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Abstract

The aim of this research was to investigate the factors influencing intention to participation in the service of parcel
delivery business of e-commerce entrepreneur in Thailand. The participants were the people who follow channels in online
social media. There were 384 peoples in this survey through an online approach. The responses were analyzed by
statistical program to find the effects. The results showed that the relationship of the perceived usefulness, perceived ease
of use, perceived social influence and perceived enjoyment factors that influences the intention to participation in the
service of parcel delivery business of e-commerce entrepreneur in Thailand at 0.5 significance level. The perceived ease of
use factor that influenced the intention of participating in the parcel delivery business of e-commerce entrepreneur in

Thailand was the highest with a regression coefficient of 0.244. The perceived usefulness factor had a regression
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coefficient of 0.225. In addition, the perceived social influence factor had a regression coefficient of 0.198 and the

perceived enjoyment factor had a regression coefficient of 0.147, respectively.

Keywords: perceived usefulness, perceived ease of use, perceived social influence, perceived enjoyment
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