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<DD> The intense competition in banking services lead to more technology usages which help the
banks provide more efficient services to their customers by innovating the mobile banking service
which can reduce the limit of place and time.

The purpose of this research is to study factors that influence the use of mobile banking
services via 3G technology of SCB Bank’s customers. In order to collect the data, the questionnaires
were distributed to 300 samples who are customers of SCB, BangKhen Branch. In this research,
Seven independent variables, which are the perception of usefulness of mobile banking services via
3G technology, the perception of ease of use, the perception of enjoyment, the amount of mobile
banking information of consumer, technology trust, the quality of internet connection, and the intention
to use mobile banking, are used to determine their relationship to the use of mobile banking services
via 3G technology which is the dependent variable. The methodology and statistic that are used in
this research are percentage, mean, standard deviation, T-Test, One-Way, ANOVA, and data analysis
by using the multiple regression analysis method.

The result shows that the mobile banking services that is primarily important is money transfer
service, following by paying mobile phone bills and topping-up mobile credit, and lastly, SMS alert
service. The study also found that the key factors that influence consumer on acceptance to the use of
mobile banking services are the usefulness of the service, the comfort and easy to use, and the
enjoyment in using such service. In addition, the characteristic of population, such as gender, income,
education and occupation, must also be considered as the key factors leading customer to use the
mobile banking services via 3G technology. The information obtained from this research, thus, can be
use as the foundation data to develop the new up-coming mobile banking services which respond to

consumers demands. </BODY> </HTML>
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