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ABSTRACT

It would be an understatement to say that the Internet has created frantic

investment and hype over the last five years. Although the honeymoon seems to be over
for some e-businesses, the entire area seems to be stabilizing to some extent. Strategies
are maturing, and it seems that a compromise between the online and physical world is
likely to be effective; the usefulness of incorporating bricks with clicks emerged about a
year ago.
Online Thai Language Center is an e-commerce practicum project aims to
establish an e-community for foreigners who want to learn the Thai Language. It is
recognized that riches have been reaped by a few firms, but it seems that not everyone is
so lucky. Several firms are faltering, and the future is very uncertain. Consequently, the
Online Thai Language Center project was created under the basis of the market analysis
to develop the Internet business plan that is most suitable for the current situation.
Considered that there are a lot of target markets and needs out there, the best value set
was decided to deliver to them. To be just a content provider that gives Thai language
lesson can hardly be survived in e-business today, so the revenue model was figured to
create from selling self-learning materials for people who want to fmiher their Thai
Language studying on their own.
The future of bricks with clicks Online Thai Language Center is an inspire project
that gives the idea reality. It is a walk through a discovery that will repeal what we have
previously thought negatively about online business, and lead everyone to the glorious
future of e-commerce.
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I.

EXECUTIVE SUMMARY

The concepts for the Online Thai Language Center emerged from an increasing
demand by non-native people who have found it necessary to learn the Thai language.
Because of factors such as globalization and a virtually borderless world, Thailand is
gaining international recognition. Not only attracted by the travelers, Thailand is one of
the countries where many foreign investors would like to explore. The country became
well known as well as its own fascinating language. Moreover, the Internet has proven
to be the most efficient media to gather information about anything in the world.
Therefore, the Online Thai Language Center through its website Thai4you.com, will
provide information about studying the Thai language and will serve the needs of the
expected audiences worldwide.
Though many competitors exist in the same kind of business, the company has
considered their positioning differently. The company has recognized that there are two
target markets. The primary target market is composed of foreigners who are living in
Thailand for the long term because of different reasons, such as working and studying.
The secondary target market is composed of tourists who come to travel in the shortterm. Thai4you.com attempts to address the needs and wants of the two different target
markets, and delivers the best value to serve them.
The Online Thai Language Center (Thai4you.com) is comprised of two sections.
The first is the content section, which introduces the basics of Thai language principals
to anyone who is interested in the Thai language. Users can learn principals and practice
different situations in their own privacy. These contents are designed to be quality
contents created in-house. The second section is B2C e-commerce section. Selfstudying products like books, audio tapes, CD-ROMs, accessones, and in-house
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customized books are offered in this section for the users who would like to further their
knowledge. Nevertheless, The website is not for shopping or learning specifically.
Rather, it is an e-community where users can come and learn the Thai language, share
their opinions, entertain themselves, seek advice, and participate in other activities that
the website aims to provide. By supporting users in their whole personal situation,
would-be-one-time visitors or buyers may become more engaged in the website and
return or refer others to Thai4you.com.
In online business, customers are more interested in a company's business
propositions than its brand. The customers can easily switch from one to another
website. Fortunately, there is something that customers are more loyal than brand and
proposition - people. More specifically, people can relate to. Engaged customers will be
less susceptible to offers from competitors because they will regard the website home.
Engaging with the customers would create loyalty, which is a strong factor in customer
retention. The company has to listen to their demand and pull them through the site by
giving them a chance to get what they want most. The customer satisfaction is what the
company attempts to make them visit the website repeatedly and also become return
customers. Thus, the company will focus on developing excellent relationships between
itself and the customer through Customer Relationship Management (CRM).
Thai4you.com will be firstly developed in English language version base. The
website will be evaluated by the feedback from the audience and customers from time to
time. As planned, the company will expand the target markets by providing the website
in Chinese Mandarin version in 2003 and Japanese version in 2004. This would double
the target audience.
The company's feasibility analysis result found an amazmg outcome on the
financial projection using basic assumption on the number of foreigner arrival with
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nominal growth as an infrastructure basis. Only a click from 25% to 30% of the selected
target market size would be more than enough to run a small profitable operation.
With the growing number of Internet users and online shoppers, it is not only the
company's opportunity, but it is also a new opportunity for customers. Thai4you.com
has high potential to become the premier new source where foreigners can learn the
Thai language as well as get basic information and purchase self-learning materials.
This website is a result of the new lifestyle of people worldwide these days.
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II.

2.1

MARKETING ANALYSIS

The Importance of Thai Language
An estimated 85 percent or more of Thailand's population of 60 million people

speak the Thai language. In fact, in a globalized and borderless world, Thailand is
gaining international recognition. Not only being attractive to travelers, Thailand is also
one country where many foreign investors would like to explore as Thailand's
government maintains an open, market-oriented economy and encourages foreign
business and travelers. The country and its own fascinating language have become well
known(Country Profile 2001).
Nowadays, there are more foreign settlers and travelers arnvmg m Thailand.
Many foreigners often have problems when they come into Thailand because they do
not know the Thai language. Moreover, Thai people on the street cannot speak English,
or can barely speak if at all. Thus, Thais have a difficult time understanding foreigners
correctly. Those who come to Thailand with a basic knowledge of Thai language would
have an advantage.
2.2

Situation Analysis
The situation analysis is concerned with an external environment which consists

of opportunities, threats, and uncontrollable factors. It can be analyzed by Societal
Environment and Task Environment.
(1)

Societal Environment: The societal environment variables can be grouped
into four categories.
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(a)

Economic Variables
In 2000, the Thai economy continued its recovery from the crisis
which broke off three years earlier with an expected growth rate of
4.3%, thanks largely to the rise in investment and impressive export
performance. Private investment expanded 12% against the 6.7%
contraction in 1999 while consumption saw slower path of recovery
on account of a low agricultural prices and high unemployment rate.
On the external front, exports averaged over US$ 6 billion for most of
the second half of the year, mainly attributable to strong growth in
global trade and the depreciation of the baht. Exports, in US dollar
terms, are expected to total US$ 70 billion for the year, representing a
year-on-year growth of 20%. However, imports expanded over 30%
following the economic recovery and the demand for raw materials of
the export industries. As a result, the net effect of export was offset by
the import growth, leading to a smaller contribution of export to GDP
growth. Import prices also increased in line with higher world crude
oil prices which surged to the highest level in almost 2 decades at US$
26.4 per barrel in August 2000. In January 2001, trade balance
registered a deficit for the first time in 11 months, however, the
surplus in the service and transfer account enabled the current account
in record a surplus of US$ 513 million. International reserves as of
January 2001 stood at US$ 32.8 billion or equivalent to 6.5 months of
import.
While the external sector played significant role albeit rather
temperately on the economic expansion compared to 1999, the
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government's deficit fiscal policy was another growth contributing
factor. Budgetary deficit and public dept stood at 2.1 % and 55% of
GDP, respectively. The largest portion of public debt comes from
losses incurred by the Financial Institutions Development Fund from
its bailout of banks and finance companies. This combined with
deficit spending to stimulate the economy could prevent a balanced
budget for at least five years.
Thailand's government maintains an open, market-oriented
economy and encourages foreign direct investment as a means of
promoting economic development, employment and technology
transfer. Foreign investment in Thailand significantly influenced the
buoyant economic growth of the last 15 years, spurring Thailand's
transformation from an agriculture-based economy, to one balanced
with industry and manufacturing. The government promotes foreign
investment in Thailand through the Board of Investment (BOI).
Many aspects of Thailand's economy have slowed considerably
since the economic meltdown, including foreign investment. The
value of projects approved by the BOI in 1997 was U.S. $ 9.2 billion,
falling to 6.4 billion in 1998 and reduced further the following year to
4.2 billion. Leading foreign investors in Thailand include Japan, the
USA, Singapore, the UK and the Netherlands. Thailand's investment
promotion policy is likely to face significant challenges in the future
to comply with obligations they have made to the World Trade
Organization. A revamp of promotional zones along with a plan to
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allow more foreign-owned companies access to investment incentives
is likely in store (Bank of Thailand 2000).
(b)

Social & Cultural Variables
As with its long and glorious history, Thailand is amazingly rich
in cultural heritage. Thailand has a long history that can be traced
back almost 800 years. During the centuries, Thailand has fashioned
its own unique identity and presented it to the world in its own
distinctive ways: through culture and traditions, arts and architecture,
in the people's ways of life, all of which have met with praise and
admiration in the eyes of international travelers. Throughout those
years, the country has shown its ability to absorb foreign influence
without losing its identity. This is the natural wonder of the people of
Thailand, from the past to the present, and onward to the future.
Thai culture is deemed as an important tool for the transmission
and exchanges of knowledge and experiences, and also a vital venue
for creating bonds and mutual understanding amongst peoples leading
to mutual respect between societies of different races and cultural
traits, and pride in their own cultures and products of traditional
wisdom. With these guiding notions, Thai cultural values will be
disseminated not only in Thai society but also to the world at large.
As for Thai people, they are a group of people who believe that
life should be enjoyed, without infringing on the rights of others. In
Thai society, people use Thai language as national language. This can
be a rather complicated language for the visitor; however, English is
quite widely understood, particularly in Bangkok where it is almost
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the maJor commercial language. However, in remote upcountry
locations, getting along in English might be difficult (Country Profile
2001).
Because of the above mentioned about Thai culture and society,
Thailand is an amazing country with many things to discover and
explore.
(c)

Political & legal Variables
Meanwhile, political stability contributed to bullish sentiment.
The Thai Rak Thai Party, led by telecom tycoon Thaksin Shinawatra,
won overwhelming majority in the January 6, 2001 election, the first
under a new party list system, where voters separately selected a pai1y
and their local representatives. Optimistic expectations of decisive
economic policy making under a proactive Prime Minister were
reflected in the post-election rally of the local stock market (SET)
index. The Thai Rak Thai's election platform includes a three-year
debt moratorium for farmers, a one-million-baht revolving fund for
every village, a national asset management company (AMC) to buy
out bad loans from local banks and numerous rural development
measures, which is expected to require Bht 30 to Bht 40 billion in the
fiscal year 2001. The government's expenditure budget, which started
on December 1, 2000, is worth about 900 billion baht, of which 70%
is set aside for fixed expenditure. Nonetheless, the Thaksin
administration could look to reviewing or suspending unnecessary
land-transport project. The budget deficit for the fiscal year 2002 is
expected to reach 2.5% of GDP (Chantranontwong 2001).
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Other than above-mentioned policies, Thai government has
announced other interesting policies, for example,
(1)

Services and Tourism Policies: Tourism is one of major sources
of foreign income. Therefore, the Government's policies are
aimed to improve the quality, diversity, standard of servicesm,
and to ensure the long-term competitiveness of the Thai services
and tourism industry.

(2)

Commercial and International Economic Policies: The
Government is determined to elevate the country's international
trade policy from one solely emphasizing the acceleration of
exports at all levels to one focused on developing a global
marketing network system able to respond to the rapidly
changing needs of consumers, thus integrating the Thai
economy as part of a powerful global economy in a borderless
world. This also includes promoting e-commerce to create
opportunities for entrepreneurs in accessing the global market
by expeditiously pushing forward measures and legislation
essential for the conduct of e-commerce.
Furthermore, there are seven laws relating to IT and E-

commerce, the Law of Electronic Data Interchange, the Law of
Electronic Fund transfer, the Law of Digital Signature, the Law of
Computer Crime, the Law of Personal Data Protection, the Law of
Electronic Commerce Transaction and the Universal Access Law,
concerning the Internet and E-commerce. The Electronic Commerce
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Transaction Act and the Digital Signature Act have just been approved
by the parliament on 27 September 2000. Nevertheless, due to
political conflicts, all of these e-commerce acts have not been
enforced yet.
Thai E-commerce Laws are based on the same standard as other
countries because it uses the Model Law drafted by the United
Nations for Cooperation oflnternational Trade Law (UNCITRAL) as
a guideline. Until these new laws have been enforced, the reliabilities
of sellers and buyers on the paperless transaction could be increased.
(d)

Technological Variables
The Internet is expanding at an alanning rate and public
connection to it is growing faster and faster; never in the history of
mankind has information been so openly available. The future of the
Internet goes beyond what can be imagined or predicted and will span
even as the next truly revolutionary technology comes to replace it.
Half a decade ago, the online retail business seemed to be impossible
business in the real world. However, like other new innovations such
as mail order business, people are hard to change. They need time.
The difference is the online retail business grows at a faster rate
because the infrastructure needed to implement such buying practices
already in place. From an obscure network used by a limited number
of academics and researchers, the Internet has been transfonned into a
global web of more than 150 million interconnected computers
encompassing user from all walks of life (Cavallone 2000). This is an
Internet evolution with, definitely, an oppo1iunity to grow.
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1827 Q,1
For Internet infrastructure, the key to the growth in Internet
usage is business and consumer adoption of medium. The question
remains whether the telecom infrastructure in Thailand is ready to
handle the accompanying demand for bandwidth that Internet
requires. Most telecom players in Thailand have their own
transmission and bandwidth infrastructure. The Telephone
Organization of Thailand (TOT), which operates fixed-line services
throughout the country, has the most extensive network. The
Communication Authority of Thailand (CAT) is the gatekeeper for
international leased circuits. Telecom Asia (TA) has fiber-optic
backbone in Bangkok while Thai Telephone & Telecommunication
(TT &T) has extensive network in provinces. Both cellular operators,
Advance Information service and Total Access Communication
(TAC), have built fiber-optic transmission networks that could also be
used for data transmission and the Internet. For instance, Shin
Corporations and United Communication (UCOM), are either using
their subsidiaries' networks or entering joint ventures with state
enterprises to further their Internet business strategies.
Newer and faster alternatives access technologies are also
becoming available. TA is running cable modem trials and could offer
commercial service at the speeds from 128 Kbps to Mbps to Bangkok
and households. UCOM already has asynchronous digital subscriber
line (ADSL) capability through UBT, its subsidiary. SETTEL already
has a high-speed Internet-via-satellite solution.
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A typical access provider is an ISP, which provides dial-up or
dedicated network connections to consumers and corporations.
Typically, there are different tiers of ISPs. Tier-1 operators are the
high-speed international backbone service providers. Tier-2 are the
national service provider, and Tier-3 players provide regional and
local coverage to end-user. In Thailand, all ISPs are created equal
within the same tier. CAT has monopoly rights on International
communication traffic, therefore; it is only wholesaler of international
bandwidth in Thailand (Chantranontwong 2001).
According to the electronic payment systems, the volume of Ecommerce becomes larger and that the role of secure and economical
online payments on the Internet will, accordingly, become more
important. At the moment, the credit card payment for B2C trades
with SSL protocol is most widely adopted. However, SET protocol
tailored for credit card payment will become one of the next
generation standards. The new payment technology is developed to
ensure that the payment systems are more secured and accepted by
consumers worldwide. Besides, all banks in Thailand are more
concerned with the Internet and are now developing their own
infrastructure to support payment transaction electronically (Turnrnn
2000).
The development of Internet technology directly affects the
amount of Internet usage and e-commerce because users can be
reassured of the advantages of the Internet and e-commerce.
Moreover, they are also feeling more comfortable on this media.
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The Internet will complement rather than replace traditional
shopping. The continued improvements in technology with regard to
web site design and speed, the convenience factor as well as the large
variety and price competition that the Internet could become a larger
percentage of sales versus traditional catalog retailers. Taking a
chance on this kind of business is challenging, but success would be
greatly lucrative (Merrill Lynch & Co 2001).
(2)

Task Environment (Industry analysis): Task environment is used to analyze
who the company communicates with, especially customers and
competitors.
(a)

The growth of online customer worldwide
Through the dot corn stock crash and U.S. economic doldrums,
it is easy to forget that Internet use is still growing at a pretty good
clip worldwide, and more users also means more e-commerce
transactions. According to International Data Corp, nearly 1 billion
people, or

15 percent of the world population, will be using the

Internet by 2005 and their use will fuel more than $5 trillion in
Internet commerce. That represents a staggering 70 percent compound
annual growth rate when compared to Internet spending of $354
billion in 2000. (Pastore 2001)
The number of Internet users worldwide who have shopped
online has increased by 50 percent over the past year (Y2000),
according to a 36-country study by Taylor Nelson Sofres Interactive
(TNSi). Some 15 percent of all Internet users shopped online in the
May 2001, compared with 10 percent in 2000.
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There has been research conducted, which is based on more than
42,000 interviews across Europe, North/South Americas, and the
Asia-Pacific region.

This research shows that the proportion of

Internet users who have shopped offline as a result of infmmation
found online is 15 percent. This suggests that about 27 percent of
users worldwide are now shopping directly or indirectly via the
Internet. These finding show that online shopping is continuing to
undergo significant growth worldwide, despite the much publicized
problems of the industry. In paii, this is because of increasing
confidence in online properties especially in the more established emarkets. However, it is also the result of a growing number of users in
emerging markets shopping online for the first time. What is
encouraging is that the range of products and services purchased via
the Internet is increasing, and that there is obvious success in the
integration of offline and online activities. It appears that the ecommerce world is realizing that it exists within an offline world and
not in an independent environment(Cavallone 2000).
Further research found that the most popular items purchased
online continue to be books (purchased by 26 percent of online
shoppers) and CDs/music (17 percent). Compared with the year 2000,
however, a smaller proportion of shoppers has purchased both items in
2001. Other popular items include clothes (13 percent), groceries/food
(8 percent) and vacations/leisure travel (9 percent) (Pastore 2001).
(b)

Competitor analysis
Competitors comprise of:
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(1)

Online content providers - websites providing Thai language
info1mation and lessons.

(2)

Online e-commerce shop - online shops selling Thai language
self-studying materials including books, CD-ROMs, tapes and
other materials.

(3)

Offline retail shop - traditional retail shops selling Thai language
self- studying materials including books, CD-ROMs, tapes and
other materials conventionally.

(4)

Thai Language schools - schools or institutes that instruct Thai
language lessons.

Online Content Providers
http://www.thai-language.com
This website was developed by a foreigner named Glenn Slayden. This website
states that it intends to provide infmmation to English-speakers of any interest level in
the culture and language of Thailand. This website would be useful to beginners, who
wish to learn a few phrases before their vacation, to advanced students, who may want
to live or work in Thailand. The website is one of the best Internet resources for Thai
language. The website was created with a foreigner perspective and actual experience of
the author. It is an attractive, professional website which could create reliability from
the audiences very well. Moreover, it offers a free Online Thai-English dictionary that
users can search in English and browse Thai alphabetic order. The domain name
(www.thai-language.com) is very easy to remember and represent the website very well.
The visitors can easily browse the site without having to search from any search engine.
The website's strategy to keep the audience visiting regularly is to offer a newsletter for
those who sign up and to be notified when the site is updated. It recommends resources
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such as instructional books, dictionaries, phrase books, computer-base learning, and
audio learning materials. Thus, the audiences can further study Thai language on their
own.

Figure 2.1.

www.thai-language.com.

Strengths
(1)

The mam strength of Thai-language.com 1s that the author is a foreigner
who had studied the Thai language before. He can understand the needs and
demands of the audiences very well. Moreover, he can respond to those
needs and demands by providing many features tlu·ough the website.

(2)

From the observation, the site can reach its target audiences very well.

(3)

Thai-language.com is informative and has been updated regularly.

(4)

The website has a professional look and is very well organized.

Weaknesses
(1)

It is a non-profit website, there is no sponsor or revenue model.
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(2)

Some of the sections like lesson and message board are not implemented
yet.

http://wwwspeakingthai.com.
Speakingthai.com is a website that teaches basic Thai-language principals for
anyone interested in the Thai language. The audiences can study or learn principals to
use in different situations by themselves. The target audiences of Speakingthai .com are
foreigners who are traveling to Thailand. This website introduces convenient phrases in
the Thai language in an easy way for different conditions, such as in traveling, dining,
etc.

Additionally, the website adds detail through articles about Thai's values and

through different essays. For example, articles on the

arts, cultures, customs, and

traditions include amazing visiting festivals which may provide an opportunity to learn
and to understand Thai ways of life.

Figure 2.2.

www.speakingthai.com.
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This website was developed by Thai web team called Idea Junction Co., Ltd.
Thus, all the contents and perspective come from Thais' view. The website not only
emphasizes teaching the Thai language, but it also provides information about Thailand
such as special events and a touring calendar that is very useful for tourists. It could be
said that the site is developed to promote tourism in Thailand. The revenue of the
website comes from fees for banner advertising. From the observation, there are only
two existing banners, one from Thai Airway International and the other from Tourism
Authority of Thailand. These two organizations are appropriate to adve1iise in this
website because they all have the same target audience. The question remains whether
this sole revenue is sufficient to maintain the site.
Strengths
(1)

Because a professional Thai web team developed the site, it has an attractive
look and provides many interactive techniques such as Java Script, making
the site more interesting.

(2)

The domain name can present the main objective of the website very well.

Weaknesses
(1)

The website is recognized by visitors as able to provide many lessons for
studying the Thai language. But, actually it acts as a Thai travelling site,
having just some conversations for studying Thai language.

(2)

From the observation in the web board, most of the visitors are Thais. Thus,
it could be said that it doesn't reach its target audiences who are
international tourists.
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http://www.seasite.niu.edu/Thai/
The website was developed by South East Asian studies of Northern Illinois
University, USA. It has refened itself as Thai language and culture resources. The
purpose of this project is to provide Thai language instruction and cultural, political, and
social information about Thailand.

Figure 2.3.

www.seasite.niu.edu/Thai/.

It is an information-rich, multimedia, interactive website that is being developed

for a very wide audience. The website has a lot of information making it very complex.
The targets of this website are foreigners who are interested in learning the Thai
language. The target groups have been divided into those who are casual visitors and
those who are serious novice learners. Value is offered to the two markets differently.
For casual visitors, it aims at giving useful information, especially to tourists, by
providing contents such as food, travel, news and "quick Thai" - a list of basic phrases
and practical information for Thai culture. For serious novice learners, the website
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offers infonnation about Thai language very deep in details. The information includes
consonants, vowels, tone marks, numerals, Thai dictionary and a chart showing the
relationship between syllable type, spelling, and spoken tones. There are also Thai
lessons appropriate to both new and advanced students. The website also uses the
multimedia capacity of the Internet by adding playable speeches so that letters and
words can be matched to sound. Additionally, there are Java exercises and quizzes to
teach, test, and provide feedback in perception of changes in lexical tone, meaning, and
syntax. The website stresses on providing every area in learning Thai language
including speaking, reading and writing.
Strengths
(1)

The website is a very informative website. It has multiple lessons developed
to different needs of the target audiences.

(2)

Because the website is owned by the South East Asian Studies, Northern
Illinois University, the audiences are ensured that contents came from
different reliable resources.

(3)

The website provides multiple multimedia capability making the lesson
entertaining.

Weaknesses
(1)

The website offers a lot of contents making it more complicated. The
visitors may get confused when browsing the site.

(2)

The look of the website is not attractive. Some of the pages were designed
having text blended with the background, making the web pages difficult to
read.

(3)

It's very hard to navigate the site. The content was sorted in alphabet order
instead of grouped together.
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Traditional and Online E-commerce Shop
http://www.amazon.com
Amazon.com opened its virtual doors in July 1995 with a mission to use the
Internet to transform book buying into the fastest, easiest, and most enjoyable shopping
experience possible. While the customer base and product offerings have grown
considerably since the early days, Amazon.com still maintains its founding commitment
to customer satisfaction and the delivery of an educational and inspiring shopping
experience. Starting with selling books online, Amazon.com today is the place to find
and discover anything people want to buy online. The products have been widely
distributed via the Internet, so the target markets are worldwide customers. In fact, 29
million people in more than 160 countries have made Amazon.com the leading online
shopping site. There are multiple products provided including free electronic cards,
auctions, and millions of books, CDs, videos, DVDs, toys and games, and electronics.
With the continuous growth, Amazon.com has expanded the website to
www.amazon.co.uk at the United Kingdom, www.amazon.co.jp at Japan and
www.amazon.de at Germany.
Amazon.com is an online Bookstore operated on the Internet which can be
recognized as its only distribution channel. Its market coverage will be worldwide,
especially USA, United Kingdom, France and Germany. Amazon.com will keep its
inventory very low or no inventories. Its system was connected to its suppliers so that
once customers finished their secure payment processes at the website, the order will be
sent to amazon.corn's suppliers for delivery. Its delivery process will be done by very
famous shipping company which is FedEx.
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Amazon.com has earned some revenue from selling the products from their web
sites. It's true that some product categories contribute some loss to it, but they can get
some revenue from search engine. Since it has been a big retailer and all internet users
knew about this web site, it may lead to some other benefits e.g. more discount from
suppliers, get payment first before delivery, advertising fees from some products.
However, since amazon.com has listed in New York Stock Exchanges with the IPO
price of about $1.30, now its stock price is coming up to 30 13116. This is the way how
Amazon.com still survive in .com business (Amazon.com Website 2001).
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f\.o)pder (3-P&::l) by Lenlek

www.amazon.com.

Strengths
(1)

Because it is a first mover, it has experiences on this business for more than
5 years. Amazon.com is a very reputable e-commerce shop that is very
successful and able to reach target markets worldwide.
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(2)

It is regarded as the first major online booksellers it is the first source where

people come up with when buying books online. It has Strong brand equity
with high trustworthy from the customers.
(3)

Amazon.com has many functions to keep customers return to the website.
For example, it offers personalized webpage once the members sign in.

(4)

The prices of the products are usually cost less that other online or even
offline retail shops.

(5)

It uses JIT (Just In Time) implementation that has high inventory turnover

rate.
(6)

It has a strong potential stock prices which will continuously grow.

(7)

Amazon.com has arranged all the products and services in the way that is
very easy to view.

Weaknesses
(1)

Due to the strategy of Amazon.com to expand its product line enonnously,
the brand has been deluded. Staiiing with selling books, at this moment,
consumers can hardly tell what Amazon.com provides to them because there
are too many products. Then came the consequences of a big success, the
brand lost cachet.

http://www. barnes&nob le.com
Barnes & Noble is the largest bookseller in the United States, employing more
than 32,000 booksellers in approximately 900 stores in 49 states under the Barnes &
Noble and B. Dalton names. Since launching its online business in March 1997, Barnes
& Noble.com has become one of the world's largest web sites and the fourth largest ecommerce retailer, according to Media Metrix. Focused largely on the sale of books,
music, software, magazines, prints, posters, and related products, the company has
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capitalized on the recognized brand value of the Barnes & Noble name to become the
second largest, and one of the fastest growing, online distributors of books.
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At Barnes & Noble.com , customers can choose from millions of new and out-ofprint titles. To help the customers tailor their searches, book descriptions, reviews, and
excerpts for hundreds of thousands of titles are provided along with recommendations
by its own editors and online community of readers. With access to Barnes & Noble's,
more than 750,000 in-stock titles are ready for immediate delivery. Barnes &
Noble.com has one of the largest standing inventory of any online bookseller.
Furthermore, The URL, http://www.bn.com, makes it easier for customers to find
Barnes & Noble.com, and the Express Checkout ordering process ensures fast and
convenient purchasing. The shop also adds value to offer such shopping services as gift
certificates and email alerts on new releases in the customers' favorite book and music
categories.
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The company maintains strategic alliances with major web portals and content
sites, such as AOL, Lycos, and MSN. Barnes & Noble.com is also a leader in businessto-business e-commerce with its unique Business Solutions program, recently
recognized by the General Services Administration (GSA).
As Barnes and Nobles has operated in both traditional nationwide bookstore
network and online, its revenue will come mainly from these two sources. A lot of ads
and banners in its web site also contribute in their revenues. Moreover, since BN.com
has been listed in NASDAQ stock exchange, the increasing in stock prices may be one
source of its revenue (Barnes & Noble website 2001).
Strengths
(1)

BN.com operated its business via both conventional bookstore chain and
online bookstore. Its business starts from retail bookstore and now expands
its bookstore chains to cover nationwide basis.

(2)

It developed online bookstore in cyberspace to serve as an additional
distribution channel.

(3)

Barnes & Noble tries to gain more and more market share from the biggest
online bookstore which is amazon.com. That's why it always keeps its eyes
opened for any promotional campaign implemented by amazon.com. These
promotions are; for example, providing Internet services (ISP) to any
Internet users for absolutely free of charge.

Weaknesses
(1)

Function provided in this website is very simple. There are a lot of texts in
each page. Even though there are some pictures, they are not attractive. This
is because the pictures are typically created in a very small size to make the
retrieval time per page faster.
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http://www.dco.co.th
DCO is a joint venture between Proglen Trading Co., Ltd. and Dynamic
Computer Co., Ltd. It is an online shop selling computer hardware, software,
accessories, books, and Thai language learning materials. The website offers the prices
of the products in Thai baht for delivery in Thailand. It owns another website
www.dcothai.com which offers the prices of the products in US$ and allows delivery
outside Thailand. The products are Thai language learning materials including software,
books, keyboards, Video CD and tapes. There are wide varieties of products coming
from multiple publishers and manufacturers. Moreover, all the products are made in
Thailand. In this category, it also offers contents on Thai language which are Thai
phrases and proverbs, Thai vocabulary and Thai language links. For website security,
Dco.co.th use Secure Socket Layer for payment systems. It also states clear delivery and
payment policies to ensure its reliability on the website.
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Strengths
(1)

The company is a joint venture company backed by company experienced in
traditional commerce.

(2)

The company gathers all kinds of the Thai learning materials in one website.

(3)

All products have the detailed description.

Weaknesses
(1)

The design of the website is not attractive. Everything is messed in a page.

(2)

The contents in Leaming Thai category are not informative and they haven't
been updated as should be.

Chulalongkom University Book Center (http://www.chulabook.com)
Chulalongkom University Book center is a reputable bookstore with 25-year
experiences. The store was firstly developed under Chulalongkom University. It is one
of the best bookstores in Thailand that is confirmed by the award of "The Outstanding
Book Store Award" in 1992, from the Publishers and Booksellers Association of
Thailand. Currently, there are two branches in Bangkok. In 1997, CU Book Center has
expanded its business to e-commerce at domain name, www.cubook.chula.ac.th, and
recently changed the domain name to www.chulabook.com to make it easier to
remember and browse to. It is a modem Internet bookshop offering information from
around the world.
After connecting the C.U. Cyber Bookshop at http://www.cubook.com, the
customers can search or browse through its shelves at their leisure. They are able to look
through more than 100,000 book entries and select them by the name of the author, the
book's title, ISBN, Barcode, price, picture books, new arrivals, the Best Sellers of the
week, or Promotional news. The site operates in both Thai and English languages. The
online bookstore use the same strategy as offline business by offering the membership
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with fee for 10 percent discount off the retail price and other reading benefit in both
online and offline shops. The order processing is very easy to follow. The price was
offered in Thai baht, but once the international customers log in, the prices and shipping
charge will be shown in US$. Moreover, the website allows the customers to track their
own orders by entering their own order ID (Chulalongkom University Book Center
Website 2001).
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www.chulabook.com.

Strengths
(1)

The online shop has been integrated with the existing conventional shop.

(2)

CU Books Centers has already been successful for a long time. It has been
improved and expanded the value of products and services from time to
time.

(3)

It was one of the first-mover to online business in Thailand.

(4)

It has the existing customer base.
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(5)

The website was developed by Siam e-commerce Technologies Co., Ltd.
which is a professional web team.

(6)

Not only the website has a secure credit card payment online by using Siam
Commercial Bank Payment Gateway, it also eliminates the problem of
payment transaction online with credit card by allowing call order, bank
transfer, cash on delivery (Bangkok), bank draft, fax credit card and postal
money order.

Weaknesses
(1)

Some products provide the clear descriptions, but some don't.

(2)

There are not so many products on studying Thai language.

Asia Books (http://www.asiabooks.com)
Asia Books has been serving the literary public in Bangkok since its opening in
September 1969. Today, it is one of the finest English-language book retailer,
distributor and publisher in Thailand, with 11 branches in Bangkok and hundreds of
distribution points throughout the country. In 2000, Asia Books has launched its own
website at www.asiabooks.com. Firstly, it was served as corporate website with
information about the company itself. Afterward, Asia books has extended the
capability of the website by providing online catalog that the customers can order
through the Internet, but it is not completely online yet that the staff is still have to
fmiher the order processing on the offline basis. More than that, the customers has the
alternatives to order their products by telephone and fax. For payment, Asia books
allows payment through postal money order, credit card, bank draft and money transfer
through commercial bank account (Asia Books Website 2001).
The target markets of Asia books includes professional or English-speaking Thais,
expatriates, and tourists. The books offered are wide varieties covering subjects from
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international bestsellers to Thai architecture to business and management, and to Thai
language learning books. Asia books owns professional bi-lingual staff who acts as the
assistants helping the customers find what they want at the store. Moreover, it has a
Customer Service Department serving as a call center where customers can call for
special queries and info1mation, and order difficult-to-get books.

,., Discover AsliJBooks.com ThoHand's finest English bookshop.

Jlu~i Red Cross Horiv.ty
to 11e~YrfTy lildng in
l'h.:Jjf;md ,md /,()Ufh1~~1s t
A_s:,l;i

fiukk~

Dr. HetYy Wilde
6hl 450.00, US$13.00

AUTHOR;

,...;..:~ 1.11. u. Marine Life of Thailand

PRICE:

THAJ=...A.'-O

John Le Carre
Bhl 350.00, ust7.90

AUTHOR:
PRICE:

Figure 2.8.

and the lndo-Pacific

Lonely Planet Diving 11
Snorkeling: Thailand

(lst Ed.)

www.asiabooks.com.

For the Thai language learning material offered by Asia Books, there are several
types of material including books, tapes and CD-ROMs from several publishers.
Furthermore, Asia books it self also publish the book for studying Thai language called
"Learning Thai".
Strengths
(1)

Asia Books is a reputable English-language book retailer having the
foreigners as its customer base. It has been recognized by the target markets
for a long time.
30

(2)

The company is run by professionals in their field.

(3)

The service values offered to customer are remarkable.

Weaknesses
(1)

The website provides online catalog, but the complete e-commerce
transaction process has not been adopted yet.

Thai Language School
Thai language schools are considered substitute competitors. They are referred to
all language schools and institutes that offer Thai language courses conventionally.
These schools are; for example, AUA, Language Point - Bangkok and Rama-IX Schola
Linguarum. Because of increasing demand to learn Thai language, there are many Thai
Language schools emerging in Thailand these days. The target markets of Thai
language schools are foreigners who have lived in Thailand for a long period of time.
These schools provide the physical lessons by professional Thai language teachers who
are usually native speakers. Typically, there are many types of courses provided
according to the different needs of target markets.

By learning at Thai language

schools, students can instantly practice and interact with the teachers.
Strengths
(1)

The students are able to have face to face contact which is a very important
stage for education. They can ask questions, practice and interact with the
instructors in real time.

(2)

Taking the class in the school offers the studying environment that could
encourage the student to be more concentrated and interested in the lessons.

(3)

The students have multiple alternatives to emoll for the courses suitable to
their needs and capability.
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Weaknesses

(1)

Taking a course is more expensive compared to studying the lessons on
their own by using self-learning materials.

(2)

Every course needs a specific study-time. Students must have time to attend
the course.

(3)

The students must spend their energy cost on going to attend the class at the
school.
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III.

3.1

TARGET MARKETING

Target Segmentation
To identify the target market, the company first segmented the market into distinct

groups. Demographic Segmentation Base was used to analyze the target market by
using three main variables. The first one is the number of international arrivals to
Thailand categorized by their references. The second variable is the nationality of these
arrivals and their mother languages. The last variable is the age of these arrivals.
(1)

The number of international mTivals.
Due to the fact that many foreigners come to Thailand for many
reasons, the target markets can be separated by those who come to travel for
a short time and those who come to stay for a period of time because of
different purposes such as working and studying.

!!I Short term
II Long term

Y 2000 AlTivals in Thailand from Total 9.57 million arrival
Source by - Immigration Bureau

Figure 3 .1.

Number of Arrivals Categorized by the Length of Staying.

From the information gathered, the total number of foreigners coming
to Thailand was well over 8.6 million and 9.5 million in Y1999 and Y2000,
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respectively. Out of the main body figure in Y2000, only 173,978 of them
requested an additional stay or permanent working permits.
As shown in Figure 3 .1, the target markets can be categorized by the
length of time they would stay in the country. It was concluded that there
are 2 main segments: short-term staying and long-te1m staying. Normally,
the long term staying arrivals all have needs to study Thai language to live
in the society. Unlike those short-term staying, which can be segmented
further to those who come to travel on their owns, and those to come to
travel in groups with a tour guide, the first group would need to learn Thai
language while the latter would not need to.
(2)

The nationality and language used.
These people can be segmented further to identify their nationalities.
Once the nationalities are recognized, the languages also can be specified.
From research findings, China, Japan, India, the UK, and the USA are
among the top-five nationalities of foreigners coming to Thailand,
respectively. While the company looks at the language used, these people
are divided into categories as per their mother tongue.
(a)

English language: English is one of the international languages, when
compared to the statistic of foreigners coming to Thailand, they
mainly use English. From the Y2000 arrival statistic, over 30% were
capable of English language.

(b)

Chinese language: Chinese language, especially Mandarin, is used
mainly by Chinese all over the world. It is estimated that over 20% of
Y2000 arrivals were capable of Mandarin.
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s

( c)

I apanese language: There have been over 1.2 million Japanese who
have visited Thailand in Y2000. It consisted of more than 13% of the
arrival.

(d)

Other Languages: Out of the above mentioned, the company grouped
the rest of 37% to Other Language.

4,000,000

ffilJ 1999

3,500,000

1112000

3,000,000
2,500,000
2,000,000
1,500,000
1,000,000
500,000
(in million)

English

Chinese

Japanese

Others

Source: Immigration Bureau

Figure 3.2.

(3)

Number of Arrivals Categorized by Language.

Age
Age can be used to filter and differentiate target customers from the
target audience. Age would be used to screen out and identify those
foreigners who have the financial capability to purchase the product online.
The identified age will be set for the data analysis section. The number of
international aiTivals can be broken down by age as shown on Table 3.1.
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Table 3.1.

International Arrivals Y2000 Categorized by Age.

Age

Number

Under 15

468,972

15 - 24

986,242

25 - 34

2,537,639

35 - 44

2,270,566

45 - 54

1,822,708

55 - 64

996,057

65 and Over

426,439

Source: Tourist Authority of Thailand

3.2

Target Markets
From target segmentation specified earlier, Online Thai Language Center

emphasizes on two target markets. The primary target market are foreigners who are
staying or temporarily living in Thailand long te1m, while the secondary target market is
international tourists coming to travel in Thailand for a short period.
(1)

Primary target market: Though the number of foreigners living in Thailand
in sho1i term is higher than the number of those living in Thailand in long
term, the company has chosen those who stay in long te1m as the primary
target market. The reason is that there is a very high potential that this group
will be the target customers who will purchase actual products due to the
fact that they would need to use the language for their everyday life.
Additionally, the company can approach them more easily since they are
living in Thailand.
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(2)

Secondary target market: Tourists who want to learn the Thai language in
order to use for their travels in the short term are regarded as the target
audience.

They would visit the website to get some simple knowledge

about the Thai language, but hardly buy the products since they would stay
for just a short period.
Among the four groups of languages used from target segmentation, English
speakers are the largest group. Consequently, the company first aims at establishing the
website with English language. Later on, in the future plan, it would develop the
alternative languages to expand the target markets by making the option languages to
Chinese Mandarin in 2003 and Japanese in 2004.
For age variable, the company has chosen the range of target market to be above
25 years old because of its concern on the capability to purchase online through credit
cards. Neve1iheless, the target audience who are the ones visiting the website would be
people at all ages who would be able to browse the WWW.
Primary Target Market
Primary target market refers to the foreigners who are living in Thailand long
ten11 with different reasons; for example, expatriates who are foreigners living in
Thailand for working or doing business and their family, student, and some retired
foreigners coming to Thailand to spend the rest of their lives in Thailand.
(a)

Need
(1)

Primary need: Because Thai people use the Thai language as a base
language, most of the population does not speak other languages. A
lot of foreigners are not able to communicate with Thai people and
have to deal with this problem. These foreigners have been living in
Thailand for a long ten11, so they are in contact with Thai people
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everyday. They need to study the language to survive in the society
that primarily uses Thai. Moreover, if foreigners were able to speak
the same language as native people, they would be more easily
accepted into the society.
(2)

Secondary need: people want more convenience for shopping. The
customers who know what they want to purchase do not need the
physical touch for the product itself. They can purchase it by ordering
right away and mail delivery. Therefore, the Internet is the media that
was considered to reach target market and serve their needs at the
same time.

Customer Delivered Value is used to analyze the real value that target markets
received by evaluating total customer value and total customer cost. Total customer
value, which is the offering the company provides to target markets, comprises of four
values: product value, service value, personnel value and image value. Total customer
cost, which is the cost that the target markets have to pay to acquire products, comprised
of monetary cost, time cost, energy cost and psychic cost. The company aims to
maximize total customer value and minimize total customer cost.
(b)

Total Customer Value
The offerings that Online Thai Language Center provides to this
primary target group are explained in the fo1mat of the total customer value
that can be categorized into four values:
(1)

Product Value
Because this target market aims to stay

111

Thailand for long

term, these people would want to learn Thai language in all four skills
which include speaking, listening, reading and writing. This group is
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regarded as the main target customers who would want not only to
visit the website for information and leave, but also to purchase the
provided products. The products can be divided into two categories.
(a)

Generic products: the generic products are explained as
followings:
(1)

Books: the books provided are of a wide variety to serve
different needs of each customer. The books can be
divided into 2 categories: general-purpose and specificpurpose. The General-purpose category refers to the books
that teach all four language skills, and covers overall
aspects of the Thai language. Moreover, this category has
books suitable for beginners, intermediate learners, and
advanced learners. The Specific-purpose category refers to
the books that could serve different needs of the
customers, such as business purposes or household tasks.

(2)

Tapes: To understand the Thai language well, one must be
aware of the proper language foundations. Among other
difficulties, the Thai language uses five different sound
tones to differentiate the meaning of words. The language
also differentiates words by the use of long and short
vowels. To properly learn the language, one must be able
to hear the language being spoken, and have a reading
system that accurately transcribes the actual sounds of the
words. Thus, Tapes could provide this capability very
well.
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(3)

CD-ROMs: The CD-ROMs are multimedia products that
allow for interactive learning systems. Typically, they
combine a written course, an audio course, and a visual
course in one package. With this media, students can learn
as well as practice the Thai language, and at the same
time, interactive learning makes studying more interesting.
It is suitable for beginners and helpful for those who need

to improve their existing Thai.
(4)

Other accessories: The products provided in this category
are all other things related to Thai language; for example,
posters of Thai alphabets and Thailand Map.
The company has gathered all the products from many

authors, publishers and distributors for customer's wide
selections. These products are offered in the electronic shop
section of the website. They will be regularly added and
changed as appropriated. The products are presented with its
detailed description including appearance descriptions, the
content editors' reviews and customer reviews to help the
customers to find what they really want.
(b)

Customized products: customized products will serve distinct
needs of each customer. The company has the selection of the
content created by the in-house content editors who are experts
in the Thai language. Content is categorized into three main
categories: Travel, Business and Daily routine. In each category,
there are multiple sub-content available on varying situations.
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The customers are able to select the sub-content they want to
learn from the selections. There are two options for delivery of
customized products: to download the contents right from the
website or to order the hard copy. The prices of the customized
products are up to the amount of the ordered contents.
In addition to products offered, much content is also available
for the target audience via the website. The content is divided into ten
categories to suit the needs of the primary target group.
(a)

Conversation of the month: The Thai conversation is added to
this section every month. The audience can also select to view
the conversations from previous months.

(b)

About Thai Language: Simple inforn1ation about the language
itself such as its history and its main principles.

(c)

Webboard: This section allows members to join discussions via
web board.

(d)

News: providing information about Thai language courses, Thai
language school and other news such as new products and
services. The visitors are also allowed to e-mail to the
webmaster to post news.

(e)

Games: This section has many games to recreate and teach the
audience at the same time. For instance, a matching game would
be available to help to improve Thai language skill.

(f)

Free Download: A collection of Thai fonts and other freeware
like a Thai-English dictionary and interactive learning programs
that visitors can download to their machines.
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(g)

Ask Experts: Provides interesting Q&A with Thai Language
experts about their problems with the Thai language. Visitors
can e-mail a question form to the expe1is right from the website.

(h)

About us: Infom1ation on the company and its staff.

(i)

Site Map: Provides links to all pages in the website to make it
easier for customers to browse.

(j)

Help
(1)

Contact Us: Provide contact information including
telephone number, fax number, and e-mail.

(2)

(2)

FAQ

(3)

Ordering Process

Service Value
In order to keep the visitors or customers happy and loyal, the
offerings need to be enriched. To differentiate the website from others,
a good service concept is the starting point and the delivery of
meaningful service is the goal. Online Thai Language Center will be
flourished by the following services.
(a)

Providing interesting contents such as conversations of Thai
language that will be updated monthly.

(b)

Giving the description and recommendation of each product to
help the customers make decisions.

(c)

Offering free useful programs and document that can be directly
downloaded to the users' machines.

(d)

Providing a web board for discussion and exchanging target
audiences' experiences on contents and products the site offers.
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(e)

Offering newsletters to inforn1 about updated contents, new
products, promotions, etc. to anyone who subscribes.

(f)

Providing Q&A section with Thai Language experts and that
customers are able to submit their own questions and be
answered by the experts.

(g)

Providing help desk or call center where customers are able to
communicate with the e-shop by telephone, fax, and e-mail.

(h)

Having Games section that users can recreate themselves while
improving their Thai language skill at the same time.

(i)

Providing clear infornrntion to help users to navigate the website
such as ordering processes.

(3)

Image Value
Though Online Thai Language Center itself has not been
recognized by the market yet, the products themselves already have
their own image values since they are all reliable and reputable brands
of products. For its own image, the company will build by using many
strategies.
Firstly, the company develops a corporate identity for its
Internet presence both on- and off-line. Secondly, the company forms
promotion strategy. Finally, the image value can be maximized by
having the reliable organizations like Tourist Authority of Thailand
("TAT") and Ministry of Education approve the website that the
contents in the website has reached the standard so that the foreigners
can count on its contents. In return, the Online Thai Language Center
offers the links to the official websites of those organizations.
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(4)

Personnel Value
The contents on Online Thai Language Center are produced by
the experienced Thai Language processors. These people are
responsible in leading the lessons in each issue, producing in-house
product and answering the question in "Ask expert" section. When the
lessons are hold on or the products are recommended at
Thai4you.com, the company wants to ensure that the audiences will
trust what the company provides. One way the company can do is to
deliver information straight from the people who know it best and
make it their life's work.

(c)

Total Customer Cost
(1)

Monetary Cost
Because all the products are made in Thailand, and the company
has the contracts with all the suppliers to buy the products in
wholesale price, the products can be acquired at lower costs. Thus, all
of the products will be sold at reasonable prices compared to the
quality of the products.

(2)

Time Cost
With the capability of the Internet, the e-shop section of the
website opens all day and all night. The customers can acquire
products through the website in just a few minutes, and the products
will be delivered right to them within 3 days. Moreover, according to
the capacity to customize the contents of the customized Thai
language book, the customers are able to select just the contents they
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prefer. Thus, the customers won't waste their time reading on what
they do not want to like the typical books.
(3)

Energy Cost
The website is served as a one stop service for learning Thai
language which gathered all the inf01mation and products about Thai
language in one place. Thus, the customers can visit Thai4you.com,
and get everything without having to go from one website to another
for searching for all what they need. All inforn1ation and products are
available in the website, so what the customers need to do is just
getting in the website, following the step of ordering processes and
checking out right from their own PC. With just a few clicks, the
products are theirs. They don't have to go to the store to search for the
product by themselves because they are offered right there on the
Internet.

(4)

Psychic Cost
Psychic cost can be minimized by establishing trust from
customers. This can be done by:
(a)

Have other reliable organizations like TAT and Ministry of
Education certify the website

(b)

Provide content editors' curriculum vitae

(c)

Disclose and update the latest business status and practice

(d)

Build transaction integrity into the system

(e)

Guarantee information protection through many communication
channels

45

These are the ways to create its own reliability image to prove
transparency of the company. Then, the customers would be willing to
learn the lessons because it came from reliable sources and also feel
comfmiable to make transaction online through the website.
Secondary Target Market
Secondary target market refers to the foreigners who are coming to Thailand for
travelling. These people want to learn Thai language to use during their trips in
Thailand.
(a)

Need
(1)

Primary need: Because Thai people use Thai language as their native
language, some tourists confront the problems when they can not
communicate with them. Thus, this target market needs to
communicate with local people in Thailand to make their trip more
convenient. They need to know some simple conversations necessary
for travelling in just a sho1i term; for example, for transpo1iation,
ordering food, asking for direction.

(2)

Secondary Need: These days, people need more convenience for
gathering information and shopping. They tend to find easier ways to
get the infonnation and product itself by getting in the worldwide
network or the Internet as the first resource.

Customer Delivered Value is used to analyze the real value that target markets
received by evaluating total customer value and total customer cost. Total customer
value, which is the offering the company provides to target markets, comprises of four
values: product value, service value, personnel value and image value. Total customer
cost, which is the cost that the target markets have to pay to acquire products, comprised
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of monetary cost, time cost, energy cost and psychic cost. The company aims to
maximize total customer value and minimize total customer cost.
(b)

Total Customer Value
(1)

Product Value
Because this group refers to tourists who would come to stay in
Thailand in a short term, these people would want to learn simple Thai
conversations for speaking during their travelling. The company didn't
regard this target group as the main customers who buy lots of
products, but the main audiences who visit the website for getting
some information. This target group would rather spend time
researching about Thailand as well as Thai language. But, as they
would stay here in just a short term, they would rather not spend much
of their money learning Thai Language. Thus, the products offered to
this target market are also divided into two categories.
(a)

Generic products: the leading products for this group are simple
conversation books for tourists. These books provide enough
information for tourists. The books typically come in a small
size that would make it easier to carry along the trip. The
company has gathered these types of books from many authors
and publishers for customer's various selections. Its detailed
description includes appearance descriptions, the content
editorial review and customers review to help the customers find
the books that really serve their needs. These products are
offered in the electronic shop section of the website. They will
be regularly added and changed as appropriated.
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(b)

Customized products: The customized products will serve the
distinct needs of each customer. The company has the selections
of the contents created by the in-house content editors who are
the experts of Thai language. The contents are categorized into
four main categories: Basic, Travel, Business, and Daily routine.
In each category, there are multiple sub-contents on the
situations that may happen available. The customers are able to
choose the sub-contents they want to learn from the selections.
There are two options for deliverable of customized products: to
download the contents right from the website or to order the
hard copy book. The prices of the customized products are up to
the amount of the ordered contents.
As stated earlier, not only the products are offered to this target,

many contents are also provided to response to their needs.

The

contents offered to suit the needs of this target group are divided into
eight categories.
(a)

Conversation of the month: New Thai conversation is added to
this section every month. The audience can also select to view
the conversations from previous months.

(b)

About Thai Language: Simple information about the language
itself such as its history and its main principles.

(c)

Webboard: This section allows members to join discussions via
web board.

48

(d)

Free Download: This target group can download a printable
simple phrases that they can be caITied along the trip right from
the website.

(e)

Ask Experts: Provides interesting Q&A with Thai Language
expe11s about their problems with the Thai language. Visitors
can e-mail a question form to the experts right from the website.

(f)

About us: Information on the company and its staff.

(g)

Site Map: Provides links to all pages in the website to make it
easier for customers to browse.

(h)

Help
(1)

Contact us: provides contact information including
telephone number, fax number and e-mail address.

(2)

(2)

FAQ

(3)

Ordering Process

Service Value
In order to keep the visitors or customers happy and loyal, the
offerings need to be enriched. To differentiate the website from others,
a good service concept is the stai1ing point and the delivery of
meaningful service is the goal. Online Thai Language Center will
flourish by the following services.
(a)

Providing interesting contents such as conversations of Thai
language that will be updated monthly.

(b)

Offering free useful programs and document that can be directly
downloaded to the users' machines.
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(c)

Providing a web board for discussion and exchanging target
audiences' experiences on contents and products the site offers.

(d)

Offering newsletters to inform about updated contents, new
products, promotions, etc. to anyone who subscribes.

(e)

Providing Q&A section with Thai Language experts and that
customers are able to submit their own questions and be
answered by the experts.

(f)

Providing help desk or call center where customers are able to
communicate with the e-shop by telephone, fax, and e-mail.

(g)

Having Games section that users can recreate themselves while
improving their Thai language skill at the same time.

(h)

Providing clear information to help users to navigate the website
such as ordering processes.

(3)

Image Value
Though Online Thai Language Center itself has not been
recognized by the market yet, the products themselves already have
their own image values since they are all reliable and reputable
companies of those products. For its own image, the company will
build by using promotion strategy.

(4)

Personnel Value
The contents on Online Thai Language Center are produced by
the experienced Thai Language processors. These people are
responsible in leading the lessons in each issue, producing in-house
product and answering the question in "Ask expert" section. When the
lessons are hold on or the products are recommended at
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Thai4you.com, the company wants to ensure that the audiences will
trust what the company provides. One way the company can do is to
deliver information straight from the people who know it best and
make it their life's work.
(c)

Total Customer Cost
( 1)

Monetary Cost
Because all the products are made in Thailand, and the company
has the contracts with all the suppliers to buy the products in
wholesale price, the products can be acquired at lower costs. Thus, all
of the products will be sold at reasonable prices compared to the
quality of the products.

(2)

Time Cost
With the capability of the Internet, the e-shop section of the
website opens all day and all night. The customers can acquire
products through the website in just a few minutes, and the products
will be delivered right to them within 3 days. Moreover, according to
the capacity to customize the contents of the customized Thai
language book, the customers are able to select just the contents they
prefer. Thus, the customers won't waste their time reading on what
they do not want to like the typical books.

(3)

Energy Cost
The website is served as a one stop service for learning Thai
language which gathered all the information and products about Thai
language in one place. Thus, the customers can visit Thai4you.com,
and get everything without having to go from one website to another
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for searching for all what they need. All information and products are
available in the website, so what the customers need to do is just
getting in the website, following the step of ordering processes and
checking out right from their own PC. With just a few clicks, the
products are theirs. They don't have to go to the store to search for the
product by themselves because they are offered right there on the
Internet.
(4)

Psychic Cost
Psychic cost can be minimized by establishing trust from
customers. This can be done by:
(a)

Have other reliable organizations like TAT and Ministry of
Education certify the website

(b)

Provide content editors' curriculum vitae

(c)

Disclose and update the latest business status and practice

(d)

Build transaction integrity into the system

(e)

Guarantee information protection through many communication
channels
These are the ways to create its own reliability image to prove

transparency of the company. Then, the customers would be willing to
learn the lessons because it came from reliable sources and also feel
comfortable to make transaction online through the website.

3.3

Positioning
Online Thai Language Center is regarded as a niche website providing complete

information about learning the Thai language. It is where foreigners wanting to learn the
Thai language can visit to get everything they want. Not only focuses on the tourists
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who come to visit Thailand in the short tenn, but it also emphasizes on the foreigners
who come to stay for longer periods. The company has recognized that these two groups
have distinct needs. Hence, it decided to approach both groups with different products
and services. At this website, people will be able to learn simple Thai on their own as
well as purchase Thai language self-studying products from the wide selections.
The company has built a small community that has many activities that allow the
company, the customers, the product publishers and other people who share the same
interest on Thai language to interact with each other. In this community, the customers
would not visit for only buying purpose because the community offers many services
for their members such as message board, including opinion and responses; and member
activities, like what is going on, site statistics and chat room (Morath 2000). Thus,
community members will receive knowledge, entertainment and be engaged in the
community as well.
Slogan
(1)

Thai4You.com, One stop service for learning Thai language.

(2)

Thai4you.com, the best place to learn Thai language in cyberspace.

(3)

Various efficient self-studying products are available at Thai4you.com at
fair price.
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IV.

4.1

BUSINESS STRATEGY

Team and Alliance
Team and alliances are very critical to the company's future success. The internal

team environment is the key to accomplishing the company's objectives and analyzing
the strengths while improving the weaknesses.

Alliances will also be important to

establish the initial presence and build a reliable reputation.

Thus, those who the

company allies itself with are important to the success.
The most important factors are the staffs and teamwork. The company has
planned to start with having five staff members in the team when the project was first
stmied. In the future, as the company grows with more financial stability, many new
units will be opened as well as the increasing numbers of new staffs will be added. The
Human Resource Management strategy of the company is to treat each staff as friends
or partners, instead of the old traditional "employer and employee". Moreover, all the
staffs are assigned duties that match their own skills and knowledge. As what people
say "Put the right man to the right job". Our management team is very excited about
working on innovations and improvements that the company will offer to the customers.
It is this kind of spirit that made the staff members all search for the new ways to

improve their skills, and thus, became the bonding force that ties them all together in the
new venture (Morath 2000). With the cooperation from all the staff, the company has
formed the perfect teamwork.
(1)

Ms. Pimta Sukapanphotharam
(a)

Managing Director

(b)

Founder ofThai4you.com

(c)

BA in International Relations, Chulalongkorn University
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(d)
(2)

(3)

(4)

(5)

Current student of MS (IEC), Assumption University

Mr. Piboon Piboontum
(a)

Business Development

(b)

BS in Computer Sciences, Hawaii Pacific University

(c)

MBA (Finance), Hawaii Pacific University

Dr. Clair Ruqsapram
(a)

Chief Content Editor

(b)

BA. in Education, Chulalongkom University

(c)

MA in Mass Communications, Chulalongkom University

(d)

Ph.D. in New Media Education, Oxford University

Ms. Danaiya Kemmasmit
(a)

Web Designer

(b)

BA. Architect

Mr. Preedee Poenung
(a)

Web Programmer

(b)

BS. in Computer Sciences

Additionally, Thai4you.com established alliance relationships with other
companies that would bring about mutual benefits.
(1)

Thai4you.com becomes partners with Thai.com for the Application Service
Provider of E-commerce system management, customer database
management, security system and payment gateway. The detailed
information about Thai.com is stated in Operation strategy section (page
68).
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(2)

Thai4you.com is a partner with many suppliers which are book and software
publishers such as Asia Books Publishing, Courage Software and Post
Publishing.

(3)

Thai4you.com is partners with other websites that have the same target
market like Ajarn.com (The e-community of English teacher in Thailand)
and Thaihotel.com (the website for making hotel reservation in Thailand).
The company will have advertising and sales promotion programs together.

(4)

Thai4you.com is allied with TAT (Tourist Authority of Thailand) and
Ministry of Education that would certify the website's quality.

(5)

For product delivery outside Thailand, Thai4you.com becomes associated
with logistic companies such as FedEx and UPS.

4.2

SWOT
Strengths
( 1)

The products and services are converged that makes the Online Thai
Language Center differentiate from other Thai language's websites. They
are combined in a unique way that services can enrich value of the
offerings.

(2)

What Online Thai Language Center provides to the customers is to create an
e-community where customers feel like they are a part of the community
members. For example, the company allows customers to interact with other
customers by letting community members exchange ideas and post their
comments on a webboard. Consequently, the customers would always feel
comfortable and re-enter the site again and again.

(3)

In order to be successful on the Internet, it is very important to offer the
customer convenience and, therefore, related to this: Easy to understood
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product. Improvements in the technology now available, such as
enhancements to images and colors help improve sales, as customers are
better able to see and visualize products. Moreover, other details such as
size and weight are specified clearly (Siegal 1999).
(4)

Measuring up with traditional business, business that sell online have an
economic advantage in a lower marginal costs needed to reach and serve
additional customers.

(5)

A small start-up company would reqmre m1mmum investment. The
hardware, software and other office expenses are limited for a small size
operation.

(6)

The domain name, Thai4you.com, is registered. It is a very easy domain to
remember and can present the purpose of the website very well.

(7)

Compared to the quality of the products, they are all offered to the
customers at reasonable prices.

(8)

The website is definitely easy to use with secure shopping capability that the
customers can rely on. The website also provides many useful processes that
keep customers on the track. Search engine, Sitemap and Help section
would guide customers to extract their needs.

(9)

The electronic agreement related to the website, term payment, partnership
agreement, indemnification, supplier contracts, and others purchasing terms
and conditions are consulted by legal advisers.

Weaknesses
(1)

The company is a newborn company with a spot background m the ebusiness. Time is the factor in order to gain market recognition.
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(2)

Unlike some of the competitors, the company is searching for a
cybermarketing that offers products and services only through the Internet.
Thus, it does not have the offline conventional stores to support the online
store.

(3)

To justify the system, the company must deal with some intangible benefits
(such as improved customer service and the value of advertisement), which
are difficult to quantify (Siegal 1999).

Opportunities
(1)

The number of Internet users is growing daily along side with the higher
percentages of Internet shoppers. The Internet became the first source when
searching for any information. Moreover, because it is a worldwide
network, the Internet enables the company to reach the global market easily
at a low cost (Bayne 1997).

(2)

Exporting has been encouraged to raise the economic growth in Thailand.

(3)

Because foreign investment is promoted in Thailand, there are many
expatriates working on their projects in Thailand.

(4)

Thai government has been concerned about the economic stability, so many
policies have been stated to promote. Some of the policies, such as those
policies on export, tourism, foreign investment, network infrastructure and
e-commerce, support this business very well.

(5)

As for the target markets on this business, the market share is an opportunity
to gain since existing competitors do not provide the same value set as
Thai4you.com does. The positioning and the target market of the
competitors are different from Thai4you.com. The existing competitors are
mainly concentrated either to be content providers offering learning Thai
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language lessons, or online shops selling products solely without giving any
contents on Thai language. Online Thai Language Center gathers both
concentrations into one website.
(6)

Because of its beautiful geography and unique society and culture, Thailand
is a very interesting country for a visit. The number of tourists has increased
tremendously especially from the promotion under a well-known campaign
called "Amazing Thailand".

(7)

The new technologies are being developed to support e-commerce
infrastructure, showing a positive trend to the e-commerce in Thailand; for
example, the connection speed is higher at the stable rate.

(8)

The banks have increased their interests in the e-commerce business, and
have been developing their own infrastructure in order to provide services to
support electronic transaction.

Threats
(1)

The shopping experience entails more than just purchasing goods. Many
people rather enjoy shopping. As a matter of fact, shopping can be viewed
as a social activity. While shopping at home on the Internet at 2 am maybe
convenient, it is hardly a social activity. As a result, the consumers who are
naturally social beings will doubtfully give up a significant part of their
traditional shopping as activity for the convenience of a website (Cavallone
2000).

(2)

A low entry barrier leads to a possibility that one or more new competitors
could enter in the same kind of business everyday. Moreover, there are
multiple types of existing competitors who could easily adopt some
functions and finally are capable of offering the same value.
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(3)

Security is often cited as a major barrier to E-commerce. Prospective buyers
feel insecurity over sending credit card infonnation over the web.
Prospective sellers, on the other hand, worry that hackers will compromise
their systems (Cavallone 2000).

(4)

E-commerce legistration are all still in process. Many legal issues are yet
unresolved. The government's regulations and standards are not defined
clearly for many circumstances.

(5)

Different countries have different law, regulation and tax policies. When it
goes to international cases, it could lead to conflict at the end.

4.3

Goals and Objectives

The company has set the vision that Thai4you.com is to be placed in the top-3 of
the online Thai language website within 4-year period. The mission is aimed at
establishing Online Thai Language Center as the e-community where foreigners who
are interested in Thai language can learn, find information, get expert advises and
exchange their thoughts about Thai language. At the same time, they can fulfill their
needs by shopping for self-studying materials from Thai4you.com's e-commerce shop.
The website attempts to help the customers enjoy their Thai language studies, to
use technology to make their lives easier, to find the right products, and to have fun in
all the processes.
Short-tenn goals
(1)

To be one of the most popular e-communities for foreigners living m
Thailand.

(2)

To be a market leader in Online Thai Language Leaming business.

(3)

All the website factors to become the online Thai Language Center by
March 2002.
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(4)

To penetrate a minimum 20% of the total market shares.

(5)

To achieve an 80% satisfaction rate on visitors coming in the website within
the first year.

(6)

Develop customers database of 10,000 members by the third quarter 2003.

Long-tenn goals

4.4

(1)

20% annual growth rate ofrepeated website visitors.

(2)

To maintain a minimum 12% ammal growth on sale and service revenue.

(3)

To make the breakeven point by the 3rd operation year, the end of year 2004.

(4)

To make dividend payment by the 2003.

(5)

To maintain above 10% operating profit margin.

Pricing Strategy
As there are two types of products: generic products and categorized products,

offered, the prices were set for each category differently. Specific pricing are indicated
in the financial projection in Table A.3 (Page 99).
(1)

Generic product
(a)

Book: Although the company acquires books from several publishers,
the prices of the products are typically set according to the price
printed on the cover. The profit margin would be generated from
wholesale purchasing products. The average wholesale price is 40% of
the price set on the cover. Therefore, the company gains about 60%
profit margin per each product. Compared to competitors, the prices
are much the same because each distributor sets the same price as
shown on the cover.

(b)

Tape: Tapes typically come with books in package. The pncmg
strategy for tape is the same as that of the books.
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(c)

CD-ROMs: Not only some of the CD-ROMs are produced by inhouse production, but the cost of CD-ROM is also very low. Thus, the
company would gain higher profit margin comparing to the sale of
books and tapes. The average profit margin per each product is about
55% of the price set.

(d)

Others: Other products are, for example, map and alphabet poster. The
cost of this printing material from the manufacturer is much cheaper
than other types of products. The average profit margin of each
product is over 60%.

(2)

Customized product
The company also has an in-house product or so-called "customized
product." The customized products is a product which customers are able to
create their own book by selecting favorite contents on the web and placing
order. Once the creativity was completed and ordered, customer is allowed
to choose either receiving product in digital fonnat or hard copy fonnat. As
a result, the price setting of these customized products is varied due to the
cost structure.
The digitized book would cost about 15 Baht per each content. The
customer is able to receive product right after placing order and complete
download product through Thai4you. For hard copy fo1mat, on the other
hand, would cost about 20 Baht per content. However, it would take a few
days for the delivery by mail. Each customer is estimated to spend at least
200 Baht to 300 Baht each transaction. The profit margin is estimated
around 70% since it is an in-house production.
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The customized product is intent to be a company brand product in the
future. The price is set below books and other product given similar quality
and quantity.

4.5

Distribution Channel Strategy
According to the opportunities of the Internet stated earlier, Online Thai Language

Center was decided to distribute the products through online channel only. One of the
most important factors to create online distribution channel is the domain name. The
domain name must represent the corporate identity of the company. The URL,

www.thai4you.com has been chosen because it is easy to be recognized and
remembered by prospect audiences. Thai4you.com refers to Thai language for you. This
domain name is able to convey the meaning of the purpose of the website which is
teaching Thai language for the audiences.
To create reliability of the website, it is related to credibility of the presence of the
online channel. Because it is a kind of education website, the website needs to be
designed with professional look. The website was designed to have four main base
colors which are black, white, orange and red. This is because these colors are the colors
of the logo and using contrast colors together making the website look more interesting.
The technique of using table to create the website was used to develop the wellorganized appearance.
On each page, there are a lot of contents and few graphics. Using few graphics
allows the page to be downloaded faster, and also keeps the professional look of the
site. The website contains font colors that are easy to read.
As for the navigation of the website, Thai4you.com provides many useful
processes that keep customers on the track. It guides customers to what they really want
from the site.
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( 1)

The related contents are clearly grouped into ten categories according to the
need of the target market. This category bar will be shown in every page to
make it easy for the users to switch to other categories.

(2)

The orange bar below the logo provides the link to homepage that would
allow the users to the first page at all time.

(3)

The orange bar at the bottom of the page provides links to other important
information about the website itself including home, help, about us, site
map, privacy policy, security policy and advertising with us.

(4)

The sitemap section provides links to all pages within the website, so users
can easily look for what they need from the website.

(5)

The help section is made available to guide the user to deal with the
problems they confront.

(6)

All the pages are set to link with all other essential pages.

For the visual design of the website, two main program applications used are
Adobe Photo Shop and Adobe Image Ready. These graphics are mostly GIF image that
is a type of small graphic file fonnat allowing the website to keep the size down. To
make the website more interactive, JavaScript was applied to almost all pages to interact
with user used especially when the users put the mouse on the buttons. In webboard
section, the Active Server Page Programming (ASP) was used because it needs
functions to request the server to process the information and return the result page to
user's browser. Another web application that was used in this website is Common
Gateway Interface (CGI). CGI is a mechanism that allows web clients to execute
programs on the web server and receive their output. (Deep 1996) In the Thai4you.com
website, CGI written by Perl programming language was used to process the fom1 to
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calculate the price of customized book, subscribe newsletter, form in ask expe1i section,
and form for customers to review the product.
Additionally, since the company outsourced the e-commerce applications by using
the services of Thai.com, it is considered that Thai.com is another distribution channel
for Online Thai Language Center other than Thai4you.com. Thai.Com is a large
shopping center on the Internet market of Thailand which has gathered the shops in a
great amounts, varieties, types of products and services ready for the buyers both
domestic and abroad through the Internet network. It is a reputable website that already
has the broad range of existing customers. Consequently, customers are also allowed to
access to Thai4you.com's products directly through the website of Thai.com where all
the products are hosted. It means that the company can have a wider range of customers.
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Figure 4.1.

www.thai.com: Homepage.
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4.6

Promotion Strategy

For the promotion strategy, the company needs to communicate with the present
and potential customers, and the general public. The company is inevitably into the role
of communicator and promoter. There are four modes of marketing communications
mix consisting of Advertising, Sales Promotion, Public Relations and Direct Marketing.
The company's promotion strategy is to apply the promotion mix to the company
situation. (Kotler 2000)
Thai4you.com is new to the market, and has not been recognized by the market
yet. The objectives are to create awareness to expose to the website existence, gain
some understanding of the purposes of the website and to inform about where/
when/how the products and services can be acquired. The company has set the budget
for advertising per percentage of sale projection as following:

Table 4.1.

Budget for Advertising.

(In million Baht)

2002

2003

2004

2005

2006

% per Sale

2.5%

1.5%

1.0%

1.0%

1.0%

Ad. Expense

26,459

72,641

81,430

115,008

132,142

(1)

Advertising
The company uses the differentiation of the website to communicate
about the product's core and its fringe. It first uses the strategy to create
awareness to let the prospect target market perceive the website's existence.
Thus, the message that the company uses to communicate to them is the
URL, and its slogan. Once the website is recognized by the market, the
message strategy will be changed to communicate the detailed benefits of
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the website. Then, the target will understand about the detailed value they
would receive from the website (Turman 2000).
Because there are two target groups, the company must approach
these two groups differently. For primary target market, they are foreigners
who stay in Thailand for a long tem1. Due to the fact that these people are
living in Thailand, they can be approached by both online and offline
channels. For secondary target market, they are foreigners who come to
travel in Thailand for a short period. Typically, they would gather the
information before coming to Thailand. Thus, they would access the site
from their home countries. To make the website known, they can be
approached by online channel only.
(a)

Online Advertising
Because these days, people spend more time on their computer
and the Internet, advertising through the Internet has become the new
media used to communicate to target market effectively and
efficiently. The advantages are that it can be updated any time with
minimum cost, it can reach a large number of potential customers
globally, compared to other traditional media, it is less expensive, etc.
The company uses many features of web pages to hold customer
attention or to capture information about their tastes and interests by
asking the customers and visitors to register as members of the ecommunity (Turman 2000). By being a member, they would soon
receive benefits such as receiving newsletter informing about the new
products and getting a free coupon on their birthday, etc. Online
advertising strategy that Thai4you.com uses are as below:
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(1)

Banner
Thai4you.com becomes paiiners with other websites who
share the same target markets. For example, it has been partners
with Ajam.com (www.ajam.com) which is an online community
of foreigners who stay in Thailand for teaching English, and
with Thaihotel.com (www.thaihotel.com) which is a website of
online hotel reservation which share the target who are tourists
together. By being partners with these websites, they both
agreed to display a banner of one another. It is a direct link
between websites.
Moreover, The Company purchases ad space on the
Internet at the reputable Thailand travel websites and portal site
like sanook.com. Though the cost for these adve1iising spaces is
expensive, it is utilized because these websites will be seen a lot
each day.

THAl4YOU.COM
" The Best place to learn Thai Language in Cyberspace "

Figure 4.2.

Banners ofThai4you.com.
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(2)

Universal Resources Locators (URL)
The major advantage of using URL as an adve1iising tool
is that it is free. The company submits its URL to a search
engine and be listed. Also, by using the URL the target audience
can be locked and the unwanted viewers can be filtered because
of the keyword function (Turman 2000).
The keywords in meta tags that were used are

11

Online

Thai Language Center, Thai, Language, Thailand, Language
School, tutorial, Studying, learning

11

The website with major search engine and directories that
we have registered with are as follow:

(3)

(a)

Google (www.google.com)

(b)

Hotbot (www.hotbot.lycos.com)

(c)

Lycos (www.lycos.com)

(d)

Yahoo (www.yahoo.com)

(e)

Alta Vista (www.altavista.com)

(f)

Excite (www.excite.com)

(g)

MSN (www.msn.com)

E-mail
Thai4you.com uses Push strategy to send the newsletters
to e-mail's addresses of the customers and others who have
registered to receive it. This newsletter contains a lot of
information on website's promotions, new products, etc.
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(b)

Offline Advertising
Though the business is regarded as the Internet industry, using
just online advertising is not enough because the company can not
access to all target market through just online channel. Thus, some of
the traditional advertising strategies are still used.

WWW.1HAl4YOU.COM
'THE BEST PLACE TO LEARN THAI
LANGUFGE IN CYBERSPACE'

Figure 4.3.

(1)

Print and Flier Advertising Ad.

Print
Thai4you.com buys the advertising space of the
newspaper and magazine for foreigners living in Thailand. The
media vehicles that the company has chosen for newspaper are
Bangkok Post and The Nation, and the media vehicles chosen
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for magazine are as Living in Thailand and Metro magazine. By
advertising in print media, Thai4you.com will effectively be
accessible to the primary target market.
(2)

Flier
Thai4you.com uses flier distribution throughout the place
where target markets usually hang out such as on Sukhumvit
and Silom road.

(2)

Sales Promotion
Thai4you.com plans to hold sales promotion occasionally because it is
considered a tool that could help in building long-term relationship with the
customers. The tools that Thai4you.com uses are
(a)

Half-Year sales and End of Year sales
Some of the products will be 20% discount on June and
December. This way, the company can increase sales volume and
reduce the products in stock.

(b)

Premium
As Thai4you.com are partners with Thaihotel.com, they create
sales promotion programs together. The premium, which is special
coupon discount for booking the hotel through Thaihotel.com, will be
provided to customers who purchase the product with website's
condition. This program is planned to hold three times a year.
Moreover, the company also plans to become partners with other
website that would have a chance to create more programs in the
future.
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(3)

Public Relations
Public relations is needed because Thai4you needs to maintain good
relationship with the public. The PR programs which Thai4you.com plans to
hold are as followings:
(a)

Publication
The newsletters are distributed online to anyone who registers to
receive it. In the newsletter, they will be regarded about website's
promotion and news.

(b)

Events
Thai4you.com aims to draw attention from the public by
arrangmg events in specific occasions. The first event that the
company built is when the website launches. The launch website event
will be established as the news conferences in order to create website
awareness. For other events, the company uses the strategy to develop
good feeling with the target customers and promote the website at the
same time. The company aims to access the communities of target
markets such as at the church and at international schools and
universities where target markets who are foreigners usually hang out.
The company sets up the website booth to create activity such as
playing games, and give away snack or free stuff. There are many
advantages from using this strategy: the target markets will recognize
the website, they will have positive feeling for the company, and the
cost for setting up small events is low especially when compared to
adve1iising strategy.
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4. 7

Operation Strategy
Online Thai Language Center was fom1ed as a small- and medium-sized

enterprise (SME). It differs form large corporations in that it does not have the capital
and human resources of larger corporations. To compete, the company uses niche
strategy to gain distinctive advantages over larger competitors. It is using information
technology to gain distinctive advantages. The company focuses on their competencies
while outsourcing e-commerce application to other e-business companies. To do so, the
company can lower the high cost of setting up and maintain e-commerce applications
(Kleindl 2000).

E-Business Process
The company will focus on the core competence and core offerings. The major
activities within the company itself can be categorized in units as followings:
(1)

Operation Management Unit
The main responsibility of the Operation Management unit ("OM") is to
control the overall structure and management's policy of thee-business. The
OM team consists of Managing Director (MD) who has the authority to
manage all the units, and Business Development who is the assistant of MD,
and responsible on developing the decision of the unit to be applied in
operation. This unit will develop the strategies in conjunction with the
company's goals. Furthermore, the OM is responsible for monitoring and
comparing the actual practice in coordination with the business plan.

(2)

Finance and Accounting Unit:
The Finance and Accounting unit ("FA") is responsible for the
accounting and financing of the company. FA is to keep track of the revenue
and expenses including giving warning message to the OM on the
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company's financial position. This unit comprises of financial officers and
accountants.
(3)

Sales and Marketing Unit
The Sales and Marketing unit ("SM") is concemmg about how to
create the environment for sales. The main duty is to manage 4 Ps (Product,
Price, Place and Promotion) in order to attract target customers. This unit
consists of Public relations and marketing officers.
(a)

Marketing officers are responsible for operating the marketing plan to
promote the recognition of Thai4you.com, coordinate with suppliers,
and encourage more customers to buy the products from the
storefront.

(b)

Public Relations Officers are responsible for communicating with the
public to promote a company's image and its products.

(4)

Production Unit
The production unit ("PU") is accountable for producing the presence
of the website. This unit consists of two sub-units which are content editor
unit and web publishing unit. "PU" operates parallel with "SM" in order to
provide the best outcome to the audiences and customers
(a)

Content Editor unit, led by Chief Content Editor, has the main duty to
create contents in the website, and some of the products. The number
of content editor will be increasing parallel with the expansion of
target market to cover Japanese and Chinese mandarin in the future.

(b)

Web publishing unit is composed of web designers who design the
website look, and web programmers who write the web programming
language to make the website more interesting.
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(5)

Supplies and Inventories Unit
The staffs of the Supplies and Inventories unit ("SI") are responsible
for communicating and negotiating with the suppliers, purchasing the
products and producing customized product. Then, SI would keep stock and
inventory before delivering to the customers as their purchase ordered. The
staffs in this unit are Supply chain officers.

(6)

Administrative Unit
This Administrative unit ("AM") is responsible for administrative
works including typing con-espondence, filing document, managing phone
calls, organizing all the meetings and other clerical duties.

(7)

Customer Relation Unit
This unit is in the future plan. Like any other business, a good
relationship with the customer is one of the most important factors. This
Customer Relation until ("CR") would manage many programs such as:
(a)

Providing features such as chat room, bulletin board and games to
attract and withhold customers to the website.

(b)

Providing Help Desk call center where the customer can directly
contact the company by automated e-mail and get answer on general
problems by filling the form and sending e-mail to Thai4you.com
directly.

(c)

Considering the content in FAQ section.

Other functions that are not the core competence areas of the company, it would
use outsourced or third party services.
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(1)

Internet connection and web hosting service
The company connects to the Internet through the ISP connection of
Internet Thailand or Inet. Internet Thailand was the first ISP in Thailand.
The service is ensured the efficiency by Inet's 55 Mbps international circuit
capacity. This capacity is much higher than that of other local ISPs,
guarantees the fastest data transfers between Thailand and the Internet
backbone. And, it owns a customer support team with 5 years' experience in
dealing with users' Internet problems. Not only does it have the solid
networking experience to maintain a reliable Internet connection, but the
customer service is also great. There are multiple Internet connection
packages offered. The service that was chosen is called I-Biz which is very
suitable for corporate dial-up service. It is a dial-up service that combines
many services like Internet access connection, mail server and web hosting
in one package. This type of service is easier and costs less than using the
leased line. It is appropriate for the small company like Thai4u.com to
connect to the Internet (Internet Thailand Website 2001).

(2)

E-commerce application
According to the e-commerce application, the company has
outsourced to Thai.com. The company considered that developing its own ecommerce engine would be very costly and also complicated. Thus, it has
set the e-shop section to link directly to Thai.com. Once the customers add
the product to the shopping cart, the page will switch to Thai.com website.
Thai.com would further process the transaction by providing Intelligent
payment gateway and intelligent shipping system.
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According to the Intelligent payment gateway, it is a payment system
from the purchase of the products to the company in a fom1 of Real Time
Payment. That is when a purchase order is placed by the customers by
making payment through a credit card, payment through the Intelligent
Payment Gateway has been approved, the cost of such product or service
shall be transferred into the company's account at once.
For Intelligent Shipping System, when a purchase order is placed from
other foreign land and the payment has already been made, the system will
make an advice to logistic companies to come and pick up the products at
the shop on the following working day in order to proceed with the
shipment.

In addition, the system still has the capability to make an

inspection at all times whether the products have reached the receivers or
not or still are under which delivering process. Moreover, using Thai.com
which is reputable in providing reliable services, the company can also be
ensured about the security system.
Moreover, at the security at Thai.corn has been guaranteed by using
SSL (Secure Socket Layer). Input information from the customer such as
credit card number and expiring date will be protected by encryption that
nobody will be able to view it unless given pem1ission (Thai.corn Website
2001).
(3)

Distribution and logistics
Because the company aims to allow customer orders from all over the
world, it uses the services of two logistic companies to handle product
distribution separately, EMS and DHL.
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EMS (Express Mail Service) was selected as the logistic base to
handle for internal distribution. It is the mailing service operated by
Communication Authority of Thailand (CAT). The service is reliable with
ISO 9002 certification. Moreover, the service charge is not expensive. The
charge rate list of EMS is as followings.
For International distribution, the company uses the service of DHL.
DHL was the first international air express company to set up operations in
Thailand in 1973. With its experience in international markets, the company
can rely on the highest level of quality and service in a total logistics
solution. With DHL software called DHL connect, it is easier to manage the
shipments more efficiently. It does this by automating the majority of the
process of preparing the documentation, scheduling pick-ups and tracking
shipments.
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Figure 5.1.

Thai4you.com: Homepage.

Homepage is designed to link to the all web pages m this website. Detailed
information about the interesting website categories is given on this page to persuade
the audience to browse in the site, and also guide them to their visiting goal.
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Thai4you.com: Conversation of the Month.

In Conversation of the month category, there is the conversation m particular
situation for the audience to learn and practice by themselves. The audience will be
given the direction before studying the conversation. The sample sounds of each
sentence are made available for the audience to practice. This section will be changed
and updated every month. And, the audience can also trace back to the previous
conversations through the quick link.
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Figure 5.3.

Thai4you.com: About Thai Language.

In the About Thai Language category, the audience will learn about the nature of
Thai language such as its history and grammar. There are various links for the audience
to search for detailed information about Thai language that they are interested in. It is a
very informative section.
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Thai4you.com: News.

In News category, there are three types of news; the website news, the new arrival
products' news, and the useful information about Thai language school. For website
news, there are information about the promotion programs and other website's activities.
In new arrival product section, the products are categorized by types of the products for
the audience to search for the products easily. In Thai Language School section, The
detailed information about schools, courses and recommendation are available for the
audiences if they want to further their studying in the real class.
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Thai4you.com: Webboard.

This is one of the sections that need to develop web programming in order to
create interactivities between the website and the audiences. The user can post the topic
by adding their topic in the form box or join the existing discussion by clicking on the
specific topic. The information will be processed further at the web server, and then
forwarded the output back to the web client to be shown in user's web browser.
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Thai4you.com: Ask Expert.

In this section, the audiences are allowed to ask any question about Thai
Language to website's expert who is the content editor of the site through the question
form. This page is one of the pages that require CGI application to execute the program
on the server to precess the information. The answer will be sent back to them by email, and those interesting questions will also be shown on this page.
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Thai4you.com: Self-Learning Center.

E-shop at Thai4you.com has categorized the products into 2 mam categories
which are genenc product and customized book. The genenc products are divided
further to books, tapes, CD-ROMs and other accessories like Thai map and poster.
Moreover, there are some of the products shown in hot product section to be
recommended to the customers by using best- selling products.
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HARO CO-PY

®

DIGITAL COPY

Thai4you.com: Select Content for Customized Boole

From Figure 5.7, when user clicks customized book, it will go to this page.
Customers will be allowed to select multiple contents to be added in their own book.
They can also enter their names which will be shown on the cover of the customized
book. Moreover, they will be asked whether to get the product in hard-copy or digitized
fom1atS.
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Thai4you.com: Calculate Price for Customized Product.

This page is the result of server processing to calculate price of the customized
book from what customers submitted (Figure 5.8). It is another CGI application in this
website. The customer will be allowed to add product to shopping cart if they are
satisfied with their selected contents and calculated price.
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Thai4you.com: Books.

From Figure 5.7, when users select to see the product in each category, it will lead
to this page that will show all the products in that category. Each product has
descriptive information. If the customers want to know deeper detail, they must click to
select for the specific product.
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Thai4you.com: Product.

Once the customers select to see detail on each specific product, it will lead to the
page that provides all detail information about the product. Moreover, there 1s some
information about the contents included in the product, example contents quoted from
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the preface, editorial review and customer reviews to help customers to make their
decisions. The customers who bought the product are allowed to give their own reviews.
Additionally, the website recommend other products that go well with the selected
products if the customers want to further their shopping. If the customer decides to buy
the product, they will click "add to shopping cart" button.
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Thai.com: Shopping Cart.

When the customers add the product to their shopping cart, the information will
be redirected to Thai.com. This is because Thai4you.com outsourced e-commerce
application to Thai.com. The next step is to check out the shopping cart or to continue
shopping.
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Thai.com: Login.

If the customers want to check out the shopping cart, they will be asked to log in

if they are the members of Thai.com, but if they are new customers, they will be asked
to register as a new member of Thai.com.
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Thai.com: Registration.

This is the registration page for Thai.corn's new customer. The customers must
give personal information and become a member of the website. Once finishing

registration process, the customers will be allowed to continue their purchasing process.
Moreover, becoming members with Thai.com, they will also be able to buy products
from all the shops located in Thai.com.
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Figure 5.15.
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Thai.com: Shipment Information.

After logging in, the customers continue the process of checking the shopping caii
out, they will be asked to give the shipment information. The shipment information
includes the shipping address, billing address, the method of shipment and infomrntion
for shipping confirmation.
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Figure 5.16.

Thai.com : Payment Gateway.

After giving information about shipment, it will lead to payment gateway page
which will require information about payment information including credit card billing
infom1ation and credit card information. This payment system is security guaranteed.
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Figure 5.17.

Thai.com: Order Processing Completed.

Once the customer finishes all the previous procedure, they will receive the e-mail
from Thai.com to acknowledge that Thai.com has successfully received the order, and
later they will get another e-mail as the delivery confirmation once Thai4you has
received the customer's order.
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VI.

FINANCIAL ANALYSIS

Projection Assumptions
In order to identify the selected target market customers, the company screened
those who are not primary target and secondary target by using immigration statistic on
visa classification types such as working permit visa, extended visa and tourist visa.
Then it predetermined that the target age identification will be set ranged from age 25
and above. Thus, those ages are assumed eligible for work and have credits. The
company uses actual statistic figures for the year 1999, 2000, and 2001 (4 months) as a
based year. Then, the new statistic for the year 2001 - 2006 is projected by using 2%
discounting method on the final figure. The result is shown as following:

Table 6.1.

Projection oflmmigration Arrivals Categorized by Language Used.

Native

1999

2000

2001F

2002F

2003F

2004F

2005F

2006F

English

23,018

25,266

27,732

30,438

33,409

36,670

40,249

44,177

Chinese

11,292

12,394

13,604

14,932

16,389

17,989

19,745

21,672

Japanese

10,505

11,531

12,656

13,892

15,247

16,736

18,369

20,162

The penetration rate for the above selected target figure will be used as
conservative figures ranged from 5% in year 2001 with the growth rate of 5% to 12.5%
in the following year. The result of the calculation is called number of transaction as
shown on Table 6.2.
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Table 6.2.

Projection of Transaction.

The company uses the based 2000 inflation of 2% as the start up year and no
growth for the year after. All figures are formulated in conjunction with the inflation
rate.
Following the assumption stated above, the summary of the financial projection is
shown on Table 6.3. The first revenue income would start to flow in on the 3rd month of
the year. The company would need a minimum of 3-months start-up period to put in
place facilities before the web starts to operate.
With the capital requirement mentioned above, the company would begin its norm
operation using its equity and other facilities for the start-up. Thus, there is no bank
financing such project until its proven profitability. Once the sale begins to flow in, the
cash management system will take over step on the operation control. As a matter of
fact, the company relies on the cash flow cycle from the operation to run the business.
The company maintains a minimum Baht 20,000 cash on hand and a month of working
capital required. The breakeven point of the company will be on the 3rd year of the
operation. The sale begins to triple in the 2nd year due to the growth in the Internet
shoppers and keeps the conservative growth rate about 10%-12% throughout the 4-ycar
period. In addition, the sale tremendously increases as a result of the introduction of
web based in Chinese language and Japanese language in the 211 d year and 3rd year,
respectively. Therefore, the return on investment and profit will increase slowly over
years.
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Table 6.3.

Profit & Loss Projection.

The completed financial projection is indicated in Appendix A (page 92).
Funding Requirement
The initial capital investment would be approximately Bht 1,200,000.00 to staii
up this small company. The capital expenditure for the first initial year and the
following year is at approximately Bht 344,500.00 and Bht 105,000.00, respectively.
Thus, the capital will be used mainly on the hardware, software, and office equipment.
There are also other investments on the year after as described in Table-5.l below. The
company may need to acquire credit facilities from local bank in term of overdraw
credit facilities in the amount of Bht 50,000.00 to help the company on the shmi-term
working capital. The company's main investment is to maintain a minimum human
resource which consists of about 30% of the total expenses.
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Table 6.4.

Capital Expenditure.

2002

2004

176,500

101,500

2006

25,000
37,500

150,000
101,500

351,500

37,500

Return of Investment
With an inse1iion of the future plan assumption in the 211 d year and the

3rd

Year,

the financial result, as shown on Table 6.3, has taken an impact that the revenue would
increase sharply. On the other hand, it would require a minimum amount of additional
investment since the future plan requires only a change in the contents' language which
will be discussed on the next section. The Internal Rate of Return ("IRR") for the
investment is above normal benchmark about 36.19%. Furthermore, the Net Present
Value ("NPV") for the 5-year projection is at Bht 2.26 million which is about 2 times of
the initial investment. The feasibility analysis shows that unless the project investment
would return a high profitability, the future plan is executes.
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VII.

FUTURE PLAN

Upon the successful operation as planned, to maintain revenue growth versus an
increase demand from customers, the company would expand its content-based
language. The company considers that there is an increasing number of Chinese and
Japanese people living and travelling in Thailand each year. To be able to reach these
new target opportunities, it would result in a better establishment and proven niches of
the company. The company aims to expand based contents to cover Chinese and
Japanese languages. These based contents will be launched in 2003 and 2004 for the
Chinese language and Japanese language, respectively. The result would bring a double
digits increased in sale revenue and a triple increased in the net profit margin.
The website offerings will also be changed because the company means to
provide enhanced values to the customers continually. For the product value, new
products will be added to the existing categories gradually. These products would come
from an in-house production and also book from various publishers. Moreover, as
mentioned on the target market expansion, there will be more products for Chinese and
Japanese speakers. According to the contents, the customers will have not only
alternatives to view contents in English, Chinese and Japanese, but they will also get
new and updated contents at Thai4u.com as it intends to be the best resource for
learning Thai language in cyberspace. For service value, the company expects to give a
better community environment to the audience to make them feel free to visit the
website constantly. Thus, many new functions will be combined to the existing ones,
and also increase interactivities with the customers by; for example, having a chat room
to communicate with the customers in real time, and personalized webpage for members
of the website.
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As stated in Team and alliance (page 50) and Operation strategy (page 68), though
the numbers of the personnel in the first year are just five people, by the year 2005, the
company can hire more up to fourteen people to be responsible in all operational units.
Moreover, the company aims to keep good relationships with the existing partners and
also create more partners in order to bring about mutual benefits. These partners include
the companies that could help about operation support like, and the website that shares
the same target market like travel websites such as Thailandeguide.com which is the
travel website having the 4 alternated language; Thai, English, Chinese and Japanese.
For the promotion strategy, because the website is planed to expand its target
audiences, it is very important that the company must inform the new target about its
own existence. Thus, the objective is to create awareness of the website to the new
target market by using same strategy by using different media vehicles such as
advertising in the magazine and newspaper for those Japanese or Chinese living in
Thailand. And for Public relations, the company must create the press conference to
inform the public about the new version of the website. Fmihennore, when the website
is recognized by the target markets, the objective of advertising will be changed from
emphasizing mainly to create website awareness to communicating the website's
benefits. This strategy is used to excite the customer's interest that would stress the
target market's needs in order to create desire. Additionally, the company will analyze
whether the media used are effective enough to reach large amount of target audiences.
If not, the company will search for the proper media as appropriated.

The company will always keep track of new technology and enviromnent that it
confronts in that period of time, and try to develop what is best for itself to bring the
best value to the customers.
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APPENDIX

A

FINANACIAL PROJECTION
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0
w

38.76

Total revenue

0.53%

0.17

Internet Expenses

-0.83
0.00
-0.83

33.18
38.76
5.58
-1.86
3.72

Total expenses

Total revenue

Net profit before tax

Income tax - 30%

Net Profit

9.60%

1.06

100.00%

9.77
0.43
0.25
0.50
0.53
0.61
0.41
12.50

Administrative expenses
Salary
Advertising expense
Entertainment & Traveling
Electric & water
Depreciation
Office rental
Miscellaneous
Total administrative expenses
1.89

1.01
0.03
0.03
0.10
0.07
0.12
0.05
1.39

29.44%
1.29%
0.75%
1.51%
1.60%
1.84%
1.23%
37.66%

20.69
0.50

0.03

0.47

1.06

0.34

0.72

Total cost of aood sold

62.34%1

61.82%

20.51

Direct variable cost

Cost of good sold

100.00%

20.60%

7.98

Other income

Sale

79.40%

Profit & Loss Statement.

30.78

Revenue

Table A.1.

0.22

0.00

0.22

0.82

1.68

-0.72

2.40

1.18
-0.35

11.50

9.10

2.48
0.12
0.06
0.10
0.13
0.12
0.10
3.12

5.98

0.04

5.94

11.50

2.26

9.24

8.14

6.96

4.62
4.84

2.16
0.08
0.05
0.10
0.11
0.12
0.09
2.72

4.25

0.03

4.21

8.14

1.62

6.53

1.59
0.07
0.04
0.10
0.09
0.12
0.07
2.08

2.54

0.03

2.51

4.84

0.98

3.87

1.83

-0.78

2.61

13.21

10.60

2.52
0.13
0.06
0.10
0.14
0.12
0.10
3.19

7.42

0.04

7.38

13.21

2.79

10.43

0

........

..j:::,.

Cash on hand
Beginning

cashflow.:atte(finaneln9}?\!Y1:i\ ";ifa

Capital

Capital expenditure
Investment for Hardware
Investment for Software
Office Equipment
Total capital expenditure

·•t\i~·:t:J&il~st

0.00

-0.11

0.00
0.12
0.01
0.12

0.01

0.00

-0.09

0.03
0.12
0.01
0.16

0.07

127
320.56

0.00

-0.09

0.03
0.12
0.01
0.16

0.07

133
320.56

0.00

-0.07

0.03
0.12
0.00
0.15

0.07

140
320.56

0.74

0.62

IRR

' ' '!'1' ;61r:~l

. o,74·1;r: ;•)fr:i0.62j;;. \i;((:{);51<•

0.00
0

NPV

;;("0.42.

0.51

2.26

%'(f{~;;

;.(\''(0~33

0.42

:;,;;;; \0'26''

0.33

0.00

-0.06

0.04
0.12
0.00
0.16

0.09

177
320.56

0.00

-0.05

0.05
0.12
0.00
0.17

0.11

212
320.56

0.00

-0.04

0.06
0.12
0.00
0.18

0.13

265
320.56

0;19

0.26

0.13

0.08

0.00

0.00

0.11
0.12
0.00
0.22

0.23

I

4661
320.56

1.20

0.18
0.03
0.15
0.35

0.00

0.02

-0.84

0.47
1.39
0.04
1.90

1.06

2,019
320.56

0.10
0.03
0.13

0.11

-0.35

-0.07

1.07

4.25
2.72
0.11
7.07

8.14

17,818
330.84

0.11

0.00

0.04

0.13

2.54
2.08
0.09
4.71

4.84

10,692
326.97

0.04
0.11

0.08

-0.72

-0.30

2.27

5.98
3.12
0.13
9.23

11.50

24,922
334.78

0.04
0.04

-0.78

-0.26

2.47

7.42
3.19
0.14
10.74

13.21

30,774
338.79

0.04

0.02

0.00

0.02

0.08

0.60

1.74
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0.00

-0.02

0.08
0.12
0.00
0.20

0.17

345
320.56

• 0;13·· .... ··-.o.os;' :t: :<0;04.::t:•. •No,021:; y;::;.0.02 ••Yc:;w:o2 :Y"' · · o;os: .::·•JJO:so:c-;: :::;;:;:1,74 ;s• .:;:1:3:13
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0.00

-0.07

0.04
0.12
0.00
0.15

0.08

154
320.56

···.o,14,-;:;:51w,:;.o;1~~::t114::1t•"IJ:11;~:t:: tt"!l,os.•;:01w0~:\lO;os*04imc:ll():o1;:;::::

1.20

1.20

•t;A lrt;i5:3;13

0.18
0.03
0.15
0.35

-1.86

Income tax expense

0.46
0.05
0.23
0.74

0.00

-0.59

Total Increase (decrease) on working capital

lnv~~tmgnt 8~tivitig~

-0.12

-0.11

5.11

Net cash surplus/( deficit) from operation

0.00

0.00
0.12
0.01
0.12

0.00
0.12
0.01
0.12

20.65
12.50
0.51
33.65

0.01

Q12grgtiag ~i!~b Q~t flQw
COG
S&A
Less: Depreciation
Total operating cash out flow

0.01

38.76

Total revenue from cash inflow

Q1uu:gti!Jg ~g~h in t12w

I

Cash Flow Statement.

No. of transaction
Charge per transaction (Bahl)

Table A.2.
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21.000

20,000

6,000
«l,000

32,500

3,000

390,000

2,500

12.000
2,500

Toto!

30,000

PqrUnit

Assumption.

Cost of Good Sold Assumptions
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Table A.3.

573.50
258.08

286.60
128.97

2,537

2,537

Year 1

573.50
258.08

266.60
128.97

2,537

Z,537

57350
25808

286.60
128.97

2,537

2,537

57350
25608

266.60
128.97

5.00%
127

2,537

2,537

573.50

5.25%
133

2,537

2,537

5.51%
140

2,537

2,537

57350

286.60
126.97

S.06%
154

2,537

2.537

2003F 1 2004F 1 2005F r
33A09 \ 36,670 I 40,Z49 \
15.247 I 16,736 I 18.369 I
16,389 I 11,989 J 19.745 I

Month2 Month3 Month4 Month5 Month6 Month7

1 2000 1 m1F 1 2002F 1
23.0111 I 25.ZSS \ 27,732 \ 30A36l
10,5051 11,531 I 12.656 ! 13.892 I
1i.292 I 1z.394 I 13.604 I 14.9_32 L

,999

11,200
33.550

1,350

21,000

3.000
20.000

150,000
4,000

12.000
2.50-0

5,000

150,000

Month1

573.50
25808

286.60
128.97

6.97%
177

2,537

2,537

2006F
44,177
20.162
21,612

Month8

573.50
258.08

286.60
128.97

8.37%

2.537

2,537

Month9

573.50
258.05

266.60
128.97

10.46%
265

2.537

2.537

Month10

57350
25808

286.60
128.97

2.537

2,537

Month11

573.50
258.08

286.60
128.97

18.36%
466

2,537

2,537

Month12
12

584.97

292.33
131,55

25.70%
10.692

6,195
-41,SO<I

33.'"9

11.424
34,221

1,377

21.420

15,000

90,000

Year 2
2003
12

29818

28.27%
17.818

63,027

17,969

8,368

36,670
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21,l'Wtl

20,000

3,000

4,000

7,500

90,000

Ye<ir 3
2004
12

2&115

58701

31.80%
24,922

40.249
16.369
19.745
78,363

11.886
35,604

1.433

22,285

37.500

12.000

5,000

00.000

Year 4
2005
12

588.03
264.61

310.23
139.60

35,78%
30,774

44.177
20,162
Z1.S7Z
66,011

12,123
36 316

1,461

22.731

37,500

Year 5
2006

0
0\

.......
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Coslperlransaetion

Products
-Digita!order
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·Hard Copied order
Tota!OirectVanab!eExpenses

-

·Books
-Tape
·CR- ROM

OirectV11riableExpens.es
Crod1teardf....,s
DelN-eryco$t

Inflation Rate

Operating Expenses

·Advertising-(Banner)
-DelN-eryreceN-able

-Hard Copied order
Charae per Tranuction (Generic)

-CotomixedProduct
-Oigit.alQfder

Total Transaction
·Books
-Tape
-CR-ROM

-Digital order
-Hard Copied order

- Cutomi;i:ed Product

·Othern

·CR· ROM

-Books
·Tape

Rovenll<i>
No.ofTn:msaciion

Operation Plan Assumption

,,.

80.00

2%

2.500

40.00%

30.00%
25.00%
15.00%
10.00%
20.00%

20 00

"'

200

2.540

500

1,500

PerUnit

42.86%
57.14%
100.00%
30%

1.00

7.500
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10,000

10.000

20.00%
12.00%
8.00%

20.00%
12.00%
8.00%
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25.00%
15.00%
10.00%

105.00

10.00
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200.00

150.00

508.00
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15.00%
10.00%

7.500

15.00%
10.00%
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12.00%
6.00%
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508.00
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10.00
150.00
200.00

150.00

66.67%
33.33%
100.00%

Year 1
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4.907
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4.349
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10.000
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12.00%
8.00%

10.00%

25,00%

"'

105.00

10.00
150.00
200.00

150.00
00.00
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20.97
13.98
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30.767

944
9.375
5.152
8.592
4,566
799

,,00

LOO
12.500
11.719
24.219
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32,327
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9,644
5.410
9.021
4.795

12.500
12.305
24.805

5.00

16.78
11.19
320.56
49.576

41.95

34.96

19.98
13.32

12.00%
8.00%

33.29

15.98
10,65
320.56
47,215

150.00

150.00
60.00

508.00

831
738
35.559

1,091
10,828
5.951
9.924
5.274

15.000
13.535
28.535

12.30
320.56
54,534

18.46

46,14
38.45
23.07
15.38

12.00%
8.00%

30.00%
25.00% 25.00%
15.00% 15.00%
10.00% 10.00%

105.00

10.00
150.00

150.00
60,00

508.00
228.60

39,95

8.00%

30.00%
25.00%
15.00%
10.00%
20.00%
12.00%

105.00

10.00
150.00
200.00

150.00
60.00

506.00
226.60

Month2 Monlh3 Month4 MonthS Month5 Month7

10.00
150.00
200.00

508.00
228.Gtl

Month1

5906%
709%
19.69%
7.09%
709%
100,00%
45.00%

Total

Assumption (Continued).

Cutoml:i:od Pl'Qducts
(Cutomlzed Book with 20 chapter-s)
Customized Books per chapter (Digital)
Customized Books per chaptM (Hard Copied)

Weight Average Price Others
Co!>tperlransacl!on

Thai Map
Thai Alphabet: Pootcrs

°'""~

ThaiLanguagetoolKitforMAC
Thai typing tutor
Thai Cooking CO Roms
Weight Average Pnee CD-ROM
Cost per tmn~Ollction

So So!Mputra Dictionary CD-ROM

CourageSol'twarc:i 1.1

CO-ROM

Table A.3.

40.893

"'

955

11.412
6.065
1.061

'"'"

1,254
12.452

1.00

15,000
15.565
30.565

6.00

21.23
14.15
320.56
62.714

'4.22
26.53
17.69

53.06

12.00%

177
30.00%
25.00%
15.00%
10.00%

105.00

150.00

150.00

508.00
228.60

Month8

1,146
1.019
49.072

1.505
14.943
8.212
13.695
7.278
1.274

7.00
LOO
17,500
18.679
36.179

25.47
16.98
320.56
75,257

21.23

63.66
53.00

12.00%
8.00%

212
30.00%
25.00%
15.00%
10.00%

105.00

150.00
200.00

150.00

506.00
221J60

Mon!119

1.433
1.274
61.340

1.6e1
18.679
10.266
17.118
9.098
1.592

1.863
1.656
79.742

2.446
24.282
13.345
22.254
11.827
2.070

1.00

20,000
30,353
50.353

'"

8.00

1.00
17,500
23.348
40.648

4139
27.59
320.56
122,292

103.48
86.2'
51.74

'"

30.00%
25.00%
15.00%
10.00%
20.00%
12.00%
6.00%

105.00

10.00
150.00
200.00

150.00

506.00
226.60

Month11

31.64
21.23
320.56
94.071

26.53

79.60

12.00%

265
30.00%
25.00%
15.00%

105.00

10.00
150.00
20000

150.00

506.00
228.60

Month10

2.514
2.235
107.651

3.302
32.78\
18.016
30.042
15.967
2,794

20.000
40,976
60,976

6.00

37.25
320.56
165.094

'6.56

139.69
116.41
69.85

•66
30.00%
25.00%
15.00%
10.00%
20.00%
12.00%
8.00%

105.00

10.00
150.00
200.00

150.00

"""

506.00

Month12

58,893
52,349
2.506.336

77,336
752.735
421,966
703,645
373.970
65.437

1.02

14.00
6,00
35,000
940,919
975.919

1.283.07
655.38
326.97
3.800,813

3.207.68
2.673.06
1.603.64
1.069.23

10,692
30.00%
25.00%
15.00%
10.00%
20.00%
12.00%
8.00%

107.10

10.20
153.00
20<00

153.00
61.20

518.16
233.17

Year 2
2003

100.103
88.980
4,212.682

130,500
1.254,369
717,237
1.174,614
635,653
111,225

50.000
1.567.961
1.617.961

20.00

2.138.13
1,425.42
330.64
6,525.018

5.345.32
4.454.43
2.672.66
1.781.77

12.00%
8.00%

20.00%

17,618
30.00%
25.00%
15.00%
10.00%

109.24

10.40
156.06
206.06

156.06
62.42

528.52
237.64

Year 3
2004

142.818
126.950
5.943.870

184,853
1,754,535
1.023,292
1,645,839
906,896
158,687

LOG

2.00%

65.000
2.193.168
2,258,168

26.00

2,990.68
1,993.79
334.78
9.242.670

7,476.71
6.230.59
3.738.36
2.492.24

24,922
30.00%
25.00%
15.00%
10.00%
20.00%
12,00%
8.00%

111.43

10.61
159.18
212_24

159.18

539.09
242.59

Year 4
2005

179.879
159.692
7.381.535

208.521
2.166.500
1.288.833
2.035.813
1.142.231
199.866

2.00%
1.08

2.708.124
2,788.124

an.ooo

32.00

3,692.90
2.461.93
338.79
10.426.056

9.232.24
7.693.54
4.616.12
3.on.41

30.n4
30.00%
25.00%
15.00%
10.00%
20.00%
12.00%
8.00%

10.82
162.36
216.49

"'·"

162.36

549.88
247.44

Yoar 5
2005

.......

-...)

0

12
10,000
8,000
2.00%
1.50%
1.25%
2.50%
2.00%

forAdmin~Exoense

Year
Facility rental
Utilities
Communication expense
Entertainment
Vehicle expenses
Misc. expense
Inflation

Assumotion

Total

120,000
96,000
20,160
15, 120
12,600
25,200
1,297,080

1,008,000

Administrative Expenses.

Salary
Bonus
Facility rental
Utilities
Communication expenses
Entertainment
Vehicle expenses
Misc. expense

Table A.4.

months
per month
per month
of salary
of salary
of salary
of salary
per year

1,472, 160
122,680
120,000
97,920
29,443
22,082
18,402
36,804
1,919,492
1,996,003
166,334
122,400
99,878
39,920
29,940
24,950
49,900
2,529,325

2,293,741
191,145
122,400
101,876
45,875
34,406
28,672
57,344
2,875,458
2,325,767
193,814
124,848
103,913
46,515
34,887
29,072
58,144
2,916,961

00

0

,_..

1
1
1
2
1
1
2
1
1
1
1
1
14

Number of Staff Members.

Managing Director
Business Development
Fin & Account
Marketing Executive
Public Relation Officer
Chief Content Editor
Content Editor
Web Designer
Supply Chain Manager
Administrative officer
Customer service
Programmer
Total

Table A.5.

25,000
15,000
15,000
12,000
12,000
15,000
10,000
15,000
10,000
9,000
9,000
14,000
161,000
1
1
0
0
0
1
0
1
0
0
0
1
5

8

1
1
1
1
0
1
1
1
0
0
0
1

1
1
1
1
1
1
2
1
1
1
0
1
12
1
1
1
2
1
1
2
1
1
1
1
1
14

1
1
1
2
1
1
2
1
1
1
1
1
14

0
\.0

........

1
1
1
2
1
1
2
1
1
1
1
1
14

25,000
15,000
15,000
12,000
12,000
15,000
10,000
15,000
10,000
9,000
9,000
14,000
161,000

Expenses for Staffs Salary per Year.

Managing Director
Business Development
Fin & Account
Marketing Executive
Public Relation Officer
Chief Content Editor
Content Editor
Web Designer
Supply Chain Manager
Administrative officer
Customer service
R & D Officers
Total

Table A 6.

168,000
1,008,000

-

-

180,000

-

180,000

-

-

-

300,000
180,000

171,360
1,472,160

-

183,600
120,000
183,600

-

306,000
183,600
180,000
144,000

174,787
1,996,003

-

312,120
187,272
183,600
146,880
144,000
187,272
244,800
187,272
120,000
108,000

318,362
191,017
187,272
299,635
146,880
191,017
249,696
191,017
122,400
110,160
108,000
178,283
2,293,741

324,730
194,838
191,017
305,628
149,818
194,838
254,690
194,838
124,848
112,363
110, 160
168,000
2,325,767

~I

1
2
3

1
2
3

1
2
3
4
5
6
7

Harware list

Investment Plan

Table A.7.

Internet

credit ca rd fee

Thai.com

Internet connection
Domain name registration
Web hosting

I

Office processor
Web Design Studio
Others

Software programs

PC
UPS 800 VA
Laser Printer (Network)
Modem
Fixed Investment
Telephone Initializing
Scaner

Software
Office processor
Web Design Studio
Others

~f~R1~tiS?~~

Hardware
PC
UPS 800VA
Laser Printer (Network)
Modem
Fixed Investment
Scaner
Telephone lnitializino

I

I

3.000.00
20,000.00
2.000.00

30,000.00
2,500.00
12,000.00
2,500.00
150,000.00
4,000.00
1.500.00

I

2%1

per transaction I

21,000
1,350
11,200

per year

3,000
20,000
2,000

30,000
2,500
12,000
2,500
150,000
1,500
4,000

Price Per Unit

Investment Costs.

2
2
2

~I

13
13
2
1
1
1
2

5
2

1

I

1

I

1

I

1

I

1

I

1

I

1

I

1

I

1

I

1

I

1

I

1

I

3
6

12

I

1;

I

I
0.25

2
2

12

I

I

0.25

12

........
........
........

23,018
10,505
11,292

1999

11,292

3,415
7,877

11,292

25,266
11,531
12,394

2000

12,394

3,825
8,823
253

12,647

11,531

3,558
8,208
235

11,766

25,266

27,732
12,656
13,604

2001F

13,604

4,198
9,684
278

13,882

12,656

3,906
9,009
258

12,915

27,732

8,558
19,740
566

28,298

12.00%

2001F

30,438
13,892
14,932

2002F

14,932

4,608
10,629
305

15,237

13,892

4,287
9,888
284

14,175

30,438

9,393
21,667
621

31,060

12.00%

2002F

33,409
15,247
16,389

2003F

16,389

5,058
11,666
334

16,724

15,247

4,705
10,853
311

15,559

33,409

10,310
23,781
682

34,091

12.00%

2003F

Source: Tourist Authority of Thailand, Thailand Tourism Statistic 2000 (For the total figures)

English
Japanese
Chinese

Native

No of Chinese

25-34
35-Above
Churn Rate

Chinese

10,505

3,177
7,328

No of Japanese

10,505

25-34
35-Above
Churn Rate

23,018

Japanese

No Of English

6,961
16,057

25-34
35-Above
Churn Rate

7,797
17,985
516

25,781

23,018

English

2000*
12.01%

1999*

Immigration Statistic of Long Stayed Foreigners.

Growth

Native

Table A.8.

36,670
16,736
17,989

2004F

17,989

5,551
12,805
367

18,356

16,736

5,164
11,913
342

17,077

36,670

11,316
26,102
748

37,418

12.00%

2004F

40,249
18,369
19,745

2005F

19,745

6,093
14,055
403

20,148

18,369

5,668
13,075
375

18,744

40,249

12,420
28,650
821

41,070

12.00%

2005F

44,177
20,162
21,672

2006F

21,672

6,688
15,426
442

22, 114

20,162

6,222
14,352
411

20,573

44,177

13,633
31,446
902

45,079

12.00%

2006F
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