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ABSTRACT

Onlineeducationhasbecomewidely used and acceptedinmany universities,
especiallyinNorth Americaand Europe, sinceintheearly 1990s. However, its
adoptionand useindevel oping countriessuchasThailandisat anearlier stage.
Many Thai educatorsarestill hesitant todepl oy onlineeducati onfor their courses.
Many factorsaffect their decis onstoaccept onlineeducation. Thus, thereisaneed
for researchinthisareasothat educatorscanplan and prepareindeployingonline
education. The main objective of thischapter isto investigate the factorsthat
influence Thai educatorsin accepting onlineeducationand highlight how Thai
cultureandvaueshaveaneffect ontheseinfluencingfactors. Theframework of this
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study is based on three adoption and acceptance theories: the Diffusion of
Innovationtheory (DOI), the Technol ogy AcceptanceModel (TAM), andthe
Theory of Planned Behavior (TPB).

In-depthinterviewswereconductedwith 22 Thai educatorswho haveused
ormanagedonlinecoursesin12 Thai univergties. Thefindingsindicatethat thefive
mostinfluential factorsarecontrol beliefsregardingavailability of technol ogy,
cost of computer technology and I nter net access, and accessi bility to technol -
ogy and behavioral beliefs regarding compatibility, and relative advantage.
Otherimportant factors(fromtepsix totoptenranking) includetheuser’ sattitude
towards|T, the behavioral beliefs concerning student demand, complexity of
online education ‘and-trialability, as well as the control belief concerning
institutional policy. Lessinfluential factorsinclude control beliefsregarding
government policy, management support, ethical considerations, and lan-
guage barrier, as well as the normative beliefs regarding group influence.
Influencingfactorsthat areimpactedby Thai cultureandval uesarecompatibility,
groupinfluenceby supervisors, management support andinstitution’ spolicy,
government policy, andlanguagebarrier.

INTRODUCTION

Dueto the expansion of communication technology, and especially the
Internet, many ingtitutionshavebegunusingtheWorldWideWebinorder toddiver
onlineeducation. However, web-based onlineeducation (hereafter referredtoas
onlineeducation)isstill atanearlier tageinThal ingtitutions. Thal educatorsareill
hesitanttodeploy onlineeducationfor their courses;A variety of factorsaffect their
decisionsregardingwhether or not to accept onlineeducation. Researchisneeded
toidentify and understandthesefactors; sothat educatorsandleadersof educa-
tional ingtitutionscanbetter planand preparedepl oyment of onlineeducation. The
main objective of thischapter isto investigate the factorsthat influence Thai
educatorsinacceptingonlineeducati onal mechanisms, andthewaysinwhichThai
cultureandval uesinfluencethesefactors.

Thischapter isorgani zedinto seven sections. Thefirst sectionintroducesthe
concept, componentsand functionsof onlineeducation, andhow it canbeusedin
higher educational ingtitutions. Thesecond sectioncoversThai.cultureandval ues.
Thethird sectionexplainseducationsystemandonlineeducationin Thailand. The
fourth sectiondescribesthreebased theoriesof technol ogy adoption/acceptance:
Diffusionof Innovationtheory (DOI),theTechnol ogy AcceptanceModd (TAM),
and the Theory of Planned Behavior (TPB), and also proposes the research
framework usedinthestudy. Thenext section explainsresearch methodol ogy,
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