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Abstract 

 

The objectives of this research are to study attitudes that affect payment 

gateway selection for online purchases in Thailand and to study various 

variables that affect payment gateway selection for online purchases in 

Thailand, especially payments through banks.  

The research adopts a quantitative data collection and analysis. 

Quantitative data was gathered from 1,635 respondents with closed-

ended questionnaires through social media, statistical analysis software, 

and binary regression to explore the relationship between independent 

and dependent variables.  

This study provides a brief overview of how consumers decide on 

payment gateway selection for online purchases in Thailand, focusing on 

banks and non-banks. The selection of payment methods is a new and 

interesting issue that has made people interested in and has become 

more and more popular until now. Therefore, this is the reason to raise 

this issue and from researching information, there is no research topic 

regarding the selection of payment gateway selection for online 

purchases in Thailand. Nowadays, the use of the Internet is growing 

rapidly. As a result, the rate of access to mobile and internet banking 

services through PromptPay has increased, which is considered the most 

convenient payment method. Therefore, mobile banking reduces 

consumers’ cash holdings, reduces transaction costs for each payment, 
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stimulates consumption, and creates opportunities for startups and small 

and medium-sized enterprises (SMEs). It also promotes access to 

financial services and stimulates economic growth (Suwanragsa et al., 2020). 

 

1. INTRODUCTION 

 

Since 2019, the world has faced and been affected by the COVID-19 

pandemic. The world economy is recovering rather slowly and various 

countries around the world need to urgently find new economic growth 

points. This has resulted in major changes in many business industries. 

One of the changes is modern businesses have transformed their 

operations from cash-based to cashless and digital by promoting online 

and electronic payment transactions to play an increasingly important 

role in today’s business (Chaveesuk el al., 2022). Thailand is one of 

the countries that are entering the digital economy. This online payment 

gateway is considered the best solution to stimulate the economy. Every 

business in the country must enter a payment channel that integrates 

with their business or lifestyle to support the future (Izhar et al., 2011).  

A payment gateway is a national connection point and bank 

network in which all online transactions must pass through a payment 

gateway to be processed. As such, payment gateways act as a bridge 

between the merchant’s website and the financial institution processing 

the transaction with a safer and faster online transaction experience 

(Gulati & Srivastava, 2007). Therefore, payment gateways are 

an inevitable part of helping businesses succeed and undoubtedly become 

a necessity when doing business online in Thailand (Zheng, 2022). 

 

2. METHODOLOGY 

 

The participants in this study were people who use payment gateway 

selection for online purchases in Thailand. The sampling method was 

a closed-ended questionnaire. Data were collected from 1,635 people who 

responded to the survey via social media such as Email, Facebook, and 

Line application. The duration for data collection was between 

November 2023 and March 2024 (4 months). The online questionnaire 

was designed with a Google Form, which could be accessed by sharing 

through social media to disseminate the questionnaire widely and obtain 

a wider range of statistical information (Mohamed et al., 2021).  

 

3. RESULTS AND DISCUSSION 

 

3.1. Results  

 

From this research study, the dependent variable is set to be a binary 

variable with values of 1 and 0. Those who decide on online payments 

that are directly connected to the bank have a value equal to 1 and those 
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who decide to pay through non-bank financial service providers have 

a value equal to 0. Therefore, the statistics used is binary logistics 

regression. The experimental results from using the significant 

independent variables are as follows. 

 

Table 1. Classification for back-testing 

 

Observed 

Predicted 

Payment gateway  
Percentage 

correct 
Bank 

(0) 

PromptPay-mobile 

banking (1) 

Step 1 
Payment 

gateway 

Bank (0) 358 151 70.3 

PromptPay-mobile 

banking (1) 
75 1051 93.3 

Overall percentage 86.2 

 

As shown in Table 2, the classification results showed that 

the significant model in payment gateway selection in Thailand is 86.2%. 

 

Table 2. Variables in the model using independent variables in payment 

gateway selection for online purchases in Thailand 

 
Variables B S.E. Wald df Sig. Exp(B) 

Step 1 

Gender -1.887 0.177 112.977 1 0.000 0.152 

Age 0.890 0.097 84.846 1 0.000 2.436 

Income -0.550 0.095 33.612 1 0.000 0.577 

Monthly savings 0.208 0.088 5.604 1 0.018 1.231 

Social presence  1.247 0.131 90.448 1 0.000 3.481 

Trust  0.918 0.157 34.082 1 0.000 2.505 

Perceived Risk  -0.713 0.155 21.304 1 0.000 0.490 

Perceived ease of 

use (using 

a platform is easy 

and convenient) 

0.708 0.226 9.791 1 0.002 2.029 

Attitudes toward 

using (feel time-

saving and 

convenient) 

1.029 0.199 26.820 1 0.000 0.357 

Consumption 

(consider using 

the platform 

service) 

0.431 0.161 7.166 1 0.007 0.650 

Constant 0.973 0.639 2.314 1 0.128 2.645 

 

3.2. Discussion 

 

It can be seen that the selection of payment gateway selection for online 

purchases in Thailand has two main variables: the dependent variable 

(including payment gateway with non-bank and bank) and 

the independent variable (including gender, age, income, monthly 

savings, social presence, trust, perceived risk, perceived ease of use, 
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attitudes toward using and consumption). These variables are important 

to these findings. It emphasizes the importance of accessibility in 

choosing payment gateway selections. This is a new and interesting issue 

that makes people pay attention and is becoming more popular 

nowadays. 

From Table 2, the results of the payment gateway selection for 

online purchases in Thailand can be summarized as follows. 

 

3.2.1. Demographic factors 

 

Demographic factors were found as below: 

Gender: The results found that females use payment gateways for 

online purchases more than males. Female consumers are more likely to 

use payment gateway linked to banks (Bian et al., 2023). Gender is 

an important factor that can influence a consumer’s buying decision. 

Females tend to have a desire to send and receive news more than males, 

while males do not have the desire to send and receive news (Adekoya & 

Laksitamas, 2024).  

Age: The results found that age affects the use of payment gateways 

for online purchases. According to Foltýnová and Brůha (2024), the age of 

the population influences the purchase of essential goods and other 

products online, especially after the COVID-19 outbreak. This shows that 

age continues to be a factor affecting the strength of online activity 

(Drummond & Hasnine, 2023). 

Income: The results found that the less income of the population, 

the less use of payment gateway for online purchases. Customer income 

affects behavior, attitudes, and purchasing decisions. On the other hand, 

customers with higher salaries will have more affordability and freedom 

to make environmentally conscious choices (Srisathan et al., 2023). 

 

3.2.2. Data evaluating of payment gateway selection 

 

Among the data evaluating of payment gateway selection are: 

Social presence: The results found that the more social presence, 

the more use of a payment gateway. Leong et al. (2020) stated that social 

presence with sellers is a hallmark of commerce on social media. 

Moreover, social media commerce is an important form of promoting 

social presence. Thus, a social presence provides an opportunity for 

sellers and buyers to build good relationships with each other  

(Lu et al., 2016). 

Trust: The results found that the more confidence the user has, 

the more they use payment gateway for online purchases. The findings 

suggest that consumers in the sample group are receptive to online 

shopping and technology. They are aware of product quality and value 



International Online Conference (June 6, 2024)  

“CORPORATE GOVERNANCE: RESEARCH AND ADVANCED PRACTICES” 

 

133 

and consider factors such as convenience, personal lifestyle, and 

recommendations from trusted sources in their decision-making process 

(Siwasutham et al., 2023). 

Perceived risk: The results found that greater or less perceived risk 

affects the use of payment gateways for online purchases. According to 

Siwasutham et al. (2023), there are many aspects of risk associated with 

online shopping, such as financial risk, which refers to losses that may 

occur during online payment transactions, and privacy risk, which refers 

to the potential loss of personal information, such as unauthorized 

disclosure of customer information (Jain & Kulhar, 2019). Therefore, 

consumers’ risk perception affects online shopping behavior when 

consumers are aware of the risks that will occur (Siwasutham et al., 2023). 

Perceived ease of use: The results found that the more users perceive 

the ease of use, the more users of payment gateways for online 

purchases. Customers will be more interested in using mobile banking if 

the level of usefulness, ease of use, security, and trust provided by 

the bank is in accordance with what the customer wants (Hartono 

et al., 2023). 

Attitudes toward using: The results found that the more users feel 

like they save time and are more comfortable, the more they shop online 

through a payment gateway. According to Ibrahim et al. (2023), 

the expansion of online purchasing is caused by many factors such as 

price, saving time, and connection to online payment systems. People 

started shopping on the Internet because it is cheaper price, easier, and 

more convenient to search for products and services online before making 

a purchase. 

Consumption: The results found that the use of various platforms 

has resulted in an increase in payment gateways for online purchases as 

de Blanes Sebastián et al. (2023) said buying and selling products and 

services is now more flexible. Exchanges between service providers and 

customers in a shared platform, where services are agreed between 

service users. There are many channels for transferring money to 

purchase products and services, such as through mobile phones, Internet 

banking, and online social networking platforms. 

 

4. CONCLUSION 

 

From the research objectives, the research results can be summarized as 

follows. There are 10 independent variables (gender, age, income, 

monthly savings, social presence, trust, perceived risk, perceived ease of 

use, attitudes toward using and consumption) and 2 dependent variables 

(payment gateway with non-bank and bank). These variables influence 

the decision of payment gateways for online purchases. In this study, it 

was found that these factors direct variation according to online 

purchases. 
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