E-Banking



14

Atkin (1973 )
Me Combs and Becker (1979)
4

1. ( feillance)

2 (Decision)

3, (Discussion)

4, (Participation)

(Selectivity

Process) Klapper (1960 )

1 (Selective Exposure)

2, (Selective Attention)
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3 (Selective Perception and Selective
Interpretation)

4, (Selective Retention)

Merill and Lowenstien (1971)

Merill and Lowenstien Klapper



E-Banking E-Banking

(Schramm, 1954)
1 , (Least Effort)
(Promise of Reward)

Wilbur Schramm (1973)

16



2541)

(Mass Media Channel)

(Interpersonal Media)

(Specialized Media)

ATM
ATM

(Bruce H Westly and Malcom L Maclean

( 2540)

17



(Harold D.Lasswell,1948)

Wilbur Schramm- (1964)

18

Charles R.Wright (1975)

( 2528)



2541) 2540)
3

2540)

2541)

2541)

2540)

19
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60

252)

2528)

2540)
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(

2540)

2540)

2528)

(

( )

2541)

litniilv
A ,TJ

( 252)

2508 2540)

24



(

2528)

[

(

2540)

2529)

2540)

(

[

2528)

2540)

22



Rogers and Meynen (1969)

Lazarsfeld and Manzel (1968)

2542)

23



(2528)

11 (Credibility)
(Trustworthy) (Competent)

(Middlebrook, 1974)

Aronson and Golden (1962)

13 (Attractiveness)

24



13

Rogers (1981)

(Similarity)

Bettinghaus (1968)

25



Lazarsfeld

(2530)

(2540)

Menzel (1968)

(Specialized Media)

2537)

26



Adams (1971)

E-Banking
L (Folder)
2528)
2 (Poster)
3.

(Target Audience)

(Direct Mail)

E-Banking

(" 2528)
(Displays and Exhibitions)

27



2540)

( 2543)

- Endorsement
Endorsement

(Interactive Media)

(Bannner Ads)
5 6

1 ,
(interactive)

Endorsement

(static)l

28



29

( 2531)

! (2541)

(e-Mail) Morgan Stanley
(1996)

(2534) |

2-8



40
55-60

66

50

7%

30



* E-Banking
E-Banking
E-Banking
E-Banking
The Lexicon Webster Dictionary
Patrick Meredith (Knowledge)
(Understanding) (Retaining)

Rogers (1973)

(2526) “

31



(Knowledge)

5 (°
(Ambiguity Resolution)

(Read Hadley ,1972)

2533)

32



33

(Attitude Formation)

(Agenda Setting )

(Expansion of the Belief system)

(Value Clarification)

5 ( 2520)
(Resealed Knowledge)

(Authoritative Knowledge)

(Intuitive Knowledge)

(Rational Knowledge)

(Empirical Knowledge)
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(Knowledge)
(Application of Knowledge)

(A

(Achievement Test)

( 2523)
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Benjamin B Bloom (1971)

1 (Knowledge)

2. (Comprehensive)
3. (Application)

4, (Analysis)

D, (Synthesis)

6. (Evaluation)

1-20 0e)Ad 4
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(Attitude) “APTUS”

Newcomb (1954)

Carter V. Good (1973)

Asch . Elliott (1952) ‘

Theodore,M.Newcomb,Ralph,H.Turner,Philip,E.Converse (1965)

Norman Mun (1971) 1

(2529)



(2521)

(2522)

(2526)

(

2540)

37



4,

Rensis Likert

1, (Specific Experiences)
2. (Communication )
3. (Models)

4, (Institutional Factors)



group)

39

(Biological motivations)

(Information)
(Selective perception)

(Group affiliation)

(primary

(Experience)



(Personality)

Zimbardo and Ebbeson (1970)

“Negative Affective Component”
3

(The Cognitive Component)

(The Affective Component)

“Positive Affective Component”

(The Behavior Component)

40



(Adjustment)

(Ego Defense)

(Daniel Katz, 1960)

(Self-image)

41



rstone

(Value Expression)

(Knowledge)

42
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3. (Opinion)

(Standard Error of Measurement)

(Linear Measurement)

(Zimbardo,Ebberson and Maslach,1970)

(Cognitive Component)

(Affective Component)
(Behavioral Component)



(

(Persuasive Communications)

2540)

2540)

44



(

" (Newcomb, 1965)
2540)

45



W.J. McGuire (1968)
5

1 (Attention)

2 (Comprehension)

3. (Yielding)

4 (Retention)

5 (Action)

McGuire

( 12532)

46



Herbert C,Kelman (1967)

1 (Compliance)
2. (Identification)
3.

(Internalization)

Face -to- Face

47



(
,2540)

Erwin P. Bettinghaus (19es)

Zimbardo and Leippe o91)

,2538)
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I} (Attitude Reinforcement)

2. (Attitucde Change)
3, (Boomerange Effect)
4, (Conseivation)
D, (Neutralization)
( ) 71 %)
6. (Ceiling Effect)

(Cognitive Component)

(Affective Component) (Behavioral Component)
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4,
(Gratifications) McCombs (1979)
(Gratifications)
(Uses) (Gratifications)
Rosengren (1974) 2

(Functional Perspective)

(Needs)



( 2534)

Katz (1973)

Rosengren (1974)
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Katz.Gurevitch and Hanch (1974) .Gurevitch (1972) .Rosengren and Windahl (1972)

(Palmgreen, Wenner and

Rosengren 11974)

Katz.E. and Others (1974)
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Todd Hunt and Brent D. Ruben (1993)
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Gratifications) Wenner
(Media News Gratification Map)
Wanner
1 (Orientation Gratification)

(Surveillance)

(Decisional Utility) (Vote Guidance)
2. (Social Gratification)
3. (Para-Social

Gratifications)

4,

(Para-Orientational Gratifications)

E-Banking

E-Banking

Christain Gronroos (1990) “

(2515)
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Philip Kotler (1933) L

(Intangible)

Richard F Person (1993)

Gronroos
2 (Two Basic Quality Dimensions)
1 (What-Functional Quality of the Process)
2 (Flow - Technical of the Outcome)

Karl Albert (1985)

Moment of Truth (MOT) =

Moment of Truth (MOT) 2
1. Positive MOT ( )
2.Negative MOT ( )

Moment of Truth (MOT)

Moment of Truth



(Characteristics of services)

(2534)
1 (Intangibility)
2. (Inseparatibility)
3. (Variability)
Planning)
4, (Perishability)

(Idle Capacity )

(Gothberg, ' 12533)

56

(Product



Parsuraman V.AZeithanel and L.Barry (1985 )

11

12

21
2.2
2.3

2.4

31

3.2

3.3

41

4.2

4.3

4.4

51

o7



5.2

5.3

6.1

6.2

8.1

9.1

9.2

9.3

10.

10.1

10.2

Robert Christie Mill and Alastair M. Morrison (1985)

(Needs)

(Wants)

E-Banking

(Objectives)

(Marketing)

Needs

Wants
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(Want) E-Banking
5. Motivation
(Satisfaction) Needs
2
Awareness
>

Needs Create Wants

Marketing

Suggest

Satisfaction Motivation

Objectives

(Robert Christies Mill and M. Morrison 1985)

Philip Kotler and Gary Armstrong (1993)

1 (Problem Recognition)

(Needs) (Internal Stimuli)

(External Stimuli)



21

2.2

2.3

2.4

31

3.2

3.3

3.4

3.5

(Information Search)

(Personal Sources)

(Commercial Sources)

(Public Sources)

(Experimental Sources)

(Evaluation of Alternatives)

(Purchase Decision)

60
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(Post purchase Decision)

4.
fu§ UANUY Uszidiu Andula WORANTIN
eym > daya » | aden P 3 P udanirae
6.
E-Banking

" " (Innovation)

T (

. .2525,2538 :423)

. .2525,2538 : 12)

Good (1973) “

Rogers and Shoemaker (1971) *“
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1 (2521)

3
( , 2525 )
1.
E-Banking
2. , '
E-Banking
3.
E-Banking
E-Banking
d ' a

(Everett.M.Rogers and

F.Floyd Shoemaker, 1971)
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(Everett.M.Rogers and

F.Floyd Shoemaker 11971 )

Everett.M.Rogers “ " (Adoption)

" (Everett.M.Rogers and F.Floyd Shoemaker 11971)

(Attributes of innovation)

5 (Everett.M.Rogers and F.Floyd Shoemaker ,1971)

1. (Relative Advantage)

- (Economic Profitability)

- (Low Initial Cost)

- (Saving in Times and Effort)

- (A Decrease in Discomfort)

- (The Immediacy of the Reward)

- (Status Giving)
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E-Banking
E-Banking
2. (Compeatibility)
(Esistiny - Values) (Past
Experiances) (Needs of Potential Adopters)
1

(Compatibility with Values and Beliefs)

2) (Compatibility with  Previously)

3) (Compatibility with  Need)

E-Banking

24

3. (Complexity)

E-Banking



4. (Trial  Ability)
E-Banking
5. .(Observability)
E-Banking
(Ryan) (Gross) (Rogers , 1983)
13
?
Rogers Shoemaker
L
E-Banking

65
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3.
E-Banking

4.

( Rogers and Shoemaker, 1971 )
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E-Banking

E-Banking

67



E-Banking
2.
Rogers (1971)
(Mass Media Channel) (Interpersonal Media)

Lazarsfeld and Manzel (1963)

- (Face-to-face communication)

68



(The Innovation-Decision Process)

Rogers (1983 )

5
1. (Knowledge Stage)
3
11
1.2
13
2. (Persuasion Stage)

69



70

21
2.2
3. (Decision Stage)
31 (Adoption)
3.2 (Rejection)
4. (Implementation Stage) : 1-3
4
5. (Confirmation Stage) :
1
H:“ummi 2.%umf§a'tfi 3 funnsdsdula 4 dunnsasile 5. unumau
Uium
— —» — ? —
(Knoeledge (Persuasion (Decision Stage) (Implementatio (Confirmation
Stage) Stage) n Stage) Stage)




n

?
1 (Innovator: Venturesome)
2. (Early Adopters : Respect : influential)
2
3. (Early Majority : Deliberral)
4, (Late Majority : Skeptical)
( 2,3)
5. (Laggards : Tradition)
3 2,3,4

6. (Die-hard)

( ’

2528 : 64 ; 12538 : 195-197)



Rogers and Shoemaker (1971) 2

E-Banking

2525)

(Demographic Characteristics of Audiences)

1

(Hypodermic)

12



,2533)

(Mass Audience)

(Heterogeneous)

(Age)

( ,2540)

1

(Active Role)

(Anonymous)

73



14

(William D. Brooks,1971)

(Burgoon, 1974)

( ,2529)

20
1 ’ ’
(River,Peterson and Jenson,1971)

, (Schramm and Roberts, 1974)

(2538)

2. (SEX)

( 2540)

(William

. Brooks,1971)



(Thomas M. Scheidel ,1963)

(William . Brooks, 1971)

( 2529)

3. (Socio-economic Status )

(Burgoon,1974)

(River,Peterson and Jensen, 1971)



4, (Education) (knowledge)

(Burgoon,1974)

(River,Peterson and Jenson,1971)

(Schramm and Roberts,1974)8

8. E-Banking
(Automatic Teller Machine/ATM) (Telephone banking)
(Internet)
(Internet banking) E-Banking



1 , 1

(Automatic Teller Machine/ATM)

2. (Phone banking)

3. (Mobile phone banking)
4, (Self-service corner)

5. (Internet banking)

(Automatic Teller Machine/ATM)

(ATM )

(ATM Pool)

5,000

21
2.2
2.3
2.4

2.5

31
3.2

3.3



34
3.5
3.6
3.1

41
4.2

11
12
13
14

31
3.2

- UBC

e-money

(phone Banking)

78



2543

3.3
34
3.5
3.6

41
42

5.1
5.2
53
54
5.5
5.6
5.1

Digital 1800

(Password)

(call Center)

(Maobile phone Banking)

(Mobile Banking)
(Mobile Banking)
GSM 2 Watts
( ) AIS Sim Tool Kit (STK)
( ) DTAC

WAP (Wireless Application Protocal)

11
12
13

79



14

21
2.2
2.3
2.4
2.5

3.1
3.2

41
4.2
43

(Passwaord)

(Self-service Coner)

80



(Virtual Conference)

2543

(Internet Banking)

4.1

4.2

6.1

(Update Passbook Machine)

(Request Form Box)
(Express Cheque Deposit Box)

(Internet Banking)

(Internet Banking)

(Statement)

81

1



10.

6.2

(2528)

(2533)

18-25

82



(2534)

2534

(2535)

26-35
10,001-30,000

83



/

FWIANNsSaluuIIngas
CHuLALONGKORN UNIVERSITY

84



(2540)

26-35
10,001-20,000

1-5

1-5

85



|
| / /
()
(2540)
2540” 406
| . 2540

(2540)

86



87

(2541)
14 2541”
!
1)
)
©)
]
(2542)
Intranet
( ) 1)
Intranet
1
2
Intranet (3)
Intranet
(4)
Intranet
Intranet Intranet
(2543)
( )
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21-30 /

(2525)

“ ”

85

(2522) “

30

2,001-4,000



(2542)

21-30

5,000-10,000

20-29

BTS

(2543)

1

89

50.3%



,50-59

60-69

(2536)

(2536)

(2537)

30-39

41

23.9%

101 %0

90

40-49



(2537)

(2538)

24

(2538)

(2539)

91



(2539)

(2540)

(2542)

92



(2542)

21-30

30

(2543)

Website

93

14-20  21-25 26-
35



Roger and Meynen (1969)

Robinson (1972)

Rubin (1979)

Palmgreen and Rayburn (1979)

526

Berry (Bem/

Arthur Meidan ,1984)

94



95

(Bonds)

(Debentures)
Wenner (1986)
(Surveillance) (Entertainment
Diversion) (Interpersonal Utility)

(Parasocial Interaction) 12
306
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