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Currently, Thailand has experienced a continuous growth rate for 'e-commerce
business from the e-commerce market value in the country through which one is able
to access the internet conveniently and quickly, along with having consumer statistics.
The purpose of this research is to study consumers’ decision.to purchase rice through
online channels in Thailand by studying the relationship.between demography, Mobile
Technology Acceptance, social media marketing, ahd consumers’ decision to buy rice
through online channels in Thailand. This research is beneficial to entrepreneurs,
farmers, and those involved in using the-research data for the management of rice
distribution through online channels. Consumer behavior and goal-oriented marketing
strategies were analyzed to meet . the target group's needs in order to create
a competitive advantage, effectively-and appropriately. This was quantitative research
using a sample of 403 people who had experience buying rice online in Thailand. The
statistics used in the guantitative analysis consisted of percentage, frequency, mean,
standard deviation, t-test, One Way ANOVA (F-test), and regression analysis.

The results showed gender had no influence on consumers' decision to buy rice
through online channels, while age, education level, and different monthly income,
affected, consumer decisions to buy rice through online channels. In addition, the
research. results showed that factors affecting consumers’ decision to buy rice through
online channels in Thailand was at a statistical significance of 0.05. Three aspects of
mobile phone technology acceptance consisted of a perception of the benefits,
convenience, and trust. Four aspects of marketing through online media consisted of

interaction, popularity, specificity, and word-of-mouth marketing.





