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ABSTRACT 

 

Compared with other countries such as the US or China, Thailand lagged 

far behind in terms of e-commerce with only 1.9% of the retail happened online in 

2015. This study aimed to understand current Thai consumers’ online shopping 

behaviour, measure their satisfaction level of online shopping experience, and identify 

things that are holding them back from online shopping. The findings from this 

research would provide recommendations to e-commerce players in Thailand 

regarding how they can make more people buy online and make people buy more 

online. 

Both qualitative research in the form of in-depth interviews, and 

quantitative research in the form of self-administered online questionnaire were 

conducted among Thai consumers aged between 20 and 60 years old. The main 

framework of the quantitative research is to compare light and heavy online shoppers 

regarding their satisfaction level and perceptions towards different aspects of online 

shopping. The constructs for perceptions towards online shopping were developed 

based on secondary research and qualitative research. 

It is concluded that compared with heavy online shoppers, light online 

shoppers are more dissatisfied about payment process, and they feel less safe with the 
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transaction with the websites. All three factors, perceived ease of use, perceived 

usefulness, and trust/risk can significantly affect future intention for online shopping. 

A few practical suggestions were made based on the conclusions for companies which 

want to sell online. 

 

Keyword: online shopping adoption in Thailand, E-commerce, online shopping  

  perception, online shopping satisfaction, online shopping behavior 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Introduction to the Study 

According to Euromonitor International (2016), in 2015, online retailing 

percentage, including internet retailing and mobile retailing, of total retail in the US 

was 11.7%, 20.9% in China, and only 1.9% in Thailand. As internet penetration and 

digital population in Thailand increased rapidly over the past years (Internet Users), 

electronic commerce (later referred to as “e-commerce”) growth lagged behind. There 

are many major regional and local e-commerce platforms such as Lazada, Tarad, 

Zalora, WeLoveShopping, and so on, but most Thai consumers including the younger 

generations are not spending much money online yet compared with their 

counterparts in other countries. 

This study investigated a contemporary topic in applied marketing related 

to society and technology. It aimed to understand current Thai consumers’ online 

shopping behaviours, measure their satisfaction level of online shopping experience, 

and identify things that are holding them back from online shopping. The findings 

from this research would provide information about what areas should be improved to 

promote online shopping for Thai consumers and provide recommendations to major 

e-commerce players or any companies who want to sell their products online in 

Thailand. These together could provide hints to e-commerce players in Thailand 

regarding how they can make more people buy online and make people buy more 

online. 

 

1.2 Key Terminology Definition 

Online shopping and electronic commerce or e-commerce in this study 

were defined as business-to-consumer or consumer-to-consumer commercial 

transactions conducted on the Internet using personal computer, tablet, or mobile 

phone to buy a physical product for personal use. Even if the monetary transaction is 

conducted in the form of bank transfer or counter payment as long as the information 

searching and decision making is done online, the transaction is still within the scope 
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of this research. Services such as food takeout, restaurant or hotel reservations, flight 

tickets, tour packages, media products such as online music or video and so on were 

excluded from this research.  

 

1.3 Research Objectives 

1) To understand basic online shoppers’ behavior in Thailand: 

a. Shopping frequency in the past six months 

b. Categories shopped in the past six months 

c. Channels of shopping (device, platform/website) 

d. Product searching channels (Google, Facebook, Pantip, online 

shopping website) 

e. Decision process (Compare prices, check reviews) 

f. Payment method 

g. Product receipt process (How long) 

h. After-sales process (Return/Exchange, Review) 

i. Future intention to shop online 

2) Measure the satisfaction level of the consumers’ online shopping experience 

a. Product searching time 

b. Product searching effort 

c. Product information quality and richness 

d. Communication with the seller 

e. Payment process 

f. Delivery speed 

g. After sale service 

3) Identify the problems that inhibit online shopping by comparing the 

perceptions of light online shoppers, heavy online shoppers, and non online 

shoppers regarding the following aspects: 

a. Perceived ease of use 

ii. Online shopping is easy to do. 

iii. Searching products online is easy. 

iv. It is easy to navigate the shopping sites. 

v. It is easy to contact the seller. 
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vi. Payment for online shopping is easy. 

vii. Learning to shop online is easy. 

viii. Returning/Exchanging product bought online is easy. 

b. Perceived usefulness 

i. Online shopping is convenient. 

ii. Online shopping saves time. 

iii. Online shopping saves effort. 

iv. Online shopping offers better product assortment. 

v. Online shopping offers more reasonable price. 

vi. Products bought online have high quality. 

vii. I can compare products more easily while shopping online. 

c. Trust/Risk 

i. I feel safe in my transactions with the Web site. 

ii. I trust the website/seller with my personal information. 

iii. I believe in the information the website/seller provides. 

iv. I believe that what I see online is what I will get. 

v. I trust the seller will deliver my product on time.  
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CHAPTER 2 

REVIEW OF LITERATURE 

 

There was very limited academic literature related to online shopping 

adoption in Thailand. A few academic literatures from Thailand, data from other 

sources such as Euromonitor, Electronic Transactions Development Agency, 

Thailand's National Electronics and Computer Technology Center (NECTEC), the 

World Bank, and research on similar topics done in other countries were reviewed. In 

addition, a few different theoretical models were reviewed. 

According to the World Bank, internet penetration in Thailand was 

39.32% in 2015 from 22.4% in 2010 (Internet Users). The rate almost doubled in the 

past 5 years, and if the increasing speed continued, most Thai people would have 

internet access very soon. According to Kemp, S. (2015) from We Are Social UK, 

18% of the Thai population bought something online via a personal computer last 

month, and 11% of the Thai population bought something online via a mobile phone 

last month. 

Laohapensang (2009) studied the factors influencing Thai consumers’ 

internet shopping behaviour based on the theory of planned behaviour (TPB) 

developed by Icek Ajzen. This theory states that “A person’s intention to perform a 

particular behaviour can develop from the person’s attitude toward that behaviour, the 

subjective norm (beliefs about the attitudes of the person’s associates), and perceived 

behavioural controls”. Laohapensang defined the person's attitude toward that 

behaviour as price, reliability, and user-friendliness of online shopping. Subjective 

norm was measured based on the respondent's perception of their family, friends, and 

bosses. Perceived behavioural controls were measured by how easy or difficult the 

respondent thinks about online shopping. The results from 264 completed 

questionnaires showed that perceived behavioural controls and subjective norm 

significantly influenced the intention to shop online. Because how the family, friends, 

and bosses of the respondents think about online shopping cannot be directly 

measured nor easily influenced by e-commerce companies, these aspects were not 
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included in this study. However, the perceived ease of use, which was defined as 

perceived behavioural control in Laohapensang’s study was measured in this study. 

Prompongsatorn, Sakthong, Chaipoopirutana, and Combs (2013), 

conducted a study for Internet shoppers in Thailand. The study tried to develop the 

profile of Thai online shoppers, test the relationship between consumers’ perception 

of reputation, security, privacy, ease of use, usefulness, integrity, and consumers’ trust 

in Internet shopping, and determine which factor can mostly impact consumers’ trust 

in internet shopping. 400 samples were collected in 2010, and it was concluded that 

out of the six major factors listed above, only two of them had significant relationship 

with trust in Internet shopping, which were the perceived ease of use and integrity. It 

was recommended that online sellers should make their websites easy to use in terms 

of being easy to search or navigate information, and websites should simplify their 

online purchasing processes. In addition, it was recommended that online sellers 

should provide valid and update-to-date information about not only products but also 

the purchasing agreement to consumers without any request. Security, privacy, ease of 

use, usefulness, and integrity were adopted as important factors for online shopping 

adoption in this study. However, the relationship between these factors and actual 

online shopping behavior were measured instead of consumers’ trust in internet 

shopping. 

According to Euromonitor International (2016), the challenges faced by 

online retailers include how to present pages to attract consumers, how to improve 

delivery, hotlines, and other logistics in order to create a more convenient 

environment for consumers to buy online. Even though many people in Thailand still 

cannot access the internet, the ones who can still prefer store-based retailing because 

of the experience of family shopping trips and socializing with others. Electronics is 

the biggest category in terms of market value followed by media products and food 

and drink. As a result, delivery and logistics were included as a factor for online 

shopping in this study.  

According to Electronic Transactions Development Agency (2015), the 

top five reasons for people not to shop online are: 1) worried about fraud; 2) unable to 

touch or test the product; 3) unavailability of the needed product; 4) like the 

experience of shopping offline; and 5) unable to actually meet the seller. These 
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reasons were also incorporated into the factors influencing online shopping adoption 

in this study. 

According to ECOMScape (2016), Lazada is the biggest player in E-

commerce in Thailand, but others such as WeLoveShopping.com and Wemall.com 

are also competing for different niches. Beside business-to-consumer e-commerce 

marketplaces, consumer-to-consumer platforms are also fiercely competing with new 

entrants focusing on mobile e-commerce. Social commerce is very strong in Thailand 

compared to other countries. It is estimated that 50% of online shoppers in Thailand 

shop through social network, which may be the highest ratio in the world. The full e-

commerce landscape by ecommerceIQ in Thailand can be found in Appendix A. Due 

to the importance of social commerce in Thailand, purchasing products through 

Facebook, Instagram, or even Line were included in this study. 

Faqih (2016) studied the factors deterring consumers from adopting online 

shopping in developing countries. The research was conducted in Jordan through self 

administered questionnaires collecting 261 samples. The factors influencing online 

shopping being researched included “perceived ease-of-use, perceived usefulness, 

perceived compatibility, social influence, trust, perceived risk, privacy, security, 

Internet shopping anxiety, Internet self-efficacy and price.” All the factors except 

perceived risk, privacy, and security were significant in influencing online shopping 

intention. 

Tabassam, Chaudhry, and Nusair (2016) conducted a research in Pakistan 

in order “to examine the behavioural acceptance of consumers towards online 

shopping using technology acceptance model (TAM). Results showed “that trust, 

perceived usefulness, perceived ease of use and online shopping enjoyment influence 

attitude as well as customer intention to adopt online shopping”. Technology 

acceptance model (TAM) is widely used in the study of online shopping adoption, 

thus the construct from the model were adopted in this study. 

Venkatesh, Morris, Davis, and Davis (2003) reviewed and compared the 

eight most well-known models for information technology acceptance research, 

namely Theory of Reasoned Action (TRA), Technology Acceptance Model (TAM) 

and its improved version TAM2, Motivational Model (MM), Theory of Planned 

Behavior (TPB), Combined TAM and TPB (C-TAM-TPB), Model of PC Utilization 
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(MPCU), Innovation Diffusion Theory (IDT), and Social Cognitive Theory (SCT). A 

new model named Unified Theory of Acceptance and Use of Technology (UTAUT) 

was developed and its validity tested. The UTAUT theory includes construct such as 

perceived ease of use, extrinsic motivation, job-fit, relative advantage, and outcome 

expectations.  

This study included most of the constructs from UTAUT, and the items 

under each construct were created referring to all eight models and other similar 

researches done in this field. Because most of the researches were conducted in 

developed countries and other developing countries, the constructs and items also 

included the findings from in-depth interviews conducted with Thai consumers. Some 

constructs or items from these models are related to the social expectation of the 

respondent about whether he or she should adopt a certain new technology or way of 

doing things. These factors are important in determining the respondent's’ online 

shopping adoption. However, these are difficult for companies to act on. Therefore, in 

order to ensure the complete response rate of the questionnaires distributed in this 

study, the construct and items were limited to the ones that can directly lead to 

recommendation for e-commerce companies in Thailand.  



Ref. code: 25595802040682NBDRef. code: 25595802040682NBD

  8 

 

CHAPTER 3 

RESEARCH METHODOLOGY 

 

3.1 Research Methodology 

Both qualitative and quantitative research were conducted. Qualitative 

research was conducted prior to quantitative research to establish the hypotheses and 

help to develop the final questionnaire for quantitative research. Qualitative research 

was carried out in the form of in-depth interview. In total, 10 respondents were 

interviewed independently to discuss their past online shopping experience, and what 

should be improved. The in-depth interviews were conducted in English because of 

the language limitation of the researcher. Likewise, the questionnaire for quantitative 

research was first developed in English, and then translated to Thai. The English 

version questionnaire can be found in Appendix B. 

 

3.2 Sampling Plan 

The respondents for both the in-depth interviews and online questionnaire 

were residents of Thailand aged from 20 years old to 60 years old. Both gender were 

included in the in-depth interviews for understanding perspectives from both genders. 

For online questionnaire, a total of 180 complete responses were collected. No quota 

for each group or gender were set in order to make data collection faster. 

 

3.3 Data Collection 

The respondents for in-depth interviews were selected with convenience 

sampling, and the interviews were conducted from November to December in 2016. 

Quantitative research were conducted in the form of self-administered online 

questionnaire using Google Forms. Convenience sampling was adopted by sending 

the questionnaire to the researcher’s acquaintances, and then snowballing sampling 

was adopted by asking the respondents to share the questionnaire with their families 

and friends. Incentives were provided to encourage the answering and sharing of the 

questionnaire. The online questionnaire was open from February 6th to March 15th 

2017. 
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3.4 Data Analysis 

The in-depth interviews were summarized to highlight the key findings 

from the 10 respondents interviewed regarding their online shopping experience and 

future expectations. 

For the online questionnaire, where quantitative data was collected, the 

dependent variable of this study is the respondent’s current online shopping frequency 

being classified as light online shoppers and heavy online shoppers, as well as their 

intention to shop online in the future. The main independent variables include 

satisfaction level of online shopping experience, perceived ease of use of online 

shopping, perceived usefulness of online shopping, and statements related to trust and 

risk, which were measured on a seven point scale. 

Statistical Package for the Social Sciences (SPSS) was used for data 

analysis. Frequency analysis was used for developing the profile of Thai online 

shoppers. Factor analysis was used to identify key factors, and Chi-Square and t-test 

were used for comparison between different clusters. Moreover, regression analysis 

was used to determine the importance of each factors. 

 

3.5 Theoretical Framework 

The main framework for this study was to compare light and heavy online 

shoppers in terms of their satisfaction level and perception towards online shopping in 

order to find areas to improve to make more light online shoppers become heavy 

online shoppers. 
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   Table 1: Theoretical Framework 

 

3.6 Limitations of the study 

Because the data was collected using convenience sampling, age, gender, 

education level, and income of the sample were not representative of the general Thai 

consumers. Only 10 out of the total 180 effective samples collected did not shop 

online in the past 12 months, thus analysis can only be made comparing light and 

heavy online shoppers. It will be interesting to have a bigger sample of non online 

shoppers, and it may yield some other findings. Light and heavy online shoppers are 

defined by their frequency of online shopping in the past 12 months. As will be shown 

in the analysis part, heavy online shoppers tend to shop more apparel, footwear, food, 

and drink, which are in nature more fast moving compared to other product categories 

such as consumer electronics or appliances. For future studies, it may be useful to 

define light and heavy online shoppers based on the value amount they spent online 

during a certain period.  

  

 Light Online Shopper Heavy Online Shopper 

Satisfaction Product searching time 

Product searching effort 

Product information quality and richness 

Communication with the seller 

Payment process 

Delivery speed 

After sale service 

Perception Perceived ease of use 

Perceived usefulness 

Trust/Risk 
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CHAPTER 4 

RESULTS AND DISCUSSION 

 

4.1 Qualitative Research - Key Findings 

From the 10 interviews with Thai consumers who have shopped online in 

the past year, it can be summarized that they normally buy things online because it is 

difficult to find the same product offline. Some people can buy things that are 

available offline online as well if they know exactly want to buy, which model, which 

size, and it has to be a known brand. 

The reasons for these respondents to choose not to shop online include 

trust issues, difficulty in returning and exchanging the product once bought, past bad 

experience, online negative reviews of certain online shopping platform, and price. 

First of all, many respondents do not want to buy online because of trust issues. 

Products could be fake or bad quality. The respondents defined bad quality as the 

product being not the same quality as claimed on the web page. Sellers can just refuse 

to deliver products to the buyer, and since the buyer has transferred the money 

already, there is nothing much the buyer can do. There is no authority for the buyers 

to make complaint either. In addition, returning products is a pain. Many sellers in 

Thailand including physical stores do not accept returns. Even if they accept returns, 

the buyer needs to bear all the logistics cost. Repackaging, going to the post office, 

contacting the seller, and confirming whether the money has come back are too 

troublesome. Thus most people cannot buy high value products online because of the 

bad return policies and processes. Furthermore, many people do not buy online 

because of bad past experience. Some of them bought something online that looked 

completely different from pictures, and they did not bother to return. Online negative 

reviews of certain E-commerce website also make people not to shop in those 

platforms. Lastly, many respondents do not see online price as cheaper, so they do not 

see much value in shopping online when they have to bear much more risks than 

shopping offline. 

Other insights found from the interviews include that many respondents 

think that brand webpage or brand Facebook page may be more trustworthy than 
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online marketplace because they are official while online marketplace is a 

combination of small sellers that the buyers do not even know. Moreover, different 

from the US where Amazon is the biggest e-commerce site and China where Taobao 

by Alibaba is the biggest e-commerce site, there is no single dominant online 

shopping platform. Most respondents said that they start their search from Google, 

and buy things from different places that they cannot even remember the name of the 

website. 

 

4.2 Quantitative Research - Sample Summary 

A total of 188 responses were collected, and 180 of which were complete 

answers from qualified respondents. Table 1 below is the demographic summary of 

the 180 effective samples collected for this study. 

 

n = 180  Number Percentage 

Age 20 - 29 years old 105 58% 

30 - 39 years old 67 37% 

40- 49 years old 6 3% 

50 - 60 years old 2 1% 

Total 180 100% 

Gender Female 125 69% 

Male 55 31% 

Total 180 100% 

Highest Education High School 2 1% 

Bachelor's Degree 97 54% 

Master's Degree 80 44% 

Doctor's Degree 1 1% 

Total 180 100% 

Income Below 10000 THB 5 3% 

10000 - 19999 THB 9 5% 

20000 - 29999 THB 42 23% 

30000 - 39999 THB 48 27% 
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n = 180  Number Percentage 

40000 - 49999 THB 30 17% 

50000 - 59999 THB 15 8% 

60000 - 69999 THB 9 5% 

70000 - 79999 THB 5 3% 

80000 - 89999 THB 4 2% 

90000 THB and above 13 7% 

Total 180 100% 

Online shopping 
experience in the 
past 12 months 

Shopper 170 94% 

Non-Shopper 10 6% 

Total 180 100% 

  Table 2: Quantitative Research - Sample Summary 

 

The sample is highly concentrated in the age group between 20 to 29 

years old with 58% of the respondents falling in this group, and the second largest 

group is from 30 to 39 years old. There is only 4% of the respondents who are 40 

years or older. There is more female respondents in the sample, and almost all 

respondents have either Bachelor’s degree or Master’s degree. Regarding income, half 

of the respondents have between 20,000 and 40,000 THB personal monthly salary, 

and 25% of the respondents have income ranging from 40,000THB to 60,000THB. 

170 out of 180 respondents shopped online in the past 12 months. Overall, comparing 

to the general population in Thailand, this sample is relatively younger, more 

concentrated in female, and has higher education and higher income. 

 

4.3 Quantitative Research - Online Shopper Behavior 

For the 170 respondents who had online shopping experience in the past 

12 months, shopping frequency, where the respondents normally start their shopping 

process, and the shopping platforms used were summarized in the below table. 
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n = 170  Number Percentage 

Shopping 
Frequency 

Once 6 4% 

Twice 19 11% 

3 times 14 8% 

4 times 17 10% 

5 times 8 5% 

6 times or more often 106 62% 

Total 170 100% 

Main Device Used Computer 55 32% 

Mobile 105 62% 

Tablet 10 6% 

Total 170 100% 

Where to start the 
online shopping 
process 

Google 108 64% 

Facebook 32 19% 

Shopping websites 22 13% 

Pantip 6 4% 

Other 2 1% 

Total 170 100% 

Shopping 
Platform 

Shopping websites/APPs 124 73% 

Facebook 86 51% 

Line 78 46% 

Instagram 36 21% 

Total 170 100% 

Most used 
payment method 

Online credit card payment 89 52% 

Bank transfer 52 31% 

Online debit card payment 9 5% 

Cash on delivery 9 5% 

PayPal 5 3% 

Counter payment 3 2% 

Others 2 1% 

Line Pay 1 1% 
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n = 170  Number Percentage 

Total 170 100% 

  Table 3: Quantitative Research - Online Shopper Behavior 

 

62% of the 170 online shoppers shopped online 6 times or more often in 

the past 12 months, meaning on average they shopped at least once in every 2 months. 

62% of the online shoppers purchase online through their mobile phones, and 32% of 

them buy through computers. Most people start their search from Google and then go 

to other sites for the actual purchase. Surprisingly, 19% of online shoppers start their 

buying process from Facebook. Pantip is the best well-known online forum in 

Thailand where many people check product reviews, and only 4% of the online 

shoppers start their shopping journey from there. The majority of the online shoppers 

shopped either through websites or mobile phone APPs. Regarding payment methods, 

more than half of the online shoppers use online credit card payment most often, 

followed by bank transfer. 

From the 124 online shoppers who either shopped on the website or 

mobile APPs in the past 12 months, the websites they used were summarized in the 

below table. 

 

n = 170  Number Percentage 

Shopping Websites Lazada 75 44% 

Ebay 24 14% 

Amazon 21 12% 

Central 19 11% 

Apple 10 6% 

Wemall 8 5% 

Zalora 8 5% 

Pomelo 6 4% 

Shopee 5 3% 

Tesco Lotus 4 2% 

Konvy 4 2% 
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n = 170  Number Percentage 

Big C 2 1% 

Tarad 2 1% 

Tops Market 2 1% 

11 Street 2 1% 

Others 24 14% 

None 62 36% 

  Table 4: Quantitative Research - Shopping Websites 

 

Lazada is the shopping websites with the highest market share, which 

confirms the data from Euromonitor from secondary research. 44% of the online 

shoppers shopped in Lazada in the past 12 months. Ebay and Amazon surprisingly 

followed behind with 14% and 12 % respectively even though they do not directly 

operate in Thailand. It may be due to the fact that the respondents in the sample have 

high education level and have a high chance of having studied/lived abroad where 

Ebay and Amazon are the dominant shopping platforms or be very well exposed to 

foreign culture. 

For the 170 online shoppers, the below table summarizes the categories of 

products they purchased online in the past 12 months. Based on the data shown 

below, the most often purchased product categories online are apparel and footwear, 

beauty and personal care, and consumer electronics.  
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n = 170  Number Percentage 

Category 
Purchased 

Apparel and footwear 118 69% 

Beauty and personal care 61 36% 

Consumer electronics 59 35% 

Personal accessories and 
eyewear 

33 19% 

Food and drink 26 15% 

Traditional toys and games 24 14% 

Consumer Appliances 21 12% 

Consumer health 18 11% 

Home improvement and furnishing 15 9% 

Books magazines 11 6% 

Home Care 8 5% 

Video games hardware 7 4% 

Pet care 4 2% 

Stationary 4 2% 

Baby items 3 2% 

Sports equipment 2 1% 

Others 7 4% 

  Table 5: Quantitative Research - Categories Purchased 

 

Regarding product review, among the 170 online shoppers, only 28% of 

them said they reviewed a product in the past 12 months. On a 7 point scale, the 

respondents were asked about how they feel about review. 87.6% of the respondents 

agreed (top 3 boxes) to the statement that “I need to check the reviews online of the 

product I want buy before ordering.”, indicating the importance of review for the 

purchase decision online. In addition, 50.6% of the respondents agreed (top 3 boxes) 

to the statement that “I do not believe the reviews of product in the same website as 

the one I am going to buy the product.”, and 84.1% of the respondents agreed (top 3 

boxes) to the statement that “I need to check the reviews of product from a different 

source than the website I am going to buy the product.” From these data, we can 

conclude that despite the fact that most people do not review the products they 
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bought, they need reviews from multiple sources in order for them to make the final 

purchase decision online.  

 

4.4 Quantitative Research - Online Shopper Satisfaction 

The satisfaction level of the 170 online shoppers were measured on the 

seven point scale regarding different aspects of their online shopping experience as 

listed in the below figure, 1 being highly dissatisfied, and 7 being highly satisfied. 

Figure 1: Online Shopper Satisfaction 

 

Payment is the most satisfied aspect of the experience with 85% are on the 

satisfied side of  the scale (top 3 boxes), while after sale is the most dissatisfied aspect 

with only 57% of the online shoppers selecting the satisfied side of the scale (top 3 

boxes). When being asked about return and exchange, only 17% of the people 

returned the products they bought in the past 12 months, and 13% of the people 

exchanged their products. This may due to the seller’s after sale policy and logistics 

difficulty, thus making after sale the most dissatisfied aspect of all. 

The respondents are relatively satisfied with the delivery speed, with 74% 

of the online shoppers get their products within 2 to 4 days after the order was made 

as shown in table 5 below. 
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n = 170  Number Percentage 

Delivery Time 
Experienced 

1 day 2 1% 

2 days 32 19% 

3 days 68 40% 

4 days 25 15% 

5 days 16 9% 

6 days 3 2% 

7 days or longer 24 14% 

Total 170 100% 

  Table 6: Quantitative Research - Delivery Time Experienced 

 

4.5 Quantitative Research - Light vs. Heavy Online Shoppers 

As mentioned earlier, more than half of the online shoppers shop 6 or 

more times online in the past 12 months. These people are defined as heavy online 

shoppers, and the people who shopped less than 6 times in the past 12 months are 

defined as light online shoppers. These two groups are compared on aspects such as 

satisfaction level and their perceptions about online shopping. 

Among the seven satisfaction aspects, only satisfaction towards payment 

is significantly different between light and heavy shoppers with heavy shoppers being 

more satisfied on average as shown in table 7 below. (Given that Levene’s test has a 

significance more than 0.05, population variance is relatively equal, and the 2-tailed 

significance for t-test is 0.018, which is smaller than 0.05, meaning the means are 

significantly different.) The t-test analysis for all seven satisfaction aspects can  be 

found in Appendix C. 

Table 7: Light vs. Heavy Online Shoppers - Satisfaction towards payment 
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When comparing perceptions towards online shopping, only the statement 

“I feel safe in my transactions with the Web site” is found to be significantly different 

between the light and heavy online shoppers.  (Given that Levene’s test has a 

significance more than 0.05, population variance is relatively equal, and the 2-tailed 

significance for t-test is 0.016, which is smaller than 0.05, meaning the means are 

significantly different.) The t-test analysis for all perception constructs can  be found 

in Appendix D. 

Table 8: Light vs. Heavy Online Shoppers - Perception towards online shopping 

 

Other differences between light and heavy online shoppers include that 

heavy online shoppers tend to shop more apparel and footwear (Appendix E), and 

food and drink (Appendix F) categories. Surprisingly, light online shoppers also tend 

to review more online. (Appendix G) 

 

4.6 Quantitative Research - Drivers for Online Shopping Intention 

Factor analysis was performed to identify key factors regarding perception 

towards online shopping. Three key factors are identified, namely perceived ease of 

use, trust/risk, and perceived usefulness, as shown in the below table. (Appendix H) 
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Rotated Component Matrixa    

 Component 

1 2 3 

Perceived 
Ease 

Trust/Risk Perceived 
Usefulness 

Online shopping is easy to do. 0.87 0.12 0.15 

Searching products online is easy. 0.58 0.11 0.61 

It is easy to navigate the shopping sites. 0.59 0.01 0.55 

It is easy to contact the seller. 0.30 0.35 0.02 

Payment for online shopping is easy. 0.83 0.31 -0.01 

Learning to shop online is easy. 0.84 0.19 0.18 

Returning/Exchanging product bought 
online is easy. 

0.13 0.46 0.15 

Online shopping is convenient. 0.79 0.19 0.39 

Online shopping saves time. 0.76 0.18 0.38 

Online shopping saves effort. 0.39 0.46 0.24 

Online shopping offers better product 
assortment. 

0.40 0.18 0.70 

Online shopping offers more reasonable 
price. 

0.25 0.53 0.55 

Products bought online have high quality. -0.06 0.72 0.33 

I can compare products more easily while 
shopping online. 

0.08 0.37 0.71 

I feel safe in my transactions with the Web 
site. 

0.28 0.72 -0.07 

I trust the website/seller with my personal 
information. 

0.04 0.83 0.04 
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Rotated Component Matrixa    

I believe in the information the 
website/seller provides. 

0.15 0.80 0.24 

I believe that what I see online is what I 
will get. 

0.13 0.72 0.16 

I trust the seller will deliver my product on 
time. 

0.32 0.58 0.19 

Extraction Method: Principal Component 
Analysis. 

 

Rotation Method: Varimax with Kaiser 
Normalization. 

 

a. Rotation converged in 8 iterations.  

  Table 9: Factor Analysis 

 

The result of the factor analysis is slightly different from the assumptions 

in research design. Some perceived ease of use constructs are also perceived 

usefulness constructs such as “Searching products online is easy” and “It is easy to 

navigate the shopping sites.” Some of the perceived usefulness constructs are more 

correlated with perceived ease of use such as “Online shopping is convenient”, 

“Online shopping saves time”, and “Online shopping saves effort”. Finally some of 

the perceived ease of use or perceived usefulness are more correlated with trust/risk 

contracts such as “It is easy to contact the seller”, “Returning/Exchanging product 

bought online is easy”, “Online shopping offers more reasonable price”, and 

“Products bought online have high quality.” 

After the key factors were identified, linear regression analysis was 

performed with the dependent variable being intention to shop online in the future, 

and independent variables being the three factors. The model R Square is 0.498, 

indicating the model can explain 49.8% of the variance in future intention to shop 

online. As shown in the below table, all three factors significantly predict intention to 

shop online in the future (p < 0.05). Comparing the coefficients of the three factors, it 

can be concluded that perceived ease of use has the greatest effect on future intention 

to shop online followed by perceived usefulness and then trust/risk. (Appendix I) 

 



Ref. code: 25595802040682NBDRef. code: 25595802040682NBD

  23 

 

Table 10: Linear Regression with Three Factors  
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CHAPTER 5 

SUMMARY AND RECOMMENDATIONS 

 

This chapter discusses the key findings from the study and suggestions to 

companies which are selling online already or plan to sell online in the near future. 

As discussed in data analysis and results, mobile smartphones are the most 

often used device for online shopping with 62% of the respondents shop through 

mobile smartphones. Thailand has very high smartphone penetration rate and 

consumers perform various tasks through their mobile smartphones including online 

shopping. It is very important for all shopping platforms to be mobile friendly with 

responsive design where the layout of the page will adjust to the screen size for better 

user experience. 

Most people (64%) start their online shopping journey from Google 

search. As also found from the in-depth interviews, there is not one single shopping 

platform that consumers always go to look for the products they want. Even though 

44% of the respondents bought from Lazada in the past 12 months, but their journey 

may still start from Google search, and Lazada was one of the search results. Thus, it 

is very important for company to invest in search engine optimization where their 

pages can show higher up in the search result list in Google, and use Google 

AdWords if necessary to have the pages stay at the top of the list. 

Reviews are also very important in the purchase decision process. 87.6% 

of respondents said they check reviews before purchase online, and 84.1% said they 

need to check reviews from a different source. Contrary to that, only 28% of the 

respondents said they reviewed in the past 12 months. Checking the major e-

commerce platforms, it is not hard to see that there are not much reviews available. It 

is very important for companies to generate reviews of the products they sell online 

both inside and outside of their platform. For example, the companies can offer points 

for each review, and consumers can redeem those points in the future to purchase 

items in the platform. 

Among the satisfaction levels for the seven selected online shopping 

processes, after sale service is the most dissatisfied aspect. As also found from in-
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depth interviews, most of the respondents are not satisfied with after sale service and 

return/exchange processes. For most people, once the purchase decision is made, it is 

final. The respondents think most online sellers do not accept returns, and even if they 

do, contacting the seller, repacking the products, going to the post office to send the 

products back, and confirming with the seller again to check whether the products 

were received and when the money will be refunded are just too troublesome for most 

people. What the sellers can improve is to communicate their return and exchange 

policy and procedures, so consumers know whether or how they can return or 

exchange the products. In addition, the returning and exchanging processes need to be 

made simpler and more transparent. For example, the seller can offer pick-up services 

of the products to be returned or exchanged, and they can share the status of the return 

and exchange with the consumers in a more transparent and simple manner. Some 

extra cost and system development may be required in order to improve after sale 

satisfaction level, but in return more people will buy online, and probably also buy 

more online. 

Comparing the light and heavy online shoppers, the only significant 

difference found in satisfaction levels is payment. Heavy online shoppers are more 

satisfied with payment than light online shoppers. Even though payment has the 

highest satisfaction level among all online shopping processes for all respondents, 

improving payment may be able to encourage more light online shoppers to become 

heavy online shoppers.  

Also comparing light and heavy online shoppers in terms of their 

perceptions toward online shopping, heavy online shoppers feel safer of their 

transactions with the websites. This is the only significant difference observed 

between these two groups. Therefore, it can be concluded that improve the safe 

feeling with the websites is very important to make more light users to become heavy 

users. 

Finally, the regression analysis performed proved that all three factors, 

namely perceived ease of use, perceived usefulness, and trust/risk can significantly 

affect future intention for online shopping. In order to improve, perceived ease of use, 

the sellers need to improve all processes during all stages of online shopping to make 

the whole experience simpler and smoother. In order to improve perceived usefulness, 
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the sellers need to provide better product assortment, more reasonable price, and make 

it easier for the consumers to compare different products. Lastly, to improve trust/risk 

perceptions, the sellers need to make it simple for consumers to contact them, provide 

high quality products with accurate product description, make return and exchange 

processes simpler, and build credibility so that the consumers can trust the seller with 

their personal information, feel safe about the transaction, and believe the products 

will arrive on time. 

A lot of suggestions have been made to the companies who want to sell 

online, and depending on the different situation of the companies, they can choose to 

prioritize on different aspects to improve. Even though online shoppers vs. online 

non-shoppers comparison could not be performed in this study due to the limited 

sample size collected for online non-shoppers, improving the above suggested aspects 

will not only make existing online shoppers to buy more frequently online, but also 

make non-shoppers to start shopping online. 
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APPENDIX A: Thailand ECOMScapate by ecommerceIQ (ECOMScape, 2016) 
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APPENDIX B: English Version Questionnaire 
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Appendix C: Light vs. Heavy Online Shoppers - Satisfaction Comparison Output 
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Appendix D: Light vs. Heavy Online Shoppers - Perception Comparison Output 
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Appendix E: Light vs. Heavy Online Shoppers - Category Bought (Apparel and 

footwear) 
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Appendix F: Light vs. Heavy Online Shoppers - Category Bought (Food and 

Drink) 
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Appendix G: Light v.s Heavy Online Shoppers - Review 
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Appendix H: Factor Analysis Output 
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Appendix I: Multiple Regression Analysis Output: 
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