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Abstract

This study aimed to 1) examine the decision to use Mobile Banking
services of the Government Savings Bank (GSB) among working-age users in
Bangkok, categorized by demographic factors; 2) investigate the influence of
technology acceptance; 3) explore the effect of organizational image; and
4) study the impact of service quality on decision-making. This quantitative
research involved 400 working-age individuals with experience using GSB Mobile
Banking. Data were collected using questionnaires and analyzed using descriptive
statistics, including mean and standard deviation, and inferential statistics,
including t-test, One-Way ANOVA, and multiple regression analysis.

The results revealed that education level significantly influenced the
decision to use the service. Components of technology acceptance—perceived
ease of use, perceived usefulness, attitude toward use, and intention to use—
had a significant effect on decision-making, while actual usage had no impact.

Regarding organizational image, the corporate image had a positive effect, while
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the institutional image had a negative one. In terms of service quality, reliability,
responsiveness, and assurance were influential factors, with assurance showing a
negative effect.

Keywords: Technology acceptance, Organizational image, Service quality, Service

decision, Banking via mobile banking of the Government Savings Bank (GSB)
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