	Nowadays, E-Commerce is a huge platform which is growing remarkably while Thai middle-aged adults are resistant to use E-commerce. Marketer try to build effective strategy to attract more users of this age group. E-commerce platforms in Thailand are divided into 3 main categories: consumer-to-consumer, Business-to-consumer and Business-to-Business. The purpose of this paper is to examine reason Thai middle-aged adult consumers aged, which more than 45 years old, are less likely to use E-commerce platforms.
	The study is based on the result of survey. The questionnaire included demographic information and using information. According to survey, the largest number of respondents are those whose age range from 56 to 60. The data collected from survey indicate that more middle-age adult had online purchase experience through e-commerce platform compared with purchase directly from sellers. In aspect of perception and attitude toward online shopping, barrier that prevent this age group from online shopping is fear of fake product. Moreover, the main barrier among middle-aged consumers are information asymmetric that led marketers set up user-friendly website design.
[bookmark: _GoBack]	As far as I am concerned, this research question is quite interesting since this offers benefit in many aspects. It’s important to emphasize difference age in consumer behavior. In order to ensure, this age group have the same level of comfort as younger age group which majority of users. Moreover, it’s useful information for business that can develop the relationship with consumers in difference age. The method adopted to answer research question is appropriate I’m strongly agree with result of study. In presentation part, the given chart and table depicts the information very clear and easy to read. Furthermore, the content of research was relevant. The slides were appealing and easy to follow and understand.



