(-] H =Y =Y 1 qu U A Qs (-] A o
1199 ﬂﬁﬁaﬂﬁwamamwm‘la‘l%m‘s‘l%mmsﬁuﬂum@mgﬂ LUUAING

Factors Influencing the Intention to Use Digital Identity Verification

Services

19 unun BWHERIEG
Naruemon Siripunsawas
swwsmnnaluladarsaumne
AncaAdszyned
FUBL T AWRBLITAIIAEAT
IT Management Program
School of Applied Statistics (National Institute of Development
Administration)
Bangkok / Thailand

naruemon.sir@stu.nida.ac.th

unangta — mu%“’yﬁﬁ?”ﬂqﬂszmﬂiﬁbﬁnyvﬂaa”yﬁﬁanadaﬂvvw
&fﬁ761Tﬁ’u%‘n":7§uy”uﬁ'wugiluuu§$n“a Tnan1slivsnisanduainm
sUuuuddvia  Sadwemisemsenam Tﬂyam%”yf:ﬁnmn”unq'w
dregwiilsieelusmsmsiugudaupluyu@adna  swdasn
Bidnnsaing 91w 403 ngwead aagisnsusnuuvaavaisln
suuudiannseiind wansIvenud1  anweandslulszansam
wIANTINGMYAAR AMNUINSDNUAZAISMILANNFEAIN  FIHA
neass fannuedlalEonn anamanTIZasANANEIEIN BNENa
medsas lsidonanananeslalsos sadona 21y uasiszaunisal
Lsiifiudansusansdunnssasaunslolgm dmwasaanials
answanwaIAN

ilse@nsnn ANINAIANIIVDIATINNE 1N

winnssuamyAna UALANINUINA DNUALAIDIHIIAIINTLAIN
° o & ao & 2 a o o a‘l 'Y

dnsudselarivasernIons dlvusn1sasnsavigayadilaoin
wamsivaluasonliszandly ioduuninielumssudy  uae
WwINIzUIN13aw 9 meluuaynwaiasn e liawisalivinis

PR R 2 a a a' &
gnﬂ')Zﬂﬁ5\7ﬁ'lNﬂ'J')Nﬁ3\7n??llﬂzi’f&‘:ﬁﬂﬁﬂ'lww"nﬂd?/u

maay — naujnrsgansuuazlmmalulagarsawme, uinis

P VY Aaa o & o
ﬂ17£]uﬂ%ﬁ?ﬁ%§ﬂllﬂﬂﬁﬂﬂﬁ, ﬂ??&lﬂd???ﬂd’l%

ABSTRACT — This quantitative research aims to study the factors
that influence the intention to use digital identity verification services.
The study has been conducted with 403 questionnaires to individuals
who have never used digital identity verification services. The data
were analyzed through Structural Equation Model to test the
hypotheses. The results show that the performance expectations,
personal innovation, environment, and facilities have a direct effect to
the intention to use digital identity verification services. In addition, the
expectation of effort, and social influence do not have an effect to the
intention to use. The relationship between the intent to use and its
exogenous factors (i.e., performance expectations, expectation of
effort, social influence, personal innovation, environment, and

facilities) do not vary gender, age, and experience. The findings of this
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study are useful for service providers to improve the quality of their
processes and applications, and also can serve their customers more

efficiently according to their needs and preferences.

Keywords — Unified theory of acceptance and usage of

technology, Digital Identity Verification Services, Intention to Use
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