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In this thesis, the researcher investigates (1) the importance and
patterns of electronic commerce (e-commerce) services provided by
entrepreneurs in the Thai tourism industry. The researcher also considers
(2) the internal factors—opinions regarding the operation of e-commerce in
Thailand, opinions regarding the performance of e-commerce and obstacles to
e-commerce—involved in the development of the Thai tourism industry.
Finally, the researcher inquires into (3) external factors—characteristics of
products, competition, technology, security systems, transportation, and

government support—fostering the development of the Thai tourism industry.
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The sample population consisted of 400 tourism industry entrepreneurs
who maintained e-commerce websites allowing for payment for products and
services via the Internet. The instrument of research was a questionnaire.

Using techniques of descriptive statistics, the researcher analyzed the
data obtained in terms of frequency, percentage, mean and standard deviation.
The techniques of 7 test and One-way analysis of variance (ANOVA) were
also used for testing purposes. The method of least significant difference
(LSD) was used when differences were found at a statistically significant level.

Findings are as follows:

1. The entrepreneurs under study were mostly males between the ages
of twenty-five and thirty. Most maintained their businesses in Bangkok and its
environs and were holders of a bachelor’s degree with five to ten years of
work experience employed in their present jobs.

2. The form of business conducted by these entrepreneurs falls under
the rubric of “business-to-consumer” (B2C). Most of them accepted credit
cards as a medium of payment for products or services. Most of them used
their business establishment as the place serving as the main channel of
product or service distribution.

3. Most of the entrepreneurs under study were of the opinion that
conducting business operations through e-commerce methods helped augment
income. Most of them created good relationships between their businesses
and customers. This in turn fostered commitment and an exchange of

information between customers and their businesses. It also fostered a
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progressive role for these businesses, inasmuch as they could thereby select
or participate in determining the prices for products or services that were
mutually satisfactory. The businesses could be improved by preparing more
adequate information regarding products or services for customers in direct
response to their needs. Most of them found that their business operations
where consonant with their set objectives. Most of them had obstacles in
respect to uninformed personnel who were deficient in knowledge, were not
capable, and who had a paucity of experience in e-commerce. Personnel are
insufficiently trained and do not develop themselves on a regular and
continuous basis.

4. Most of the entrepreneurs under study could make use of
information given by customers to improve the quality of products or services
in a speedy and continuous manner. E-commerce provides advantages for
businesses in competing with competitors because marketing was conducted
through representatives or agents allowing access to customers through
affiliate marketing. Most of them had website technology that allowed for
consistent improvement in patterns, colors, and information concerning
products or services. Most of them had security systems that could effectively
protect customer data. They were also responsible for damages that might
occur during the sending or receiving of products or services. Most of them
would like the government to issue laws strictly controlling the e-commerce
business. This will lead to this type of e-business being universally and fully

in compliance with the law with fewer risks involved for all concerned.
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