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Abstract

The objectives of thiz study were 1) Consumer behavior, essential factors of acceptance for
banking service's marketing communication media via digital content on mobile techmology 2) Consumer
behavior and qualification of digifal content affecting consumer’s accepiancs proce:ss.

Fesearch Methodology: the mathod to collect the data of this research was the 5 mting scale
questionnaires writh reliability test 824 The zample size in the recsarch comprised 447 perzomne] who work in
inner area of Bangkok, age between 25-60.The researcher v:ed conmvenience sampline methods. The data was
analtyred by percentage, frequency, mean, t-test, F-fect (Cme Way ANOV.A) LEDYs multipls comparizon tasts,
and Pearzon Chi-Square

Becearch findimgs wer: a: follows: The consumer who ha: difference of age, sex, status,
education, income and cccupation have siznificant difference in the acceptance for banlting sarvice’s marketing
communication media wia digifal contznt on mobdle technolegy m difference factors. Statistical significance
was (.05 The consumer using different mobile device bave significant difference im the acceptance for banking
seqvice's marketing communication media via digi@l confent on mobile fechnology in difference factors.
Statistical zignificance was 0.05 The consmmer’s fanking the level of media provider's brand image have
significant difference in the acceptamce for bemking :ervice's marketing communication media via digital
content on mobile technology im difference factors. Statistical zipnificance wasz 0.05 .The consumer age 25-35
use smariphone to access digital content more than consumer age 55-60. Statistical sipnificance was 0.05.The
consumer’s occupation and education has relafion to qualification of digital content on mobile technology.
Statistical zipnificance was 0.05.The consumer behavior haz relation to qualification of digital content om

mobile techmology. Statistical significance was 0.05
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