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Communication on the Internet has been double in speed and made the Internet a
new marketing channel for most businesses. With its low cost and global reach features,
many businesses have launched their websites to provide information as well as to sell
products and/or services to their customers. However, the success of e-commerce depends
highly on customer trust and satisfaction on the vendor websites. Therefore, the purpose of
this research was to study three trust and satisfaction related factors towards internet
transactions which were (1) Two-way communication technology format on the Internet, (2)
Embarrassment in purchasing products, and (3) Gender of customer service agent. Data was
collected from 210 subjects using questionnaire.

Based on the laboratory experiment, hypothesis tests were able to verify that (1)
Impact .of two way communication technology format on satisfaction and trusting beliefs was
not significant, (2) Impact of embarrassment in purchasing products on satisfaction was
significant but on trusting beliefs was not significant, (3) Impact of gender of a customer
service agent on satisfaction and trusting beliefs was not significant and (4) Interaction
impact of three factors on satisfaction and trusting beliefs were significant at 0.05 level of
confidence.

Conceptually, this study would extend insight into applications of Thailand e-
commerce. Practibélly, internet vendors could apply the study’s resuits in planning their
developing public relations department and managing customer relationship for the best of

efficiency and productivity.





