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. ABSTRACT 206809

o The Objective of this Research were three-fold : (1) to study business
performances of E-Commerce traders registered with Department of Business
Development, Ministry of Commerce. (2) to study whether personal factors of E-
Commerce traders registered with Department of Business Development, Ministry of

~ Commerce have any relations with the marketing mix factors. (3) to study the
marketing mix factor that affect the decision to use Real Internet Name (RIN) for

“E-commerce traders registered with Department of Business Development, Ministry
of Commerce.

This research has completed a survey from a sample of 329 E-commerce
traders register with Department of Business Development, Ministry of Commerce,
using a questionnaire that has confidence level of 0.83 as a Research tool. Statistical
methods used to analyze data were frequency distribution, average, standard
deviation, Chi-square, t-test and F-test, using SPSS/PC software.

The study concludes that: (1) The main objective of E-Commerce traders
is to get access to additional marketing channel to their preferred E-Commerce
business types are click and mortar company, which mostly have been registered with
the domain name “.com” and the problem in Internet usage reported is the delay of
network communication. (2) Personal factor on type of business has influential
relation with the marketing mix factors, i.e. products, prices and processes (3) The
marketing mix factors, namely products, prices, promotion, and physical evidence,
have influenced the decision to use Real Internet Name (RIN) of the E-Commerce
traders registered with the Department of Business Development, Ministry of
Commerce.





