Falasans (N lns) AYNUANFNINN ANTTNTENINNgNY AR lWN1sTaRUA" YT 1E
U3N1sn1InIsiteiaanynsaingd
dalpsang (nﬁﬂﬁﬁﬂﬂqm The Differences among Groups of People in the Adoption

Behavior of E-Commerce

WURASY Rusels  Inendanisisusuazannig
Uszantlaulszunm 2557 NUIURUNLASUMSAT LAY 130,000 LW
FTHUTLIAIVININISIAE 11 FOUET 1 BANAN 2556 119 30 et 2557

Ta-ana waunilasanIg

UNANAUTUN (T84 UNS ANMUSITINNG ETaeiANaRTIAN9E]
INELIAENITLINNTUATAANNT Tnadwit 02-329-8460 n3an3 02-329-8461

E-mail kcwornch@kmitl.ac.th

UNAMEA

b %

Tuilaqiiugumasiialagnldeuuintsiu tnaanwizad et lulssmaniidswmun &in

a

o

v dll v = dld 1 a ma © a o o
s leienisAnisenGandiniewidizdaidnnsating (E-commerce) Ay ludlszinglne
[~ d‘ d' a A & a Yo o ¢al d’l 1o al = =X v
Aludszimantannisnidladdidnnseiindlafunisaeniunngelu uddadinnafnsdanis 4
usnisnisniladaidnnsatindlunguanlnaatreudisiios lunsdaaieliaysdnennau
' ) a ' J dlgj a v ! ¥ a a A @ a
WANGANTING ANFTNsEndang Ny ARa lun st duAviTa litFn1sn1snadiadaidnnsating tne
1HnnnsdrsanauAniuaesdAouLLLAUNINAIWIN 500 AW NaNAtag lungamnanIuag
LarNaNIUIMAgeLaIn 3 Aanssuuan Wun AvndluduAudieyaduAivisasiznissngeinu
Buwmeiiin nnsldaumeiidninanisTedui1vsetiini9sine warnisldaumaefillnienisane
AUATALINNIA Arudunisiinsnziideyaiii 151 ANOVA wag Fisher's Least Significant
Difference (LSD) 1l lunnsufauinesuuasziatsaunannuunnsiassdieyanlisu tnonanls

ANN13IdEnLdIRiangsNns s untidaiannsetindiy Aavnuusissneiulunanangui 14

lungu A ang szAuNIsAnen @@ seausalidouyans uazszaumalinsauain



%Q?Wﬂ@ﬁ%ﬁl@ﬂﬂ\iﬁ@ﬂ??ﬂLL@ZFVJ’U\ILL[ﬂﬂ[ﬂl’]\‘Iﬁl@ﬂﬂ@uﬂ’]?’ﬂﬁﬂﬁ"]ﬂmﬂLL@Z?‘ﬂJﬂL’&u“ﬂ LLuZiﬁ

v
a o

Yiaualiluanudsa s

ARNATY 1 WOANITNNITRAWAN, NOANIINNITEBNTL, Nanaiiaeiaiannaatind



Research Title: The Differences among Groups of People in The Adoption Behavior of
E-commerce

Researcher: Miss Wornchanok Chaiyasoonthorn

Faculty: Administration and Management College,

King Mongkut’s Institute of Technology Ladkrabang, Bangkok, Thailand.

ABSTRACT

The Internet is increasingly being used as a new form of commerce called electronic
commerce (e-commerce) in developing nations. E-commerce is increasingly being adopted
by Thai people. However, very few studies have been conducted to study the adoption of
electronic commerce among groups of Thai people. This study aims to compare and contrast
the adoption behavior of electronic commerce among groups of Thai people in Bangkok. A
survey of 500 respondents living in Bangkok was conducted. Three electronic commerce
activities (frequency scores of searching the Internet for information about products or
services, using the Internet to buy products or services, and using the Internet to sell
products or services) were tested. One-way analysis of variance (ANOVA) and Fisher’s Least
Significant Difference (LSD) tests were employed to compare and contrast the data. The
study shows that some electronic commerce activities were adopted significantly differently
in various groups: gender, age, levels of education, occupations, levels of personal income,
and levels of family income. Specific activities and groups of people are discussed in greater

details in this study. Discussions and recommendations are also addressed.
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