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Abstract

In the present, technology has played a role in our lives. Meanwhile, Thai people pay more
attention to money allocation and fund investment. Therefore, there are more fund applications and
more competition to be accepted by customers. This article aimed to study technology acceptance,
perceived risk, and information system quality factors that have an effect on decision-making to
invest funds online on application in Bangkok. This study was quantitative research. The instrument
for collecting data was a questionnaire. The sample and population were selected from those who
have ever bought or invested in online funds on application and live in Bangkok, 400 cases were
included as a sample. Analysis data by using frequency, mean, percentage, standard deviation,
correlation, and multiple linear regression. The research results were found as follows:

1) Technology acceptance factor that include perceived usefulness and perceived ease of
use has significantly effect on decision-making to invest funds online on application in Bangkok.

2) Perceived risk factor in the dimension of performance, security & privacy, financial and
time has no effect on decision-making to invest funds online on application in Bangkok.

3) Information system quality factor that include information quality, system quality, and
service quality have a significant effect on decision-making to invest funds online on application in

Bangkok.

Keywords: Funds; Application; Decision
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M99 1 (Table 1) N19ALATIZABANAILT BIRNIBINTT W RDRIATIZAATANLTZAND FNFHAWD

Aanils TAM RISK IS

adan1suansUmAllad (TAM) -

ffadtnne3ugATHEE (RISK) -0.426%* -
T8 AININTEULURTEWNA (IS) 0.718%* -0.468** -

|
o o aada

NHEAR: ** uenefly AladnAgynneaiiAfisziy 0.01

. ' ! o £ o o 7 ! % a & ! o !
NATNA 1 WL ANENUTEENSAaNANANTIENIedaulsBaTeyianuaiAnsi1nan 0.8
pa NANEAA Y adA wenaniyiqulafatsansanduan VIF ileyiaaey Mutticolinearity
WU A1 VIF daudaBassfinnegssnans 1.2 - 3.2 Salaluwnnnet 5 deiuluiadaynidauds

@N’izﬁll Lﬁu’ﬁﬂ‘iw;@ﬁu (Supmonchai, Phadoongsitthi & Rompho, 2018)

= A L A s o A | - o
B157191 2 (Table 2) ﬂ’]‘jf;Lm’]wmiﬂmﬂﬂﬂwu@mLWﬂWﬂﬁﬂﬁmﬂ@@ﬁmeﬂmﬂL@ﬂﬂ%@ﬂm‘lfgu

HWUBLINALATY
Unstandardized Standardized
Predictor Coefficients Coefficients t Sig.
B Std. Error Beta
AT 0.343 0.183 1879 0.061
Taqunsansumalulad 0.549 0.042 0.516 12.971  0.000*
fTadtn1a5ugAaaes 0.002 0.025 0.003 0090  0.929
JITUAUATNITZUUNITRUNA 0.401 0.042 0.388 9.526  0.000*

R = 0.838a, R? = 0.703, Std. Error = 0.286, Sig. = 0.000b

o o P ~ o
a. Dependent Variable: nM3sin@wula@andenssusenulaunusinaini
b. Predictor: (Anasf), Taduniseansumnalulad, Tadun195usannuides, Ta98nmn sz uUasaHumeA

]
P

naene: * BladrAgnealiifissiu 0.05

9INA1TNA 2 N1FTATIENENENRYBIFLUTAIENITRANBEN AT WU TITEIie 3
Taun Yadenispansumalulad Yadunisdugaansdes uazladunmninszuuasammne 3
F1WI9N1TNEINTINT B9UAF93B842 70.3 (R? = 0.703) 91NUBYARINA1IEINITNNINT e

v 2
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Y = 0.343 + 0.549%, + 0.401X,
Tawdl v Aa sxdusasBnsnad asnananisdinduladond anosuaaulainiu
waUNALAfY
X, fio Tadanissansumalulat
X, D Ja98 AN INTZUUETRUNA
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uazANHINTSugANNETun1a I (B = 0.549, p < 0.05) aunanamainauladendenau
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TqUaTaAT 3 NaNTATENLAN A48 ADNINTTULENTHNATHAIUADNTNYDI UDYR
ADANINAZUL ULALADINTNANTLENTS (B = 0.401, p < 0.05) asnanantadnanlaidendanasu
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HA9INNNTATEARUaEaeAT 2 wuan Jaduniasuganudesluaanananisdindnle
Aondonasuesnlainiuueniindibunngannaniung el enaifunsizguslnasugd
Arnisaasnnistesnludfvestsransninnialesy acslasadeuazaasuinaaud
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Aaraln wazdsaviinumasniaidendenasuseulainmueniindunel Tasluaulanam
deamanin deluaannaasiunan1saaas (Rehman et al., 2020; Alalwan, et al., 2016
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