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Abstract

The current of technology in various fields has been invented and developed enormously for
respond the needs of users. The unified theory of acceptance and use of technology: UTAUT has
been use to explore the factors that will affect to user’s technology acceptance and widely used for
technology acceptance research. After that it was developed into an extending the unified theory of
acceptance and use of technology: UTAUT2 and this model focus to explore the factors in terms of

more consumers. Combine with the growth of the economy and government policies need to be



driven the country to Thailand 4.0 that affect to the investor and government has been developed

business process in form of e-Business to increase performance, save time and enhance accuracy and

reliability of data. In this paper will present the study of UTAUT and UTAUT2 with e-Business. This is

especially beneficial to those who are interested to study in behavioral intentions and user’s

technology acceptance in the future.
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Banking)
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unified  theory of acceptance and use
technology combined with cultural moderators
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(Mobile Technology)

Madara Kuksa [32] l#vinnsfinwaiies Mobile
technologies and service development impact
on mobile Internet usage in Latvia ingUszase
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«

wag (7) Uszaunisain1esudumasiin (Internet

experience) 53uNIAIUYSLATH/ Al uLUTlAgn

W liluns33ens 3 fuUs laun o o1 uag
Usgaunisnl

NAN1938NUIILUUIIa8s UTAUT &
arunnzauiiaglddnuinisseuiunislday
Sumediinuugunsalindeuiivesussrvululszine
Sl uenanisdamuin anndidiuienuazan
Tun1sldau (Facilitating  conditions) nsatiuayuy
neaunalulad (Technological — support) wag
Uszaunisainisaiuduinesiin (Internet
experience) finasenudtlaluniseonsunisld
suduwefiinuugUnsaiindeuiinnniian 1lesan
Uszyrguduszaunisallunisldoudunesiiney
AoundrFailiiedenisfiarseniunisldanuy
Bumesidnluremedu 9
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intention  to mobile

adopt applications
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