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Abstract

The purposes of this research were 1) to investigate factors
related with the intention to use E-Marketing 2) to identify factor affecting
the intention to use E-Marketing 3) to develop the intention to use
E-Marketing development training course for Small and Medium
Businesses in Three Southern Border Provinces of Thailand. The samples
of this research were 430 small and medium sizes business owners in
Yala, Pattani and Narathiwat provinces. The data were collected by using
questionnaires and were analyzed by factors analysis and multiple

regression analysis.
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The research findings were 8 new factors consisted of Perceived
Usefulness, Perceived Ease of Use, Compatibility, Perceived Risk,
Business Readiness, Social Influences, Attitude toward E-Marketing and
Behavioral Intention. The prediction model was created by using Multiple
Regression Analysis with the new factors, then this model was used to
contribute the training course for the development of intention to use
E-Marketing for small and medium businesses in three Southern border
provinces of Thailand. This training course composed of 3 parts:
knowledge of E-Marketing, skill for using E-Marketing tools and attitude

changing for E-Marketing.

Keywords: E-Marketing, Small and medium sized businesses, Intention to

use E-Marketing, Technology acceptance model
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