84
5181N15219D4

C% %

MNFADLAZUNAMNN L UNIIED

nNEyau whnmw. (2539). Andedmusssn. ngamneyatisniilonn

[

W3ty s dad. (2548). N19LIMIIN7INIANIBIANTIBINA. uumﬁ: 1319 wapanin

ﬁmmaﬂﬁgqﬂ?‘@fqﬁm A (NUNTL). (2548). ﬁ]ﬁﬁ/f‘f)@”ﬁ/ﬁmmmg‘m?. NN

[ %

ﬁmmﬂqutﬁm‘f%ﬂﬂm(wwu). (2535). Toward Intelligent Banking. N3N«

W@nes ielaziil. (2525). N19A9AI9IIUUINTIN. NTINNA: WTRT T

UNANN UGS

Adams, D. A, Nelson, R. R., and Todd, P. A. (1992). Perceived usefulness, ease of use,
and usage of information technology: A replication. MIS Quarterly, 16,

pp.227- 247

Ajzen, |. and Fishbein, M. (1980). Understanding attitudes and predicting social

behavior. Englewood Cliffs, NJ: Prentice-Hall

Bagozzi, R. P., Davis, F. D., and Warshaw, P. R. (1992). Development and test of a
theory of technological learning and usage. Human Relations, 45(7), pp.660-
686

Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance

of information technology. MIS Quarterly, 13(3), pp.319-39



85

Davis, F.D.and Venkatesh, V. (1996), A critical assessment of potential measurement
biases in the technology acceptance model: three experiments. International

Journal of Human-Computer Studies, 45, pp.19-45

E. Katz, M. Leven and Hamiltom. (1963). Traditions of Research on Duffusion of

Innovation. American Sociological Review, p.48

Everett M. Rogers. (1993). Diffusion on Innovation. New York: The Free Press.122

George Rigopoulos. (2007). A TAM Framework to Evaluate Users’ Perception toward
Online Electronic Payment. Journal of Internet Banking and Commerch,

12(3), pp.1-6

Hamlet,C.and Strube,M. (2000). Community banks go online. ABA Banking Journal’s
2000 WhitePaper/Banking on the Internet March, pp.5-61

Hendrickson, A. R., Massey, P. D.,and Cronan, T. P.(1993). On the test-retest reliability of
perceived usefulness and perceived ease of use scales. MIS Quarterly, 17,

pp.227-230

Lorin M. Hitt and Frances X. Frei, (2002). Do better customers Utilize electronic
distribution channels? the case of PC banking. Management Science, 48(6),

pp.732-748
Polatoglu,V.N.and Ekin,S. (2001). An empirical investigation of the Turkish consumers’
acceptance of Internet banking service. International Journal of Bank

Marketing, 19(4), pp.65-156

Roboff,G.and Charles,C.(1998). Privacy of financial information in cyberspace :banks



86

addressing what consumers want. Journal of Retail Banking Services, 3,

pp.51-6

Sathye,M.(1999). Adoption of Internet banking by Australian consumers : anempirical

investigation. International Journal of Bank Marketing,17(7), pp.324-340

Segars, A. H., and Grover, V. (1993). Re-examining perceived ease of use and

usefulness: A confirmatory factor analysis. MIS Quarterly, 17, pp.517-525

Subramanian, G. H. (1994). A replication of perceived usefulness and perceived ease of

use measurement. Decision Sciences, 25(5/6), pp.863-873

Susan Elwwod. (2006). Investigating students' perceptions on laptop initiative in higher
education: An extension of the technology acceptance model. Journal

Campus-Wide Information System, 23(5), pp.336-349

Szajna, B. (1994). Software evaluation and choice: predictive evaluation of the

Technology Acceptance Instrument. MIS Quarterly, 18(3), pp.319-324.

Tan, M. and Teo,T.S.H. (2000). Factors influencing the adoption of Internet banking.

Journal of the Association for Information Systems, 1(5), pp.1-42

Tero Pkikkarainen ,Kari Pikkaraien ,Heikki Karjaluoto and Sepp Pahnila. (2004).
Consumer acceptance of online banking : an extension of the technology

acceptance model. Internet Research, 14(3) , pp.224-225

Yi-Shun Wang Yu-Min Wang and Tzung-| Tang. (2003). Determinants of user acceptance
of internet banking : empirical study. International Journal of Service Industry

Management, 14(5), pp.501-519



87

AneNANUSUAZIANETAY 9

'
o o =

Ununs ABFIANIUWA. (2532). nswidanssunsnisdeansdigaanisgsia : Ansuaniy
nsad nsAnviiadaud , InanTWusL B N TUg e, NNNINENRUFITUANART,

ANLZINTANTANARTUAZARANTHIAT

taimi duana. (2539). n1sgeniun1siIlntasna1 WLz inAYuMaT W
nguaYILAT  Anwnsalinsnauiied. Inentnusi By dianaans

UPTUTN A, TURAINLNAE NN IALNTAD ANUNFIANANERSAIUIAADN

B fauad. (2540). nezuaunisuaznistaxsunizanniauluguyiiuth lidaesaiazeus
#)7UINTNOI AILAANYA BUNDUUENINAT FIUTANINANE, INENTNUT
Uy uutinegn TUNAINENAY NWIINLIALUDULAYE A1 T1F9AN

ANBINIFWENLN

WWAUNS R9NN. (2533). 1TTadt NANARBNI789NTUNINTINIANLZSTI1TY  ANMINTTlATAIT

%

nisidausansevgurylunindhseisamninidisinaluny 1y Auagii

U

o o

gunaidey 49udns1Tys,  Aneniinug dvanasasziAanfuuniiugs
NVNANENFEEITHANARS, AN TANTANARTUATARANTHIATY

gNa ARRIEUWIA. (2545). wqﬁnimmiﬁ@m:ru,zv:rm?E/@JJ@““L/mnimgmim@ﬁnwmﬁnm’
193¢ 1 9UTN179WIA Nl Tun g uAsuasFuma |, Ineinug
Uy NUN T UN R, NUINUVAUTIINAGAT, ATULINTANTANARTUAY

AAA1TUIATL

2089195y Yeyinen. (2549). Wf]ﬁﬂf/‘f/‘ilﬂ’7?EI@J\I;LILLZ\?ZWVWIUWE?/@d@ﬂﬁ’)ﬁﬁﬁl@éﬂ?@ﬂﬁﬂ?‘ﬂ’)?
NNNISRUBLANTNIORNFVOITUIAITNPNIIN ANTANINTY) © AN UBWISNICIDS
APUIWNYIUAT , NN INUFUTY Y1 NVNTUTR, NN INENFUITHANART, ADLE

1N3ANIANARTLAZRAANTNIRT



88

v
v aa A

999904 FAASIATTY. (2549). NMIANIIALAG UASNOANIINTBNGNAITUIATISIE
nsliginsndiasu awasasiugeaadmiugsnssnneula Anwaniensil
FUIAITTRINUAZITEN [FULNIvAR BT AR artssmalne |, nnsduadn

8872 Uy NUNINR, NPINYIAUFIINAIART INUNREUIANITN

Hanna-Maija Vainio. (2006). Corporate customer ‘s acceptance of internet banking :
Case of scandinavian trade finance customers , M.Sc. Thesis in Accounting,

The Swedish School of Economics and Business Administration

Bander A. Alsajjan. (2006, June). The Impact of Trust on Acceptance of Online Banking.
In European Association of Education and Research in Commercial

Distribution Brunel University, The United Kingdom



