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There were two research phases applied in this study. The first phase aimed to explore
the model of casual factors that correlate with e-commerce using behavior among SME exporters
of fashion categories in Thailand. The second phase was a proposed to promote e-commerce
using manual for SMEs who have never used e-commerce or have never had the intention to use
e-commerce.

The first phase had a quantitative research sample size of three hundred and forty five
participants, using proportionate stratified random sampling with five rating scales and six rating
scales adopted for use in this study. Structure Equation Model was applied and it was found that
the model of casual factors correlated with e-commerce using behavior in line with the empirical
data x2 = 18.84, Df = 14 (p-value = 0.17113), GFI = 0.99, RMSEA = 0.032, CFl = 1.00, NNFI =
0.99. Perceived behavior was the sole factor that had direct effect to e-commerce using behavior.
Intention to use e-commerce, perceived behavioral control, competitive pressure, customer
pressure, attitude toward the use of e-commerce and the perceived benefits with regard to e-
commerce use had a direct effect regarding intentions to use e-commerce. Subjective norms,
perceived behavioral control and the perceived benefits of e-commerce use had an indirect effect
to intention to use e-commerce through attitudes toward e-commerce use and could explain 40
percent of variance in terms of intention to use e-commerce.

The second phase consisted of qualitative research and the question guide used was
developed from the research results obtained in the first phase. The owners or managers of SMEs
that used e-commerce with above and below average scores were interviewed and the government
employees responsible for exports or e-commerce systems were also interviewed. The results
showed that specific contents for creating e-commerce using manuals which could possibly
encourage SMEs owners and their intentions use e-commerce could be categorized into four main
areas which are (1) contents for creating positive attitudes regarding the perceived benefits of e-
commerce (2) contents for building subjective norms (3) content for creating perceived behavioral

controls in using e-commerce and (4) content for building perceived customer pressure.



