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The Impact of Perceived Risk on Purchase Intention of Bettasplendens Online

Customers in Thailand.
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Abstract

This research aimed to study impact of perceived risk on purchase intention of
Betta splendens online customers in Thailand. The specific samples are 385 customers
who interested Betta splendens. The methodology of this descriptive research start by
collected data used validated questionnaire, then was analyzed use frequency,
percentage, mean, standard deviation and step wise multiple regression analysis. In
additional, coefficient was implemented to analyze which the significance of 0.05.

The research found that mostly samples are male 63.40% , 20-30 years of age
rank 37.40% , bachelor degree 42.9% , working for their business/trade 44.90% , 30,000
to 40,000 of monthly income rank 27.50% and used internet more than 12 times/week.
For the perception of risk on purchase intention of Betta splendens is too high that cover
area of time of order, physical of goods and privacy of data. Hence, the risk perceived
in high was affected to the intention of Betta splendens online purchase that shown the
relationship between perceived risk and intention to purchase accommodations online is
low with negative direction by step wise multiple regression analysis. By the
summarized, the online Betta splendens markets should awareness in risk that
customers are perceived and apply the marketing strategies to manage their online
business.

Keywords : Betta splendens, Perceived Risk, Purchase Intention
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