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This thesis establishes the demographic characteristics of selected
exporters of Thailand’s brand products insofar as they impinge upon problems
incurred in accessing Internet information provided by the Department of
Export Promotion. Additionally considered are the behaviors exhibited by the
aforesaid exporters vis-a-vis the accessing of this information. Finally, taken
into account are the demographic characteristics of the exporters under
invesﬁgation in relation to the conditions under which they access the
information in question.

The sample population consisted of 270 exporters of Thailand’s brand
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products who were involved with the Department of Export Promotion of
2006 activities. Furthermore, the instrument of research was a questionnaire.

The teéhniques of descriptive statistics used in the analysis,
formulation and tabulation of the data obtained by the questionnaire were
frequency, percentage, mean, and standard deviation. The hypothesis
postulated for this thesis was tested through an application of one-way
analysis of variance (ANOVA). In case of differences at a statistically
significant level, Scheffé’s muitiple comparison method was used.

Findings are as follows:

1. Demographical differences in regard to gender and age were not
correlated with differences in accessing Internet information provided by the
Department éf Export Promotion. However, respondents who differed in
position, length of employment, educational level, work assignment, and
expertise did exhibit differences in accessing such Internet information. This
is the case since those holding managerial positions, having been employed -
for a period greater than sixteen years, having an educational level higher than
that of a bachelor’s degree, whose work assignment was in the area of
marketing and who had had requisite expertise for a period greater than ten
years expressed at the highest level greater needs for accessing Internet
information provided by the Department of Export Promotion.

2. The exporters under investigation who differed in behaviors
regarding accessing said information concomitantly differed in needs to
access such Internet information. For example, this was the case for these who

frequently used the Internet, those who used the Internet for obtaining general
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information, and those who were of the opinion that information searching
corresponded to variegated user needs. Accordingly, those in these three
categories manifested the highest level of needs to use the Internet.

3. Differences in conditions of using the Internet for accessing
information affected the needs of the exporters under investigation to access
information on the Internet in different fashions. The exporters using
computers in conjunction with their work evinced the highest level of needs
for accessing information on the Internet provided by the Department of
Export Promotion. They were also of the opinion that the retrieval of
information could respond to an array of variegated needs on the part of users.
Furthermore, the exporters who used computers for data retrieval evinced
higher needs for using the informatioﬁ in question.

4. Needs to use the information provided oh the Internet by the
Department of Export Promotion on the part of the exporters under
examination were heightened by the fact that they believed the explanatory
manual providing guidance in accessing the data base was convenient to use.
Moreover, they saw that being cognizant of the Internet was necessary in
addition to being a time saver in gathering information. Finally, the Internet
was also deemed beneficial for communication purposes and export promotion. .

In conclusion, it can therefore be seen that the differences in exporters
experiencing problems in accessing the information in question on the Internet
affectéd differences in the needs to access such information. Consequently,
this finding was in accordance with the research hypothesis postulated for this

thesis.





