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Abstract

This research, entitled “Strategic Development to Promote the Use of ABC Online Services
through Convenience Store Applications Based on the Analysis of Barriers and Technology
Acceptance,” aimed to examine the effects of usage barriers and technology acceptance factors on
consumers’ intention to use ABC Online services and to develop strategies to promote the use of
such services. A quantitative research approach was employed. Data were collected through
questionnaires from 400 consumers in Bangkok who had never used ABC Online services. The data
were analyzed using descriptive statistics and multiple regression analysis. The findings revealed
that usage barriers, risk barriers, traditional barriers, and value barriers had significant negative
effects on consumers’ intention to use ABC Online services at the 0.05 level of significance. In
contrast, perceived usefulness and perceived ease of use had significant positive effects on
intention to use the services at the 0.05 level of significance. However, image barriers and cost
barriers did not significantly influence consumers’ intention to use the services.

Based on the findings, a Digital Sales Assistant Strategy was developed, focusing on
enhancing perceived usefulness, improving ease of use, strengthening security confidence, and
reducing usage barriers in order to increase technology acceptance and encourage the adoption of
ABC Online services. The results of this study can serve as practical guidelines for developing digital

marketing strategies and promoting online service adoption in the retail business sector.

Keywords: Technology Acceptance, Usage Barriers, Intention to Use, Digital Sales Assistant

Strategy
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