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In this thesis, the researcher investigates (1) the relationship between
beliefs regarding behaviors and beliefs regarding reference groups and
intentions to purchase products advertised on the Internet. The researcher also
studies (2) the relationships between the perception that the Internet is useful
and the perception that the Internet is easy to use and attitudes towards using
the Internet for purchasing products. The researcher additionally inquires into
(3) the relationships between the intention to purchase products on the Internet
and the attitudes towards the use of the Internet to purchase products and
behaviors evinced when purchasing products on the Internet. Finally, the

researcher compares (4) the differences between the attitudes expressed when

(6)
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using the Internet to purchase products and the behaviors evinced when
purchasing products advertised on the Internet.

The sample population consisted of 385 Internet users who accessed
<www.sanook.com>. The instrument of research used to collect data was an
online questionnaire posted on <www.sanook.com>.

Using techniques of descriptive statistics, the researcher analyzed the
data collected in terms of frequency distribution, percentage, mean and
standard deviation. F test and one way analysis of variance (ANOVA) were
also employed by the researcher. The researcher additionally applied the least
significant difference (LSD) multiple comparison method in cases in which
differences were found at a statistically significant level.

Findings are as follows:

1. Most of the subjects under study were females between the ages of
twenty-five and thirty-four who were holders of a bachelor’s degree. They
worked as company employees with monthly incomes between .1‘0,('-)0-1~ and
20,000 baht.

2. Most of the subjects under study had the perception that the Internet
was useful. Furthermore, at a high level, they both harbored the perception
that the Internet was easy to use and had the intention to purchase products on
the Internet. In addition, it was found that most subjects exhibited at a moderate
level the attitudes towards intending to use the Internet to purchase products,
beliefs concerning the purchase of products on the Internet, and beliefs

regarding their reference group.

(7)



248609

3. The results of hypothesis testing are as follows:

3.1 It was found that beliefs regarding the purchase of products on
the Internet and beliefs regarding reference groups were correlated with the
intention to purchase products on the Internet at the statistically significant
level of .05.

3.2 It was further determined that the perception that the Internet
was useful and the perception that the Internet was easy to use was correlated
with attitudes towards the use of the Internet to purchase products at the
statistically significant level of .05.

3.3 It was also established that intention to purchase products on the
Internet and attitudes towards the use of Internet to purchase products were
correlated with behaviors exhibited when purchasing products on the Internet
at the statistically significant of .05.

Moreover, it was found that differences in the intention to purchase
products on the Internet affected the purchasing behaviors displayed when
making purchases through the Internet at the statistically significant level of

.05, including the price or the value of products purchased on average

(baht/session).

(8)
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