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Abstract

This study was a quantitative study with the purpose to examine the risk factors of
entrepreneurs selling products online on an e-commerce platform. The sample group included 400
entrepreneurs of the small and medium enterprises (SMEs) in the northern region of Thailand. The samples
were randomly selected by purposive sampling method. An online questionnaire with closed-ended
questions was used to collect data. The content validity and reliability of questionnaire were
examined. Exploratory component analysis techniques were used for the data analysis to identify

common elements and regroup new elements. The research results showed that the factors affecting
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risk management consisted of four factors and 15 elements. The back-end risk factor consisted of four
elements: logistics, fulfillment, e-payment, and price. The front-end risk factor consisted of four
elements: inquiry tools, platform design, products, and convenience. Marketing risk factors consisted
of four elements: target market, advertisements, and promotions. and competition and after-sales

service factors consisted of three elements: warranty, exchange, return policy, and customer service.
Keywords: Risk Management, E-Commerce, Online Sales
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0.96 waradsAidnwiyndaiidnduyszans Cronbach’s Alpha Bg5¥1319 0.956 f14 0.958 FanuLnas
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Wy Teedaranuuyususiuazan (Cumulative Variance Explained) vindusesag 83.70 Aradinn1usamiu
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A1319% 1 AmtinesAusenau (Factor Loadings) ¥aanguAulieanuaumasiiu (Back End Risk)

4 . v u i
AMULFINTUUNAIUIU (Back End Risk) .
a9AUsENav

hudnwulamlumsinseusenadsdueeoulai 1w liiyaaasuane aglidnmase 0.941
udnnudgmanuRanaInuesusnig e-Payment 1 WilasuEu 0.939
viusiwudgymasasanaudionan iy guivlvauudsiusugudslaild 0.936
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udnnudgminisldaussuuaneiu e-Payment i auuse Tdnuegin 0.921
Mudnaznudymssuunsrudsin Wy ssuufenevuddliieiios wsoand 0.909
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MMuAnIS A vesiulauateaiuly 0.946
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vudndinisesnuuuknannesufivihuldlunisueesulatiinmuvasnsosi
wu lalfisyuvanndn lafinnsdudumnu 0943
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SEUUANUDY 0934
yhusesilefldlunsnoumany vildneudamgniAnysiiu 0.934
viuRninsasnedudiinuenn Waauilunisadudurasty 0.930
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A1519% 2 (9)

{ v vy Yl
AMUELIAUIURTITIU (Front End Risk) .
asnUsznau
vuAnuasesilefldlunmsmeumanuiianududou THanuenn 0.929
vuAndudvesinuldiauladedisusuredudisu 0.925
asueduriveverusnniuly wu nsulawaniuass 0.925
vuAnunasrlesuiivinuldldunfienela wu ssuuldeados THnuean 0.920
yihuAainsesnuuuianesiiviuldlunsedudesulatlivdige 0.918
viuRnieseslofldlunsmeudawlsidesuesenisueeeulat 0.912

v IS

3. Jadusnuanuidssmianisnann nansAgeUANIMINZAL WU Teyafinrunzanfioawe
Tunsl438 EFA Tagadii KMO Senwvindu 0.985 uazadid Barlett’s Test Sijuddnyiiseiu 0.05 uagnamsanngs
psfUsEnoutan wuln dededunnuidssnanmanann asnsadanguesdusznoulnlldiiu 4 nguwindy Taed
A1AuwUsUSINEzaY (Cumulative Variance Explained) winfuSesas 87.28 Aradfninudsasiuiiu
(Communalities) 8¢/5g1319 0.84 19 0.89 wagAmiinesAUsEnoy (Factor Loadings) 98581314 0.94

049 0.92 FUTLNAUAIEY HIANTIN 3

M19199 3 AUTNeeAUIENOU (Factor Loadings) ¥aanguAiidusnIun1snan (Marketing Risk)

AMEBIdILN1IIAIR (Marketing Risk) Ywinesdusznay
nauithmngldasafuunane fuidonls 0.947
yhuAadlAnduanildlunsilusluduiilvsenuevinuanas 0.945
yuAninsULuuemInslavaniidesiull 0.940
yiugdnaglufiluslutunsanisdaasunisuie 0.939
vinuinagnuinAnen e sauYeEanIving 0.938
yudnasnulusludurilivenuieanas 0.936
uAnIngudmineliauladuivesiou 0.934
Ve Rl TN e VAR RITITIEY 0.934
yudnagnugutadifgnanlauinndy 0.932
uAnINslavuvilidedulaelaiusslev 0.930
uAndwulawanlddngutmne 0.925
yiuAndwulayanunauly 0.924
uAnIngudmnediiuutesiiuly 0.921

¥ =

4. 9999AUANNLEEIUTNITUAINITVUIY NANITNAFDUAIIUNLIZAL WU VOYAUAIULNUNS TN

Weswelun191935 EFA Taeads KMO fiavindu 0.975 wazaia Barlett’s Test ddudAgyiiszau 0.05 wayNa
MsdanguesdUsznausan nudn Jadesumnuidssuinamdsnsee asnsadanguesdusyneulna iy
3 nguwinay taefiaraundsusiuavay (Cumulative Variance Explained) tinfiusesay 88.26 Aadif
A3 fu (Communalities) 983114 0.87 89 0.89 wazA1iminesdUsznoy (Factor Loadings)

9g5811319 0.93 019 0.94 FaUsenaumey fm13199 4
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M15799 4 A miineruseneu (Factor Loadings) YaanguasdesiuusMsvasmsue (After Sale Service Risk)

anadesduuinisudsmsvie(After Sale Service Risk) %ﬁwun
29AUsEnau

yihunagnuinleuelinseuagudrniidiyvosdud 0.948
udnIENUIINITUINITANAMAINISVIBEAILIUNY 0.945
Srumesulatvewinuinaglifinssuuseiudua 0.944
yihunagnuinlouenmsiuasunasAududyinliau 0.942
viufnsnuiniudesuladliiuleuslunsidew/ Audu 0.942
viudadndeulunsiudssiuldmunzaufudui wu Suuseiuduissezeraiull wie
Suussiuauiszozduily 0934
uAnINTame eunssulseiuaualanuiIuNeg 0.934
UdNILNUIINITUINTANAIMAINITVIBTYRIN N SRARDUREY 0.934
yutnagnudinisuinisgnAmdsnisueduieisin 1wu gnArdedudi lngliiy 0932

S18azd8n LAIN10Y

aAUIENA

nsiivlnvesdesumesidndunsiiuiiuilunsindedearsilifidesfaduniui (Space) v3an
(Time) finnAuanasaidouse wane uardalosdsnudmniuld fsnadalenalunisdeasilfidatesna
Tunrseviglunisinauedudasmiignamiuntaslnsdnidedio viouiivibn Fadunsvweoulal
flaonsuivanmdsausisluduveseiivesmsaniuyuadviinniian uazddeiifesnsniuagan sin
TunsdedudlasnisueAudiiuunantledy E-commerce aszazuandueasiolavansiumadniiioly
tyPveshuvesmuunngiuuvinmadnvesnguidmnefifunld

PnMFezideyalsuszdngiieds EFA uandliiiuinlunassiusznevvesdadenansuinig
mudssnsuedudesuladununaneia E-Commerce Usznausae 4 Jadu 15 asdUsznau fall Jade
Fruaudsaundsdiu Useneudie 4 serdszneu Jadediuannuidesunindiy Usenaudie 4
garUsznou Jaduanudsadiunisnain Usenaudie 4 esdusenau wasdadeduuinisndenisue
Usznaume 3 asAusenau

MsUsMsAMIAsaINsTeduieeulatiuuunannesu E-Commerce AUsEnaunsiinudAny
fudeuts 4 seddszneulusgnan Tunsuszneugsiaiieafunsuiedud wazuinisuulnanwesy
E-Commerce (lasaniusznaumssudléfamansemuduavaasanudssing q wanil ehliusznaums
fausesnsiudisnnuides uayisnaudludgmifioussmmansenuiiasfniu TemaGeuslussuuea

Padedumudssnundniulszneuludessdusenoudunisuds ssuuaddudesulal seuu
F15z3uBidnnsedng warsimduaviliauisausuiun1nsNYeINTInn1sS A laeg1ediussBnsaw
Fe91nn13Anw nud eefUsTnaufinadenadesiunisdnuiluefinues Hajli (2012) warauideves
grLsA Aenanad (2558) Ailunisuszneuinnisuisdudiesulatuuunanilosudaomfisestusniui
wdosisruunsianisifivsyAniniwaseunguiaiesnisvuds 91 Msdisedu delinsinmsduduly
laeenediuszansnn

Padedupnudssnuntitiu Ussneuludeesduseneududn nmsseruuuunanosy uf was
awazmnaueiauddglunsedudesulatlundyuvesnisigagnalidundsussdudluu
anunsoasenndnuel wazauundedeld annsiasusuaudeeniey wensliwanimnuAndiuves
dunBnuuLane suAUNARA e MEeAUA uenIINTUNISaIBaRIBsAYasALAdNarenisinalede
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\lesnnisdedudsnuszuveeulad fdolilidudatuaudlagnss druniinnsasdud wazanues
unaemesulisny Mnuie andunadrdnguandildinndetu uasdwmalignduineuaulassine
audilududy 9 safeazainauis wuin mafigdeanunsoasaseuauduniivesnisindwiie sy
Tracking Wuiiuleduieanunsansivaaury Application Faeifiunuindede donndasiuauiseves wil
a1uY Sananaifiesh (2556) wazamise Asewaned (2558) wuin nsdsdudmalusvddidudemis
fignéiiuindinnanindedie uaziiauvaense

Yatedrunnudemnenisnatn wuin fureiifsenuslussdugannludagiuiinisdolawmn
Tuthsusnvesmsiingmann wiounaiuiinislilawan wu 1951 vieriToidedlananvidedis (Review)
dudifielvignaninaudesiulusndud Feaenadosiunuidslusfinves digiuvi anegas (2555) il
o5U1891 MahyaraiideidsadunTisumesidunislavaniiaieassd amnsafsganuala uazais
auindeialdgs osannisuedudriussuueeulal fRolilddudesdud Ssesadraiunudmi
dufaAudntu venniuidedusznaumsinisdmandoyavesdud wagmeumaugniegnasasa fnms
daiunsve wu fduan [E3uavsfiay fualanswiominaulatodud aenndofunuids vesigsn
Taendiviand (2553) anenf Wamnmemuisi wagunlsas FuAlwna (2556) flesutein mslvdiuan sl
AvdfiavungnéuienguannInnsdulieldodnsfiannsiiaussulne Hutausssuguiud wastey
dedlvauenaind msdnen viedideiddevandud fFoiuitannsafiganiuauls uazadieaniu
UnTodiold

Hadennuidssfuuinismdanisuig wuin lumsnedudosuladiadelunisuinsvdmsei
unumlunsdeansfugnilnenss ansauuzih vdelfiausuuy vieuinmsregndl Samnnisuugih
Fuluseenuasdaudagninasinanudesiu warlilamstedud Fsaonndosfueudde ves Hansen &
Riggle (2009)

lornA1 KMO wasvis 4 tadefinamdrsiuanFesdduauds wui dadennudesinueumdtiou
fiAvosaruaonadesnaunduresdoyanmunininuduiusiunniian dejusznounisaasitaglv
mmﬁwﬁzyﬁuﬂﬁﬂﬁﬂu%msﬂ soeaan Ao Jadermuidesinunisnain anudsnuaumdetig wazay
\FearnunsuinnIvaansue

Jalauauue

Totauanuglumstinansideluussenald

nsueduiesulatuuunaniesy E-Commerce Usenaume 4 asdusznauvasladesiuiu laun
Hadeanudswnunundsiu Yedennuidssiuaumitiu Yedennudssiunseain uazadea
Bownuuinsmdsnse lunmsaziimsanudssiiofmundulouislueunanidaduld ynanadiusing
fiAgrdesliinvzfuniisnuniaiy mirsnunaensy msfinnsdeas waznisdauaiunisdous
msnseiinlunisiudmnuides uasmsosfuanudssiudiensedulufusznauninineufisnela
geaatun1sveduiesulatuuunaniasy E-Commerce vaizideatugUsenaunisaIslasumsatiuayulyll
nsl¥nuunanlesulunisviedudesulavlfedising Uaonde adesia tileusslovigeanlunisv sdud
wazafunstisimussuuiasegha maguisufumelulssmadndie uenaininiaizaasiivun
wmsmslumsveuasdodudoaulall ileatfuayuliiiniderivedwagesiilusuian
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