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ABSTRACT

Business to business mobile commerce (B2B M-Commerce) is a new sales
platform, which can conduct commercial activities anywhere and anytime by using
wireless communications. It has created new business opportunities. It is a distribution
channel where manufacturers can focus on improving their trading performance
through B2B M-Commerce. Unfortunately, it is not widely used due to a lack of
understanding of the factors that influence traditional trade owners’s intention to use
B2B M-Commerce. This study also aims to investigate those influencing factors, by
using a widely accepted concept, Technology Acceptance Model (TAM), as an initiative
to propose a new conceptual model. In the conceptual framework, the authors
examine differences of factors that affected to the intention to use B2B M-Commerce
between two age cohorts of traditional trade owners - Generation X and Generation Y.
Three elements extended TAM - Familiarity, Trust and Environment influences — was
used to observe their influences on intention to use B2B M-Commerce for the two age
cohorts.

Data collected from 506 traditional trade owners in Thailand (252 of

Generation X and 254 of Generation Y) by using questionnaires. All data was analyst
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and test hypothesis by using Structural Equation Modeling: SEM. The result shows that
the factors, which had significant effect on Intention to use B2B M-Commerce are
Familiarity of technology, Perceived ease of use, Perceived usefulness, Environmental
influences and Trust in B2B M — Commerce. However, Perceived ease of use had no
significant effect on Intention to use B2B M-Commerce in Generation Y because they
are familiar with technology. So they have no concern about it but focus on Perceived
usefulness. This research provides the study’s result in terms of traditional trade
owners that no research had been done before. Manufacturers and B2B M-Commerce
providers have to understand those factors to work with traditional trade owners.
It will create a competitive advantage and mutual benefit for both manufacturers and

traditional trade owners.
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