	論文中文摘要：
	目前，銀行業正在快速拓展技術應用範圍，其中人工智慧（AI）也對傳統銀行通路產生了重要影響。 因此，本研究旨在確定台灣和泰國顧客對人工智慧技術驅動行動銀行業務的認知與接受因素。 本研究將重點關注在人工智慧行動銀行中使用的因素。 研究架構採用了四個模型：科技接受模型（TAM）、擴展科技接受模型（ETAM）、計劃行為理論（TPB）及刺激-有機體-反應（SOR）。本研究 將利用線上問卷蒐集台灣與泰國的數據，並使用結構方程模型（SEM）分析數據。研究樣本由來自台灣與泰國的 1038 名使用人工智慧驅動的行動銀行服務的受訪者組成。台灣與泰國的實證結果發現，感知有用性、感知易用性、信任、態度、自我效能、便利條件及感知行為控制等因素與採用人工智慧驅動的行動銀行的意圖有顯著正相關。 此外，台灣的感知風險與態度呈現顯著負相關。 然而，泰國的感知風險與態度之間並沒有顯著的正相關關係。 本研究的實證結果將為銀行業的策略決策提供有用的見解，並幫助管理階層制定增加消費者信任的策略。 此可能有助於降低各個領域的風險，並增加在交易中使用數位技術的信心。

	論文外文摘要：
	At present, the banking industry is rapidly expanding its range of technologies, including artificial intelligence (AI), which has also played an important role in affecting traditional banking channels. This research therefore aims to determine the factors of awareness and acceptance of AI technology driving mobile banking by customers in Taiwan and Thailand. It will also focus on the factors that influence the use of AI in mobile banking. The study framework utilized four models: the Technology Acceptance Model (TAM), the Extended Technology Acceptance Model (ETAM), the Theory of Planned Behavior (TPB), and the Stimulus-Organism-Response (SOR). The literature review provided additional supporting factors for the above model. The data will be collected in Taiwan and Thailand using an online questionnaire and analyzed using structural equation modeling (SEM). The study sample consisted of 1038 respondents from Taiwan and Thailand who used AI-driven mobile banking services. Results in Taiwan and Thailand found that several factors, e.g., perceived usefulness, perceived ease of use, trust, attitudes, self-efficacy, facilitating conditions, and perceived behavioral control, were significantly positively related to intentions to adopt AI-driven mobile banking. Moreover, perceived risk in Taiwan showed a significant negative relationship with attitude. However, perceived risk in Thailand shows a non-significant positive relationship with attitude. The empirical results of this study will provide useful insights for strategic decision-making in the banking sector, which can help the management create strategies to increase consumer trust. This may help reduce risks in various areas and increase confidence in using digital technology in transactions.
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