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ABSTRACT

The population studied in this research included the students who are
studying in Suranaree University of Technology. The target sample group selection
was based on the Probability Sampling theory. The sample group size was identified
to be 390 samples and was then used to specify the ratio of students by year of
study using the sample proportion calculation formula. The objective of the
research was to study 1) survey the students’ perception on making payments
through Internet Banking services by the Student’s Finance Section, Financial and
Accounting Department of Suranaree University of Technology, and 2) the factors
affecting the decision to make payments through Internet Banking service to the
Finance Section, Financial and Accounting Department of Suranaree University of
Technology. The research was performed by using questionnaires for data collection
from 390 random sample populations. The data was then analyzed by finding the
Mean and Standard Deviation and Inferential Statistics was used to test the
hypothesis including the Pearson’s Product Moment Correlation Coefficient and
Multiple Regression methods.

Results of the analysis found that the majority of the sample populations
were females, 223 samples or 57.18% of the sampled population. The 330
informants were in the age range of 21 — 30 years old (84.62%). 88 informants were
1°' year Bachelor degree students (22.56%), the number of informants with average
income of less than or equal to 10,000 THB is 352 informants (90.25%) and of which
are normal students (not-on-scholarship) at 58.46% or 228 informants. 173
informants (35.97%) printed out the invoice and paid at bank counter or at Seven
Eleven (counter service). 238 informants (35.21%) knew or received information
about how to make payments from social media and 362 informants (36.31%) think
that Internet Banking payment is the most useful service because payments can be
made from anywhere. 217 Informants (55.64%) had made payments via Internet
Banking and 167 informants (40.53%) have not used the Internet Banking service as
they think the steps for payments are complex and complicated. The venue where
most informants made payments via Internet Banking is at their house, 272
informants (34.78%). The time of day that the informants use the Internet Banking
service is during 12:01 - 16:00 hrs. as answered by 144 informants (36.92%). Analysis
of the awareness and perception of students towards making payment via Internet
Banking service found that the awareness level and their perception on the decision
to make payments via the Internet Banking service is positive and has a significant
level of 0.05 for all 3 dimensions. The factors affecting the decision to make
payments through Intermet Banking service 1) Of concerns which are aware and
knowing of the benefits of the tool for students. 2) Ease of access for students and
3) The perception of the students towards the use of the tool. The concern on the
awareness and perception of the use of Internet Banking of the students is a variable
that can be used to forecast the decision to use or make payments through the
Internet Banking system at 59.90 % (AdjR? = 0.59).
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