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Abstract

Commercial electronic transactions
have a high rate and quantity in both Europe
and America, but in developing countries in
the Asia Pacific region, particularly in Thailand
which is considered an emerging market that
has the potential on trade or commercial
electronic transactions due to the low
rate and quantity of commercial electronic
transactions. Therefore, academic studies of
important factors that affect online purchases
will help marketers in both retail and electronic

markets to prepare marketing strategies for
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websites that is suitable for each consumer
group. The literature and relevant research
review found that there is a gap of knowledge
that can be further developed into research
studies. These can answer the following
1) What are the key factors

influencing consumers to make decisions

questions:

about buying online products in emerging
markets? 2) The characteristics of buyers -
websites that are related whether to online
purchases of customers in emerging markets
or not? 3) The product market level affects
whether the relationship of the characteristics
of the buyer - the website on the online
shopping of the customer or not. These are
building of

engagement, fulfillment of demand, create

to guarantee the reliability,
and increase satisfaction, attract consumers
to buy products and attract existing customers

for repeat purchases in the future.

Keywords: Characteristics of buyers, Website
characteristics, Internet purchases, Emerging

markets.
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fnsiteuasimundunguisnag Snvieldiinig
afyanainsielifivinuglunisinuuas
Uduugeszuuaniin@nulusedugaudne GeAd
ToddnlusuvesUszaumsaivesindnuiiiag
JUNSANYININAIUNTEUUTDIDIANTT
31NN15ANYIYDI ERNST & YOUNG £
nsiigsnssundentsdedudlulandu nuis
Snmnisiiganssuvienistedudiesulauio
online purchase wasgnAnfidodud1anoeding
M3OUTENAAIA (15197 1) aziiulFingne
naviignssuviienistedudooulavesdiens
8031 138egeunlutszina lsrael, Canada,
Netherlands, Switzerland uag Australia mua1Au

Global purchasing

. "'ll- 1 b +I-

"-.‘;" 1 'hl"{ '-.:."'" e

" 5 » & P X

F "l-ll' AL oy M I!.nl" @ ) ] 0 [t i

,"::,‘l""yb lé'.,'-+ :3..'1.‘. I&':"' ﬂ'ﬁ‘h# .;.'fl"1 IIJ-":‘?:I l,::':?‘“ tl,}l'.@‘. |.'|J:|- :_,H?‘I. r,_..";.';‘- 'I.I.'-+

Purchase online from a compar | E : i b e [
ina omich county YES | 1% { 56% | 65% 148% | T2% | S3% | 42% | 75K | 7O | 545 ) 46k | O | SO

A13799 1

gnsIn1sgInssuvsen1stedumeaulatvete

ludiuvesni1sfnefalSuianisyin
ganssumdiegdiannsoindlulandlinsuunuiy
wuifiyadvesniste vegeda 7 Hud oy
ansy Tnvdilngasdunisde vielunivewsn
willo (Purnendu Mandal, 2004) Taendugsnssuy

Tuwuu B2B 93.3% wasiluganssuwuu B2C 6.7%
uananiinsd1ededayavos Forrester Wy
widlyddiinnsedndlantul 2549 aviiyarigads
12,837 Wudumsgyansglasandudndiuain
nguUsEInaRauILdTeFesay 93.4 uazan



15815381015 @1UUINYINITIANTAILUT A

nauuszmaiasimuduiosas 6.6 lngludiu
dardinnivingefigaaingintaeidouddiin
AINNITAN W1V Organization for Economic
Co-operation and Development (OECD) a4
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%30 Emerging Markets 1ag OECD 3nNguv89
Uszmeadidunaiminlvniunasives World
Bank lnggdesuldsieriivesuseynslulssine
(Gross National Income : GNI) TuU 2003 law
Useineidl GNI eendn $9,386 wawsiduuszine
finoglunguuesusemaiisganisasyu il
sadnduussimanifieadnsiieglu FTSE All
World index %38 the Dow Jones Global 2500
aeslnegrands (Jeremy Baskin and Kathryn
Gordon, 2005) inﬂﬁ{fmagiuﬂdmmmﬁm
TndauA1fenuaing139199y laun Argentina,
Chile, Colombia, Egypt, India, Malaysia, Mexico,
Peru, Poland, South Africa, Turkey, Brazil,
China, Czech Republic, Hungary, Indonesia,
Morocco, Pakistan, Philippines, Russia, Thailand

and Venezuela

AudAyvaslynn
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widlvdsiannselingd (e10ld AdAwAy, 2546)
wudUsemalneldnsinsldndivddannse
dnddmiunissuddsteuazutiseiiu 20%
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Consumers expect purchases to cost less enline than in stores

i g et B

ol i ) Tl “
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M1519% 2
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mnmsdsanuhudreiuesdunddumamaniniignélilunsfiasanueflalgugue
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Top 3 reasons for shopping online
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