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Abstract

This research studies factors influencing continuance intention to use mobile banking, based on the IS
Success model, consisting of system quality, information quality, service quality, & satisfaction. Additional
factors are corporate image, security, & customer loyalty. Respondents are two hundred people who are
using mobile banking or people who have ever used m-banking, but currently do not use mobile banking.
Data are collected using online questionnaires. Results show that the continuance intention is affected by
satisfaction, which are influenced by corporate Image, information quality, & security respectively. This study
provides suggestions for entrepreneurs, banking managers & m-banking developers to understand realize the

important factors which should be applied to improve m-banking for customers' usage continuance.

Keywords: Mobile banking, Corporate image, System quality, Continuance usage intention
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Chen (2009) ﬁﬁﬂmmﬁufqmmwmaadau@iaﬂizmug"’bﬁ anutnaILazanuAndluusunmswdiod
aidnnsafindludssinalaniunnuin m‘s%’ug”mmudumﬁﬁw%wm"ﬁdmn@iamwﬁawaiwmgnﬁw wananit
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WUANY §OAARBINUIIUITEVEY Chong (2013) fdAnmIAsITudluuSunvasnswdisdinfoun (M-
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\au@” AAUUAIaN Delone & Mclean (2003) uag Li (2014) dratsdnnudmindadugmnwiaya (IQ1-1Q5)
Vi “Au3Enda ﬁagaﬁ'agluhmslLLm@i‘ﬁoﬁmwm:’B‘unﬁladﬂﬂ” “Gu3anda ﬁagaﬁagluhmmmaﬁﬁaﬁ
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aaus B SEB Beta
1 (Constant) 0.329 0.260
Mean_CO 0.272 0.073 0.254*
Mean_SQ 0.108 0.058 0.122
Mean_IQ 0.233 0.069 0.250*
Mean_SEQ 0.086 0.056 0.097
Mean_SE 0.249 0.044 0.284*

Dependent variable: Mean_SA

R=0.742, R square = 0.550, Adjust R Square = 0.538, * = p < 0.05
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m’mé’;uw”uﬁﬁ'uﬁ'smhmummﬁawahmaagﬂﬁﬂﬁﬁ:ﬁ‘umﬂm%aﬁu 95% a1 R = 0.742 wazf1 R-Square
= 0550 Gemwsnasueldinaudsdsrrsunineiviemadavuulssasiaulsanwldiass: 55 uanile
Ransondaudsdaszainananuin Sarudsdasfidenusunuiniudingsay p-value fasnin 0.05 HaFu 3
duds ldur mwansalaadng (p = 0.000) gmnwTaya (p = 0.001) ANNTUAITBITZLY (p = 0.000) §IUG7
WUIQMUNIWIZUL (p = 0.063) UAZAMNIWMNILINT (p = 0.125) lddanudunusadeiitbdmAyivana
#analazasgnen lasmnisashauanudiayuesdiivdadiudianuanuiawalazasgndmui ANNIUA
maaszuuﬁmmé’m”muu']ﬂﬁq@ (Beta = 0.284) luamzfinwanuoiasdns (Beta = 0.254) IEEL L VR
(Beta = 0.250) AAMUFIAYIIRINIATNEIAL aouaasluaed 3 ﬁwau%'uawag’mﬁ 2 MwaneaiadAng
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sanaBiuandannuianalazagne LLazauuﬁgmﬁ 5 qunnazuusIRaisuIndaanuiinalavasgne
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mwﬁnwrﬁaaﬁmﬁmwé’wﬁuﬁﬁuﬁamhmummn“ﬂﬁmaagnﬁwﬁaﬁmﬁizﬁummL%aﬁlu 95% laufdl R =
0.461 uazd1 R-Square = 0.212 lagsulsdaszamuisnasunomaiasuutasassaudsannlasouss 21.2
sz afansanaILsBRsaIns NI WENHaIaIRN SN p iAny 0.000 waaslRFEWINTANUFIRREAL
dudsmuanuanavasgnddasidnagaiiiudy dauandluansef 4 Ssmansuaun@gud 1 awansol

aaﬁmd&waL%dmﬂ@iamwﬁ'nﬁmm;gnﬁwiaaoﬁm AIANI19N 3

AN319N 3 Nami’imiwzﬁmwaJé’uw”ufizmwmwé’ﬂmﬁadﬁmﬁ'ﬂmmﬂ”ﬂﬁ"uaagﬂﬁmaadﬁm

auds B SEB Beta
1 (Constant) 1.750 0.316
Mean_CO 0.547 0.075 0.461*

Dependent variable: Mean_CL

R= 0.461, R square = 0.212, Adjust R Square = 0.208, * = p < 0.05

wamﬁmsﬁ:ﬁmmé‘ww"‘uﬁs:ijmwﬁﬂﬁmaagnﬁwﬁaaaﬁnmazmmﬁawalwaaanﬁﬁﬁ‘ummﬁﬂal"ﬁ’
NudwuIaulsdaszianuaunusnuanlsaunTzauanuLTeNs 95% lauddl R = 0.817 uazdl R-
Square = 0.668 waztlaRINTMAILUIBRIZAINENINLINANMUNINE AT AN UFUARTNLAILYTANNANNAI IR
lutnagelivedian (p = 0.000) uazdaudIALuINIINET Beta = 0.778 uddludsdaszanunnavas

o & A v @ & A e o e o w & @ by (% A
anfmdaasdns lifienusuwuteindidagnududsauanuadlaldnug (p = 0.289) dauaasluasen
5 Raufienaundgiun 7 anuandvesgnddinaiiiuindannuadlalumsldnudszsaniuaundgiun 8

mmﬁ{lwalwaagﬂﬁﬂmwaL“’l?{lmﬂ@iamwé’ﬂaﬂumﬂ*ﬁmwﬁﬁ AIANTIN 4

N3N 4 HANITILATIZHANNFUNWTIZATIAINNANGY aaﬁﬂﬁwiaaﬁm

wazANNNINa aagﬂﬁﬂﬁ‘ummﬁﬂﬂumﬂfmwﬁﬂ

aaus B SEB Beta
1 (Constant) 0.550 0.198
Mean_CL 0.057 0.053 0.057
Mean_SA 0.848 0.059 0.778*

Dependent variable: Mean_ClI

R=0.817, R square = 0.668, Adjust R Square = 0.664, * = p < 0.05
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