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Chapter 11

TheAdoption of
| nfor mation Technology:
A Foundation of
E-Commer ce Development
In Thai Culture

O. Chieochan, D. Lindley,and T. Dunn
Charles Sturt University, Australia

INTRODUCTION

Agricultureisimportanttothe Thai economy, contributing about 17 percent
to the Tha GNP. It accounts for about 34 percent of all exports (Mahidol
Univergity, 1998). Impertant activitiesincludecropcultivation, rearing of livestock,
fishery, andforestry. In1991, about 62 percent of the Thai popul ation, approxi-
mately 36 million people, wasinvolved in agriculture (Office of Agriculture
Economics, Ministry of Thai Agricultureand Cooperatives, 1992, p. 29).

Thai agricultural cooperativesplay animportant role and astudy of them
providesawindow into Thai agriculture. Forsome Thai farmers, co-operatives
provideaccesstoinformationfromtheoutsideworld; for others, they provide
informationabout Thai agriculture: Particul ar cooperativesprovidemarketing
informationonagricultural producethat shouldimprovetheincomeof Thailand' s
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farmers. In addition, Thai agricultural co-operatives can use e-commerce to
improve their trading. A report in The Nation newspaper in 1998 (1998a)
supportedthisview, sayingthat market information suchasproduct prices, could
assistfarmplanningand protect farmersfrommerchants unfair trading practices.
Merchantscouldalsousesuchinformationtoimprovebusinessplanningandto
evauateinvestments.

It is further suggested that the Thai government could use information
technol ogy tobetter support the Thal farmingcommunity; thatinformationtechnol -
ogy could beused by agricultural.cooperativesasatool for communicationwith
farmers; andthat thegovernment coul d bebetter informed of farmers’ needs, and
soprovidebetterand moreuseful services. Inasimilar vein, Sirimance(1998)
suggeststhat informati ontechnol ogy couldreducethecommuni cationgapbetween
rural communitiesandthecities[ TheNationnewspaper (1998b)].

Despitetheapparent advantages, Thai agriculture, including agricultural
cooperatives, havebeend owtointroduceand exploit e-commerce; thisisbasi sof
our research project asdescribedin Chiecochanand Lindley (1999), Chieochan,
Lindley and Dunn(2000a& 2000b).

In these papers, diffusion and adoption theory was used to classify Thai
agricultura cooperativesaccordingtoifandwhenthey adoptede-commerce. The
main conclusionisthat Thai agricultural cooperativesare slow inadopting e-
commerce. Chieochan, Lindley and Dunn (2000) show that only 60percentof Thai
agricultural cooperativesuseinformationtechnol ogy andonly 5 percent accessthe
| nternet.

ThelnternetinThailandisused mainly asacommunicationtool andwebsites
for publishingorganizationd information, butisrarely usedtoconduct commercia
transactions(KingMongkut’ sl nstituteof TFechnology, Thonburi, 2001). There-
fore, understandingfactorsaffectingtheuseof informationtechnology in Thai
agricultura cooperativesisthefundamental tounderstandtheuseof e-commerce
inThai agricultural cooperativesand Thai culture.

Al-Qirimand Corbitt (2001) support that factorsinhibitingandencouraging
e-commerceadoptionares milar tofactorsinhibitingandencouraginginformation
technol ogy adoptioninThai agricultural cooperatives.

Fivekeysfactorsaffectingtheuseof informationtechnology inTha agricultura
cooperativesneedtobeexamined:

*  Thaiagricultural cooperatives

»  InformationTechnology ande-commerce

*  Nationd factorsaffectingtheuseof informationtechnol ogy ande-commerce
inThai agricultura cooperetives
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