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ABSTRACT 

Our company, Autopartsfocus, would like to have our own web site to sell goods 

on the Internet. The main products are replacement spare parts such as battery, belt, fan, 

lamp, light bulb, air condenser, tail light, etc. The purposes are to promote and 

introduce our products to the international market, to generate revenue from selling 

goods, to enable consumers to visit the site 24 hours a day, to reduce costs i.e. lower 

costs in printing, postage, order taking, market research, to open new markets and be 

able to reach new customers, to be able to offer more products to the customer than they 

could ever fit in an ordinary catalog or in a traditional store. Of course, customers must 

be able to get the information from Internet & E-commerce. We do the analysis about 

SWOT analysis, competitor analysis, and cost and benefit analysis and so on to find the 

best way to manage our online shop. At last, we can design and create our web site. 

Creating online shop is not easy but the more difficult part is how to analyze and 

plan to manage it effectively. Working hard and paying more attention will help my 

store to succeed. We will put more and more products to our Web in the near future, 

and I would like to present my cyber shop's name 'autopartsfocus.com'. 
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I. INTRODUCTION 

1.1 Background of the Project 

In the past four to five years, the Internet has become more appealing to 

consumers. The World Wide Web has allowed more consumers to confidently use the 

Internet and it has offered individuals and businesses new ways to present and find 

information. The Internet is rapidly becoming the technology of choice for electronic 

commerce because it offers businesses an ever-easier way to link with other businesses 

and individuals at a very low cost. Electronic commerce is becoming part of day-to-day 

life and businesses are refusing to deal with any paper in the near future. Many 

companies sell physical goods or services on-line such as car, books, clothes, computers 

and so on. 

Our company, autopartsfocus, would like to have our own web site to sell goods 

on the Internet. The main products are spare parts such as lamp, tail lamp, light bulb, 

battery, belt, fan, side mirror, and so on. They are all original equipment manufacturing 

(OEM) products. We have many product items to cover the market's needs. We will put 

more and more products on the Web in the future. With our full-services of packing and 

shipping, customers will be satisfied with our products and on-time delivery. The 

opportunity for our company seeking to make advantage of the capabilities of electronic 

commerce is greater than merely adopting our present view of commerce to perform 

those buying and selling transactions over electronic networks. 

1.2 Objectives of the Project 

By designing and creating a website for an existing autopartsfocus, the project 

aims to accomplish the following: 

(1) To open new markets and be able to reach new customers 

(2) To promote and introduce our products to the international market. 
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(3) To generate revenue from selling goods. 

(4) To be a new marketing channel or tool of doing business. 

(5) To enable consumers to visit the site 24 hours a day 

(6) To be able to offer more products to the customer than they could ever fit in 

an ordinary catalog or in a traditional store. 

(7) To increase customer service 

1.3 Scope of the Project 

(1) To apply the knowledge learnt in the Master of Science in Internet and E­

commerce Technology into this project. 

(2) To conduct a complete advantage, SWOT analysis, and a detailed 

Competitors analysis both directly and indirectly. Then design strategies to 

meet competition and show how implementation will be done. 

(3) To provide the marketing plan by setting target market, market positioning 

and promotional mix. 

(4) To sell physical goods online as one of the sale channels, wholesale and 

delivery of goods takes place through traditional means. The main products 

are spare parts such as battery, lamp, side mirror, light bulb, belt, fan, and 

etc. 

(5) To update web site products frequently. 

(6) To manage the web site effectively allowing users to find information easily. 

1.4 Deliverables 

(1) The final report covers the scope as mentioned above. 
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(2) The proposed e-commerce web site consists of the product information 

such as product description, price and so on. All product items will be 

updated frequently. 
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II. LITERTURE REVIEW 

2.1 What Is Internet? 

It seems like everyone's talking about Internet these days. But what is it, how 

does it work and how to access it? Most importantly, what can it do for us at work or at 

home? 

Fortunately, accessing and using the Internet is fairly simple. Internet marketing is 

a system for selling products and services to target audiences who use the Internet and 

commercial online services by utilizing online tools and services in a strategic manner 

consistent with the company's overall marketing program. 

World Wide Web is fast becoming one of the best ways for individuals and 

organizations to effectively, efficiently and economically communicate with an 

influential consumer. So any web company that requires to promote their business in 

cyberspace should implement Internet marketing in order to increase visitors and traffic 

in their web. 

Internet is a worldwide collection of computer networks, cooperating with each 

other to exchange data, using a common software standard. Through telephone wires 

and satellite links, Internet users can share information in a variety of forms. The size, 

scope and design of the Internet allow users to: 

(a) Connect easily through ordinary personal computers and local phone 

numbers. 

(b) Exchange electronic mail (E-mail) with friends and colleagues with 

accounts on the Internet. 

(c) Post information for others to access, and update it frequently. 
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( d) Access multimedia information that includes sound, photographic images 

and even video. 

( e) Access diverse perspectives from around the world. 

During the last two decades, primarily academic institutions, scientists and the 

government for research and communications used the network. The appeal of the 

Internet to these bodies was obvious as it allowed disparate institutions to connect to 

each other's computing systems and databases, as well as sharing data via E-mail. 

In today's economy, E-commerce plays a very significant role in a rapidly 

increasing number of cooperation across a wide spectrum of industries. The ability to 

conduct secure business transactions across the Internet can give instant access to a new 

way to reach existing and new customers. There are numerous advantages to selling 

online or electronic commerce, but most of them come back to a single reality; it saves 

your company hard cash. From reducing reliance on call centers to eliminating printing 

and postage costs for catalogs, e-commerce enables businesses to address their 

customers directly and complete real-money transactions in highly efficient ways. 

There are two main approaches to do business on the Internet. 

(a) Directly offering a product/services for sales at web site 

The company can offer a product or services on web pages or offer free 

information to lure people to another web that products or services are available. 

This is the most popular way of making money on the cyberspace because it is 

easy to set up and get the initial profits overnight. 

(b) Aim at sponsorship or banner Advertising 

The company tries to persuade as many visitors as possible to web by 

enticing them to come with something special available on the site, such as 
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valuable information, help, files stuff, etc. then, once the visitor counts are high 

enough, the company can sell advertising space on the site or sponsorships of 

banner advertising. 

In addition to text documents, the Internet makes available graphics files (digitized 

photographs and artwork), and even files that contain digitized sound video. Through 

the Internet, users can download software, participate in interactive forums where users 

post and respond to public messages, and even join "chats" in which users and other 

users type (and, in some cases, speak) messages that are received by the chat participant 

instantly. 

2.2 Benefits of the Internet 

The organizations are already benefiting from the use of internet in many ways -

reducing communication costs, enhancing communications and coordination, 

accelerating the distribution of knowledge, improving customer service and satisfaction, 

and facilitating marketing and sales. The Internet has enormous potential for helping 

organizations participate in electronic commerce and for reducing their transaction 

costs. 

(a) Reducing Communication Costs 

Prior to the net, to realize the communications benefit, organizations have to 

build their own wide-area networks or subscribe to a value added network service. 

Employing the Internet, except from being cost free, is certainly more cost 

effective for many organizations than building one's own network. And small 

businesses find reduced communication cost particularly beneficial because it 

sometimes enables them to compete with larger companies in markets that would 

otherwise be closed to them. 
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(b) Enhancing Communication and coordination 

The Internet has made it easier and less expensive for companies to 

coordinate small staffs when opening new markets or working in isolated places 

because they do not have to build their networks. 

( c) Accelerating the Distribution of Knowledge 

Because modem economies have become information economies, access to 

knowledge is critical to success of many companies. Organizations are using E­

mail and the availability of databases all over the world to gain easy access to 

information resources in such key areas as business, science, law, and government. 

( d) Improving customer service and satisfaction 

The companies, large and small, are using the Internet to communicate 

efficiently to make product information, ordering, and technical support easier and 

immediately available. 

( e) Facilitating Marketing and Sales 

Marketing and sales via the Internet are new and only beginning to be viable. 

The advent of the web has made marketing and sale possible because the web is a 

passive instruments, it requires potential customers to seek out offering by 

companies rather than having those companies actively reach out to potential 

customers, as is traditional in most marketing and advertising. Retailers update 

their web pages offering virtually as often as needed. Suppliers can also update 

information used by consumers just as easily. Even with Limitations, the Net 

helps buyers and sellers make contact. 

As for the benefits of the Internet to organization, the best aspects of marketing 

and sales product or service online are that start up and operational costs are minimal 

and it is possible to access potential buyers at an unprecedented speed. The reason is 
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that earnings can come only after 24 hours of online business launch. The advertising 

can be tested in a matter of days, whereas conventional media advertising takes months 

to conduct a single test. 

Among the ways that users are taking advantage of the Internet are: 

(a) Sharing research and the business data among colleagues and like-minded 

individuals. 

(b) Communicating with others and transmitting files via E-mail 

( c) Requesting and providing assistance with problem and question. 

( d) Marketing and publicizing products and services. 

( e) Gathering valuable feedback and suggestion from customer and business 

partners. 

Only users' vision and creativity limit the Internet's potential. And as the Internet 

grows, new and innovative uses will surely follow. 

Internet marketing and running an Internet business is a fantastic way of business 

if it is done right. The Net simply works better than traditional media, but it is new, so it 

requires some imagination to envision role and character to be online. 

2.3 What Is Electronic Commerce? 

In its broadest sense, electronic commerce refers to the use of electronic means 

and technologies to conduct commerce, including within-business, business-to-business, 

and business-to-consumer interactions. The enabling technologies, of course, are also 

used for noncommercial activities such as entertainment, communication, filing and 

paying taxes, managing personal finance, research, and education, which may still 

include the services of online companies. As a result, it is somewhat difficult-and 

sometimes arbitrary-to separate electronic commerce areas from noncommercial 

applications of the same technologies and infrastructure. 
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Although these may be cutting-edge applications, conventional electronic 

commerce areas include: 

(1) Searching for product information 

(2) Ordering products 

(3) Paying for goods and services 

( 4) Customer service 

(5) All are conducted online. 

The use of the Internet to support marketing and customer-interface is only part of 

electronic innovations that are changing the way firms do business. With intranets, 

corporations distribute internal memos and announcements to their employees, and 

knowledge exchange and scheduling communications flow worldwide in a timely 

fashion. With direct connection to suppliers (for instance, an extended intranet), the 

same technology is used for manufacturing and supply-chain management. 

2.3.1 Electronic Commerce as a Communications Network 

At the core of traditional electronic commerce is the use of electronic means to 

expedite commercial transactions and improve efficiencies in business processes and 

organizations. In this vein, electronic commerce on the Internet means online ordering 

and payments. The narrowest definition of electronic commerce is a networked 

electronic data interchange (EDI) with a more flexible messaging system. Traditional 

EDis are limited to signals that only computers can read and that correspond to 

information on electronic forms used in standard business transactions, such as ordering, 

invoicing, and shipping. An open EDI using the Internet means that EDI messages may 

be sent and received via email. On the next level of sophistication, EDI can use 

electronic forms made available on web pages for customers to order. This view 

considers electronic commerce and the use of the Internet as merely improving business 
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and communication, especially in business-to-business transactions. Accordingly, issues 

in doing business on the Internet are mainly organizational and operational, ranging 

from security, competitive advantages in product development, and R&D (research and 

development), to efficiencies from automating purchasing functions, ED Is, point of sale 

information, and other inter organizational transactions. 

To many, familiar with EDis, doing commerce on the Internet is not entirely 

advantageous compared to traditional EDis. A clear tradeoff is made between secure, 

but limited VANs using traditional EDis and an insecure, but far more flexible network 

with messaging and remote login possibilities over the Internet. 

However, many interactions between sellers and buyers happen before they are ready to 

exchange orders and bills. A somewhat broader view of electronic commerce includes 

these interactions between businesses and consumers. Consumer services and product 

announcements have been routinely released to the Internet by computer companies for 

many years. And increasingly, firms are gearing up for Internet advertising and 

marketing. Going even further down the digital road, electronic shops and malls are 

springing up that offer electronic versions of catalog shopping in which consumers can 

search and order products using web browsers, bypassing traditional paper and phone­

based merchandising. 

2.3.2 Commercial Potential of the Internet 

Businesses need to place electronic commerce within the context of broader uses 

of the Internet than the traditional commercial framework. As a market, electronic 

commerce impacts not only marketing but also production and consumption. 

Information collected through web stores is used to customize products, to forecast 

future demand, and to formulate business strategies. Consumers not only order and pay 

for products online, but also search for product information, reveal their preferences, 
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negotiate with sellers, exchange information about products and firms, and use products 

online by filtering, processing, and linking them with other computer programs. 

Likewise, supply chain relationships among businesses and competitive strategies need 

to aim at increasing the overall market efficiency, not just transactional efficiency. 

The Internet can certainly be used as an alternative marketing channel, selling 

existing products online, but the future of electronic commerce will be guided by 

innovative digital products and services that will emerge in the electronic marketplace. 

But from where are these products and processes coming. The explosive growth of the 

Internet gives a partial answer. The core of digital commerce comes from selling digital 

products, but no one is certain how big the digital product market will become. To get 

an idea, one only needs to list products that can be digitized: all paper-based information 

products such as newspapers, magazines, books, journals, and databases; computer 

software, and games; audio products, including music, and speeches; video and 

multimedia products, such as movies and television programs; other information 

products, such as weather reports, stock quotes, government information, consumer 

information, and even personal information; and digital counterparts for existing 

products, such as room keys, digital currency, digital checks and other financial 

instruments, airline and concert tickets, and so on. 

Many business professionals dismiss the commercial potential of the Inter-net, 

pointing out that the most common uses of the Internet and the web are browsing and 

entertainment. In turn, the most promising use of the Internet technology is found in 

Intranets and other within-business and business-to-business applications, in which 

EDis and corporate networking are already familiar. A survey found that only about one 

in ten uses the Internet for shopping. However, shopping here is very narrowly defined. 

Internet users seeking information are, in fact, in search of products, and thus, network 
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uses commonly categorized as informational and entertainment activities need not be 

viewed separately from commercial activities. Unlike television entertainment in which 

commercial advertising and noncommercial entertainment are alternatively presented, 

commercial uses of the Internet encompass all aspects of user activities. Even e-mail 

messages can be thought of as digital products, for instance digitized information, which 

can be sold directly as a product or used as a component of business transactions. All so­

called non-commercial activities on the Internet are indeed commercial, an important 

realization for digital product sellers. In a truly informational age, the immense amount 

of human knowledge already accumulated and linked via the Internet will be the product 

being exchanged. 

2.3.3 Current Commercial Uses of the Internet 

The subject of e-commerce, Internet activity and the viability of growing online 

business have been under scrutiny by the media and companies alike for a few years 

now. The recent, "re-alignment" of the value of dot.corn shares has created much 

skepticism as to the future of doing business online. However this should be seen as the 

end of the beginning and not the beginning of the end. What is clear is that both 

business and the general public are keen on sourcing and purchasing products and 

services online. 

2.3.4 Competition and Market Organization 

Today's Internet users may be different from the general population in many ways, 

until the majority of the populations participate in the market. However, electronic 

commerce as a marketplace differs fundamentally from other physical markets in many 

respects. For example, the size of a firm is not a significant factor in establishing one's 

presence in the virtual marketplace. Big and small companies can be located side by side 

with no difference in shop floors or interior decorations. Consumers can search for 
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product information and compare prices over the whole Internet where geographical 

distance plays no role. From an economic perspective, electronic commerce has many 

characteristics of a perfectly competitive market. Although perfect competition has been 

the basis of most economic studies by which we evaluate economic efficiency, it is far 

more an exception in real life than the norm. Electronic commerce presents an 

experimental stage to further realize the economic efficiency of a competitive market. 

Both economists and government regulators use perfect competition as a 

benchmark against which market efficiency is judged. In a perfectly competitive market, 

a commodity is produced for which the consumer's willingness to pay equals the 

marginal cost of producing the commodity, and neither sellers nor buyers can influence 

supply or demand conditions individually or collectively. A society cannot improve its 

economic welfare by deviating from competitive markets. However, perfect competition 

is seldom evident in real markets because it requires that several assumptions be met. 

Among the assumptions are: 

(1) Many potential buyers and sellers must be able to enter and exit the market 

at no cost (no barriers to entry) 

(2) There are many sellers and buyers who cannot individually influence the 

market (price takers) 

(3) Products are homogeneous (no product differentiation) 

(4) Buyers and sellers both know the price and quality of the product (perfect 

information). 

Although, wholesale agricultural markets are often cited as one example of a 

perfectly competitive market, in most other markets one of the above assumptions, and 

often all four, will not be met. Heavy investment requirements in manufacturing 

facilities and R&D often limit free entry by competitors. Advertising also influences 
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consumer behavior by changing demand preferences or establishing reputation, which 

gives sellers a degree of market power. To exploit taste differences among buyers, firms 

sell differentiated products by brands or by quality, which as a result limits the 

competitive effects on prices. Finally, both sellers and buyers have limited information 

about demand and product quality given that it is costly to learn about product quality, 

prices, and even the location of shops. Indeed, if sellers and buyers were perfectly 

informed, there would be no need for advertising, marketing, or sales efforts. 

Even at a quick glance, the electronic marketplace better resembles the abstract 

market of many sellers and buyers in which prices are determined efficiently by supply 

and demand. The most important differences are lowered barriers to entry (low overhead 

costs) and the opportunity to search and obtain perfect information about products and 

demand. 

The Internet is supposed to be the great equalizer, where big corporations will 

have no inherent advantage over small vendors. In physical markets, bigness has certain 

advantages, helping firms to command a larger presence in physical form, market share, 

and reputation. The importance of this 'big' presence to consumers is that it presents a 

signal of the quality of a firm's products. We know that products sold by big firms are 

not necessarily of higher quality, but it is one viable signal available in the physical 

market. A similar correlation between bigness and assumed quality does not exist in 

electronic commerce, lowering the barriers to entry. 

Another characteristic of the ephemeral perfectly competitive market, the 

availability of perfect information, is typically undermined in physical markets by the 

consumers' inability to search completely or at a cost that reflects the value of searched 

information. In electronic markets, automated indexing and cataloging technologies that 

gather and present information at low cost aid a complete search. The search for 
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information is then as efficient as is allowed by search services. Using conventional 

economic reasoning, however, a complete indexing of the entire digital universe may 

not be economical, although desirable. Nevertheless, indexing and cataloging have been 

the most important Internet-based activities. Along with search services, they provide 

means to advertise web pages and to direct browsers to specific sites. Because of their 

importance, search services may be the first to be commercialized with access fees, but 

it will be essential to maintain search fees as low as possible, perhaps through 

competition, in order to minimize transactions costs. 

Contrary to intuition, not only buyers benefit from perfect information, but so can 

sellers. Electronic transmissions generally leave a trail of information about consumer 

demand and tastes, which has a high value in its own right. Refined demand information 

is useful in reducing wastes due to demand uncertainty. Also, it leads to greater product 

diversity, enabling consumers to obtain customized products that better match their 

preferences instead of products that represent the average tastes of consumers. The flip­

side effect of this is the ability for sellers to charge the maximum price consumers are 

willing to pay. 

Despite the benefits to both sides, informational efficiency in electronic commerce 

is not guaranteed. The consumers need to know about products and the sellers desire to 

gain more knowledge about consumers' preferences. So they have to be balanced to 

avoid one taking advantage of the other. Clearly, complete product information will be 

available only if sellers are willing to provide that information just as consumer 

information is limited by the willingness of consumers to reveal their preferences. Fully 

customized products may increase the total social welfare but transfer benefits from 

consumers to firms. It remains important, however, to recognize the unique potential for 

perfectly informed sellers and buyers that electronic commerce presents. 
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2.3.5 Business Organization and Virtual Firms 

When the World Wide Web first gained in popularity, many firms created web 

pages and initiated direct contact with consumers. Increasingly, however, web page 

development is contracted out to professionals, and many Internet-based marketing 

activities are handled by intermediaries. Even sales in electronic malls may be delegated 

to intermediary merchants, with the firms having no direct contact with the buyers. 

Since physical distance is not a barrier to business transactions, the electronic 

marketplace may resemble the face-to-face business of the old tradition, making such 

intermediaries unnecessary. On the other hand, market intermediaries have traditionally 

played other functions designed to enhance efficiency. The new electronic marketplace 

will necessitate new innovative models of firm organization, production, delivery, and 

overall market institutions. 

Other time-tested, basic business assumptions can no longer be presumed to hold 

true in this new world. In the electronic age, firms no longer are based in a single 

location because all functions need not be operated in one locale. Going beyond even 

decentralization, a firm on the Internet becomes a distributed company, or a virtual firm, 

where any operation can be anywhere multi-office corporation, is that a virtual firm's 

day-to-day operation is also conducted on a network. The mundane aspects of managing 

company administrative tasks, scheduling meetings, supervision of remotely located 

employees, and so on appear to be the greatest challenge of a virtual company because 

coordinating such matters most often depends on traditional means of communication. 

A promising application of electronic commerce for a virtual firm is to use the 

web technology for within-business and business-to-business interactions. Business 

logistics including supplier management, inventory, warehousing, and invoicing can be 

integrated in a corporation-wide intranet, or intraweb, which is defined as "a secure 
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corporate network with rich functional features of Local Area Networks interconnected 

by the Internet or its technologies and applications". Suppliers and customers are given 

appropriate levels of access to intranets so that employees, suppliers, and customers can 

be integrated in the firm's production and sales functions in a network rather than a 

physical locale. 

Another still unanswered question is whether inter firm relationships of virtual 

firms will be different in electronic commerce. Economists have argued that a firm is an 

organization by which producers can internalize transaction costs, which are costs 

incurred in transacting business such as writing, monitoring, and enforcing contracts. 

For example, if the cost of contracting bookkeeping and accounting with an outside 

CPA (Certified Public Accounting) firm is high, a firm may reduce costs by establishing 

an accounting department of its own to handle the tasks. In an extreme case, a firm may 

find it efficient to handle all activities from production, marketing, and payment to 

delivery. When transaction costs are low, on the other hand, many functions done within 

a firm may be contracted out in a market. To the extent that electronic commerce 

reduces transaction costs, firms will contract out or delegate many of their functions to 

other agents in the market. 

2.3.6 E-mail Communication 

The primary Internet communication tool is e-mail. While e-mail is the least 

expensive type of Internet communication tool to implement, it is also the most 

powerful tool because it is simple to operate, fast, and reliable. For these reasons it is the 

most widely installed and used Internet technology and therein the surest way to 

communicate with the broadest possible audience. It is estimated that world wide there 

are 25 million E-mail users sending 15 billion messages per year, a growth from an 
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estimated 4 billion messages in 1994. In 1995 the number of pieces of e-mail sent is 

thought to have exceeded the amount of ground mail. 

E-mail combines the near immediacy of the telephone for reaching people with the 

word processing power of the computer. Although e-mail can include complex data 

types such as graphics, audio files and video, most often it is used to send plain ASCII 

text encoded messages. Using e-mail and plain text messages alone, businesses can send 

and receive product information, customer support, place orders, as well as subscribe to 

mailing lists that receive up to date information on a variety of topics such as industry 

news reports, product announcements, policy updates, etc. 

E-mail is also an extremely low cost form of communication. Unlike telephone or 

standard postal mail, there are no volume or long distance surcharges for sending e-mail. 

This means there are no charges other than the basic subscription to an e-mail account to 

send one e-mail message is across the city or 10,000 messages to the other side of the 

world. 

2.4 E-Commerce Business Integration 

By virtue of its similarities, the scope of operations for E-Commerce is nearly as 

broad as traditional commerce. E-Commerce includes both traditional activities (e.g. 

providing product information) and new activities (e.g. conducting online retail in 

virtual malls, publishing digital information). Some of the common operations that 

define E-Commerce are specific business-to-business and business-to-customer 

interactions, such as: 

Information exchange 

(1) Goods or services trading 

(2) Sales promotion and advertising 

(3) Online digital content delivery 
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( 4) Electronic funds transfers and transaction processing 

(5) Electronic share trading 

(6) Electronic bills of lading processing 

(7) Collaborative work interaction 

(8) Manufacturing management 

(9) Accounts settlement 

(10) Online sourcing 

(11) Public procurement 

(12) Direct consumer marketing 

(13) Inventory management 

(14) Post-sales service 

(15) Commercial auctions. 

Although every E-Commerce implementation will differ, most SMEs focus 

operations on: 

(1) Product promotion via online catalogues 

(2) Transaction processing (exchanging digitized monetary information) 

(3) Customer Support. 

E-Commerce conducted over the Internet differs from typical commercial activity 

in that it is influenced by the unique characteristics of the medium itself. In contrast to 

print media, E-Commerce is dynamic, allowing users to interact with the commercial 

site, send comments, and even define the scope of a document. Unlike person-to-person 

commerce, E-Commerce allows for a controlled interaction between vendor and 

potential purchaser, where the vendor may strategically direct the customer through a 

series of options and processes. E-Commerce also differs from traditional commerce by 

its boundless relation to time and space. Interaction is not restricted to normal working 
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hours or geopolitical borders. There is potential to conduct business with other 

merchants and consumers around the world in different time zones, 7 days a week, 24 

hours a day. 

In the short-term, entry into E-Commerce may offer a competitive advantage over 

slower-to-act competitors. The market for E-Commerce is growing; as more consumers 

and businesses gain Internet access and transaction processing technologies improve 

security. Companies that establish an operation today, still in the early stages of Internet 

based E-Commerce, will have a fuller understanding of the issues and be better prepared 

to capitalize on emerging technologies when E-Commerce markets open up in the next 

few years. 

The benefits of E-Commerce to a small business may include capabilities to: 

( 1) Extend the range of sales territory 

(2) Streamline communication to suppliers and clients 

(3) Expand reach to new clients 

(4) Improve service to existing clients 

(5) Reduce paperwork and time spent on correspondence 

( 6) Track customer satisfaction 

(7) Expedite billing 

(8) Improve collaboration on work projects 

(9) Expand markets beyond geographical, national boundaries 

(10) Leverage legacy data 

( 11) Improve inventory contro 1, order processing 

(12) Establish position in emerging E-Commerce marketplace 

(13) Lower costs of overhead 

( 14) Realize economies of scale by increasing sales volume to new markets 
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(15) Monitor competition and industry trends 

(16) Improve or expand product lines - locate new suppliers, products that could 

be included in catalogue. 

2.4.1 How Does It Integrate with Traditional Services? 

As E-Commerce matures and more traditional businesses enter the electronic 

marketplace, it will become difficult to distinguish the E-Commerce merchant from 

traditional merchant. Although some firms operate exclusively as E-Commerce 

merchants, it appears that the greatest opportunities are for established firms that venture 

into E-Commerce as a means to refine existing business processes and gain new 

customers. 

E-Commerce may complement or replace traditional commercial activities, 

depending upon the industry and the functions. Because it is both a threat and an 

opportunity for various industries, it is worthwhile to: 

(1) Study how E-Commerce can integrate into operations. Determine needs and 

capabilities. E-Commerce operations may shadow traditional operations to 

provide redundant services such as product information distribution. 

(2) Develop an E-Commerce strategy into the business and marketing plans. 

Understanding how an E-Commerce system will strategically fit with the 

firm's existing operations will help to allocate the management and financial 

resources necessary for it to be a success. In the long-run, there have to be 

resources to set-up and sustain a system, making it work best for the type of 

operation that will be managed. 

(3) Monitor competitors, suppliers, and customers' movements into E­

Commerce. Special attention to their capabilities will help determine areas 

of E-Commerce that need development. 
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( 4) Establish a consistent operations review process. E-Commerce technology 

and operations are constantly evolving. Changes in technology frequently 

introduce opportunities to refine or create new services. 

2.4.2 Barriers to Business and Consumer Target Markets 

Business-to-business E-Commerce presently represents the bulk of commercial 

volume over the Internet, although business-to-consumer traffic is growing and has the 

potential to become an even larger market. The primary reason why business-to­

consumer E-Commerce has not kept pace is that the Internet is still not as established in 

the home as it is in the office. Many businesses have invested in Internet access 

technologies, are online and ready to expand their commercial capabilities into this 

emerging marketplace. Consumers should come online as the costs of Internet access 

decrease, data output rate increases and Internet connectivity becomes as simple to 

initiate and commonplace in the home as television and telephones. 

Low confidence in security technologies has also restricted growth of E­

Commerce activity. Business-to-consumer E-Commerce in particular has suffered from 

poor consumer confidence in secure monetary and personal data transactions. Business 

confidence in secure transactions is higher and continues to increase as electronic 

payment and encryption technologies are widely employed. It is important to note that 

this issue is strictly about confidence. Secure technology exists today. This indicates that 

business is either more informed or willing to take risks than consumers are. In either 

case, business-to-business E-Commerce is vibrant and demonstrates a confidence in the 

supportive technologies that should continue to transfer to consumers. 

A third barrier to growth is the concern of legal issues, mostly the uncertainty of 

litigious boundaries. Since the Internet crosses political boundaries, legal jurisdiction is 
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m question. Although the Internet improves access to foreign markets, national 

export/import laws still apply to all E-Commerce transactions. 

2.5 Web Site and Home Page 

2.5.1 What Is a Web Site? 

Every place to visit on the Internet has an "address" or URL. A Web site is the 

"location" represented by the URL. In order for a business to create a Web site or 

"location" from which to advertise, they need to write their Web site using HTML or 

Java. HTML is "a markup language that describes the structure of a Web document's 

content plus some behavioral characteristics". This standardized language is a way of 

"representing text, and linking that text to other kinds of resources including sound files, 

graphics files, multimedia files, etc. Once, business has used HTML to create their 

Web document (or virtual storefront, for small businesses who plan on using the site to 

advertise), they must deliver it to a Web server. A Web server is, in simplest terms, 

another computer that is always on a 24-hour connection to the Net. 

2.5.2 What Is a Home Page? 

The term home page has been in use from before the time of the World Wide Web. 

A home page is typically the starting page in an individual or organization's set of 

pages. A home page could be all the information that an author makes available through 

the WWW, though it more typically is a starting page that introduces an author or group 

and lists categories of information that are available from the author. Combined with 

the material prepared by the author, there are typically references to other resources 

available throughout the network. Often the term home page is used to refer to the total 

system of pages that individuals or organizations have available through a network 

address. 
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2.5.3 Advantages of a Home Page 

There are different reasons for having a personal home page and a company home 

page, though the reasoning for both is related. 

A personal home page can be useful for gathering and arranging network resources 

that are often used. For example, access to specific newsgroups, telnet addresses, or 

tiles on the network can be established through a home page. Often people use their 

home pages to list references that they are interested in. 

A company home page can be used to represent a company and its services to 

customers and potential customers. Taking a much generalized view of a customer, 

government academic groups can communicate with their constituency in the same 

manner. 

A home page should add to exiting communication with customers through 

making information more visible, easily accessible, understandable, and less expensive. 

One question about having a local home page is "how is having one's own home page 

preferable to using the information that is already available, what benefit is there to 

devoting the time to develop a local home page? 

Opportunity for emphasizing local interest, concern and resources and increasing 

on a local level using local resources including computers are some reasons. There may 

also be less likelihood of network inference. Providing a certain level of access to 

materials that are not available through the network as well as easy access to a stating 

point are also benefits. There is also more control over presentation including accuracy 

and content and opportunity for learning for future projects or phases of the WWW 

project. 
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St Library, 

With the development of the Internet, compames and organizations now have 

access to immediate and easier means of advertising. This could help them to reach their 

full potential. 

A home page or website can be a relatively inexpensive way to gain exposure to 

millions of people, keep customers informed of new offerings, make business 

transaction easier and more importantly, attract potential clients. 

The Internet offers benefits to businesses of all sizes. The following are only a few 

of the ways the Internet can empower business. 

(1) Increase in demand for choice (product depth, global reach, price choices); 

(2) Demand for information (detailed product information, inventory, order 

status); 

(3) Demand for interactive, online support; 

(4) Avoidance of travel and parking difficulties for consumer e-commerce; 

(5) Elimination of time constraints (that is, opening hours or delays between 

placing an order and delivery). 

For the business customer, similar reasons for and against buying online may 

apply, but e-commerce also offers the business customer the following benefits: 

(1) Lower purchasing overhead - especially for small value and repeat orders; 

(2) Greater choice (greater product depth and global reach); 

(3) Faster fulfillment cycle time (ordering, shipping, billing); 

( 4) Greater ability to supply information (inventory, order status, etc.); 

(5) Lower cost than EDI 

(6) Ease of swapping between suppliers greater than with EDI. 
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Consumers must actively go to a Web home page. Therefore, marketers need to 

attract consumers, keep them coming back and motivate them to tell their friends to visit 

the site. Here are several techniques: 

(1) What's new: Every home page should have a "What's New" icon leading to 

a page that tells consumers about new information and features. Without 

this device, consumers probably won't find the latest updates. If we don't 

regularly add new features, people will stop making return visits. 

(2) Changing information: Multiple impressions are a key to the success of any 

advertising campaign: The more often a person is exposed to your message, 

the more likely it is that he or she will buy. Therefore, you must create a 

reason for people to come back to your site. You can do this by adding new 

features, information and free samples. 

(3) Other interesting places: At the bottom of a home page, you might consider 

listing related home pages that would interest your readers. This function 

will, with reciprocity from other marketers, lead to valuable source of new 

prospects. 

(4) Ordering information: Placing the order must be easy. Your home page 

should contain an icon that links to an ordering form or displays a phone 

number in case they worry about online ordering. 

(5) Register and comments: Capturing names and addresses of readers is of 

paramount importance to create relationships. Inviting strategies to gather 

this information include asking the reader to sign a register and add 

comments about the home page. 

2.6 What Should My Site Include to Make It Effective? 

To maximize the effectiveness of your site, you must consider the following: 
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(a) Functions, features, and presentation 

(b) Marketing 

( c) Interactivity 

( d) Distribution of related information 

( e) Subscriber services 

(f) Linking arrangements 

(g) Look and feel of the site 

The details of each consideration are: 

(a) Functions, Features, and Presentation 

Once the business purpose has been defined, attention turns to 

important issues such as functions, features, and presentation. With regard 

to functionality, the design should consider the need for: 

(1) Searching 

(2) Index 

(3) Screening 

(4) Linking 

(5) Adaptability 

(6) Expandability 

Common features for a Website include: 

(1) Tool bars 

(2) Buttons 

(3) Online forms 

(4) Graphics 

(5) Music 
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As we noted earlier, presentation can range from simple Web sites designed 

primarily to disseminate information to complex interactive sites that require graphics 

and sophisticated software development. 

Decisions on these factors, particularly presentation, will often affect the choice of 

a Web site designer, because many designers may not have the knowledge and 

experience to produce a higher-quality site design. 

(b) Marketing 

A variety of strategies can be followed to generate traffic through a Web site. Web 

site owners may engage consultants to assist them with marketing issues. In fact, a 

number of Web site developers also provide marketing-related services, including 

advice about enhancing the look and feel of the site to make it user-friendly. According 

to these consultants and developers, proper design of a Web site is analogous to 

configuring an office or a store. Users should be able to quickly and easily navigate 

through the site to find the information and other products they need. Web site owners, 

or their consultants or developers, may arrange for preliminary testing of the site design 

by using focus groups and other surveys that provide feedback on features included 

within the site. 

In many cases, Web sites for professional firms include: 

(1) A description of the practice areas in which members of the firm are 

active 

(2) Biographies of individual service providers 

(3) Information that can be used by prospective clients to contact the firm 

( 4) Copies of articles, memos, and briefing papers prepared by members 

of the firm 
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(5) Links to related sites (e.g., sites providing copies of cased, laws, 

regulations, and administrative interpretations) 

( c) Interactivity 

Try an interactive approach when designing the site. If possible, find ways for 

visitors to communicate with the company. Lawyers and accountants might establish a 

system that allows visitors to pose questions to members of the firm. The questions 

could be answered in a confidential e-mail response, or arrangements could be made, 

where appropriate, for sharing the answer with all visitors through postings on the site. 

Visitors should be advised that only generic questions would be answered. The most 

frequently asked questions could be collected and placed in a different part of site so 

that visitor could come in and browse. 

A variation of this idea is to establish and maintain a chat room that allows visitors 

to ask questions and receive answers in real time. Chat room sessions should be 

scheduled in advance, and the times and topics should be posted on the site. 

( d) Distribution of Related Information 

In addition to information about the site owner's products and services, consider 

providing additional information on items of interest to site visitors. For example, a 

company selling its own software or computer equipment via the Internet might want to 

include copies of articles and reports on industry trends or that explain technological 

advances. If this is done, the site owner must be sure that it has all necessary 

permissions to post materials created or owned by third parties. 

As an alternative, the business might generate its own documents. In any event, 

this type of content tends to build confidence among visitors that the site owner has a 

good understanding of the relevant markets and technologies. 
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Web site owners should be creative m choosing additional information they 

include on their site. For example, a site for an immigration attorney might include links 

to job location assistance sites or sites of organizations providing support for 

immigrants. 

( e) Linking Arrangements 

Even the best Web site isn't much good if you can't drive traffic to it. So once the 

content has been developed and is up and running, you must find other related sites that 

might be interested in a lining arrangement. For example, a tax lawyer with a site that 

contains information on estate and tax planning for small businesses might want to 

approach the local chamber of commerce to see if it is interested in including link to the 

tax lawyer's site as part of its online information services for small businesses. 

(f) Look and Feel of the Site 

The look and feel of the site should not be ignored. One thing to bear in mind is 

that many computers and modems may be too old to fully take advantage of the graphics 

that are often placed on Web sites. So it makes sense to offer visitors the option of all­

text version of the site. 

The site itself should be clean and uncluttered, have a logical organization and 

good navigational tools, and include solid search functions and smooth links that allow 

visitors to get to what they need as soon as possible. As technology improves, 

consideration might be given to including audio and visual files as part of the site. 

(g) Attracting and Retaining Advertisers 

In order to attract advertisers, our site must fulfill certain criteria. Your site must 

be targeted to a specific audience; that is, your site attracts members of this audience 

and they return often. How do you know if your site meets this standard? If you haven't 

defined your audience, you have a problem. If you don't know who your audience is, 
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then neither will potential advertisers. Compare your site to other sites in your industry 

that also offer sponsorship for the following key points: 

(1) Features 

(2) Interactivity 

(3) Ease of navigation 

(4) Graphics 

(5) Content quality 

(6) Frequency of updating 

(7) Promotion on other sites and in other media 

2. 7 How Does the Internet Relate to the Marketing Mix? 

Many practitioners suggest that the marketing mix, the 4Ps, is an essential part of 

marketing strategy. It is used as a device to define the marketing tools that should be 

used to achieve marketing objectives. It has also been extended to include two further 

elements: people and processes although others argue that these are subsumed within the 

4Ps. 

The advent of the Internet provides opportunities to vary the elements of the 

marketing mix as follows: 

(1) Product - the features of the product can be varied: in particular, customer 

service and brand values can be enhanced. New information-based products 

can be provided by the Internet such as specialized market information on 

subscription. Brand variants can be produced for some markets. 

(2) Price - using the Internet as new retail sales channel enables the price of 

products to be reduced since the number of items and the cost of distribution 

through a traditional network of shops can be decreased. Alternatively, if a 
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price point can be maintained, the lower-cost routed to the market can be 

used to increase profitability. 

(3) Promotion - the Internet offers a new additional marketing communications 

channel by which to inform customers of the benefits of a product and assist 

them in the buying decision. The Internet can be used to supplement the 

range of promotional activities such as advertising, sales promotions, PR 

and direct marketing. The Internet offers many advantages and some 

disadvantages as an alternative promotional medium. 

(4) Place - the Internet also offers a new sales channel for distributing products 

through electronic commerce. This enables some companies that do not 

export, to enter overseas markets. 

It is worth noting that the application of the 4Ps can lead to product rather than 

customer orientation - the latter being an important element of Internet marketing 

strategy and web site design. Lautenborn (1990) suggested that the 4Cs, of customer 

needs and wants (from the product), cost to the customer (price), convenience (relative 

to place) and communication (promotion) were important considerations when 

developing the mix. The Internet clearly helps in meeting customer needs using these 

techniques. 

2.8 How Can You Get Referral Business from Your Web Site? 

Some professionals try to avoid the pain and disappointment of courting clients 

directly by relying on relationships with other professionals to obtain referrals. They 

would rather go out to lunch with another accountant, or speak to a group of accountants 

at a breakfast meeting, than blow their money and time on meals and seminars with the 

decision-makers for prospective clients. There are ways the Net might be used to 

generate referrals. 
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For example, consider the situation where a company is looking to acqmre a 

business in another state and wants to have its own accounting representatives go in and 

do some financial due diligence before the deal is signed. If the company's regular 

accountants don't have a branch office in the state where the target is located, they may 

be in the market for a referral for a quality local accounting firm who can take on the job 

as a special project and, perhaps, continue to provide consulting services once the deal is 

completed. 

By asking round, the acquiring party's regular accountants may be able to put 

together a list of three candidates for the job. Using the phone book, or information 

obtained from the local chamber of commerce, they may be able to obtain some 

background on the three accountants and may even learn that they each appear to have 

some general skills and experience in the areas needed. However, before they make a 

recommendation to their client, they'd like to get a better idea bout the people at each of 

the firms and the culture within which they practice. 

This is where the Net can come in handy and you can enhance your chances of 

landing the engagement if you're on that original short list. In this case, the partner at the 

regular accounting firm decides to go online and check out the Web presence of the 

three candidates. After a brief search, the partner discovers that one of the three firms 

doesn't have a Web site, which doesn't necessarily mean that the particular firm couldn't 

do a good job. However, all things being equal, not having a Web site certainly won't 

help the firm's chances of getting recognized and selected. The partner really doesn't 

have much more than a name and an address. In most cases, it would be just too risky 

for the partner to make a referral to a client based on such skimpy information. 

The other two candidates are still in the running even though they don't know it 

yet. How's the decision going to be made? If the partner can get a feel for the style and 
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skills of the candidates from visits to their Web sites, the choice may become quite easy. 

For example, if the managers at the acquiring party tend to be on the conservative side 

in their tastes in people and business, then traditional site loaded with resumes, firm 

news, and publications will probably be appealing. On the other hand, if those managers 

are young and aggressive, they might well be interested in working with people who fill 

their site with showy graphics, opinions, anecdotes, and narrative biographies that 

include information on the hobbies of the principals. 

The important lesson is that a Web site can give potential clients in faraway places 

a feel for you and your practice, which they can not get from traditional print resources 

or even from a brief phone call. With the added information that people can get from a 

Web site, they are going to feel more comfortable about picking an accountant across 

the country. Also, do not overlook how the design of the site can be used as a magnet to 

attract the types of clients and referrals that fit the best with the firm's interests and 

attitudes. It will not be long before accountants without Web sites will miss out on 

referrals in much the same way that accountants who were not available by phone were 

passed over for new business. 

The jury is still out on whether potential clients will actually begin their search for 

an accountant on the Web. The answer to that depends on whether the prospect feels 

that he or she can effectively tailor the search to meet the specific parameters of their 

requirements for the engagement. In the meantime, businesses and colleagues will 

probably continue to rely on networking to put together preliminary list of firms. Where 

the Web site comes in handy is the role that it can play in informing firms about your 

practice and the people involved in it. What are people looking for? Many visitors really 

aren't interested in your mission statement, nor will they be that excited about finding 

materials that can be contained in prepackaged brochure or directory. What really sells 
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is putting together a presentation that addresses what prospects are looking to find and 

making sure that the information is of the highest quality. 

2.9 Organizing Your Online Presence for Sales Success 

The Web home page can be an instrumental tool m building sales. Online 

marketing is not just going to fit into the marketing mix. It is gomg to drive the 

marketing effort. If you think of the selling process from the customer's viewpoint, it is 

a buying process. Online marketing has the potential to remove the barriers a customer 

normally encounters while trying to buy something. 

The customer sees the buying process in three distinct phases: recognizing a need, 

search for the solution, and making a purchase. Using traditional buying methods, the 

search for the solution can be time-consuming and frustrating. There is a lot of back­

and-forth with vendors. 

Throughout the buying process, the customer is seeking answers to specific 

questions, in a particular order. The vendors provide their answers through salespeople, 

technical support, literature, videos, demos, and other promotional pieces. Once the 

questions are answered satisfactorily, the customer will make a buying decision. 

If your Website is well designed, customers can quickly get answers to their 

questions. While the need is still fresh in their minds, they will be transformed from 

someone with a problem to someone who has identified, and wants to purchase, a 

particular solution. This compresses the buying cycle and will have a profound effect on 

marketing practices. 

Your Web site will be a successful marketing tool only if you organize it to 

conveniently answer all of the customer's questions. That may seem obvious, but 

considering how poorly standard marketing materials have provided answers in the past, 

we are not expecting Web sites to be any better. Organizing the presentation of the 
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information so that it matches the customer's question sequence is particularly important 

with online marketing, because it is an interactive medium. It puts the customer in the 

driver's seat. The last thing you want to do is make your customer drive all over 

Cyberspace waiting for downloads, and getting lost, locked out, and ticked off. 
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III. THE EXISTING SYSTEM 

3.1 Background of Our Shop 

Our company, autopartsfocus, has several items of products, which are OEM 

product. Our products include of car spare parts, such as belt, fan, battery, lamp, light 

bulb and so on. 

Here, you'll find aftermarket parts at reliable availability, low price, and with 

professional customer service. We offer a comprehensive replacement parts catalog for 

most makes and models constantly in stock. You'll find hundreds of discount parts here 

that you won't find elsewhere! We keep our inventory constantly updated to keep up 

with your wholesale auto parts demands. So, you'll find everything aftermarket auto 

parts here. 

Automotive parts dealers such as our company are able to provide you 

replacement parts catalog that carries discount auto parts. We always want you to save 

when you purchase parts from us so when you search our auto parts store catalog, you'll 

see prices that are lower than most auto part online stores. Our company deals directly 

with aftermarket parts industry manufacturers and we pass on the replacement parts 

catalog savings we acquire. You are truly getting wholesale auto parts value when you 

purchase from us. Wholesale car parts savings is what you'll get no matter how big or 

small your auto parts online order is. 

With our full-services of packing and shipping, customers will be satisfied with 

our production and delivery on time. The opportunity for our company seeking to make 

advantage of the capabilities of electronic commerce is greater than merely adopting our 

present view of commerce to performing those buying and selling transactions over 

electronic networks. 
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3.2 Reasons of Opening an Online Store Front 

With the development of the Internet, companies and organizations now have 

access to immediate and easier means of advertising. This could help them to reach their 

full potential. A home page or website can be a relatively inexpensive way to gain 

exposure to million of people, keep customers informed of new offerings, make 

business transactions easier and more importantly, attract potential clients. 

The Internet offers benefits to businesses of all sizes. The following are only a 

few of the ways the Internet can empower business. 

(a) Accesses to limited markets 

Small local companies can compete for business anywhere in the world by 

presenting an on-line image of the company. The Internet offers the ability to create 

sales 24 hours a day, 7 days a week. The Internet never sleeps. People can access and 

order their products and services any time of the day or night. 

(b) Instant updates to the information 

Advertising copy or brochure may be printed with errors or lack additional 

information that should have been included. With Internet advertising, the owner can 

change it anytime they want. They can make changes to any kind of information they 

provide to their customers, for example products, pricing or other company information. 

( c) More convenient customer service capabilities 

Customer services personnel and their telephone lines can be freed up from 

frequently asked questions or requests for general information by presenting the answers 

and information on-line. 

( d) The ability to provide up-to-the-minute information 

If users have employees on the road that need current information outside regular 

office hours, the Internet can provide a solution. 
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(e) Information customized to customer's needs 

Without the concern for printing costs and paper, users can create brochures on­

line that appeal to their specific customer markets. 

(f) Improved operating efficiencies and reduced overhead 

Create a "store" on-line. No need for overhead related to having a building, 

displaying inventory and hiring sales personnel to watch the store, and no less related to 

inventory "walking out door". 

These are only a few of the reasons why companies are taking advantage of the 

Internet and why so many individuals are finding ways to starting up their own 

businesses from home. 

Benefits of having a Web site for my business: 

(a) On-line Sales 

A sharp image can create an on-line order taking service where any viewers can 

actually order products and/or services instantly, in real time. They can order whenever 

they please whether the stores are open or not. This is one very strong benefit of having 

a web site. 

(b) Instant Information 

Most people like to find information quickly and easily. This is possible with a 

Web site. The Internet never closes. This means that the information that is online is 

readily accessible anytime 

( c) Discount 

With a web site, users can spark sales that they may not have otherwise got. One 

successful way to do that is to offer discounts from ordering on-line. This not only 

makes a web site more useful, but it also gives consumers a great reason to order with 

this company instead of the competition. 
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( d) Company Image 

Having a web site and being able to insert a company's web site address 

(www.autopartsfocus.com) is a great way to depict that a business stays ahead of the 

competition and tries to give their customers an easy way to find out about it first. A 

web site address on a business card or advertisements do the job well. 

( e) Prestige 

Everyone should have to admit some people simply having everything and being 

on the top. Having a web site can only be a useful benefit. 

3.3 How Can Web Site Increase Business from Existing Clients? 

If the prospect of courting new business through a Web site continues to seem a 

little daunting, consider how a Web site can be used to increase business from existing 

clients. Everybody advocates cross-selling, and when we go to marketing seminars we'll 

hear that our current clients can be the best source of new work if we'll take the time to 

educate them about our practice and remind them of how valuable we can be in areas of 

their business in which we are not currently active. 

Potential Business Benefits: 

When defining the aims of Internet marketing, a company should conduct a 

comprehensive review of all the business benefits that could accrue; this can be of value 

in arguing the case for investment in a web site. 

(1) Corporate image improved; 

(2) Improved customer service; 

(3) Increased visibility; 

( 4) Market expansion; 

(5) Online transactions; 

(6) Lower communication costs 
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IV. MARKETING TECHNIQUES AND ANALYSIS 

4.1 Tell People How to Find Your URL and E-mail Address 

The following are the other techniques that we use to tell people how to find our 

web site and e-mail address. 

(a) List Your Home Page Address on Complementary Home Pages 

Benefit: Increases exposure to your home page. 

You can publicize your home page by creating alliances with complementary 

home pages. Look for home pages that are in related areas and agree to create a mutual 

referral system. You will add their site as a link to your home page, and they will do the 

same. This is usually done by placing a category at the bottom of your Web home page 

that points to a "hot List of Interesting Places to Visit." 

(b) Print the Home Page Address on Company Materials 

Benefit: Increases exposure. 

Use traditional methods of advertising, such as printing the address on your 

business card and stationery, sending fliers and ads to prospective customers and placing 

the address in print ads. 

(c) Post Messages on Newsgroups 

Benefit: Increases exposure. 

Mailing lists and newsgroups in your subject area could be interested in your home 

page. You canjoin the discussion and, when appropriate, say "By the way, you might be 

interested in the information I have at my Web home page. You can reach it by typing 

"http://www.autopartsfocus.com" 

( d) Print the Home Page Address in Advertisements 

Benefit: Increases exposure. 
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Refer to Web home page in your printed advertisements in newspaper and 

magazines, as well as in your printed catalogs, press releases, promotions, brochures and 

other materials. 

4.2 Contacting Customers via E-mail - best Practice 

(a) Keep e-mail communications relevant and targeted. Junk mail is an optional 

term. Companies should ensure that the information sent is likely to be of interest to the 

recipient. One way to achieve this is to customize contact to groups of users. 

(b) Keep contact timely. In line with the previous guideline, e-mils should only 

be sent when there is something newsworthy to communicate to the customer, such as a 

major new product launch or a new series of seminars. Once a month is probably too 

frequent unless the communication is newsletter. Once every few months is less likely 

to cause annoyance. 

( c) Keep it personal. Where appropriate the e-mil should be answered by a 

human to give personal touch, and the name and contact e-mil and phone number of the 

person should be specified. This will enable rapid follow-up if necessary. 

4.3 Competitors Analysis 

A competitor analysis is an important requirement in our business plan because it 

reveals the firm's competitive position in the market space assists us to develop 

strategies to be competitive and satisfies the needs of funding agencies to determine 

commercial feasibility based on current and prospective competition, and how the firm 

intends to face that competition. 

Direct competitors are online shops which are already on the Web offering the 

same products and services. Indirect competitors are those who have no online shop. 

They sell both of genuine, imitated equipment and fix and overhaul services. These can 
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be a threat too, especially if their offerings are significantly cheaper, better or more 

convenient than our web site. 

(A) Direct competitors: 

Sparepartshop.com 

( 1) Strength: 

(a) More product in physical store 

(b) More channel distributions 

(2) Weakness: 

(a) Less variety of product on web 

(b) Lack detail of product 

( c) Picture is not so good 

(d) No online payment 

(B) Indirect competitors: 

Work shops such as Mercedez work shop 

(1) Strength: 

(a) Have connection with insurance company 

(b) Well-known established 

( c) Sell only genuine part 

( d) Can fix and overhaul the car 

(2) Weakness: 

(a) People feel that they have to pay high price 

(b) Serve only specific parts of car 

(c) Feel lack of touch the product 
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4.4 Cost and Benefit Analysis 

Initial Cost information of the Project 

Businesses who decide to advertise on the Internet need three areas of cost: 

(a) The cost of getting outfitted with a computer system 

(b) The cost of creating a WWW storefront 

( c) Server costs 

In order to join the cyberspace community, businesses need a personal computer 

with a hard drive (35,000 to 40,000 Baht, a modem to connect with Internet (3,000 to 

5,000 Baht from TRUE ADSL) and software to make sense of other computer databases 

(7,000 to 8,000 Baht). 

This initial investment, although advisable, is optional. A business could get 

around this cost by contracting a company that owns and manages computer equipment. 

The cost of creating a WWW site "ranges from a two thousand to five thousand Baht to 

design a simple home page on the Internet." Finally, businesses must account for the 

cost of servers. Plugging into the Internet will cost approximately 600-800 Baht a 

month (some servers also charge start up fees), and the cost to maintain a home page is 

approximately 2,000 Baht a month. 

Cost Benefit Analysis 

Cost benefit analysis is used to determine whether the project is economically 

feasible. Numerous approaches have been developed to measure the value of proposed 

project to an organization. Our income comes from selling bestseller of spare parts that 

consist of 9 kinds which are battery, belt, mirror, fan, head lamp, light bulb, air 

condenser, tail light and bumper cover. 
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Financial Statement 

Initial Investment Cost 

Hardware 

- 2 sets of computer 

- Printer 

- Scanner (At least 600 x 1200 dpi) 

Furniture & Decoration 

Leased line & hosting installation 

Miscellaneous 

Total Investment Cost 

Operating expense (Per Year) 

Hosting fees & web pages 

Domain name fee 

Advertising and Promotion 

Wage 

- Officer 12 x 6,000 

- Administrator 12 x 12,000 

Miscellaneous 12x5, 000 

Total Operating Expense (Per Year) 

45 

70,000 

50,000 

18,000 

12,000 

150,000 

140,000 

800 

50,000 

72,000 

144,000 

60,000 

466,800 



Estimate of Total Income 

Estimate of First year income= 1,687,500 Baht or 140,625 Baht per month 

Battery 240 pcs x 1,350 Baht 324,000 

Belt 2850 pcs x 80 Baht 228,000 

Mirror 400 pcs x450 Baht 180,000 

Fan 1950 pcs x 120 Baht 234,000 

Head lamp 165 pcs x 900 Baht = 148,500 

Light bulb 2100 pcs x 80 Baht 168,000 

Air condenser 100 pcs x 2,000 Baht 200,000 

Tail light 900 pcs x 200 Baht 180,000 

Bumper cover 25 pcs x 1000 Baht = 25,000 

Total of First year income 1,687,500 

Estimate of Second year income= 2,559,000 Baht or 213,250 Baht per month 

Battery 360 pcs x 1,350 Baht 486,000 

Belt 4275 pcs x 80 Baht 342,000 

Mirror 600 pcs x450 Baht = 270,000 

Fan 3000 pcs x 120 Baht 360,000 

Head lamp 250 pcs x 900 Baht 225,000 

Light bulb 3200 pcs x 80 Baht 256,000 

Air condenser 150 pcs x 2,000 Baht 300,000 

Tail light 1400 pcs x200 Baht 280,000 
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Bumper cover 40 pcs x 1000 Baht 40,000 

Total of Second year income 2,559,000 

Estimate of Third year income= 3,838,460 Baht or 319,872 Baht per month 

Battery 540 pcs x 1,350 Baht 729,000 

Belt 6412 pcs x 80 Baht 512,960 

Mirror 900 pcs x 450 Baht 405,000 

Fan 4500 pcs x 120 Baht 540,000 

Head lamp 375 pcs x 900 Baht = 337,500 

Light bulb 4800 pcs x 80 Baht 384,000 

Air condenser 225 pcs x 2,000 Baht 450,000 

Tail light 2100 pcs x 200 Baht 420,000 

Bumper cover 60 pcs x 1000 Baht 60,000 

Total of Third year income = 3,838,460 

Estimate of Fourth year income= 5,758,240 Baht or 479,853 Baht per month 

Battery 810 pcs x 1,350 Baht 1,093,500 

Belt 9618 pcs x 80 Baht 769,440 

Mirror 1350 pcs x450 Baht 607,500 

Fan 6750 pcs x 120 Baht = 810,000 

Head lamp 562 pcs x 900 Baht 505,800 

Light bulb 7200 pcs x 80 Baht 576,000 

Air condenser 338 pcs x 2,000 Baht 676,000 
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Tail light 3150 pcs x 200 Baht 

Bumper cover 90 pcs x 1000 Baht 

Total of Fourth year income 

630,000 

90,000 

5,758,240 

Estimate of Fifth year income= 8,598,360 Baht or 716,530 Baht per month 

Battery 1215 pcs x 1,350 Baht 1,640,250 

Belt 14277 pcs x 80 Baht 1,142,160 

Mirror 2025 pcs x450 Baht 911,250 

Fan 10125 pcs x 120 Baht 1,215,000 

Head lamp 843 pcs x 900 Baht 731,700 

Light bulb 10800 pcs x 80 Baht 864,000 

Air condenser 507 pcs x 2,000 Baht = 1,014,000 

Tail light 4725 pcs x 200 Baht 945,000 

Bumper cover 135 pcs x 1000 Baht 135,000 

Total of Fifth year income 8,598,360 

As IRR = 5.75% 

Average profit = 15% 

Present values of cash out flow 

Assumption: The payment is paid at the beginning of the year. 

Present value of cash out flow for the 1st year = 616,800 

Present value of cash out flow for the 2nd year = 466,800/1.0575 = 441,418.44 

Present value of cash out flow for the 3rd year = 466,800/1.0575/\2 = 417,416.96 

Present value of cash out flow for the 4th year = 466,800/1.0575/\3 = 394,720.53 
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Present value of cash out flow for the 5th year = 466,800/1.0575/\4 = 373,258.19 

Therefore, present value of cash out flow 

Present value of cash in flow. 

Assumption: The money is got at the beginning of the year. 

Present value of cash in flow for the 1st year 

Present value of cash in flow for the 2nd year = 383,850/1.0575 

= 2,243,614.12 

= 253,125 

= 362,978.72 

Present value of cash in flow for the 3rd year = 575,769/1.0575/\2 = 514,858.07 

Present value of cash in flow for the 4th year = 863,736/1.0575/\3 = 730,364.89 

Present value of cash in flow for the 5th year = 1,289,754/1.0575/\4 = 1,031,300.85 

Therefore, present value of cash in flow = 2,892,627.53 

Net Present Value= Present Value of Cash Inflow - Present value of Cash Outflow 

Net Present Value= 2,892,627.53-2,243,614.12 = 649,013.41 

As seen from the calculation, the net present value is positive for five years 

estimation. From the analysis, return on investment is enough for 1 year which is 

because of the high sales of the company. 
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4.5 Buyer Behavior 

The role of the Internet in supporting customers at different stages of the buying 

process should also be considered. Figure 4.1 indicates how the Internet can be used to 

support the different stages in the buying process. The boxes on the left show the typical 

stages that a new prospect passes through, according to, for example, Robinson et al. 

(1967). A similar analysis was performed by Berthon et al. (1998), who speculated that 

Stage in 

buying process 

1. Unaware 

2. Aware of product 

need. Develop 

specification 

3. Supplier search 

4. Evaluate and 

select 

5. Purchase 

6. Post-purchase 

evaluation 

. 
~ 

~ 

~ 

-

~ 

~ 

--

Communication 

ob.iectives 

Generate 

awareness 

Position features, 

benefits and brand 

Lead generation 

Assist purchase 

decision 

Facilitate purchase 

Support use and 

retain business 

~ 

~ 

~ 

. -

~ 

--

Internet 

marketing 

Banner advertising, 

PR, links 

Web site content 

Search engines, 

intermediaries 

Web site content, 

intermediaries 

Web site content 

Personalized web 

site content and 

interaction 

the relative communications effectiveness of using a web site in this process gradually 

increased from 1 to 6. 

Figure 4.1. A Summary of How the Internet Can Impact on the Buying Process. 
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St Library, 

It is worthwhile reviewing each of the stages in the buying process referred to in 

Figure 4.1 in order to highlight how effective the Internet can be when used at different 

stages to support the marketing communications objectives. 

( 1) Generate awareness (of need, product of service) 

Generating awareness of need is conventionally achieved principally 

through mass media advertising. The Internet is not very effective at this since it 

has a more limited reach than television, radio or print media. Although banner 

advertising is widely used, it is more limited in the message that it can convey. It 

can assist in generating brand awareness. Some companies have effectively 

developed brand awareness by means of PR and media mentions concerning their 

success on the Internet, with the result that even if a customer does not have a 

current need for a product, that customer may be aware of the source when the 

need develops. 

(2) Position features, benefits and brand 

Once a consumer is aware of need and is considering what features and 

benefits he or she requires from product, and then he or she may tum to the 

Web to find out which suppliers are available or to find the range of features 

available from a particular type of product. 

Once customers are actively searching for products information, the Web 

provides an excellent medium to help them do this. It also provides a good 

opportunity for companies to describe the benefits of their web sites and obtain 

qualified leads. The Internet marketer must consider the methods that a customer 

will choose for searching and then ensure the company or its product is featured 

prominently. 
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(3) Assist purchase decision 

One of the most powerful features of web sites is their facility to carry a 

large amount of content at relatively low cost. This can be turned to advantage 

when customers are looking to identify the best product. By providing relevant 

information in a form that is easy to find and digest a company can use its web 

site to help in persuading the customer. Brand issues are important here also, as a 

new buyer will prefer to buy from a supplier with a good reputation - it will be 

difficult for a company to portray itself in this way if it has a slow, poorly 

designed or shoddy web site. 

(4) Facilitate purchase 

Once a customer has decided to purchase, then a company will not want to 

lose the custom at this stage! The web site should enable standard credit-card 

payment mechanisms with the option to place the order by phone or mail. 

(5) Support product use and retain business 

The Internet also provides good potential for retaining customers 

since: 

(a) Value-added services such as free customer support can be provided 

by the web site and these encourage repeat visits and provide value-added 

features; 

(b) Feedback on products can be provided to customers; the provision of 

such information will indicate to customers that the company is looking to 

improve its service; 

( c) E-mail can be used to give regular updates on products and promotions 

and encourage customers to revisit the site; 
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( d) Repeat visits to sites provide opportunities for cross selling and repeat 

selling through sales promotions owing to the amount of information that 

can be displayed on the web site. 
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V. THE PROPOSED SYSTEM 

5.1 The Proposed E-commerce Web Site 

The Proposed web site will cover the following functions 

(a) Sell products 

It is considered that telephone is a tool that allows salespeople to 

communicate with their customer, which in tum helps them sell products. The 

technology is different, of course, but before people decide to become customer, 

they want to know about the product, what the products do and what the products 

can do for them. Owners can do this easily and inexpensively on the WWW. 

Then this might be to tum people into customers. 

(b) Open International Markets 

The owners may not be able to make sense of the mail, phone and 

regulation systems in all their potential international markets, but with a Web 

page, owners can open up a dialogue with international markets as easily as with 

the company across the street. Another added benefit is that company has office 

overseas, they can access the home office information for the price of a local 

phone call. 

( c) Create a 24 Hours Service 

Many organizations are not on the same schedule. Business is worldwide 

but office hours are not. A web page serves the client, customer and partner 24 

hours a day, 7 days a week. No overtime either. It can customize information to 

match needs and collect important information that will put you ahead of the 

competition, even before they get into the office. 
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( d) Make Business Information Available 

A lot of what passes for business is simply nothing more than making 

connections with other people. Passing out a business card is part of every good 

meeting and every businessperson can tell more than one story about how a 

chance meeting turned into a big deal. Well, what ifthe opportunity comes to pass 

out a business card to thousands, may be millions of potential clients and 

partners. This can be done in 24 hours a day, inexpensively and simply, on the 

WWW. 

( e) Changing Information Available Quickly 

Sometimes, information changes before it gets published. The result could 

be a pile of expensive, worthless paper, electronic publishing changes with the 

needs. No paper, no ink, no printer's bill. A web page can even be attached to a 

database, which customizes the page's output to a database, so this can change as 

many times in a day as needed. No printed piece can match that flexibility. 

(f) Make Pictures and Sound Available 

A picture is worth a thousand words, but what if the space is no enough for 

a thousand words? The WWW can add sound, pictures and short movie files to a 

company's information if that serves their potential customers. No brochure will 

do that. 

(g) Answer Frequently Asked Questions 

Most people in an organization say that their time is usually spent 

answering the same questions over and over again. These are the questions to 

which customers and potential customers want to know the answer before they 

deal with. Post them on a WWW page and this will remove another barrier to 
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doing business with the company and free up some time for that impolite phone 

operator. 

(h) Allow Feedback from Customers 

After passing out the brochure, the catalogue, and the booklet, what if there 

is no sale, no call, and no feedback? Wrong color, wrong price, and wrong 

market? With a Web page, owners can ask for feedback and get it 

instantaneously with no extra cost. An instant e-mail response can be built into 

Web pages and can get the answer while it is fresh in their customers' mind, 

without the cost and lack of response of businesses reply mail. 

5.2 What Kind of Product Should Be Sold? 

In the economic crisis like this, it is very difficult to do only domestic business in 

Thailand, so the product must be carefully chosen to sell abroad and worldwide. 

Product chosen concept 

(1) These products should be sold to foreigner or exported. 

(2) Easy to find raw material in Thailand. 

(3) Use machine base and labor for assembly 

(4) Market should be growth according to the car. 

(5) Price is competition. 

( 6) Product life cycle is not short 

According to the product concepts which are listed above, the product that we 

choose are battery, lamp, light bulb, belt, etc. 

5.3 Why Do We Choose These Products to Sell on Internet? 

The reasons why we choose these products are following. 

( 1) Every person who has a car must use them. 

(2) People can buy at cheaper price instead of visiting work shop. 
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(3) The market expands according to the expansion of cars. 

(4) Many models or styles. 

(5) Use high quality material. 

(6) Use domestic labor and machinery to make them. 

(7) World wide used, and easy to export. 

(8) Price is not expensive. 

Company Strength 

(1) Competitive price by using domestic worker and machine with low labor 

cost. 

(2) ISO 2001 

(a) Standard Design 

(b) Production 

(3) Long established firm 

(a) Reliable on production 

(b) Well known 

5.4 Why autopartsfocus goes to Internet? 

(1) Send E-catalog 

(2) Low cost 

(3) Create Interactive Application, Services and Products 

(4) Reduce Communication and Transaction cost 

(5) Available to Consumers 24 hours a day 

The objective of this is to build up a new market channel for selling the factory 

products on Internet. The product overview and product strategies were analyzed and 

covered with some marketing plan. With the product & market analysis, a SWOT 
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analysis was outlined and come out with key strategies as shown, some major critical 

success factors were highlighted and some solutions were suggested. 

5.5 Mission and Goals 

When we decide that we are going to put our business online, we must set up our 

mission and goals first. 

Mission: 

Using Website to make product information, ordering, and customer support in 

order to increase in sales and more effective marketing. 

Goals: 

(1) To be able to increase the sales volume of at least 1,000,000 Baht within 2 

years. 

(2) To make autopartsfocus to be well known within 3 years. 

(3) To be the first spare shop online in Thailand that makes available all of 

spare parts for cars. 

(4) Serving the discount auto parts need of the aftermarket parts. 

5.6 Business Plan 

(A) Short Term Business Plan (1-2 years) 

(1) Create simple web site 

(a) Determine what products will be sold on the web 

(b) Set up domain name 

( c) Find information & create simple web site 

(2) Find customers and sell products 

(a) Create product catalog 

(b) All documents attach URL name 

( c) Contact export department of Thailand 
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( d) Advertising by e-mail 

( e) Contact business via mail 

(3) Collect all information and review plan 

(B) Long Term Business Plan (3-5 years) 

(1) Analyze information and revise first business plan 

(a) Create more complex and attractive web site 

(b) More product categories, more online catalogs 

( c) Online complete payment 

(2) Add more useful information on the web 

(3) Advertising 

(a) In Search engine 

(b) In Well known related web site 

(c) Promotion by e-mail 

(4) Abroad exhibition 

(a) Join the motor exhibitions 

(5) Add more marketing activities. 

To achieve these missions and goals, we use 4 Ps (Product, Price, Place, and 

Promotion) as one of the factors to be considered our strengths, weaknesses, and the 

opportunities, and threats. List all strengths, weaknesses, opportunities, and threats, after 

that we will set up the strategies by using SWOT Analysis. 

5.7 SWOT Analysis 

Assessing Opportunities and Threats 

Companies should conduct a structured analysis of the external opportunities and 

threats that are presented by the Internet environment. They should also consider their 

own strengths and weaknesses in the Internet marketing environment. Summarizing the 
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results through SWOT analysis will clearly highlight the opportunities and threats. 

Appropriate planning to counter the threats and take advantage of the opportunities can 

then be built into the Internet marketing plan. As is often the case with SWOT analysis, 

the opportunities available to a company are the opposite of the threats presented by 

other companies. The strengths and weaknesses will vary according to the company 

involved, but many of the strengths and weaknesses are dependent on the capacity of 

senior management to acknowledge and act on change. 

In order to exploit opportunities to gain competitive advantage it is essential for 

companies to act quickly. Competitive advantage tends to be short-lived on the Internet 

since it is easy for competitors to monitor each other. 

List all strengths, weakness, opportunities, and threats. 

(1) Strengths 

(a) Product are OEM, quite standard in quality 

(b) Product are from the reliable source of factories 

( c) Broad range of product categories and size 

( d) Deal directly with aftermarket parts manufacturers 

( e) Fast order fulfillment 

(f) E-catalog available 

(g) Have replacement part specialists ready to assist 

(2) Weakness 

(a) No payment gateway support at the beginning stage 

(b) High delivery cost 

( c) Family business, lack of international skills 

(d) No customer services 

( e) Low company profile in the market 
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(3) Opportunities 

(a) Economic outlook is recovering 

(b) Be able to expand to the global market 

( c) E-marketplace expansion 

( d) Customer can visit the shop 24 hours a day 

( e) Join with international exhibition 

(4) Threats 

(a) New market channel establishment 

(b) Domain name - providing the mean to access a particular web site 

( c) Insecure electronic payment system 

( d) Current Internet users in Thailand still low compared with other 

developing countries 

( e) Lack of touch and feel to the products selling online 

(f) Chance to fail for dot com business 

The above information seems to suggest that these products have more strengths 

than weaknesses and in fact more benefits from opportunity rather than threats, which is 

a good sign. However, on closer examination of weaknesses and threats, we realize that 

the weaknesses can be overcome quite easily. For example, the payment gateway 

system can be using credit card for international ordering and cash on delivery for 

domestic ordering, while solution for customer service can be handled by phone call and 

the online can be easily added to the web site later on. As for threats, they are common 

to all organizations engaged in e-commerce, so that the selected strength web hosting 

provider can eliminate these threats as well. 
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5.8 Product Overview 

The product we selected is the battery and spare parts, which are mainly, sold in 

the country and exported to oversea countries. We have more than 30 product items and 

models to cover the market need. We have an army of replacement parts specialists 

ready to serve you. Our easy-to-use online replacement parts catalog allows you order at 

the convenience of your home or office. As soon as you order, we will process it and 

send it to you immediately. 

Product Categories 

(1) Battery 

(2) Belt 

(3) Light bulb 

(4) Mirror 

(5) Air condenser 

(6) Bumper 

(7) Fog lamp 

(8) Head lamp 

(9) Door handle 

(10) Washer tank 

(11) Headlight 

(12) Condenser fan shroud 

(13) Etc. 

5.9 Product Strategies and Market & Sales Strategies. 

Product Strategies 

(1) Wholesale and retail, we provide the superior quality of various kinds of 

replacement spare parts. 
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(2) Keep inventory constantly updated to keep up customer demand. 

(3) OEM product with durable, high quality, high quality material 

(4) Business and consumer usage 

(5) Price competitiveness 

Market & Sales Strategies 

(1) Consistency maintained in our current market channel and maintains 

growth. 

(2) To focus on Internet sale as a new market channel to B2B. 

(3) Fast delivery and good packaging on various occasion on Internet sales 

(4) Actively participating on major exhibition events. 

5.10 Market Targeting, Market Segment, and Market Positioning 

Market Targeting 

Nowadays, Thai economy is still in crisis, low and middle-income Thai citizens do 

not have the power to buy things as usual. Many rich people have become poor. The 

best way is to sell to abroad especially for big countries such as USA and Indonesia 

which is usually emphasize on wholesaling. Of course, they must be able to get the 

information from Internet & e-commerce. 

Evaluating Market Segment 

(a) Size and growth 

Since the Thailand 1s such a big country, public transportation is not 

convenient enough. And it is a developing country, so cars or trucks are important 

in the business today. Definitely, the amount of cars in the country is more than 

20 millions. 

(b) Structure 

(1) High competitors for the auto spare parts. 
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(2) Power of buyers are low, due to economic crisis 

(3) Low Barriers of entry in the business. 

(4) Thai government supports exporting. Our company's objective also 

wants to earn the money from abroad. 

Market Positioning 

(a) Product position 

"When people want to buy a luxury, beautiful, high-grade car, they will 

recognize Mercedes-Benz. If those rich people want to buy spare parts, they will 

visit work shop. But not all people who have car will visit work shop. So they 

want to find out where they can get it at cheaper price." 

(1) Focus in middle to low market 

(2) High quality, standard and reasonable price 

(b) Online positioning 

Offer wide variety of product categories, discount pnce, fast order 

fulfillment. 

5.11 Customer Delivered Value: Total Customer Value & Total Customer Cost 

(A) Total Customer Value 

(1) Product value & Product Differentiation 

(a) Variety of product categories 

(b) OEM product, high quality with guarantee 

( c) Product are well known in this industry 

( d) Product is as replacement part 

(2) Service value 

(a) Send products to hand of customers in around Bangkok. 

(b) 2 year warranty for any item if malfunction. 
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( c) Outside service in case customers do not know how to fix 

the spare parts. 

(d) Useful information 

(1) We provide FAQ (frequently asked questions) for the 

customers who have problems to find the information and 

solution. 

(2) Customer service: handles your questions, comments and 

problems. 

(3) Personnel value 

(a) We have mechanic to fix the spare parts at customer's place. 

(b) Professional services to provide the suggestion online. 

(B) Total Customer Cost 

( 1) Monetary Cost 

(a) Customer will pay cheaper than other stores and work shop. 

(2) Time 

(a) Time saving since customer does not need to find out somewhere 

else. 

(3) Energy 

(a) Quick searching varieties of products via Internet when 

compared to the physical stores. 

( 4) Psychic cost 

(a) We provide secure transaction approved by VeriSign. 

(b) OEM products make customers feel the genuine part. 

( c) 2 year warranty for items purchased from us. 
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5.12 Marketing Mix (4 P's) 

Product 

(1) Standard 

(2) High quality 

(3) Durable 

(4) Genuine 

Price 

The percentage of discount from price list depends on the quantity that customers 

order. Wholesaling price is quoted over 100 pieces. 

100- 200 pcs 

201 -400 pcs 

401 up 

offer 5% discount 

offer 8% discount 

offer 10% discount 

Web site www.autopartsfocus.com 

Car and spare parts exhibition 

Physical store at Vorachak 

Promotion 

Special discount 5% for first 100 registered in the Website 

Free shipment throughout Thailand for the first 3 months 

Promotion goods for High Volume Customers 

Information Support; Brochures, Leaflets, Posters 

Put manufacturer's banner on our Web site 

Advertising: 

Autopartsfocus.com 
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5.13 

5.14 

Banner in other Web sites 

Related Magazines in Customers' Countries 

Exhibition Directories 

Competitive Advantage 

(1) Competitive price 

(2) Many models and items to choose 

(3) Durable, high quality, standard 

(4) Genuine parts 

(5) 2 year warranty for any item 

Critical Success Factor 

(1) Building brand awareness 

Joint promotion with Thailand Export Center Guide of Thailand Export 

Day, etc. in order to make market recognition 

(2) Web Hosting 

Engage with the foremost portal sites which are able to help in campaign 

and promotion. 

(3) Electronic Payment System 

Using Credit card will be as an interim solution or cash on delivery for 

domestic ordering. 

( 4) Delivering cost 

Basically using EMS, ETO and UPS as a mainly delivery. 
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VI. PROJECT IMPLEMENTATION 

6.1 Hardware and Software Requirements 

The requirements of this system are as follows: 

(1) Hardware Specification 

(a) Pentium IV 1.2 GHZ Processor 

(b) 256 MB of RAM 

(c) 40 GB of Hard Disk 

(d) SOX CD-ROM Drive 

(e) 3.5 inch Floppy Drive 

(f) 17 inch Monitor 

(g) Keyboard, Mouse 

(h) Modem 

(2) Software Specification 

(a) WindowXP 

(b) HTML Editor 

(c) Cute FTP 

(d) Internet Explorer 5.0, Netscape Communication 

(e) Internet access 

(f) Illustrator 

(g) Photo Shop 

(h) Microsoft Flash 

(i) Dream Weaver 
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6.2 How to Create a Web Home Page 

Creating a Web home page is a relatively direct process. Here are the steps to 

create a home page. 

(1) Determine the goal of the home page. Will it be used to sell products, create 

an image or serve as a library for company information? 

(2) Create content and design web pages. Take advantage of interactive tools to 

make files accessible. 

(3) Save the file as ASCII. 

(4) Import the file into an HTML (Hypertext Markup Language) program. 

(5) Assign codes to the content. These codes will assign font attributes, display 

pictures, link to other pages and allow forms and e-mail to be sent. 

(6) Load the home page onto a computer server. 

6.3 Planning Web Site Development 

It is important to be able to answer these key questions readily: 

(1) What does the company sell? 

(2) How can its products be bought - where does it sell its products (channels 

and countries)? 

(3) How can the company be contacted? 

(4) Are there any special offers available currently? 

As well as answering these questions, the company's corporate and brand identity 

should be apparent to establish credibility, even from a short visit. For customers who 

are repeat visitors to site, updated information on products, prices or the market should 

be available, to encourage further repeat visits. 

The prototyping approach has the following benefits: 
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(a) It prevents major design or functional errors being made during the 

construction of the web site. Such errors could be costly and time consuming to fix once 

the web site becomes live and could also damage the brand. Such errors will hopefully 

be identified early on and then corrected. 

(b) It involves the marketers responsible for the web site and ideally the 

potential audience of the web site in proactively shaping the web site. This should result 

in a site that more closely meets the needs of the users. 

( c) The iterative approach is intended to be rapid, and a site can be produced in a 

period of months or weeks. 

6.4 Web Site Designing 

Autopartsfocus.com appears to organize the page layout in accordance with the 

practical rules. We would like to group our web site designing into 3 major points: 

(1) Site Structure I Architectural Blueprint 

(2) Site Content Design 

(3) Visual Design 

The detail of each major point is: 

(1) Site Structure I Architectural Blueprint 

The design of the structure of site is something that should be decided upon 

early in the development of the site, since it may be costly to redefine the 

structure at a later stage. The storyboarding method can be used to develop the 

site structure. These are some of the examples that users visit web site. 

(a) Users click to get into autopartsfocus.com to acquire some spare part 

products. 
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Library, Ati 

(b) When choosing some product categories, all product pictures will be 

pop-up displaying all product groups as in product catalogue but it may be a 

bit too small to see the product details. 

(c) Users therefore may need to have a closer look by clicking to zoom-in 

to illustrate more product details with bigger picture. 

( d) When buyers have desired to buy, just click order then it will show the 

next frame with order ability, buyers have to select and put it into cart and 

fill in the order form to complete the order process. 

The site structure of autopartsfocus.com starts with a home page, serving as a 

clear entrance to other pages. The home page is linked with other pages: 'About 

Us, Order Form, Product, Service, Contact Us, FAQ, Links' Each sub-menu page 

is also further divided into many topics relevant to that particular sub-menu. 

Autouartsfocus.com 

About Us Product OrderFonn Contact us FAQ Link 

Product Catalog Delivery 

Product Detail Trackin~ Order 

Add to Basket 

Figure 6.1. Site Structure. 

(2) Site Content Design 

Although design and technology is a critical success factor in building a 

good Web site, site content is also another major factor that can create either 

71 



negative or positive impression of the site because content is what make up the 

site. The content of autopartsfocus.com includes text and images. 

To help the users find the required information easily our main content is 

grouped and labeled into categories as follows: 

(a) About Us 

(b) Order Form 

(c) Product 

(d) Service 

(e) Contact Us 

(f) FAQ 

(g) Links 

(3) Visual Design 

Autopartsfocus.com extensively uses such visual design as colors, and graphics to 

provide audiences with a sense of place. As soon as audiences access the 

autopartsfocus.com home page, they are impressed by decorative design, which is filled 

by colors, and graphics. It is believed that the audiences visiting autopartsfocus.com for 

the first time usually have positive impression on this site with the uniqueness and 

beauty of the design. The visual impact of graphics often motivate the audiences to 

investigate autopartsfocus's content because dense text documents without visual 

designs are boring and more difficult to read, particularly on the relatively low­

resolution screens. We save the image as a GIF or JPEG that will make the file size 

smaller and load it into the Web browser to test how it would look within a typical 

environment. 

72 



6.5 Techniques to Keep Audience Coming Back to Visit Web Site 

Web home pages should look clean, neat, and professionally designed. Consumers 

must actively go to a Web home page. Therefore, marketers need to attract consumers, 

keep them coming back and motivate them to tell their friends to visit the site. Here are 

several techniques: 

Design Elements. 

(1) Make customers trust us 

(a) We use VeriSign in our payment gateway that will make customers 

not worry about their credit card number. 

(b) We guarantee the quality of the products. 

(2) Put URL in search engine i.e. yahoo, google 

(3) Banner exchange with well known web sites 

( 4) Index: Let's readers know quickly what information is available. Our 

Indexes can be text only or picture icons or a combination. 

(5) Pictures: Present the real product images. However, they are not too small 

pictures, or too large which will take long time to appear on the screen. 

( 6) Access to easy ordering: Create an icon or link to an order form so the 

consumer can place the order. 

(7) File size: People can become frustrated if our page sends a large file 

because it is slow to appear on the screen. So we avoid that. 

(8) Easy access to information 

(9) Test the page with different browsers: Each software browser displays text, 

color and spacing slightly differently. We must test our page against the 

leading programs to ensure that the browser doesn't frustrate our artist's 
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scheme by pushing text off the screen, bumping pieces of artwork into one 

another, or other unforeseen problems. 

(10) Ordering information: Placing the order must be easy. Your home page 

should contain an icon that links to an ordering form or displays a phone 

number in case they worry about online ordering. 
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7.1 Our Payment Method 

Refer to our business plan: 

VII. PAYMENT 

(a) Short Term Business Plan (1 - 2 years) 

We prefer to use the offline payment since Thai's E-commerce laws have 

not been declared to use. We ask our customers to use letter of credit or other 

fund transfer between banks by transferring to our account as follow: 

The Krung Thai Bank Ltd. 

Vorachak branch, Bangkok 

Autopartsfocus Co., Ltd. 

AIC 051-6-06838-6 

(b) Long Term Business Plan (3 - 5 years) 

We plan to use online payment because at this time Thai's E-commerce laws 

should be declared to use and most customers are familiar to use the online 

payment. Our payment gateway will use the Security of VeriSign to make the 

customers trust our payment system. 

7.2 Problems with Traditional Payment Methods 

Traditional payment methods do not work online for the following reasons: 

(1) Lack of convenience 

Traditional payment methods generally reqmre that the consumer 

leave the online platform and use the telephone or send a check in order to 

make payment. 

(2) Lack of security 

In order to make a traditional payment over the Internet, a consumer 

has to provide card/payment account details and other personal information 
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online. Leaving the Internet and providing the card/payment account details 

over the telephone and/or by mail also entails security risks. 

(3) Lack of coverage 

Credit cards only work with signed-up merchants, and do not 

generally support individual-to-individual or direct business-to-business 

payment transactions. 

( 4) Lack of eligibility 

Not all-potential buyers have suitable credit ratings to allow them 

access to credit cards and/or checking accounts. 

7.3 Limitations of Traditional Payment 

In their present form, traditional payment methods such as checks are not adequate 

for real-time payment interaction. "Real-time" means that these transactions are 

triggered and completed when the consumer hits the "pay" button on the Web browser. 

With real-time payments, a consumer's Web browser delivers payment instructions to a 

merchant, who forwards those instructions to a network bank. The bank then 

authenticates the individual and disburses funds to the merchant. The merchant delivers 

the purchased product upon customer verification. 

Off-line payment methods make two fundamental assumptions: 

The transacting party buyer and seller will at some time be in each other's physical 

presence. 

There will be a sufficient delay in the payment process for detection of fraud, 

overdraft, and other problems to be identified and corrected. 

These assumptions are not valid for electronic commerce, and thus many of these 

payment mechanisms are being modified and adapted for the efficient conduct of 

business over computer networks. 
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7.4 Security for Online Ordering 

Taking the order online is easy. Customers can easily order products in several 

ways. They can pick up the phone and call your order center, send an e-mail note, 

complete an online order form, or print out your order form and send it to you via fax or 

phone. 

Just as in any credit card transaction, there are certain risks. Proponents of online 

shopping say security of credit card numbers is just as reliable or unreliable as in any 

other transaction. After all, thieves can steal credit card numbers from carbons tossed 

into the garbage in a restaurant or store. Unscrupulous employees can steal credit card 

numbers given to them over the phone or sent in via mail order. All businesses have 

risks. The commercial online services assert that they have secure systems that cannot 

be violated by hackers trying to steal credit card information. The Internet does not 

make such claims. 

Companies are developing data encryption software that will make all 

information-including credit cards-more secure. The threat of stolen credit card numbers 

might be a thing of the past very rapidly as companies create encryption programs. 

Microsoft and VISA announced that they had developed a secure system, as did 

Netscape Communications Corp., of San Jose, California, a leading publisher of Internet 

software, which formed an alliance with First Data, a credit card processor, based in 

Hackensack, New Jersey. 
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VIII. CONCLUSIONS AND RECOMMENDATIONS 

8.1 Conclusions 

The Internet has touched nearly everyone in the developed world in some manner. 

It offers an efficient channel for information and another way to reach the customer, but 

it must be handled with care. The Internet will not work alone, but when it is used in 

combination with good business fundamentals and an existing offline infrastructure, it is 

an incredibly powerful tool to interact with both consumers and other industry players. 

After the web site is completed, we recheck with the objectives of the project and 

found that all of them have been met. The ways that we manage our proposed web site 

are as follows: 

(1) To apply the knowledge learnt in marketing, web programming, and web 

design to develop the web site, try to make it attractive and would like 

audience to visit again and again. 

(2) To conduct a SWOT analysis, customer delivered value (CDV), Marketing 

mix (4 P's) and show how implementation has be done. 

(3) To provide the marketing plan by setting target market, market positioning 

and promotional mix. 

( 4) To sell physical goods online as one of the sale channels and delivery of 

goods takes place through traditional means. 

(5) To update web site products frequently. 

(6) To use the web site as a tool to support the traditional storefront. 

Create a "store" on-line. No need for overhead related to having a building, 

displaying inventory and hiring sales personnel to watch the store, and the other benefits 

ofE-Commerce to my business may include capabilities to: 

(7) Extend the range of sales territory 
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(8) Expand reach to new clients 

(9) Improve service to existing clients 

(10) Reduce paperwork and time spent on correspondence 

(11) Track customer satisfaction 

(12) Expand markets beyond geographical, national boundaries 

(13) Improve inventory control and order processing 

(14) Establish position in emerging E-Commerce marketplace 

(15) Lower costs of overhead and expedite billing 

( 16) Realize economies of scale by increasing sales volume to new markets 

(17) Improve or expand product lines - locate new suppliers, products that could 

be included in catalogue. 

We need to attract consumers, keep them coming back and motivate them to tell 

their friends to visit our site such as improve our web site more attractively, easy access 

to information, what's new to tell consumers about new information and features, access 

to easy ordering, put our URL in well known search engine, banner exchange with well 

known web sites and so on. Every document that is delivered to the audiences will have 

our URL name and our e-mail address. We contact them by e-mail that will reduce so 

much cost. After they place their order, we will make production as their order, asking 

them to pay money offline, by letter of credit or other bank transfer. Customers may use 

FedEx, UPS, TNT and so on for delivery. 
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8.2 Recommendations 

Our online business is an evolutionary process and should grow as our business 

grows. If we ignore our site and its possibilities, we will miss out on a major opportunity 

to grow our business in the future. So managing for the future is very important in the 

following area: 

(1) Review and improve our web site at least once a year to make it more 

attractive and to use the pull technology that will make visitors come to see 

our web site again and again. 

(2) Set up sale promotions at special occasions as on Christmas day or New 

Year day by offering special package sets at special prices. 

(3) Serve customers better and better and set up call center. 

( 4) Catch up the IT technology that may use to improve our online business. 

'(5) Collect customers' information and e-mail address, and send some useful 

information or send beautiful greeting cards with our products inside for 

some special occasion such as birth day, Christmas, New Year, etc. The 

pictures and our shop name will remind them to visit our web site, make 

more customers' relationships. 

(6) Range top ten best selling items for new customer's buying decision. 

(7) Increasing production lines and product categories with more attractive 

designs. 

(8) We will use and effectively use e-mail and the Web to keep customers 

informed of their orders' status. 

(9) We will exchange our banners more with other sites. 
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APPENDIX A 

WEB INTERFACE DESIGN 



Experts standl'-by to tak 

+66-2 t 20- 20 
order 

Avill~ 24 hours a day, 7 days a Wfflt 

Auto Parts 

(6) 
:\k,tc-edes'·i~n;; 

ll:t'''"'l"• 

'~~J @TOYOTA • 
HONDA ...... 

Anytime you have a need for discount auto parts, we are your best source. We 
specialize in wholesale car parts but also give the same low price for small orders. 
We know you thrive on savings and that is what our company offers. Ask anyone in 
the aftermarket parts industry about us and chances are they'll tell you big savings. 
For definite savings on auto parts online, shop here! Shop discount parts to begin 
savings! 

Figure A. l. Home Page. 

81 



Experts standt:l by to take your order 

+66-2 ( 20-2020 
Available 24 hours a day, 1 days a week 

AutoPartsFocus.com is a fast growing company that sells 
Auto Parts through a comprehensive 24hr online parts 
catalog. With over 1 O thousand parts in stock in our 
distribution center. We offer the highest quality parts you can 
buy. With brand names like Mitsuboshi, Stanley, Osram and 
AFTA you know your getting quality when you buy parts from 

.......................... ······~············~·· ............. ·········)!''·iii···(§];)···························· .. ···~:::::::;::=······· .......... ~ .............. . 
~ ii>•t ·, ·• 8 ,,_ !Search... Q. 

~.~==-= 

AutoPartsFocus.com. With Over 10 thousand parts, Online 
ordering, Fast delivery, and a one year warranty 
AutoPartsFocus.com is the premier online auto parts 
superstore. 

AutoPartsFocus.com buys DIRECT from ALL major 
automotive parts manufacturers. This ensures you the 
largest selection and highest quality auto parts at the lowest 
possible prices anywhere. No part is too difficult for us to 
locate! In addition to our own inventory, AutoPartsFocus.com 
deals with a large network of wholesale parts warehouses to 
find the part you need! 

Figure A.2. About Us. 
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OPartSFICUI 
au:oparlsfocJs.:x;11 

Auto Parts Products Catalog 
,, 

Expert$ standing by to take your order 

+66-2720-2020 
Available 24 hours a day, 7 days a week 

Audi 

Global au ta pJ>rts supplier now !fU>lling ro t;bc public and dealers 

Jeep Ford 

Figure A.3. Product Overview. 
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Experts standing by to take your order 

+66-2720-2020 
Available 24 l!ours a day, 1 d8Y$ a wffk 

Are you in need of top quality mercedes benz parts? Shop from us, we have the greatest variety and the lowest 
prices! Our store has it all: thousands of top-notch mercedes benz automotive parts, tremendous discounts, 
excellent deals and superb services. We are your ultimate source of highest quality mercedes benz wholesale 
parts, best prices and excellent wholesale deals. Meanwhile, we designed our easy-to-use catalog to let you find 
the mercedes benz aftermarket parts you need effortlessly. Just call us up over our hotline and speak to any of our 

customer service staff for your excellent mercedes benz auto parts orders. 

Mercedes Benz ·t 90E 

Mercedes Benz C280 

Mercedes Benz.Ale 
Condenser 
Sale Price; mi.73 ••••• ••• •• ' 

' 

Mercedes Benz 
Bumper Covers 

Merce4es Benz Mirror 
Assembly. 
s.ale Price: 22. 17 

Mercedes Benz Mirrors 
Sale Price: 22.17 

iSa1e Price 200.94 Mercedes Benz Park 
Lamp · 

Figure A.4. Mercedes Benz Parts. 
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Mercedes Benz Corner 
·Lamps 
"Sale Price: 59.54 

Mercedes Benz .Comer 
ligfl~ .. 
Sale Price'. 59.54 

Mercedes Benz Fan 
Motors 
Sale Price: 111.05 

Mercedes Benz 
Fenders 
''' •, ' 

Sale Price: 75;70 

Mercedes Benz Fog 
Lamps 

-! -- Sale Price: 174.68 

Merced~. Senz Head 
LightS 
Sale Price: 174~'1!8 

Mercedes Benz 
·Headlamps 
•sale Price: 174.68 

Mercedes Benz 
Hea~lighm· 
Sale Pric.e: 174.66 

Mercedes Benz Hoods 
Sale Price: 177 .71 

- ··-· 

·Sale Price: 45.40 

Mercedes Ben_z Power 
Window Regulators 
Sale Price: 78.73 

Mercedes Benz 
·Radiator Fan Motor 
Sale Price: 111.05 

Mercedes Benz 
Radiators 
Sale PJicl:l: 226.19 

Mercedes Benz Side 
.Marker Light 
Sale Price: 15.10 

56.51 

Mercedes Benz 
Ta ill amps 
$aliiPrice: 56.51 

• Mercedes Benz 
Taillights 
; Sale Price: 56.51 

Mercedes Benz 
Window Regulators 
Sale PriCe: 76.71 

• 
Avail of our tremendous discounts and perfect wholesale deals on mercedes benz auto parts, call us up over our 
toll-free line or send us your orders online. AutoPartsFocus.com primarily aims to provide you with highest quality 
mercedes benz replacement parts at greatly reduced selling prices. We are the largest and the most trusted online 
provider of lowest priced highly durable and reliable mercedes benz discount parts. Improve your car's performance 
wi:hout muc~ cos~ buy our superior quality ~erce_des benz aftermark~t parts available at very low prices. Yo~ c_a_n 

Figure A.5. Mercedes Benz Parts (Continued). 
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Experts standing by to take your order 

+66-2720-2020 
Avallablll 24 houni a day, 1 days a week 

Unparalleled customer service is what you'll experience here at AutoPartsF ocus. com when you order bmw parts. 
Your security is one of our priorities, that's why we made our on line bmw replacement parts store very secure. We 
are proud of our clients' loyalty to our bmw automotive parts that's why we strive harder each day to give only the 
best service. For a worry-free bmw wholesale parts shopping, always come to AutoPartsFocus.com, the auto store 
you trust. Feel free to check out our site any time you wish and place your order for high quality bmw discount 
parts online easily. Top quality bmw auto parts at a very affordable price: This is the good deal youve been waiting 

for. 

Bmw A/C condenser . . 
Sale Pnce: 124.18 

Bmw Bumper Covers 
. Sale Price: 69.84 

Bcmw Mirror. Assembly 
saie Price: · 44.39 

Bmw Mirrors 
•Sale Price: 44.39 

Figure A.6. BMW Parts. 
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Sale Price: 192.86 

BmwFenders 
Sale Price: 50.45 

Bmw Fog Lamps 
Sale Price: 67 .62 

Bmw Fog lights 
Salf Price; . 67 .62 

Bmw Grill 
Sale Price: 18.13 

Bmw Grilles · 
sale Price: 18 .• 13 

Bmw Head Lamps 
Sale Price: 96.91 

Bmw Headlight Cover 
Sale Price: 18.13 

Bmw tl~dlights 
Sale Price: !)ji;ln 

Bmw Hoods 
Sale Price: 139.33 

."". 

.•. w·: - . 

·Sale Price: 104.99 

Bmw Sealed Beams 
SalePrice: 10.05 

Bmw Side Marker Light<;~:'.': 
. Sale Price: 14.09 

Bmw Sid¢ Markers 

:Bmw Side Mirrors 

SalePrice: .48.43 

Bmw Wheels Alloy 
Sale Price: 170.95 

Bm~.Window 
Regulators 
Sale Price: 46;41 

c 

No other car parts store online can beat our expertise in handling all your needs for top quality bmw wholesale 
parts. Just call us up over our hotline and speak to any of our customer service staff for your excellent bmw 
automotive parts orders. Needless to say, we have become the online authority when it comes to high caliber bmw 
discount parts. For you immediate needs of top quality bmw auto parts, buy from our online store and we will deliver 
your car parts right away. Our store has it all: thousands of top-notch bmw aftermarket parts, tremendous 
discounts, excellent deals and superb services. We honor the trust you give us by assuring a safer bmw 
replacement parts shopping experience. Save a great deal even when you want only the highest quality bmw parts 

for your car parts replacement, buy from us. 

Figure A.7. BMW Parts (Continued). 
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wholesale purchases. Keep your vehicle at its best form and condition by using our high performance, low priced 

volvo parts. 

Sale Price: 194.88 

Volvo Grill<, 
Sale Price: 

Volvo Head Lamps 
Sale Price: 145.39 

Volvo He~d .lights. 
Sale Price· fl~;10 

Volvo Headlamps 
Sale Price: 187.81 

Volvo 760 \/olvo 940 \/oivo \/70 

Volvo Tail Lights 
:Sale Price: 89.84 

Volvo Taillaltlps 
Sale Price: 73.~ 

Volvo Taillights 
; Sale Price: 73.68 

Volvo Wheels Alloy 
.Sale Price: 2111.95 

With our secure on line store open all day long, you can now buy volvo automotive parts at your most convenient 
time. You can surely depend on us in giving you fast and hassle.free services in fulfilling your top·notch volvo 
.1; .......... .1. ..... ..i.,. ..... 1 ...... r,. .. I ,;' ...... .i. ........ ,1. .... .1. .. ,,.,,;',.; ..... II, ..... .1. ........ ,;' .. ,. .. ; ...... 1 ....... I .... ,1. .. , ...... ..1. .i. .... 1 ••• : .... 1 ... 1 .. : .... ,. ......... !; .• ., 

Figure A.8. Volvo Parts. 
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Experts standing by to take your order 

+66 .. 2720-2020 
Available 24 houru day, 7 dayu week 

Find the greatest variety of discount-priced highest quality audi parts from us and give your vehicle that perfect fit. 
Here at AutoPartsF ocus. com you get the best audi replacement parts in the market at very affordable discount 
prices. You'll surely have a great time shopping with us your audi aftermarket parts because we have made our 
excellent se1Yices even better. Buy from our complete online store now, we are your excellent choice for all your 
high quality audi automotive parts needs. You can trust that we will give you prompt and efficient se1Yices together 

with our top quality audi discount parts. 

;Jma!Baftary 
Sale Price: 29.51 

Audi Belt· 
Sale Price: 12.4.1 

Audi Fan Shrouds 
. Sale Price: 55.50 

Audi Fenqers · 
Sale PriC:e: 12s.1s 

Audi Fog Lamps 
Sale Price: 132.26 

Audi FOg lights 
Sale Pric-e: 66.61 

Audi Grill 
Sale Price: 45.40 

Audi A4 Audi A6 

I 

·Audi Mirrors 
Sale Price: 30.25 

Audi Radiator Fan 
Blade 
Sale-Price: 56.51 

;Audi Radiator Fan 
:Shrouds 
Sale Price: 55.50 

Audi RadiatOrs 
Sale Price: 152.4.G 

Audi Side Marker Light 
Sale Price: 24.19 

Audi. Side Mirrors 

Figure A.9. Audi Parts. 
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Get more value at less cost with our discount wholesale deals on excellent quality jeep parts. Check out our 
marvelous wholesale deals letting you buy jeep aftermarket parts at prices way lower than other dealers'. Call our 
toll free number if you have any questions or concerns about our array of top quality jeep replacement parts. With 
us, you always enjoy smooth and secure online transaction and the fastest fulfillment of your jeep discount parts 
orders. Nothing compares to our very low prices, excellent services and superb wholesale deals on all our jeep 

wholesale parts. 

Jeep Cl1erokee 

Jeep A/C CQndenser 
Sale Price: 216.11 

Jeep Bumper 
'Absorbers 
Sale Price: 33.28 

.Jeep. Burhper Govers 
Sale Price: 120;14 

Jeep Bumper Ends 
Sale Price: 11.06 

.Jeep Bumpers 
Sale Price.: 50.45 

... 
:Jeep Bumpers Chrome __ _ 
Sale Price: 65.60 

Jeep Hoods 
Sa.le Price: 811;75 

Jeep Mirror Assembly 
Sale Price: 34.29 

Jeep· Mirrors 
Sale Price:· 55.50 

Jeep Park Lamp 
. Sale Price: 19.14 

Jeep Par!< light 
Assembly 
Sale Price: .1!t14 

.Jeep Power Window 
Regulators 

: Sale Price: 59.54 

Figure A.10. Jeep Cherokee Parts. 
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Sale Price: 18.13 

Jeep Rm Blades 
Sale Price: 43.38 

Jeep Fan Motors 
Sale Price: 101.96 

Jeep Fan Shrouds 
Sale Price:· 28.23 

•Jeep Fenders 
Sale Price: 55.50 

Jeep Fog ~mps 
Sale Price: ~8.liS 

Jeep Fog Lights 

Jeep Head lamps 
Sale Price: 45.40. 

Jeep Head Lights 
.Sale Price: 45.40 

Jeep fleadlamps 

Jeep Headlights 
Sale Price: 45.40 

IJ 
Jeep Sealed Beams 
Sale Price: 15.10 

Jeep Side Marker light 
Sale Price: 12.07 

Jeep Side Markers 
•Sale Price: 12.07 

Jeep Side Mirrors 
Sale Price: 34.29 

:Jeep Tail Lamps 
• Sale Price: 41.36 

·Jeep Taillights 
Sale Price: 42.37 

Sale Price: 16.H · 

· Jeep Turn Signal Light 
,Sale Price: 16.11 

Jeep Wheels Alloy 
Sale Prke: 170.95 

Jeep Window 
Regulators 

.Sale Price: 59.54 

~.· 

We guarantee you greatest satisfaction in purchasing top-notch jeep automotive parts from us, your friendliest 
I' 1 0 I 1• ' J • • •' r •' rt° 11 1 ff I I I ' I' , 

Figure A.11. Jeep Cherokee Parts (Continued). 
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Au_,, 

Avail of our tremendous discounts and perfect wholesale deals on ford truck parts, call us up over our toll-free line or 
send us your orders on line. Your top of the line ford automotive truck parts can be right at your doorstep in the 
shortest possible time, wherever your place may be. Needless to say, we have become the on line authority when it 
comes to high caliber ford aftermarket truck parts. Our customer service is definitely one of the kind so you are 
sure to get greater satisfaction in buying ford wholesale truck parts from us. Trust us, we are your most 
experienced car parts dealer and the biggest online supplier of quality ford discount truck parts. We are committed 
to giving you the greatest deals and the best and most complete line of top-notch ford replacement truck parts. 
With us, you always enjoy smooth and secure on line transaction and the fastest fulfillment of your ford truck parts 

orders. 

Ford Explorer 

Ford Pickup Truck 

Ford Ranger 

~~~~--
Sale Price: 112-95.. · · : . · · -. .Sale Price; n.95. 

Ford Truck Bumper Ford Truck Mirrors 
Covers •& 1!19 

•Sale Price: 207 .95 

FOrcl Truck Bumpers 
Sale Price:. H3.95. 

Ford Truck Bumpers 
Chrome 
Sale Price: 98.95 

, Sale Price: 30.95 

Fc>td Truck Power ••1•r Window Regulators 
sale Price: 55.95 

Ford Truck Radiator 
:fan Blade 

:::1ril~s~~5Condens~rs-·:·1 
i Sale Price: 39.95 

futd Truck Radiator 
Fan Shrouds ·Ford Truck Corner 

.Lamps Sale Price: 15,95 

:Ford Truck Radiators 

Figure A.12. Ford Parts. 
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1Ford Truck Fan 
Shrouds 

Sale Price: 9.95 

Ford Truck Side 
Mirrors /I 

I 
I 

1 ! 
j 

Sale Price: 47 .95 

Ford Tf!Jck Fenders 
Saie Price: U.!15 

Ford Truck Fog Lamps 
Sale Price: 78.95 

Fottj TruckFOg LiQfi~ 
Sale Price:. 71.!15 

Ford Truck Grill 
'Sale Price: 97 .95 

Fo~Tn.Jck Grilles 
Sale Price: 43.!15 .. 

·Ford Truck Head 
,Lamps 

'Sale Price: 93.95 

FordTruck H~adlights 
Sale Pri~'e,:. 10.!i§ 
·Ford Truck Hoods 
Sale Price: 131.95 

•'Tn1n·1 

Sale Price: 30.95 

Ford Trm::k Tail Lamps 
Sale Price: 21.95 

.ford Truck Tail Lights 
'Sale Price: 30.95 

Ford TruckTailgate 
Handles 

Sale Prlcii; 1&.95 

Ford Truck Wheels 
Alloy 

. Sale Price: 170.95 

Ford Truck Window 
Regulators 
Sale Price: 55.95 

We guarantee you greatest satisfaction in purchasing top-notch ford discount truck parts from us, your friendliest 
online store. Believe us, our ford replacement truck parts are top of the line and come only from well recognized and 
trusted car parts sources. We make sure you get the best options for your quality ford wholesale truck parts 
replaceme~t and the l_owest priced .. as :ivell. '!'fe all':'ays want to give you the hottest. disc~unts and excellent ... 

Figure A.13. Ford Parts (Continued). 
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Experience great shopping for all your premium quality honda parts needs here in our convenient online store. 
AutoPartsF ocus. com primarily aims to provide you with highest quality honda aftermarket parts at greatly reduced 
selling prices. Shop for honda discount parts with the assurance of a secure online transaction here in our hacker­
safe site. Keep your vehicle at its best form and condition by using our high performance, low priced honda 
automotive parts. We keep our choices for top-notch honda auto parts the widest as much as possible to ensure 
you get only the best car parts. As a company dedicated to customer satisfaction, we offer you the most affordable 
honda wholesale parts. Remember the name: AutoPartsFocus.com, the most reliable source of discount, top 

quality honda parts online. 

Honda Accord 

Honda Civic 

Hond8 CR-V 

Honda 01iyssey 

• 
Honda Headlights 
Sale Price: 59.54 

tlonda A/C Conden~r 
Sale Price: 91.36 · 

Honda Hooos 

Figure A.14. Honda Parts. 
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Sale Prlce: 17.12 

Honda Corner Lights 
Sale Price: 17 .12 

Honda Door Handles 
Sale Price: 19.64 

Honda Doors 
Sale Price: 196.90 

·Honda Fenders 
Sale Price: 42.37 

Honda Grill 

Sale Price: 22.17 

Honda Side .Markers 
Sale Price: 7 .02 

Honda Side Mirrors 
Sale Price: 8.03 

Honda Spoilers 
.Sale Price: 84:79 

Honda Tail Lamps 
Sale Price: 31.26 

Honda Tail Ligbts 
·sale Price:.15.10 

Honda Taillights 
Sale Price: 31.26 

Sale Price.: 32.27 

.Honda Grilles 

········a . ········~-··· . if···T·~-r(gj :j~;,:,~:.········ 
n~rnrtrSignCr( 

Laml' 
Jiil 4 R Sale Price: 10.05 

.Sale Price: 15.10 

Honda·. Head· Lal"nps 
Sale Price: 5ll.54 

Honda Head Lights 
Sale Price: 68.63 

Honda.· Heai:Hamp 
Cover 
Sale Price: 25.ZO 

Honda Headlamps 
: Sale Price: 68.63 

;Honda Turn Signal 
'Light 
Sale Price: 10.05 

Honda· Washer Tank 

Ill ~~~::f dow 

,~.Ji Sale Price: 75.70 
\'t;; >;;.~ 

Honda Windshield 
Washer Tank 

Honda Headlight Cover_ .. 11·· . . . ,·· 

Sale Price: 25.20 • 
sale Price: 34.29 

!at 

-

Find the qreatest variety of discount-priced hiqhest quality honda discount parts from us and qive your vehicle that 

Figure A.15. Honda Parts (Continued). 
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Toyota A/C Conden5er ••. · · · · · ·• 
Sale Price: 187 .81 . 

Toyota Ca1rny 

Tovota coroila 

Toyota Pickup 

Toyota Hoods 
Sale Price· 84.79 

Toyota Air Box 
Sale Price: 150.44 

•• Toyota Mirror Assembly 
Sale Price: 68.63 

Toyota Air Cl!3Ctner Box 
Sale Price: 150,44 

'Toyota Bumper 
·Absorbers 

Toyot,t Mirrors· 
salePrlce: 36.25 

· Toyota Power Window 
.Regulators 

. Sale Price: 48.43 Toyota Radiator fan 
Toyota.Buf11per Covers.dlL~ • Blade 
Sale Price: 158.52 

Toyota Bumper Ends 
Sale Price: !l.Q3 

Toyota Bumper$ 
.Sale Price: 37 .32 

Toyota Bumpers 
Chrome 

·Sale Price: 45.40 

Toyota Gondenser Fan 
Shrouds · 
Sal11 Price: 46,41 

Toyota Condensers 

- Safo Pric11: 14.0!1 

Toyota Radiator Fan 
•shrouds 

tsq :. 1 f Sale Price: 18.13 

Toyota Radiators 
s\118 firlce: 101.96 

Toyota Rear Spoilers 
: Sale Price: 104.99 

Toyota Rear View 
Mirrors 
SalePrice: !).04 

Toyota Rearview 

Figure A.16. Toyota Parts. 
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Toyota Fan Blades 
Sale Price: 14.09 

Toyota fan Shrouds 
Sale Price: 71.66 

Toyota Fenders 
Sale Price: 68.63 

Toyota fog larnps 
Sale Price: 'lso.44 

Toyota Fog Lights 
Sale Price: 150.44 

Toyo~Grill 

Toyota Tail Lamps 
Sale Price: 67 .62 

Toyota ·Tail Lights 
Sale Price: 87.82 

Toyota Tailgate 
•Handles 
Sale Price: 1.97 

Toyota Tailgates 
Sale Price: 318.1(1 

Toyota Taillamps 
Sale Price: 67 .62 

T qybta. Taillight$ 

iiiwwwww • wW•~•••• ••~ WW•Tli:("Sj":jfs~;;~~~wW ••-; 
,--~~ 

I sa1e Price: 120.14 1bYOta"'l'um Signaf 
/ Tqyo~ Headlamp ···· · ·· ·• Light··. . 

~~,,.24 - ;:y:::::herTank 
Toyota Headlamps 
Sale Price: 122.16 

Toyota. HeadlighfC~wer 
Sale Price:· 1&~13 

Toyota Headlights 
Sale Price: 120.14 

·Sale Price 35.30 

Tt,lyota Wheels· Alloy 
Sale Price: 1715.95 

Toyota Window 
·Regulators 
:Sale Price: 20.15 

Tqyota 
·Windshield 
Washer 
Tank 

Figure A.17. Toyota Parts (Continued). 
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Mitsubishi Galant 

Mitsubi$hi A/C 
Condenser 
Sale Price:· 153.52 

:Mitsubishi Bumper 
,Absorbers 
Sale Price: 56.51 

Mitsubi$hi Bumper· 
Covers 

Sale Price: 52,,t7 

Mitsubishi Condensers 
Sale Price: 251.44 

.. - •. :. 

-
Mitsubishi Coolant Tanks·· 
Sale Price: 15; 11) 

Mitsubishi Corner 
Lamps 

.Sale Price: 29.24 

Mitsubishi Corner 
LightS 
Sa.le Price: 29;24 

Mitsubishi Door 
:Handles 

Mitsubishi .Headlight 
CoVE!r 
Sale Price: 19, 14 

Mitsubishi Headlights 
·Sale Price: 153.47 

Mitsµbishi. Hoods 
Sale Price; ~1-24 

Mitsubishi Mirror 
Assembly 

Mitsubishi Rear 
·Spoilers 
·Sale Price: 104.99 

.Mitsubishi . Sealed 
Beams · 
Sale Price; 15.10 

·Mitsubishi Side Marker 
Light 
Sale Price: 15.10 

. Mit:Sublshi Side Mirrors 
Sale Price: 75.70 

Mitsubishi Spoilers 
Sale Price: 84.79 

Mitsubishi Tail Lamps ~· 

Figure A.18. Mitsubishi Parts. 
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Ex~ standing by to take your order 

+66-2720-2020 
Ava!labkl 24 hours a day, 7 days a week 

Your online transaction when you buy nissan parts is very secure, for your maximum shopping convenience. Call 
our toll free number if you have any questions or concerns about our array of top quality nissan auto parts. Our top 
quality nissan replacement parts come only from the best sources so you can be sure of their durability and top 
performance. Our top quality nissan discount parts come only from the best sources so you can be sure of their 
durability and top performance. We guarantee you excellent customer service and the lowest prices when you buy 
from us our top of the line nissan aftermarket parts. Browse through our online catalog and you will see that our 

prices on nissan automotive parts are a lot better than others'. 

Sale Price; .1~~?6 

:Nissan Back Up Lamp 
·Sale Price: 29.24 

N_issan 8ac::k Up Light 
Sale Price: 29:24 

Nissan Bumper 
Absorbers 
Sale Price: 23.18 

Nissan Pickup 

Nissan Frontier 

-- Sale Price: 23.18 

Nissan Headlamps 
Sale Price: 73.68 

Nissan Headlights 
Sale Plice: 73;6a 

-' -""-... -':.__c Nissan Hoods 
Sale Price: 79.74 

Nissall Bumper (?vers ••~•· Bl' 
Sale price: 64..$9 

Niss. an. M .. irror Assembly ,.J. 
Sale Price: 37.32 .,,,-. 

Nissan Bumper Ends 
Sale Price: 17.12 

Nissan Bµtnp(f?rs 
Sale Price: 112.M 

Nissan Mirrors 
Sale Price: 83.78 

Ni~n P9wer Wind9w 
Regulators. 

Figure A.19. Nissan Parts. 
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Sale Price: 15.10 

Nissan. Comer Lamps··. 
:>ale Price: 20:.15 

Nissan Corner Lights 
Sale Price: 20.15 

Nissan Door.·Handles 
Sale Price: 12.07 

Nissan Doors 
Sale Price: 383.75 

.Nissan .. Fan .Blades 
Sale Price; 46.41 

'Nissan Fan Motors 
Sale Price: 53.43 

......• 
Sale Price: 33.33 

Nissan Grill 
Sale price:. 67.62 

Nissan Grilles 
, Sale Price: 37 .32 

Nissan Head Lamps 
S.ale Price: S9.64 

Nissan Head Lights 
Sale Price: 128.22 

Nissan Side Marker 
.light 
Sale Price: 22;1'1 

Nissan Side Markers 

Ni$San Tai.I Lamps 

. Nissan Tail Lights 

Nissan Tailgate . 
·11andles 

Nissan Turn Signal 
tO;W!llillll&D.t lamp 

. . . 
Sale Pric.e: 14.09 

Nissan Turn 
Signal Light 
: Sale Price: 17 .12 

Nissan Wheels Alloy 
S.ale Price: 220.95 

• 

Nissan Window Regulators 
Sale Price: 22.17 

If you are after high quality nissan aftermarket parts and extremely low wholesale prices, then we are the perfect 
store for you. Here at AutoPartsFocus.com you get the best nissan auto parts in the market at very affordable 
discount prices. We remain steadfast in our commitment to provide you with affordable options on good quality 
nissan automotive parts. We have amazing wholesale deals on high quality nissan wholesale parts for all our loyal v 

Figure A.20. Nissan Parts (Continued). 
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Isuzu NC Condens~r Isuzµ Headlamps 
Sale Price: 2114.9$ S?le Pric.e: ifl),35 

Isuzu Bumper Covers •&11!!!!•1 Isuzu Headlights 
;sale Price: 76.71 

Isuzu .. Bumper.Ends 
Sale Price: 15.10 

.Isuzu Bumpers 
: Sale Price: 55.50 

Sale Price: 16.11 

Isuzu Fart .. Shn:n.1ds 
Sale Prici;i.:. ltll4 · 

Isuzu Fenders 
• Sale Price: 141.35 

Isuzu Grill 
Sale Pri.ce: 114;08 

Isuzu Grilles 
i Sale Price 87 .82 

Isuzu . Head Lamps• 
Sale Price:· 5853 

·Isuzu Head Lights 
Sale Price: 40.35 

: Sale Price: 58.53 

Isuzu Hoods 
Sale Price: .87 .82 

'Isuzu Mirror Assembly 
Sale Price: 63.58 

Isuzu Mirrors 

'Sale Price: 16.11 

Is~~~ Tailgate Handles -
SalePnce: £0.115 ·~·.· .. · 

Isuzu Tailgates 
Sale Price: 61.56 

c~ Isuzu Taillamps 
Sale Price: 4M2 

Isuzu Taillights 
. Sale Price: 7 4.69 

Isuzu Turn Signal 
l..amp . . 

Figure A.21. Isuzu Parts. 
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Mazda Pickup 

M3zd~ Protege 

Mazda A/C ·Condenser 
Sale Price: 126..ZO 

Mazda Back Up Lamp 
. Sale Price: 57 .52 

Maz<;la . Back Up. light 
Sale Price: 57 .52 

Mazda Bumper 
,Absorbers 
Sale Price: 27.22 

. Mazda Corner Lights 
; Sale Price: 48.43 

Mazda De>br Handles 
Sale Prlce: 7.02 

Mazda Doors 
Sale Price: 158.52 

Mazda Fan Shrouds 
Sale Price: 87.82 

Mazda Fenders 
Sale Price: 41.36 

Mazda Grill 

- ·." 

. 
Mazda Headlight Cover 
Sale Price: 33.28 

Mazda Headlights 
·Sale Price: 95.90 

Mazda Hoods 

·Mazda Side Marker 
Light 

·Sale Price: 22.17 

Mazda Side Markers 
Sale Price: 35.:;!0 

.Mazda Side Mirrors 
, Sale Price: 15.10 

Mazda Tail lamps 
S~le Price: 91.86 

Mazda Tail Lights 
~ Sale Price: 113.07 

f' """;~,,,,_. Mazda Tailgate 
t-iandles 

1r·•·• 

Figure A.22. Mazda Parts. 
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Kia Bumper .Covers 
Sale Price: 1G!U3 

Kia Condenser Fan 
Shrouds 
Sale Price: 89.84 

Kia CornerJ.ights 
Sale Price: 342!! 

Kia Fan Shrouds 
Sale Price: 67 .62 

Kia Head Lamps 
:Sale Price: 257.50 

Kia. Head Lig~ts 
Sale price: • 75.71J . 

·Kia Headlamps 
Sale Price: 114.08 

Kia Headlights 
Sale Price: 75.ro 

Ki~ Sportage 

.... , Kia Hoods 
. Sale Price: 163.57 

Kia Park l,amp 
Sale Price: 34.29 

Sale Price: 34.29 

Kia Radiators 

SalePlice:. 123.11 

Kia Taillights 
Sale Price: 141.35 

Kia.iurn<Signal Light 
Sale Price: 43.38 

Even at the comforts of your home or office, you can check out all our top-notch kia aftermarket parts and place 
your order online. AutoPartsFocus.com's staff consists of dedicated auto specialists who efficiently answer your kia 
auto parts queries. You can make your orders for top quality and inexpensive kia wholesale parts fast and easy 
here in our complete online store. Feel free to check out our site any time you wish and place your order for high 
quality kia replacement parts online easily. Just visit our user-friendly website anytime to order best quality kia 

automotive parts that are reasonably priced. 

Figure A.23. Kia Parts. 
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Expem standi119 by to take your order. 

+66-2720-2020 
Available 24 hours a day, 1 days a week 

From greeting you at the door, to assisting you on the sales ftoor, we're ready to help you with all of you 
automotive needs. We offer a variety of free setvices and customer friendly hours. caring for your vehicle 
has never been easier! 

• FAST, FREE Electrical Testing! 
We'll make sure your battery, alternator, and starter are working properly. 

• FAST, FREE Oil & Battery Recycling! 
The next time you change the oil in your car or replace the battery, remember to come to 

• FAST, FREE Battery Installation! 
When you purchase your battery from www.AutoPartsFocus.com, we'll do the installation for you. 
Available for most vehicles. 

• No-Hassle Returns! 
If you're not completely satisfied with your purchase, simply return it, along with your original 
receipt, and we'll replace it or refund your money. 

• Quality brands! 
We're ready with quality brand name parts at value prices. We\/e got the right parts right now! 

• Fast, Friendly Service! 
Outstanding customer setvice is out first priority. We're here to solve problems, ask the right 
questions, and give sound advice. You'll find www.AutoPartsFocus.com Team Members eager to 
provide a helping hand. 

• Low, Ready to Go Prices Every Day! 
Our multi-store buying power allows us to bring you the best prices on top quality parts and 
accessories. 

• We're Open For Your Convenience! 
Open 365 days a year, 7 days a week. See your local store for hours of operation. 

Figure A.24. Services. 
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ExpelU stamll!l ~to take your order 

+66-2 f 20-2020 
Avallable 24 houn; a day, 7 days a week 

Request Order Form 

Your Full Name:' 

Gender:' 

Contact Address:' 

E-Mail Address:' 

Vehicle Brand: 

Auto Parts: 

Order Units: 

Transport Service: 
Order Comments: 

Submit Request 

Figure A.25. Order Form. 
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experts standing by to take~rorder 

+66-2720-4!020 
Available 24 llours a day, 7 days a week 

Answers to top 10 Frequently Asked Questions 

1. Return and Shipping Policy 
2. Ate Parts Painted ? 
3. Where is my stuff? 
4. V'ihat if my order includes several items ? 
5. Are Parts Brnnd Ne;v? 
6. What if I doni know my •:a r's model vear? 
7. lf.Y))at dQ?&.\IQ.!!D:Varrant1 cow.-1. 
8. What ifvou ship the wrong pmt to m13 ? 
9. HQ:ti_to Retll£lHL.llil..'1..®.9.!lti?. 

10. How Can I Cancel Mv Order? 

Parts Are Painted 

All parts are primed and ready to be painted (unless chrome plated.) We do not offer pre-painted parts as it is not possible 
to color match without access to your vehicle. Please consult your body shop for installation and painting needs. v 

Parts Are Painted 

All parts are primed and ready to be painted (unless chrome plated.) We do not offer pre-painted parts as it is not possible 
to color match without access to your vehicle. Please consult your body shop for installation and painting needs. 

Back to To!) 

Where's My stuff? 

For example, if you placed an order for an item with 24-hour availability (3 to 7 day shipping time, depending upon where 
you live), your total delivery time would be 1 day (availability) + 3 to 7 days (shipping time). In other words, you could expect 
your package to be delivered within 4 to 8 days of placing your order. 

Tracking Your Package 

If you have a tracking or delivery confirmation number, follow the links below for more information. 

UPS 

• Package Tracking: http:lf>NWWapps.ups.comletracking!tracking.cgi 

• Phone: 1-800-742-5877 

Figure A.26. FAQ. 
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U.S. Postal Service 

• Priority Mail Package Tracking: http:l/www.usps.co mlcttgatelwelcorne. htm 

• First-Class Package Information: http:IA<wwv.usps.uov 

FedEx 

• Package Tracking: http:INN,r,v.fedex.comlus 

• Phone: 1-800-463-3339 

Custom Freight 

• Website: http:llwvvw.customco.comlindex2.htrn 

• Phone: 1-800-654-0176 

If you're not sure whether or not your order has been shipped, check the status of your recent order by calling us at +66-
2720-2020 

Back to Top 

What if my order includes several items ? 

If you're not sure whether or not your order has been shipped, check the status of your recent order by calling us at +66-
2720-2020 

Back to Top 

What if my order includes several items ? 

We every effort to ship all products in a single shipment. lffor any reason we can~ ship one or more items due to back 
order, we will ship the parts that are available and credit your account on the same day accordingly. 

Back to Top 

Are Parts Brand New ? 

All of our parts are brand new. We do not sell used orrecycled parts. 

Back to Top 

What if I don't know my car's model Year ? 

If you have a vehicle identification number (VIN), it is possible to get other information aboutthe vehicle from that number­
like the year. Manufacturers who produce more than 500 vehicles a year must use a standardized 17-digitvehicle 
identification number. 

Figure A.27. FAQ (Continued). 
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What if I don't know my car's model Year ? 

If you have a vehicle identification number (VIN), it is possible to get other information about the vehicle from that number­
like the year. Manufacturers who produce more than 500 vehicles a year must use a standardized 17-digit vehicle 
identification number. 

* Postions 1-3: World manufacturer number 

*Position 4: Restraint system type (passenger car only) brake type and GVWR class (trucks and vans only) 

*Position 5: Line, series, body type 

*Position 8: Engine type 

*Position 9: Check digit 

*Position 1 O: Model year 

*Position 11: Assembly plant 

*Positions 12-17: Production sequence number 

Finding the Model Year 

Find the model year by reading position 1 o (this is the eighth character from the right). Following is a chart of model years 
with the letter or number that indicates the model year. Typical VIN: 2G1WN52M1 S 9229747. Model year is 8, which 
represents the year 1 995. 

A- 1980 M- 1991 2- 2002 

8- 1981 N- 1992 3- 2003 

C- 1982 P- 1993 4 - 2004 

D- 1983 R- 1994 5- 2005 

E- 1984 8- 1995 6- 2006 

F - 1985 T- 1996 7- 2007 

G- 1986 V- 1997 8- 2008 

H- 1987 W- 1998 9- 2009 

J- 1988 X- 1999 A- 2010 

K- 1989 Y- 2000 8- 2011 

L- 1990 1- 2001 c- 2012 

Back to TOil 

Figure A.28. FAQ (Continued). 
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W11at does your warranty cover ? 

Our warranty covers the replacement of a defective part within the original warranty period. We warranty all parts for a 
period of 90 days from date received from original purchaser or installer unless otherwise specified. Warranties only apply 
to parts replacement. If a replacement part cannot be obtained a full refund will be issued to the original purchaser. Any 
refunds or exchanges must be accompanied by the original sales invoice. Warranties are limited to the original parts 
purchaser and are non-transferable. 

• A limited one year warranty provided by the manufacturer applies to all parts. The manufacturer warrants all parts to 
be free from defects in workmanship and material. 

• Our liability under NO circumstances will exceed the amount of the original sale. 

• The warranty does not cover failure due to abuse, misuse, improper repairs or maintenance, improper installation, 
alteration or modification. 

• The warranty does not cover any freight charges, cost of parts removal, normal wear and tear, and consequential or 
subsequent damages. 

• You will need to obtain an RMA number (Return Merchandise Authorization number) prior to return. NO return will 
be accepted without an RMA number. (Freight charges are the responsibility of the purchaser.) 

Back to Top 

Wl1at if you ship the wrong part to me? 

Although we do everything we can to get the right part to you, unusual mistakes can happen. lfwe ship the wrong part, we 
will pick up the part or pay the return freight, replace the part. Please let us know immediately if you receive the wrong part, 
by calling us at +66-2720-2020 customer service. 

Backt0To1i 

How to Replace Headlights? 

How to replace sealed beam headlights? 

1. Remove the exposed plastic or metal trim surrounding the housing to reach the headlight retaining ring and 
adjusting screws. 

2. Using the correct tool, remove the four retaining-ring screws. Caution: these fasteners are often corroded, and it's 
easy to strip them. Give each a squirt of penetrating oil and let it soak in for a few minutes. Be careful not to turn the 
headlight-aiming screws. 

3. Remove the retaining ring, and the headlight will be free. Unplug the wiring connector from the back of the 
headlamp. 

4. Plug the wiring connector into the back of the new headlight and place the light in the mounting base. Lugs on the 
back of the headlight will position it. If it does not fit securely, you probably have it upside down. 

5. Turn on your headlights to test the new light. If it doesni come on, you might have a problem with the wiring, not the 
light. 
Replace the retaining ring. Again, be careful not to disturb the settings of the adjusting screws. Finally, replace any 

Figure A.29. FAQ (Continued). 
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Experts standing by to take Y0\11' order 

+66-2720-2020 
Avallabki 241\ours a day, 7 day11 a we$k 

~a~ISUZU 

Figure A.30. Links. 
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Expert$ standing by to take yow order 

+66-2720-2020 
Avallablil 24 hours a day, 7 days a week 

AutoPartsFocus Co., Ltd. 
78/6-7 Trok Rachasi, Vorachak Rd, 
Debsirin, Pomprab, Bangkok, 
Thailand, 10100 

Tel: 66-2720-2020 
Fax: 66-2720-0202 
sopol@autopaitsfocus.com 

Figure A.31. Contact Us. 
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