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The Impact of Internal and External Factors to E-marketing
adoption of SMEs in the Three Southern
Border Provinces of Thailand.
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Abstract

The purposes of this research were to study the impact of internal factors (IFT), external
factors (EFT), Perceived of ease of use (PEU), Perceived of usefulness (PU), Perceived of
compatible (PCQ) on E-marketing adoption of SMEs in the three southern border provinces of
Thailand. Samples of this research were 430 SMESs’ owner in the three southern border provinces
of Thailand. Data collected using questionnaire and data analyzed using structural equation model
(SEM). The results indicatedthat the internal factors were positively impact on Perceived of ease of
use and Perceived of compatible, the external factors were not impact on E-Marketing adoption
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but impact on E-Marketing adoption through Perceived of ease of use, Perceived of usefulness
and Perceived of compatible, moreover Perceived of usefulness and Perceived of compatibie
were not directly impact on Perceived of usefulness and Perceived of compatible.

Keywords : E-Marketing Adoption, SMEs, the Three Southern Border Provinces
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