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Abstract

The purposes of this research were 1) to study the acceptance and usage of
mobile banking among generations and 2) to compare the acceptance and usage of
mobile banking among generations. The sample groups of this research were 480
mobile banking users in Songkhla Province consisting of generation Z, X, Y, and B.
The data were collected by using a questionnaire with quota sampling and accidental
sampling. Statistics used in this study were frequency, percentage, mean, standard
deviation, one-way ANOVA and pairwise comparison by Fisher’s Least Significant
Difference (LSD) or Dunnett’s T3.

The results of this study found that 1) generation Z and Y had mobile banking
acceptance at the highest level while generation X and B had mobile banking acceptance
at a high level 2) mobile banking users in all four generations had money transfer within
the same bank at the highest level whereas users in all four generations had loan
services at the lowest level 3) different generations had different mobile banking
acceptance and 4) different generations had different mobile banking behavior except for

mobiles top-up.
Keyword: Mobile banking acceptance, the usage of mobile banking, Generations
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Aunduiiiitdsdogs msedRufunnmehnunu widesnduauiifalugaiimeluled
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AunfAgu F-test  p-value A FI8LLDYAAIULANG
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weduilaadilifueeiuszuunsliinisfstumslfaudoiulinsuusiie uasdld
dnilvajdsoglungu Gen X uar B Fadunduiifesldaiunesnlunsliluuisuusiia
(A1 eatamed, 2553) FadululdfiasdinsldvinsTuvsnuadisluduganaatos
igm

81



Journal of Marketing and Management
Volume 7 No. 1 January - June 2020

A T AT .

2. manpEovALAgIUNIEaLFULaE N AnTIuNs I uneLUs R e usazalai iy
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2.1 ausfiguil 1 wastuinstulimaseuuluueuuiiseiuoadifoddy
Tnefi Gen Z Smspensulunsnusinunnniawesdusy 4 eilldumse Gen Z Tnumou
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gagnndudiou esmnumeaddinsdmiuuunifililsaundvin duuedildansin
AaldedndnluTowesnnuannsalunisldinelulad Suduguassaddyrenisoonsy
weluladluursuusiiswesngy Gen B uenanil Gen B fudunguiiianufvaiiendu
audasndelunsvhsnssumienisfusinluuisnusiie sihld Gen B donfiaglduinig
N137gInTsuLuuAy Inensiunisluvigsnssudaaimessuins (aiggnsal 4w,
2561) Fafumauaininly Gen B felinisveusuTuusuusiisdosninaasdudu «
2.2 auufgiudl 2 weistussudingAnssunsldluuneuuaiiasiuesiad

Sodiey Tne Gen Z Smstoudusssuimsuavidnsonnundoinninawesdudy q il
Wumae Gen Z nsmiouiumalulad linslidingnidesleshemeluladegnasainan
feluniniu Gen 7 Sefluusliviauluendwlv q Wy mevheuwuuBuaus wienisvhay
vuoaulatunanrosuiidudase (Mau Youtuber, Influencer w3 Game Caster) faifu
nsvigansTansuhuliueuueiie nsawiznisleudussninedayd msleudusg
511A15 waznsidagennunde Ssanunsaneuausinslitinuazerinves Gen Z lédian
(5UTINT LATHFIUA A MIaT Tanw, 2562; LAsugnen Uedanssay, 2561) Tunmnansafiudiy
famuin Gen Z In1stiseAnAuiuariins/dszandnaiasin uaznslduinmsiiiedesty
Fudetiesninawueistudu q egraflfedfy Weidumsaz Gen z fignusieloay
mnuassalunsinfssdndaeimanistuiiniingudy 9 Tnslanzuinsiferdivaude
sasnsviinaiasin Sdlundniu Gen z daiitdsdoitligann vlvinsldnisuinisly
ﬁméﬁ’aﬂa'nw'miumaLLmﬁﬁahjqamﬂﬂﬁw (Positioning, 2018)

wonNtNan1sFnwSsiunu Gen B Smslouiduszninednidosninauesdu
3u 9 egadivedfny Weilfunae Gen B Lﬂuﬂzjmuﬁmmmmﬁu%LLasﬁmm%ﬂﬁ’maiu
n9¥igInTIIMIeNsRuUIIUIBLUAARY LAy Gen B SaAndinmaiRunislusuiaaiiieri
gansaumInsiufisuimsdadudend msznmeigsnsamensiuanninanusunais
lgsunseensuingndes Uasasdy nau AsUdu waganusansivaeuld (aigginsal yie,
2561; 81581 AsngAgl, 2560) LayMSANNEE MU Gen X gdimstnseaauduazusnns/
FrszArtnsiashnunninaiueisdudu 1 veiidunse Gen X \dunguauievinuiity
wulalumthitnnsau fiseld fidusen wazlidrnanislidiegs dearldaedrulvgvunly
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Tnsdwsisnuluuneuusiimesudaziaiaisduliunnmety (@ifum Juniuas waguaan
Usednde, 2561)
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