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Abstract

The purposes of this research were (1) to explore the relationships among adoption of an
innovation, webpage design and perceived risk management with consumers® behavior in on-line
purchases (2) to investigate the predictive power of these variables on consumers’ behavior in
on-line purchases and also (3) to compare the consumers’ behavior between the used electronic
commerce and non-used electronic commerce in adoption of an innovation, webpage design and
perceived risk management.

The samples consisted of 400 consumers, 150 have used internet for electronic commerce
while 250 did not. The research instruments used in collecting data were sets of questionnaire

measuring adoption of an innovation, webpage design and perceived risk management, Data were

analyzed using SPSS for Windows.



The research results are as followed :
1. Adoption of an innovation, webpage design and perceived risk management were
positively correlated with consumers’ behavior in on-fine purchases. (r = .36, p < .001)

2. Consumers’ behavior in on-line purchases could be predicted by adoption of an

innovation. (p <.001)

3. The consumers who used on-line purchases and non-users significantly differed in
adoption of an innovation and perceived risk management, however, no significant differences in

webpage design. (p <.001, p <.01)

The findings were discussed and the model for further study was also suggested.



