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Abstract

The study is conducted to assess the ASEAN ICT Masterplan 2015, the E-Commerce
market in each of ASEAN members with the objectives to evaluate the opportunities,
challenges and potentials for Thai SMEs to enter E-Commerce markets of at least 2 ASEAN
members, to suggest development approach for members, to recommend policy
measures to the Thai government, and to use the results in future training. The research
method Is exploratory collecting both secondary and primary data employing various tools
including questionnaire, in-depth interview, focus group, and field survey. Data collection
is undertaken in Thailand (Bangkok, Chiangmai, Phuket) and abroad (Malaysia and
Vietnam). Statistics used are percentage, mean, standard deviation.

The ASEAN ICT Masterplan 2015 aims to put ICT as the driving force for economic
growth, to establish ASEAN as one of global ICT hub and to promote ASEAN integration.
ASEAN is currently in its second ICT Masterplan 2020 (2016-2020) focusing on commercial
development, establishment of smart cities, secured digital markets and online
communities. Singapore is the leading E-Commerce country in terms of transaction value
indicator, legal system, government support, internet usage indices, and highest-mark
logistic capability. Singaporean consumers are familiar with online purchase. Thailand,
Malaysia and the Philippines are in the second group. Thai SMEs should target Malaysia
and Vietnam for their E-Commerce business with two potential groups: 1) services such as
tourism, hotel, restaurant, ticket booking for event/show, hospital, cosmetic surgeon, 2) 7
sectors of businesses such as halal food, clothing and apparel, electronic devices and car
accessories, fruit and processed fruit, herbs and food supplements, jewelry and ornament,
and digital content. Eight platforms for the expansion of E-Commerce business into the
ASEAN market have been proposed. Case studies of outstanding E-Commerce in Thailand,
Malaysia and Vietnam are presented.

Thai government should set up a network of public and private E-Commerce
database, conduct human resource preparation and development. Thai SMEs should
upgrade their products and services to meet national or international standards. Thai-
Malaysian and Thai-Vietnamese Bilateral cooperation on facilitation of international E-
Commerce cargo transport should be established.
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