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Abstract

The purpose of this study was to study the factors affecting the choice of electronic
payment channels in the digital era. The study considered factors in various fields. The factors
affecting decision-making consisted of attitude factors and behavioral factors of people who use
electronic payment systems. By comparing educational methods with a questionnaire to collect
data from the sample group in Bangkok, a suitable sample group was calculated using WG
Cochran’s formula. A total of 420 samples were collected and divided into 7 geographical areas,
namely Bang Rak, Sathorn, Pathumwan, Ratchathewi, Wattana, Huai Khwang, and Chatuchak.
Results were analyzed using frequency, percentage, mean, standard deviation, t-test, one-way
analysis of variance, Chi-Square distribution statistics, and multiple regression analysis as
statistical tools.

The results found different personal factors that did not affect attitudes towards choosing
payment methods in the digital era. There were differences in terms of different personal factors
affecting the behavior of choosing payment channels in the digital era and different in terms of
service marketing mix factors. Influencing attitudes in choosing payment methods in the digital
era in terms of service marketing mix factors was related to the behavior of choosing payment
channels.

Keywords: Digital Era, Attitude, Behavior of Choosing Payment Channels, Service Marketing
Mix
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4 Qs a Q‘ Q Qs >
A15191 3 HANTILATIZAANFTNU T RNTRNFNNUTUULLANESEU (Pearson’s Product Moment

Correlation)

Y, 22INWNNT  NTAILEIN Fouanaan
HAGAMHN e L . UAAINT N3RS
MUY N1TBY . NeMEMN
a o 4
WAAAN 1
Fath! 499* 1
FAINWNIIATIAUNY 425%* 549** 1
IR TN .346** 393 414 1
quﬂa’mi .284* 271* .360** S511** 1
FIIARDNNIINIBAN 466 400%™ .568** 430* 521 1
NITUINNIT 521* 541** .640** .393* .299** 646 1

** Correlation is significant at the 0.01 level (2-tailed).

4 A e o £
31na13190 3 dr1dudszdnd

g o 6 a | ' o a
swduiuiSsusudunoguesdiulsdas:
wud1 §61 r(x-y) atifi .284-.0646 Taatilu
o Lt 0.7 waz ldifadyranusunus

A a v A
13791 4 Nﬂﬂﬂi‘ﬂ@]ﬁa‘uaumg’mﬂ]a“n 3.1

madé’mﬂsam:ﬁguﬁu (Multicollinearity) 33
sursainlinesauiienigunisnanes
RATUNUT (Multiple Regression Analysis;
MRA) FI0N 197 4-6

, . Un Std. Std.
ﬁﬁuﬂﬁmamiaﬂtﬁuufﬂmﬂmﬂ%‘g
Std. Error Beta t Sig.
(Constant) 0.979 0.248 3.951 0.000
NAAA U 0.404 0.056 0.339 717 0.000
gonudl 0.181 0.053 0.167 3.426 0.001
MIFILRINNNTUNY 0.131 0.041 0.150 3.194 0.002

R*-Adjusted 0.264, df=416, F=10.198, Sig=0.002

aad

RUELAG: aian iae Stepwise Multiple Regression

MM 4 WU e R? -Adjusted
=0.264, df=416, F=10.198, Sig=0.002 RyN13
fu1IneduedatadinlizauniiniTaaia
Afantnadevianaddaniasasunlouny
mesy lasousz 26.4 Jadudusdrndszay
NMINIAANA (Marketing Mix) luenu Naa A ousi

g0 uaz NIRILEBINTINY TBnwade
NawaAdlun1TiianteIn1In1Iiseiinle
HARING IUNABARGNTFILRIN Lo LY
ma3y laoBowiuaumslawail

Y = 0.979 + 0.339(WAAAmMN) +
0.167(R01W) + 0.150(MIFILFINNTVL)
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a A o A
M19IN 5 Nami‘ﬂ(ﬂaauaumgﬁw‘ua“n 3.2
. , , Un Std. Std.
annanafae “BInInlnal”
B Std. Error Beta t Sig.
(Constant) 1.328 232 5.715 0.000
amuﬁ 0.305 0.050 0.308 6.146 0.000
NAAA T 0.244 0.053 0.224 4.631 0.000
101 0.152 0.058 0.138 2.624 0.009

R®-Adjusted=0.295, df=416, F=6.883, Sig=0.009

Winuwe: aliafiliAe Stepwise Multiple Regression

N9 5 A wudn en R*-Adjusted
=0.295, df=416, F=6.883, Sig=0.009 ®&uN13
fu1Inaduedatudinlzaun1iniTaana
fiddninadaviaundae “33a3alna T
Tauaz 29.5 Jauaua I BUITRUNIINIINNG
(Marketing Mix) lud1n s01uil Wia e

ql a kg Cﬂl
A13797N 6 NANIINARDURNAIIUVBN 3.3

WRT 3107 UANTWaGaNARAALILAILAaNTad
mamiﬁﬁzﬁﬂuqﬂﬁﬁﬁa NABAARD “TA¢
a al Ty = & U as .&’
Salna” laodowiluwaunisaaath

Y = 1.328 + 0.308(snufl) +
0.224(WAAN M) + 0.138(310A1)

3 . Un Std. Std.
awrAnafaa tnalulad
Std. Error Beta t Sig.

(Constant) 1.116 179 6.234 0.000
WEAA N 0.358 0.042 0.377 8.629 0.000
amm"'i 0.159 0.043 0.184 3.731 0.000
NITUINNIT 0.141 0.053 0.146 2.662 0.008
éammﬁaumamﬂmw 0.103 .043 0.119 2.369 0.018

R?-Adjusted=0.445, df=415, F=5.614, Sig=0.018

WANBLAG): &0 5 Stepwise Multiple Regression

MNENTRA 6 WU R’-Adjusted
=0.445, df=416, F=6.883, Sig=0.009 ®yN13
fu1InaduedatudintzauniiniTaana
Adnswadadiuianaddanaluladle
Jouar 44.5 JavsaiusiwlIzaunianig
@a1@ (Marketing Mix) e HaaT et anu
A NITUINMT UAT FILIARDUNIINUAN

JANTWadaNAWA® lN1TLRaNTaINIINIITTNTY

ulugaddna duriauafdeinalulailas
UL UENNT LRI

Y = 1.116 + 0.377(WAaA M) +
0.184(8n1ufl) + 0.146 (NT2UIUNIT) +
0.119(FIUINRDNNIINLNIN)
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