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ABSTRACT

The objective of this research is to study the situation of E-Commerce business in
Thailand and analyze factors affecting purchasing behavior upon E-Commerce system as well as
put forwards useful ways for entrepreneurs to develop in their business. Descriptive data analysis,
Frequencies, Percentage and Regression Analysis testing on Independent variable affecting
purchasing values of the samples on E-Commerce system are all utilized as the research’s
methods by collecting data from questionnaire designed to inquire 376 customers who used to
purchase goods and service through E-commerce system.

The research result finds that the sample is mainly female aged between 20 — 30 years,
bachelor’s degree graduation, working in private enterprise earning averagely 34,019.67 per month.
This sample above normally has been convenient to go for shopping at shopping mall or
department store, also having experienced surfing internet at home for averagely 10.95 years.
They have had their own personal computer or laptop to connect all-day internet at home for
searching any information.

It also finds that the sample in which they purchase goods and service via
E-Commerce in 3 months calculated averagely as 7,898.22 Baht. Mostly, they purchase less via
E-Commerce than they do in usual trading way, calculated as 50 percent. E-Commerce’s best
seller items are personal belongings such as clothes and attires. Online purchasers have selected
to pay by transferring money to vendor’s account. Problems purchasers usually face are the

quality of merchandises not tally with those vendors previously advertised. Furthermore,



satisfaction in terms of transaction cost factor and customer behavior factor averaged in moderate
level.

Hypothesis testing by Regression Analysis, correlating factor with values of
purchasing via E-commerce is found in statistical significance at level of 0.05, that is, gender,
monthly income and internet usage experience.

This research also put forwards some suggestions for E-commerce entrepreneurs as
follows :

1. E-commerce market is very similar to those in perfect competition that several
vendors are included . It thus causes the same goods have little difference in price. Entrepreneurs
hence should have tactics to differentiate their merchandise by utilizing Creative Economy
concept.

2. The research’s result found that there is significantly different between male and
female in terms of purchasing behavior. The samples who are men are likely to purchase higher
value merchandises . So, if you have high valued items on sale via E-commerce, male customers
are considerably the main target.

3. The research’s result also told that customers place importance on entrepreneurs’
credibility. Entrepreneurs should thus legally proceed to register as a E-commerce entrepreneur at
Department of Business Development, Ministry of Commerce.

4. Customers are not able to see or touch any merchandises purchasing via
E-commerce system. They inevitably tend to find and study merchandises meticulously to prevent
any asymmetric information problems. E-commerce entrepreneurs should showcase
merchandise’s details in terms of clear-cut photo or any other details to customers as much as

possible to make customers easier to make decision to purchase.



