bank branches or public
places

Suppont the povemment to cnact electronic conymerce law

[1 is necessary for Internet banks to consider the above findings in their quest to

enhance their Internet banking services in Thailand. By adopting the full set of
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recommended stratepies they would be able to encourage potential adopters to adopt
Internet banking services as well as reduce the potential impediments of the service.

6.8 Summary

This chapter presented the discussion of the survey findings with three Internet banks
in Thailand, Selection of the participating banks was based on the researcher's
relationships with the banks as well as convenience access {o the banks, Discussions
were conducted by telephone interviews each lasting approximately one hour.
Appointments were made with assigned bank personnel and a brief summary of the
questionnaire survey findings was sent to the banks before the interviews were
conducted.

The results of the discussions found that the banks largely agreed with the study’s
findings. That is, ‘Features of the Web Site” and ‘Perceived Usefulness’ are the most
significant encouragement factors, whereas, ‘External Environment’ is the most
impediment factor for adopting the Internet banking in Thailend, However, bacause
of different resource and management's perspective, they responded to these factors
differently. For example, while monitoring is the main tc " thal the banks used, the
frequency of monitoring is different. In addition, while some banks concenteata to
atiract potential custamers by low cost services, other may “push™ Internet banking
as an allernative channel for customers. Security is another issue that the banks
respond to differently.

Comments on the adequacy of banks® strategies to improve Internet banking services
in Thailand were made. As n result, a summary of recommendations focusing on
both “supplier push" and “market pull” are presented. In addition, secommendations
were made in respect of moderating factors which concened the types of consumers
that may adopt Inlemet banking services.

In the following chapter, the conclusions of this study will be discussed. They relate

to providing the answers to the research questions shown in Chapter 1 and enable the
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revision of the theoretical framework outlined in Chapter 2, Limitations and

recommendations for future research will also be offered.
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CHAPTER SEVEN

CONCLUSIONS, LIMITATIONS AND FUTURE RESEARCH

71  Backgrousd

The previous chapter provided the discussion of the survey findings with key Internet
banks in Thailand. The study is now able to develep conclusions regarding the
study's findings on the encouragement and impediment factors regarded as important
for the adoption of Internet banking in Thailend. A revised theoretical model of
[nternet banking adopticn by Thai consumers will be presented. The usefulness of
this model will be discussed in the context of the research and Thai banks. This
chapter will also identify and evaluate the limitations of the study. Finally, directions
for further research arising from the work completed will be provided.

7.2 Conclusions
In this section, conclusions in relation to the research questions presented in Chapter

1 are provided after a brief overview of the study.

7.2.1 Overview of the study

An initial theoretical model was developed from a literature survey of innovation
adoption. This mode] was based on the Decomposed Theory of Planned Behaviour
by Taylor & Todd {1995) and the Innovation Diffusion Theory by Rogers (1983) as
explained in Chapter 2, Potential factors influencing the adoption of Internet banking
it Thailand were identified and hypatheses were developed which led 1o the research
methodology of the study, discussed in Chapter 3.
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The study was based on the premise that consumers® perspectives have a greater
impact o Internet banking services than those of banks who are the servics
providers. Data was therefore collected fiom potentiel Thal consumers of Internet
banking services by using a questionniaire survey. As shown in Chapter 4, data was
analysed using quantitative analysis techniques to examine statisticaliy significant
differerices between factors that encourage and impede the adoption. Cerrelations
between encouragement end impediment factors and between the factors within
encouragement and impediments were also produced, Moderating factors were
investigated in relation to their effect on the encouragement end impediment factors.
Results from this analysis were discussed in the context of Thai consumers in
Chapter 5.

The study’s key findings were presented to a graup of Internet banks in Thailand to
establish their concurrence as presented. The banks® responses to the key findings
were discugsed in Chapter 6. This final step in the research provides answers t¢ the
research questions presented in Chapter 1. That is, conclusions can be drawn on the
significant factors ihat encourage, impede and moderate the adoption of Intemet
banking by Thai consumers and the strategies that can be recommended to banks to

improve tus service in Thailand.

The research itsell was completed satisfactorily, First, the response rmte was high
{84%) which resulted in 506 valid questionnsires being collected for data analy:is,
Second, validity and reliability tests indicated that confidence can be placed in the
data collected. Third, the application of statistical measures resulted in the
identification of important facilitators, impediments and moderators. Furthermore,
geod co-operation was received from Thai banks in the quest to discuss the findings

with them,

7.2.2  Most significant influencing factors

As indicated earlier, the study is based on the Decomposed Planned Behaviour
(Taylor & Todd, 19%5) and the Innovation Diffusion Theory (Rogers, 1983). Based
on the former, the intention and thereby the adopiicn of Inteme1 banking by Thai
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consumers is encouraged by attitudinal faclors and impeded by a perceived
behavioural controt factor, but not by subjective nerms (i.e. the *Culiure’ factor). The
attitudinal factors that appear to encourage the adoption of Internet banking in
Thailand most are ‘Features of the Web Site” and ‘Perceived Usefulness', while the
most significant impediment to adoption is a perceived behavioural control, namely
*External Environment”, The application of Taylor & Todd's {1983) theory for the
potential adoption of Intemnet barking in Thailand is provided in Figure 7.1.

Atlitude to
« Features of the Web Site \
+ Perceived Usefiiness
Intenticn to Adopt > Im‘:f;gtg::nairng
Perceived Behavioural lme';::v?:;kmg Services by Thal
COnsumers
Control /
» External Environment

Figure 7.1: Application of Decomposed Planned Behaviour Theory to
Internet Banking Adoptian in Thailand

Within the ‘Features of the Web Site’, *reliability’ in terms of the accessibilily 1o the
bank's Web site when needed is regarded as the key fier in encouraging Internet
banking adoption. ‘Time saving’ is found to be the greatest encouragement item in
‘Perceived Usefulness®, whereas, lack of ‘collaboration” and deficiency in

‘infrastructure’ are the most significant impediment items in ‘External Environment’.

[n relation to the Innovation Diffuston Theory, Rogers (1983} identified the relative
advantages, compatibility, complexity, trialability and observability as influencing
innovation edoption, In this study, only relative advantages (identified as *Perceived
Usefulness”) and complexity (*ease of use’, an item of *Features of the Web Site")

were found to be significant in adopting Internet banking as shown in Figure 7.2,

Atributes of fnnovation
Rnle of Adogtion of Internel
+ Relative advantages I i Services by Thai
« Comgplexity Consumers

Figure 7.2; Appllmlmn afthe Innovation Diffusian Theory to
| Banking Adoplion in Thailand
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The significant moderating factors influencing the adoption of Intemet banking by
Thai consumers are gender, educational level, incomne, Internet experience and
Internet banking experience, but not age. However, it was found that the stand out
maderators are income and Intemet experience as they each affect the most
significant encouragement and impediment factors. They affect both *Features of the
Web Site’ and ‘Perceived Usefulness’, while edncation only impacts on *Features of
the Web Site’, With repard to the key impediment factor, *External Environment®, it
was foved that there are three significant moderators: income, Internet experience
and Internet banking expetience, Overall, therefore, income and Intemet experience
are the most significant moderating factors for the adoption of Intemet banking in
Thailand.

The revised theoretical model for the adoption of Internet banking by Thai

consumers showing the significant research variables is shown in Figuee 7.3,

Income

d 40 1 00 4

Independant veriables: Features af the Web Site Percalved Usefulness

Encouragement:
ﬂ Encouraging
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Dependent variable [ Adoption of Internet banking by Thai consumers ]
ﬁ Discouraging
[ndependent variatile: External Environment

Impediment: *Other* Factor
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Internet
banking
experience

Moderating variables

Intemet
experience
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Flgure 7,3: Revised Thearetteal Model for the Adaption of Intemel Banking in Thailand
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In concluston, in response to the frst three research questions raised in Chapler 1,
this study found that

1. ‘Features of the Web Site” and ‘Perceived Usefulness® are factors
encouraging the adoption of Internet banking in Thailand.

2, ‘Extemnl Environment® s the factor impeding the adoption of Internet
banking in Thailend.
3 ‘Incotne’ and ‘Internet experience’ are the factors moderating the

adoption of Intemet banking in Thailand.

7.3 Banking strategies

In response to the fourth research question showm in Chapter 1, “What strategies
should Thai banks aiopt to facilitate Inteinet banking?”, both supplier *push” and
matket *puli’ strategies need to be implemented. As identified in Chapter 2 of the
study, because enconragerent faclors are factors that banks can control, Internet
banks should focus on increasing consumers® positive perceptions of Intemet
banking, thereby increasing the rate of service adoption. The supplier “push”
strategies recommerded to Thai banks are as follows:

= Build customers® recognition of Internet banking, For example, the
advantages of Internet banking and other types of useful information on
Internct banking services should be published and widely disseminated in
Thailand.

= Atiract customers by ‘ease of use® Web features, A well-designed and

user-friendly Web site should be provided to attract potential customers.
Text should be provided in multiple languages for users' convenience.
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» Demonstration of the services should be provided, both in public places
and online. In addition, customer feedback surveys should be performed
regularly te further develop the user friendliness of the Web site,

«  Attract customers by ‘ease of access’ Web featres. The ability of
customers 1o access the Web site should be regularly monitored, This can
be done through internal and external Internet traffic management.
Cooperation with Internet service providers is another way to facilitate

customers’ Access,

s DBuild customers’ confidence by Web site validity. Guarantees of security
should be presented in both technical and non-technical terms. Basic
instruction to use the Internet safely should be provided to potential
adopters to ensure that they can deal with the services safely.

+  Others supgestions, For example, incentives should be offered to atiract
customers such as offering an initial trial period at no charge. Provision
of banks' networks could also be provided in public places or at high
traffic bank branches and preferably a1 no cost,

Potential impediments to Internat banking adoption should be reduced although they
cannot be directly controlled by banks, Banks should attempt to influence the
Internet banking market in order to enhance this service in Thailand. Market “pull”
strategies are therefore required to increase the rate of adoption.

= Increase service values by collaboratien. Collaboration with other banks
and service providers should be increased. The success in getting
caoperation from these participants will increase the value of the services
and thereby the edoption of Internet banking services,

s  Improve [nternet banking technology. Withow a suitable technological

infrastructure and adequate Internet bandwidth, [nternet banking will not
function. In addition to lobbying the Thai povermnment, Intemnet banks
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should proactively participate with others in improving the [nteret
infrastructuce. They should also encourage Thai consumers to extend
their use of the Intemet to Internet banking,

It is important for banks to target the potentis! Internet banking customers it
particular. The study’s findings of the impact of moderating factors should enable
banks to focus on particulat types of consumers who are most likely to adopt Intemet
banking services. For example,

»  Consumers who rated ‘Features of the Web Sitc’ highly were well-
educated and had high incomes and high Internet experience. Therefore,
by improving ‘Features of the Web Site’ in the arca of access reliat lity
of aceess, ease of use, quick responses and security evidence presence,
banks are more likely to encoutage these valuable consumers to tnke up
Internct banking services.

s  Consumers who rated ‘Perceived Usefulness' .iighly were those with
high incomes and high Internet experience. Hence, by increasing
consumers’ awereness of Internet banking usefulness, i.e. time saving,
low cost, convenience and information availability, these valuable
consumers are most Jikely the consumers who would adopt [ntemet
banking services,

s  Consumers who rated ‘External Environment' highly were those with
high incomes, high Imemet expetience and high Internet banking
experience. As a result, by overcoming the deficiencies of “External
Environment' in terms of infrastructure and collaboration, these

consumers are most likely to adopt Internet banking services.
By accepting and implementing the above suggestions, banks are more likely o

succeed in stimulating the prowth of Internet banking, resuling in shifting the
traditional bank customer base to one that uses banking services online.
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7.3 Usefulness of Study

In addition to providing answers to lour research questions outlined in the previous

section, the study offers some broad uses as follows.

Previous research has mainly focused on innovaticn adoption in the context of North
America and Europe and to some extent other deveioped countries such as
Singapore. This study extends the research on 1T adoption to a developing country. [t
docs this by applying two well-known theories (DT and DPBT) in an environment
that differs from those of developed nations. Theiland is different from North
America, Europe and otner developed couniries in areas such as computer literacy,
the maturity of technology use and infrastructure, culture, etc. The study’s findings
on potential fuctors influencing Internel banking adoption in Thailand may provide

useful insights for other developing countries in this geographic region.

The study is one of fow that have applied adopticn theories in an Internet
environment. Since e-comm :ace creafes new opporiunities and contributes to
economic develcpment, the emergence of Internet technology has a potential to
significantly impect on industry including the banking sector, For example, Internet
banking affers a new banking channel to bank consumers to perform their banking
transactions from outside bank branches. The study provides a belier understanding
of how consurncrs may adopi this new technology through the use of 1DT and DPBT.
By dcing so, it is able to provide explanations of the key variables thel affect the
adoption of Internet banking by Thai consumers.

In addition to the above, the study is useful in the specific research domain, It was
suceessful in establishing key factors in the adoption of Internel banking in Thaiiand.
[nternet banks can use this knowledge in their quest Lo increase their online
customers. Non-Intemet banks can consider their abilities and readiness based on

these findings before moving into the Internet banking arena.

7.4  Limitations
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While the research was meticulously designed and the data collecled indicated a high
degree of ieliability, potential eriticisms can be identified in the fallowing manner.

in terms of the methodology, there ate a number of limiations. First, there is a
concern regarding the sampling of both participating organisations and individuals.
Although the selection of participating arganisations were based on steatified
sampling from established businesses in Bangkok at a certain lime, a sample based
on convenience eccess to those specific businesses and individuals was used. The
semple chosen in the study was therefore not purely random. Furthermore, the survey
focused on office workers in large organisations and may not be representative of all
bank consumers in Thailand. Caution should therefore be taken when generalising
the findings of 1his study.

Second, the study concentrated on Thai consumers whe currently have Imernet
access. However, it 15 believed that Intemet banking adopters are likely to be Internel
users. The results may not be gencralisable to all potential adopters including non-
Internet users. Hence, there is a need to replicate this study with such users as

outtined in the next section.

Previous research and literature in the ssme topic have concentrated on North
America, Europe and to some exient other developed countries and have used the
English lanpuage. There is an initial obscurity when applying such studies to
developing countries which have unique cultural values and their own languages. To
recognize thi<, the study translated the questionnaire from English to Thal, However,
because ot the newness of the research topic to Thailand, the 1erminology used in the
Guestionnaire is not as well accepted ar developed as could be expected in English-
speaking countries. It is expected that over time relevant terms and phrases will

hecome more standardised.

There is the possibility that independent variables do not cover all the factors that
could influence the adoplion of Internet banking. Other possible variables (hat could
be identified are self-eflicacy and inaccessibiluy "+ the [nternet. As a result, the
measures of the independent variables may not be sufficient to capture all the effecis

on the dependent variables. Measurement of the dependent variales themselves also
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may fail to capture all the verignce caused by the independent variables of the study.

However, this is the nature of this type of research.

7.5  Directions for Future Research

The study captured data from potential Internet banking adopters and confirmed the
findings with Intarnet banks which are the service providers. The combination of this
data collected can be justified. However, there are some {ssues that should be dealt
with to fill the aforemeniioned gaps of this study.

This research has shown the key factors influencing the adoption of Internet banking
in Thailand by gathering data from Thai consume:s who were office workers in
Bangkok and bad Internet accessibility. The reasons for this restriction to Thai
consumers in Bangkok were explained in Chapter 3. Fulure research should be
therefore directed towards improving this deficiency. An extension of the survey to
Thai consumers in other provinces should be conducted to better represent Thai
consumers® perceptions towards Internet banking adoption. This will account for

differences in culture, infrastructure, ele.

In addition to the examination of office workers' perceptions in large organisations,
future research should be extended to consutners in other types of crpanisation and
other careers, For example, wotkers in small and medium organisations or the public
sector, unemployed oy self-employed workers as well as consumers who are students
should be surveyed. The resuits of such a study may establish different
encouragement end impediment 1actors as well as different moderators from those
found in this study.

Although Iniernet vsers are 1nore likely to be lntemet banking cu~tomers, fiture
research should consider taking account of non-Internet users or non-Internet aceess
bank consumers, The difference between Internel users and non-Inlermet users can
explain the potential Internet banking adopiers® self-efficacy which was excluded
from this study. Investipation in the future should again address the notion of the

Internet experience and its role in promoting and enhancing [nterr | tanking
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services. The comparison of Internct and non-internet users’ perceptions or Intermnet
access and non-Internet access bank consumers® perceptions towards the adoption of
Internet banking services will enable banks to consider the widest possible range of
potential onling customers.

Ancther factor in this research was the extent of experience possessed by potential
Internet banking adopters. As Internet banking customers experience the services,
their knowledge of the service grows. Different levels of [nternet banking
expetiences would lead to different attitudes toward the services. Future research
should investigate the relationships between users’ attitudes towards adoption and
the level of their service experiences. These relationships would provide an
understanding of Intemet banking affluent users® and early adopters® and late
adopters® perceptions towards the services. Banks would be able to itnprove their
services to attract greater variety customers than they are now able to do.

Since Internet banking services are reletively ne w in Thailand, this study has not
measured behaviour and attitudes of cwrent Intemet banking customers, A
longitudinal study should therefore be canducted onse the number of Intemet
balnking users has reached n critical mass. As the Intemnet banking environment
changes over time, results of such research would provide different perceptions
across the development of Intemet baaking services in Thailand and provide more
insights inte this new way of doing banking.
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DETERMINANTS OF INTERNET BANKING ADOPTION IN
THAILAND

Almt of this study

The purpose of the study is to determine the significant factors that affect the adoption of
[nternet banking by Thal consumers, The value of the data collected is to provide insight and
ruidance for banks on how te improve Internet banking services relevant 1o the Thai
environment.

Nature of this research

This is an anonymous questionnaire. Please ensure thal you do nat write your name, or any
other comments that will make you identifiable, You are asstred thal the information obtained
will be kept CONFIDENTIAL. The data cellected will be analyzed so that only nggregates will
be taken into account to establish findings and conclusions arising from the study. Only
aggrepates will be shown in publications that may arise fram this study. By completing the
questionnaire, you are consenting to take part in this research. As such you should first read this
Disclosure Statement carefully as it explains fully the intention of this project. However, you
may withdraw fram this study at any time, without penalty.

To complete this questionnaire

The questionnaire is relatively short and should take about |5-20 minutes to complete, It is
important that each question is read carefully and that all questiens are answered.

To return this questionnaire

Please return the completed questionnaire to the person who distributes this questionnaire in the
attached envelope in the next two weeks.

Offer from this siudy

Upon request, these who participate in the study will receive a free copy of the result, The name
and address which you optionally supply will be immedintely separated from the questionnaire.

Thank you for your co-operation and assistance.

This research is a part of Doctorate Business Administration {Infermation Sysl~ms) course at
Edith Cowan University, Churchlands, Perth, Western Australia 601 8. IF you have any question,
please contact the candidate, Bussakom Jaruwachirathannkul on §6-9-691-5854 or by e-mail at
bussakoji@hoynail.com, Any questions concerning the project entitled Determinants of [nternet
adoption for Banking inn Thailand can be direeted w Dr. Dicter Fink of School of MIS on 61-8-
9273-8726 or by c-mail. If you have any concerns abaut (he project or would like to talk W an
independent person, you may contact Professor Janice Bum on 61-8-9273-8718.
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Instructions to complete the questionnaire
To complete the questions, please:
1. Answer all questigns, Qur tests depend on the relationships between different answers.

2, Foreach iteim, please tick (+) only one box that best descrites the information,
3. Work rapidly. Rely on first impressions.

Section 1 - Personal information
1.1 What is your gepnder?
g Male 0 Femsle
1.2 What ape Eroup are you in?
O Lessthan 20 years O 2029 years
O 30-39 years O 40 -4% years
O More than 49 years

1.3 What is your educational Tevel?

O  Vocation or lower 0  Bachelor degree
O Master degree G Doctoral depree

1.4 Which of the following categories describes besl the activities o Fyour organization?

0O Agriculiure, faresiry, hunting and {Tshing O Mining end quarrying
O Manufacturing O Electric, Gas & Waler
O  Construction O  Relailing, Wholesale, Restauranl,
Hotel
0 Transportalion, Storage, Communicalions DO Finance, Insurance, Real Estale
0 Serviees 0  Others
1.5 What 15 your mnge of morthly income (Bt}
O Less than 15,000 0O 15001 - 30000
0 30,001 - 50,000 0O 50,001 -70,000
O 70,001 - 90,000 O More than 93,600
1.6 Haow long have you used (he Intemzt?
O  Lessthen | year O 1-2ysas
0 2-3yers O More than J years
1.7 How long have you used Intemet banking?
0 Mol used O Lessthan | year
0 I1-2yecrs O  More than 2 years

1,8 What types ol Intemet banking services have you used {can be nsore then one choice)?

O Netused any service O View-only
O  Actlonfaccount conlrol O Applying for new banking serviee
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Section 2 — Attitude towards Internet banking

The adaption intemet banking in this study refers ic your intention tu perform an action
or exercise account cantrol, rather than only viewing the balance of accounts. Examples
of the action or account contro! include fund transferring, bill payment, cheque
stopping, and enline purchase of cheque books.

This section requires you to express your attitude towards Intemnet banking, Please
indieate each encouragement or discouragement by making « tick (¥ ) on one box for
each of the questions, see example below.

Example

Engouragement

No Maximum
Enceuragement ——Encouragement

1) Availability of 2 wide range afinformation s only 1] B] \@ B 5 B B
“ane click™ away,

The m on the first scale of encouragement means the faclor does not encourage you to
be an Internet banking customer; whether this factor exists, it does not affect you to be
an Internet banking customer.

The E] on the last scale of encouragement means the factor highly encourage you to be

an [nternet banking eustomer.

Discouragzment

No Maximum
Di agement Discouragement

2) Being required to perform self-service Intemet 1] ] Bl & B EI \é

banking independent from a bank teller.

The |Z| on the first seale of discouragement means the faclor does not discourage you to
be an Internet banking customer; whether this factor exisls, you may or may not be an
Internet banking customer.

The m on the last scale of discouragement means the factor highly discourage you to be
an Internet banking customer.
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A, To what extent of encouragement that each of the following factors would make o
you becominp an Internel banking customer.

No Maximum
Encouragement Encouragement

2.1 How would the following usefulness encourage you to be an Inlemet banking
customer:

@) Availability of a wide range of nformation isonly[l] ] B] Bl B B A
“une click" away.

b) Convenient access I banking services roughtiel] Bl Bl Bl B B A
computeratany  time.,

c) Inceeasing the effective use of time, forexample, il R B] Bl B El A
by not having to wait I Fne.

d) Reducing banking costs, suchasreducedbark [ B] B Bl Bl B B
charges and transportation cost.

2.2 How would the following factors encourage you to adopt Internet banking:

8) Yourablliy o access the Imemetatmytiment [] B] B] M B B
wark end at home.

=

b) Being able to irial daing banking transeettonontine[] &) B B B Bl B
before registering, for the service.

¢) Thebanks providingconditionsondtermsof  [1) B B B B B B
serviee acceptable le you, .

d) Documentary evidence is provided for all 0 B 8 88 B & @
transnclions performed online.

185



No Maximum
Encouragement ——-Encouragement

2.3 How would the following features of the bank’s Web site encourage you become
an Internet banking customer;

) The bank's Website can benocessed whenneeded 1] B] B] B B Bl @
2dhoursfday, 7 dayshweek,

b} The bank's Web design and navigationmakesit 1] E] Bl E E & B
comfortable to conduct a transactlon.

¢} There is evidence that cument securlly provided D E] E E El E E
by bank Web site is sulficient,

The bank’s Wet site executes transactions quickly B 6 # B B @
and efficientiy.

d

2.4 How would the following risk and privacy factors of the bank’s Web site
cncourage you become an Intemet banking customer:

8) The reputation and size of bank provides assurance D E El El El El ﬂ
of Intemet banking integrity,

b) The bank’s Web site displays the Ioge of en 0D B B R B & A
independent securily puaranteeing party.

¢} Tereisen absence of problems during performingl] B] B] B E B A
&n online banking ransaction,

d} A privacy stalement on bank's Web page il B B B B & f
puaraptees privacy of personal data,
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B. To what extent of disconragement of each of the [ollowing factors would make o
you becoming an Internet banking customer,

No Maximum
Discouragement ~--—-Discouragement

2.5 How would the following personal preferences discourage you become an Internet
banking customer:

8) Beingrequiredtoperformseifservicememet [3 E] 8] B B B A
banking independent from a bark teller.

b} Belngablctobesalisfiedbythequaliyofmy [F] B B B B B B
eutrent bank branch service,

¢} Being required to try out and use a new |I| El EI El E] ﬂ ﬁ

technolagy-based product,

d) Being required 1a j 1 banking with D El E E E] E E

my lifestyle and woﬂci;g environment,

2.6 How would the following external caivironment factors discourage you become an
Internet banking customer:

a} Absence of clear government supgort for i 8B B B B B ﬂ
conducting onling business tmnsactions,

b) Absence ol an indusiry regulator such as the Bank D El El E] E] E E
of Thailand for Intermet banking.

¢) Lack of collaborators or alliances in Inlemet E] Q El El E E m
banking to egoperale and expand services,

dy Deficiency in Intemet infrasiructure and facilities 1] EI EI B B B A
such a3 bandwidth.
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No Maximum
Discouragement ——-Discouragement

2,7 How would the following eultore factors discourage you become an Intemet
banking customer:

a) Having few friends or colleagues that conduct m m E| [5] E m

Internet banking,

b} Lessening of face-to-face contact with banks. E| E[ El El E E

) Giving up persomal relationshipswherdeating [ Rl B B B E B
with banks,

d) Changing the way westablishconactwihbanks. ] B B B B B @
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Section 3 — Contact detail

Y*Optional information**

If you wish to receive a free copy of the report detailing the survey results, please
write your name and address in the space provided below (or atlach your business
card}.

Name

Address

Fax Ne,

E-mail address

Would you be prepared to be interviewed as part of this research:

o Yes Phone No

Convenient day and time

Thank you very much for your participation.
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APPENDIX 2

DISTRIBUTION OF DATA
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Perceived Usefulness

Infarmation
Curnulative
Frequency | Percent | Valld Percent Percent
Vald % 28 ES 55 5.5
2 32 6.3 6.3 1.9
3 74 14.6 14.6 26.5
4 1 14.0 14.0 40.5
5 122 24.1 2.1 4.6
6 78 154 154 80.0
7 101 20.0 20.0 1000
Tatal 506 100.0 100.0
Histogram
0
120
100
B
&
frequency
L
Std, Dev = 1,75

Mean = 4.7

2 N = 506.00
14 b

Information
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Perceived Usefulness

Canvenlence
Cuimnutative
Frequency ) Percent | Valld Percent |  Percent

vald 1 18 36 16 a6
2 24 4.7 4.7 83
k] 40 7.2 15 16.2
4 61 121 i2.1 8.3
5 113 23 223 50,6
3 58 19.4 194 70.0
7 152 30.0 20,0 100.0
Totzl 506 100.0 100.0

Histogram

Convenlence
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Perceived Usefulness

Time saving
Cumulative
Frequeney | Perosnt | Valfd Parcent Percent

Valid 1 13 26 26 2.6
2 1 2.2 22 4.7
3 M 6.7 6.7 11.5
4 kr) 7.3 73 18.8
5 S0 17.8 17.8 A5
6 103 215 .5 £8.1
7 212 41.9 419 140.0

Total 06 100.0 100.0

Histogram
Frequency
Std, Dev = 1.54
Mean = 5.7
N = 506,00

10 o 30 40 50 &0 74

Tima saving
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Perceived Usefulness

Cast
Cumulative
Frequency | Percent Valid Percent Percant

vaiid 1 i5 EX] 30 3.0
2 14 28 8 57
3 38 .5 75 13.2
4 68 134 13.4 26,7
5 50 17.8 17.8 44.5
6 114 25 35 67.0
7 167 33.0 330 100.0

Tokzl 505 100.0 100.0

Hlstogram
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Adoption

Accessibitity
Cumulative
Freguency | Percent | Valld Percent Percent
Valid 1 8 4.0 4.0 4.0
2 15 3.0 .0 6.9
3 38 7.5 7.5 14.4
4 63 12.5 125 269
5 101 20.0 20,0 46.8
] 103 204 20.4 67.2
) 166 328 2B 100.0
Total 506 1000 100,0
Histogram
Frequency
Std. Dev = 1.65
Mean = 5.3

= 506,00
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Adoption

Trialability
Cumulative
Frequency | Percent | Valid Percent Percent
Valiid 1 32 6.3 6.3 63
2 30 59 59 12.3
3 68 13.4 13.4 25.7
4 116 233 23.3 49,0
5 126 24.9 24.9 739
] 62 123 12,3 B6.2
7 7 13.8 136 100.0
Jotal 506 1000 100.0
Histogram

Lo 0 EL) 40

Triatabllity

50
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Adap

tion

Condltions
Cumulative
Frenuency | Percent | Valid Percent | Percent

vaiid 1 20 4.0 . 4.0 4.0
2 30 5.9 59 5.9
3 71 14.0 14.0 218
] 143 28.3 283 52.2
5 91 18.0 18.0 70.2
[ 78 154 154 85.6
7 73 144 144 100.0
Total 506 100.0 1000

Histegran

1404

1204

100

[:4]

] Frequency

L *

Std, Dav = 1,58
o] Mean = 4.5

19 0

Conditions

N = 506,00
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Adoption

Pacumentary
Cumulatve
Frecquency | Percent | Walld Percent Pement
valid 1 31 61l &1 6.1
2 32 6.3 6.3 12.5
3 39 77 7.7 0.2
4 a1 160 16.0 36.2
5 70 138 13.9 50.0
[ bl 2040 20.0 70,0
7 152 300 30.0 100.0
Total 506, 100.0 100.0
Histxgram
200
100
B Frequency
Msto. pev = 185
B Mean =51
o N = 506.00

Documentary
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Features of the Web Site

Rellabillty
Cumulative
Frequency | Perrent | Valld Percent Percent

valld 1 15 3.0 .0 a0
2 19 kR:] s 6.7
3 32 6.3 6.3 13.0
4 55 10.9 10.9 239
5 97 19.2 19.2 43.1
6 i) 174 174 60.5
7 00 39.5 39.5 100.0
Totz! 506 100.0 100.0

Histogram

i1 0

Reliability

af
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Features of the Web Site

Perceived ease of use
Cuntllative
Frequency | Percent | Valld Parcent Percent

Valld 1 16 3.2 3.2 3.2
2 17 34 34 6.5
3 30 5.9 5.9 12.5
4 74 14.6 14,6 27.1
3 110 217 2L.7 484
-] 107 211 211 o0
7 152 30.0 30.0 1400
Total 506 100.0 1000

Histogram

w20 30 40

Percelved ease of use
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Features of the Web Site

Security
Cumulative
Frequency | Percent | Valid Percent Percent

vald 1 27 53 53 5.3
2 2 63 6.3 1.7
3 44 87 87 20.4
4 76 15.0 1.0 354
5 8L 15.0 16.0 51.4
L 65 12.8 12.8 64.2
7 181 358 358 100.0
Total 506 100.0 —1op.g

Histogram

Security
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Features of the Web Site

Quick response
Curmulative
Frequency | Percent | Valld Percent Parcant
Valid 1 14 238 24 2.8
2 7 5.3 23 81
3 44 8.7 8.7 16.8
4 it} 13.8 13.8 30.6
5 96 19,0 19.0 49.6
5 95 16.8 18.8 68.4
7 150 31.6 318 100.0
Tolal 506 100.0 100.0
Histogram
i
[li]
requency
Jstd. Dev = 1.68
| Mean = 5.2
B I N = 506.00

Quick response
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Risk and Privacy

Valid

17
26
35

109
119

Reputation

Cumulative

| Percent | Valld Percent Parcent
3.4 3.4 34
5.1 51 B.5
6.9 6.9 154
15,2 15.2 30.5
4.3 243 54,9
215 215 78.5
23.5 35 100.0

100.0 100.0

S04

Histeqram
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Risk and Privacy

Securily logo
Cumulathve
Frequency | Percent | Valld Percent Percent

valld 1 21 4.2 4.2 4.2
2 36 71 71 11.3
3 65 13.0 13.0 4.3
4 94 166 18.6 42.9
5 106 200 209 53.8
6 80 15.8 158 79.6
7 103 204 204 100.0
Total 506 100.0 1000 '

Histegram

™

100

0

0

© fl Frequency

Std, Dev = 1.1

Mean = 4.7
N = 506.00

Security kogo
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Risk and Privacy

Problems
Cumulative
Frequency | Percent | Valld Percent Percent

Valld 1 20 4.0 4.0 4.0
2 33 6.5 6.5 10,5
3 52 10.3 10,2 20.8
4 70 15.6 15.6 36.4
5 84 16.6 16,6 53.0
@ 91 18.Q i8.0 70.9
? 147 29.1 291 100.0
Towl [ sos 100.0 100.0

Histegram

1 20 3t 40 59 60 IO

Problems
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Risk and Privacy

Privacy
Cumulative
Frequency | Percent | Walld Percent Percent

vald 1 14 23 2.6 2.8
2 33 6.5 6.5 9.3
3 57 113 113 20.6
L] 102 20.2 0.2 10.7
5 94 19.6 186 59.3
6 73 144 144 737
7 133 263 26,3 100.0
Total 506 1 1000 100.0

Hlstegram

(L]

120

100

0

&

" Frequency

w .

B Std. Dev = 1.70
u Bl Mean = 4.5
a N = 506.00

Privacy
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Personal Preference

Self-service
Cumulative
Frequency | Percent | Valld Percent Percent

Valld £ 68 13.4 13.4 134
2 a9 176 17.6 31.0
3 ! 14.0 14.0 45.1
4 94 18.6 18,6 63.6
5 89 17.6 17.6 B1.2
5 32 6.3 6.2 B7.5
7 63 12.5 12.5 100.0
Totz| 506 190.0 100,0

Histogram

100 Y

i}

60

@ § Frequency

20 Std. Dev = 1.89

§tlean = 3.8
N = 506.00

Self-service
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Personal Preference

Branch
Cumulative
Frequency | Percent | valld Percent Percent,

vaid 1 31 6.1 6.1 6.1
2 59 i1z 11.7 17.8
3 77 15.2 15.2 3.0
4 124 15 245 575
5 167 211 211 7.7
6 49 8.7 9.7 88,3
7 59 11.7 11.7 100.0

Total 506 (1] 100.0

Histogram
Ml Frequency
Std, Dev = 1,67
j Mean =4.2
N = 506.00
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Personal Preference

Techrophobia
Cumilative
Frequency | Parcent | Valld Percent Parcent
Valld 1 a0 119 118 11.9
2 76 15.0 15.0 26,9
3 83 164 16.4 43.3
L] 115 227 22.7 66.0
5 73 144 14.4 B0.4
6 54 10.7 10.7 91.1
7 45 :&:] 5.9 100.0
Tekal 506 100.0 100,0
Histogram
140 7
Frequency
Std, Dev = 1,78

Mean = 3.8
ol e : IR 1 = 506.00
1 0 aa a0 50 -] 7o

Technaphobta




Personal Preference

218

Compatihle
Cumulative
Frequency | Pement | Valld Perceat Percent
Valld 1 a0 1.5 1.9 11.2
2 97 15.2 15.2 31.0
3 2 162 162 47.2
4 109 215 L5 68.8
5 73 14,4 14.4 83.2
6 51 10.2 101 93
7 M 6.7 &7 100.0
Tot! 506 100.9 100.0
frequency
Std, Dev= 1.74
| Mean = 3.6
N = 506.00




External Environment

Government
Cumyative
Frequency | Percent | Valld Percent Percent

valld 1 24 4.7 4,7 4.7
2 40 7.9 79 124
3 86 17.0 17.0 29.6
4 112 22,1 22.1 51.8
5 114 22.5 2.5 74.3
6 65 12.8 128 87.2
7 65 12,8 128 100.0
Totz! 506 ~J.00.0 100.0

Histogram

Pr

0

x©

&

“ Frequancy

@ Std, Dev = 1.63

Mean = 4.4
o N = 506.00

0 = kb o

Government

&0 £
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External Environment

Regulator
Cumulative
Erequency | Percent | Valld Percent Percent

velid 1 21 4.2 4,2 4.2
2 45 8.9 88 13.0
3 74 14,6 14.6 2.7
4 125 4.7 4.7 524
5 114 225 PR 74.5
6 58 13.4 134 883
7 59 11.7 11.7 100.¢
Tolat 508 100.0 100.0

Histogram

10 10

Regulator
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External Environment

Collaboration
Cumulative
Frequency | Perceqt | Valld Percant Percent
valld 1 17 34 34 34
2 kLT 6.9 6.9 10.3
3 70 158 13.B 24,1
4 104 206 2.6 4.7
5 112 221 2.1 66.8
6 a 16.6 16.6 83.4
7 84 16.6 16.6 100.0
Tatal 506 1000 100.0

10 0 30 L] ] 50 50

Collaboration
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External Environment

Infrastructure

Curmulative

Frequency | Percent | Valld Percent Percent

Valid 1 16 32 3.2 3.2

2 38 .5 7.5 10.7

k| 74 14.6 14.6 253

4 105 0.8 208 46.0

5 119 a5 215 69.5

b 82 16.2 16.2 85.8

7 72 14.2 14.2 1000

Total 1000 100.0
Histogram
140
120
100
80
£
Frequency
©
Std, Dev = 1.60

0

f Mean = 4.6

. N = 506.00
W 20 30 40 50 GO D

Infrastructure
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Culture

Group-orientation
Cuemulative
Frequency | Percent | Valid Percent Percent
Valld 1 104 206 20,6 20,6
2 112 221 231 42,7
3 97 19.2 19.2 61.9
4 90 1.8 178 79.6
5 62 123 123 91.9
6 26 5.1 51 §7.0
7 15 30 3.0 1000
Tata!l _508 1000 1000
Histogram
120 o
Frequency
Std, Dey = 1,63

Mean = 3.1
._ V- N = 50600
2 0 4D

Group-orientstion
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Culture

Soclallsation
Cumulative
Frequency | Percent | Valld Percent | _ Percent

Valic 1 79 15.6 15.6 15.6
2 121 235 23.9 39.5
3 115 227 22.7 2.3
4 a1 18.0 18.0 80,2
5 52 10.3 10.3 890.9
6 23 4.5 4.5 95.1
7 25 4.9 4.9 100.0

Tokl 506 100.0 100.0

W 30 40 50 5D ki)

Sodialisation
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Culture

Personal Relatlonships
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1 103 20.4 204 204
2 115 2.7 227 3.1
3 104 20.6 206 63.6
4 93 18.4 18.4 820
B 51 10.1 6.1 92.1
6 23 4.5 4.5 96,6
7 17 34 34 100.0
Total 506 1000 00,6
Histogram
Frequency
Std. Dev = 1.61

g Mean = 3.0
: - . j N = 506.00
1@ 20 3 40 S0 6D

Personal relationships
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Culture

Uncertalnty Aveldance
Cumulative
Frequency | Percent | Walld Percent Percent

valid 1 85 188 18.8 168
2 112 22.1 221 40.9
3 77 15.2 152 56,1
9 95 18.8 188 74.9
5 62 12.3 12.3 a7.2
[ 28 55 55 5.7
7 37 7.3 7.3 100.0
Total 506 100,0 100.0

Histogram

120

100

w3

3 -

o Frequency

Std. Dev = 1.B0

o Mean = 3.3
20 A0 40 5D &0 70

e

Uncertalnty avoidance
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APPENDIX 3

MEAN SCORES
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Mean Score by Gender

Foctors Male Female

Perceived Usefulness 530 5.23
Adoplion 4.9 4.80

| Feutures of the Web Sile 54 522
Risk & Privacy 5.1 4,86
Impediment
Pemsonal Preference 4.06 3,74
Exiemal Environment 4.66 4.43
Culture 321 3.10
Mean Score by Education

Levels of Education
Factors Vocation/ Lower Bacheler Master & Doctora)
(N=43) (N=340) (N=(123)

Encoumgzement
Perceived Useful 4.80 5.2 5.

|_Adeption 472 4. 5,

| Features of the Web Site 4.89 526 5.5

| Risk & Privacy 4.53 q, 5.2
Personal Prefe 4.40 3.E8 3,60
Extemal Environmenl 4.51 4.47 4.65
Cullure 340 3.17 296
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Mean Score by Income

Levels of Income (Baht)

Factors <15,000 15,000 — 30,001 ~ = 50,001
30,000 50,000
{N=125) (N=190) N=L12) (N=179)
Encotragement
Perceived Usefulness 5.00 5.18 539 5.63
Adaoption 4.57 4. 5.1 5.16
Eeatures of the Web Site 4,92 524 554 5.64
Risk & Privacy 4,74 1,83 323 522
Impediment
Personal Preference 3.91 3.72 1.9 4.07
External Envi t 4.23 449 4.67 481 |
Culture 345 198 k] 3.06
Mean Score by Internet Experience
Inlernet Experiznce
Factars < | year | =2 years 2-3 years > 1 years
{H=59) (N=108) (N=52) [M=249)
Encouragement
Berceived Lssfulness 4.58 536 5.28 5.6
Adoption 4.26 497 4.75 4.97
Fealures of the Web Site 4.71 5le 539 5.44
Risk & Privacy 4,32 4.88 1,91 .16
Impediment
Personal Preference 4.09 3.89 3.9i 3.76
External Environment 4.3% 4.28 4,36 4,710
Cullure 343 325 3.05 3.05
Mean Score by Internet Banking Experience
Intemet Banking Experience
Foctors Mot used < 1 year 1 ~2 years > 2 years
- (N=336) (N=29) (N=57} {N=24)
Encourngement
Perceived Usehil 5.27 5. 5.19 577
Adoption 4.83 4,87 4.82 5.15
| Beatures of the Web Site 520 522 535 5.38
| Risk & Privacy 4.95 5.00 4,75 544
Impediment
Personal Frelerence 3.98 3.68 .70 3.08
External Environment 4.66 4.50 59 3.97
Culture 128 315 3404 245
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