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Factors of Technology Acceptance and Consumer Behavior Affecting the Decision to Enter

the Online Market by One Tambon One Product (OTOP) Entrepreneurs in Surin Province.
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Abstract
This research aimed to: 1) study the basic information of entrepreneurs,
2) examine technology acceptance factors, and 3) analyze consumer behavior factors
affecting the decision to enter the online market by OTOP entrepreneurs in Surin
Province. This study employed a quantitative research methodology. Data were collected
via questionnaires from a sample of 230 OTOP entrepreneurs (3—5 star rating) in Surin
Province, selected through purposive sampling. Data analysis included frequency,

percentage, mean, standard deviation, and Multiple Regression Analysis.The results

revealed that: 1) Technology acceptance factors were overall at a high level (X = 4.21),
with "Perceived Usefulness" having the highest mean, followed by "Social Influence" and
"Outcome Expectancy." 2) Consumer behavior factors, from the entrepreneurs'
perspective, were overall at a high level (X = 4.21). The most significant factor
influencing purchase decisions was "Evaluation of Alternatives,”" where consumers
prioritized clear product information and reviews. 3) Regarding the decision to enter the
online market, the main obstacles identified were uncertainty about how to start, a lack
of digital skills and knowledge, and technical complexities. These findings suggest that
government agencies should promote practical digital skill development and design
user-friendly e-commerce platforms to sustainably enhance the competitive advantages
of OTOP entrepreneurs.

Keywords: Technology Acceptance, Consumer Behavior, Online Market, OTOP, Surin

Province
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