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Abstract

This study aimed at investigating the effects of internet strategy and market orientation on
performance of electronic commerce in Thailand by using a questionnaire as an instrument for
collecting data from 297 of operators of electronic commerce in Thailand. The statistics used for
analyzing the collected data were mean, standard deviation, t-test, F-test (ANOVA and MANOVA),
multiple correlation analysis, and multiple regression analysis. The results indicated that: 1) the
internet strategy in the aspects of rapid convenience in distribution, customer interaction, and
online advertising media had positive relationships with effects on performance as a whole and in
aspects of customer perspective, internal process perspective, learning and growth perspective,
and financial perspective; and 2) the market orientation in the aspects of intelligence generation
and responsiveness design had positive relationships with and effects on performance in aspects
of the financial perspective. Therefore, the operators of electronic commerce need to focus on
developing and improving strategies to promote and support implementation focused on the market.
This results in the performance to be continuously improved. Investments in technology, building

a modern management system. Training and support personnel will be more clearly understood.

Keywords : Internet Strategy, Market Orientation, Performance
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TnTnagaua1d wIaswwnidunataiin
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WazNam L Sendulszansuaa agl
523149 0.7308 — 0.9106 S9mannaasiy uild
esadn (2552 : 90) lalauainnmainng
NINTUWATTWIT L BNVAILVURAUDIN 0.40
2wly) flahdqmuawluszdudann

3.4 gaanislunsive

FmFuniTuaseit ;ﬁ%’mvlé‘l%ﬂﬁ
"3m‘mﬁm‘mnammuwmmmaauwammu

vaInaygniawinaiiauazn1Idfiusud



o P & s d o
mimmqwmmimmmmmmﬂ? UMANEIQUINIEITANY 275 Ui 330Ul 2 furAn - weey W.A.2657

Jatumsaaaiildenamsdniiinauvesgsia aum3 OPR= f+f AA+ 8 AB +
widisgdiannsefindlulszinalng dadou S AC+ S AD+ B AE +e
o
guM3laasil OPR= 3+ 3 BA+ S BB+ [3 BC+
f BD +&

HaansN1IvELazanlsuNa

@139 1 MTlenzdanduiuszainagnidunaidanuraniidiiiuuvasgsianidind
iannsefindlulszinalng

auds OPR AA AB AC AD AE VIF

X 4.04 4.05 3.91 4.02 4.05 412

S.D. 0.39 0.38 0.68 0.47 0.56 0.58

OPR 0.229* 0.439* 0.380* 0.426* 0.600*

AA 0.216* 0.466* 0.174* 0.220* 1.301

AB 0.326* 0.212* 0.484* 1.411

AC 0.343* 0.247* 1.487

AD 0.517 1.489

AE 1.732
A% ”zgmmﬁﬁﬁs:é’u 0.05

NN 1 WU daudsdaizueas VIFs maaé‘hLtﬂs’émfznaqﬂﬁ’ﬁumaiﬁ@ e
v o v o o | Ao o w aad < 2 A o ' '
IUTANVFNAUDIW 08 URDAAYNIIEDEN  adud 1.301 - 1.732 TIWe1aendn 10 ugasin
3261 0.05 Teanavzrnifadamenuduius  daudsdaszlanuduiusiuluszaudladvinld
MLaITenIIaInls8asz (Multicollinearity) @9 tiaitywn (Black, 2006 : 585)
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a €a & a
wwmmamﬂmauﬂﬂuﬂ‘i:mﬂ%ﬂ

@ty OPR BA BB BC BD VIF

X 4.04 3.86 3.87 3.95 3.74

S.D. 0.39 0.49 0.53 0.64 0.54

OPR 0.583* 0.365* 0.516* 0.262*

BA 0.206* 0.255* 0.284* 1.138

BB 0.154* 0.675* 1.837

BC 0.202* 1.091

BD 1.929
“Riuddymiaiafiszau 0.05

NI 3 WU daulsdrIzudazania °uaaéf'sLLﬂsSaigmi@‘hLﬁmmﬁgaLﬁummm@
Fuwusiin adefiieidymoshiana:du 005 feidaue 1.091 — 1.920 deflentasndn 10
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Fewn9duLsaase (Multicollinearity) 91 § lidhldiAadaw (Black, 2006 : 585)
pT9vmInaseau daedn VIF wudn e VIFs

. e g . . a
@139 4 NMInaseUANMIFIRRTIaIFNIzANTMINanay AukanIdLiwUseITIRaW diTd
Aa a
AlannTaindlulszindlng

NANIIALRITH
o a A v @ Qh‘ AN
NIAUUWITHNYILUBNIINAIA &uidszqans 2 t p-value
ALl
naaanae
N”l@liﬁ'\%
faaf (a) 1.580 0.172 9.202 0.000*
uanududaasoslunmsutuen (BA) 0.373 0.035 10.548  0.000*
suanuduaaasozlunisineuns (BB) -0.034 0.042 -0.819 0.414
ﬁmmiaammumuauaa (BC) 0.236 0.027 8.855 0.000*
duwnsUoalunsneuauas (BD) 0.058 0.042 1.390 0.165

F= 69.650 p = 0.000 AdjR’®= 0.481

g

*AnpdAYNIRHan 0.05
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