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Abstract
The purposes of this research were 1) to compare readiness to enter into the E-
Marketing of restaurant entrepreneurs which differ in individual factor 2) to compare
readiness to enter into the E-Marketing of restaurant entrepreneurs who has differ in
restaurant types 3) to study a relationship between E-Marketing knowledge and
understanding, and readiness to enter into the E-Marketing of restaurant entrepreneurs.
The total populations of 1,514 entrepreneursare in 16 districts of Songkhla Province. The
subjects in this study were 410 restaurant entrepreneurs. The sample group was set by
using district proportional Stratified Random Sampling from. Theinstrument for data
collection was gquestionnaire, then use mean(x), standard deviation (S.D.), t-test, One-
Way Analysis of Variance, and Correlations to analyze data. Major finding of this study
are:
1. Gender and income of restaurant entrepreneurs are not different in entering
into the E-Marketing.
2. Age, education level, and restaurant types of entrepreneurs are different in
entering into the E-Marketing with significant of 0.05, which are:
2.1. The age less than 30 has the most readiness to enter into the E-
Marketing.
2.2. Higher level of education has more readiness in entering into the E-
Marketing.
2.3. Restaurant entrepreneurs who own higher restaurant class have greater

readiness in entering into the E-Marketing.
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3. Knowledge and understanding in the E-Marketing has a positive relationship
with readiness to enter into the E-Marketing.
Keywords: E-Marketing, Restaurant entrepreneurs, Restaurant types, Readiness to enter

into the E-marketin and Knowledge and understanding in E-Marketing
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