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ABSTRACT

This research is about the intention to use e-banking services by adopting the
backbone of TAM (Technology Acceptance Madel) in Myanmar. TAM is widely used to
examine the two hypothesis, perceived usefulness and perceived ease of use, which
impact on the actual use of the technology. This paper took the survey on a medium
sample size of 297 respondents in tourist attraction areas in Yangon. This study consists
of five hypotheses, where the author put “branding” as a contribution to the TAM,
according to the literature study about the banking background of Myanmar. However,
because of the rare use of e-banking services by international tourists, the actual use
cannot be determined in this paper. This research studied the empirical result of the
determinants of five hypotheses, branding, perceived ease of use, perceived usefulness,
trust, and behavioural intention to use, by using SEM (Structural Equation Modelling).
The outcome of SEM shows that there is no significant relationship between the
behavioural intention to use and two main determinants, perceived usefulness and
perceived ease of use. They can only influence the intention by using trust determinant as
a mediator. However, the research findings show that the same uplift of perceived
usefulness and perceived ease of use cannot give the same mediating effects on the trust,
which have (0.75) significant impact on the intention, such as the branding, which can

give impact on perceived ease of use determinant.
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