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Abstract 248631

Even though online business in Thailand has grown in size and economic
values yearly, the pace of growth has been considerably slow compared to the
growth of online transaction in many other countries due to the lack of
understanding in the business itself of Thai entrepreneurs, as well as low reliability of
online transaction perceived by customers. All these problems stem from ineffective
marketing communication. This study aims to investigate level of importance of the
marketing communication factors on consumers’ behavior. The four factors are
credibility of source, content of the website, characteristics of websites and roles of
buyers in communication process. Online purchasing behavior and its relationships
with demographics were also on the emphasis, as well as a relationship between
level of importance of marketing communication factors and consumers’ online

purchasing behavior.

Population of this study consists of those who have experiences with online
transaction from October 2010 - July 2011. Four hundred samples were selected by
multi-stage sampling method to answer questionnaires. Percentage, Means, Standard
deviation, Chi-square, Cramer’s V, Gamma, t-test, One-way ANOVA, Bonferroni and

Pearson product-moment correlation coefficient were used to analyze the data.

Results reveal that most subjects had one to three years of experience with
online transaction and by average they did online transaction once a month with the
expense not more than one thousand baht per transaction. Fashion products, such
as clothes, shoes and purses are on top of the list. Cosmetics, supplement food,

DVD music, software and IT products were in second.

The results also reveal that marketing communication factor (X = 4.48)
perceived as the most importance in the online transaction is the characteristics of
websites, such as speed of network, sufficient customer data management, and
automated customer response system, followed is the reliability of source (X = 4.14)
such as website with precise contact address and the availability of communication
exchange with the website owners or operators. Detail of the content perceived as
important is the secrecy of customers’ personal data (X = 4.55), such as the

indication of security system and keeping confidential of customers’ personal data
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such as name, address, telephone number and credit card details. The least
important is the roles of buyers in communication (X = 3.44).

The hypothetical tests at the significant level 0.05 reveal results as follows:

1. Demographics: age, educational level and family income have relationships
with online buying experiences. Gender, age, educational level and family income
have relationships with frequencies of buying. Age and family income have
relationships with amount of the expense. Gender, age and educational level have
relationships with types of products and services ordered through the Internet.

2. Customers with different educational levels give importance to the four
factors differently. Customers with different genders give importance to the credibility
of source, content of the website and characteristics of websites differently.
Furthermore, customers with different age give importance the credibility of source,
content of the website and the roles of buyers in communication process differently.

3. Factors in credibility of source, content of the website, and roles of buyers
in communication process have relation with online buying experiences while factors
in terms of roles of buyers in communication process has relation with types of
products and services ordered through the Internet.

Results of this study can be used to determine marketing strategy for the e-
commerce operators and can be used as a guidance for investors in e-commerce
business, as well as being a guideline for the government sectors to set policy, plan
and promote the e-commerce business of the country.
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