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ABSTRACT

The objectives of this study are to determine the customer intention to use Internet to purchasing
decision and to provide an explanation of factors influencing online purchase intention of customer in Bangkok.
In an attempt to gain new insights into the determinants of behavioral intention to purchase online, the study
uses the theory of reasoned action (TRA) and technology acceptance model (TAM) as the framework to analyze
the behavior intention of consumers. Within this model, the study investigates the impact of consumer’s
attitude to Internet, subjective norm, and Web trust on intention to purchase online. The proposed model is

tested by using self-administered questionnaire. Data are collected from a total of 1465 consumers.
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This study employs correlation and regression analysis to test the relationship among variables and to
test the factors that effect the behavioral intention to purchase online The value of this study is to establish a
theoretical model to investigate the behavioral intention to purchase online. The results of this study help

electronic commerce practitioners to create a success business model.
KEYWORDS: Customer intention, Purchase online
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