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ABSTRACT

This project, the possibility of the music business through the Internet, is to study
the possibility of the music business to be run through the Internet, to study the Internet
users' behavior, identify the factors that will make it success and also identify the
problems and constraints in music business through the Internet.
The survey instruments of this project are questionnaires. The target group of this
website is the group of 15-30 years old who are the Internet users. Our sample group is
400 Internet users who live in Bangkok area. The limitation of this project is we can not
define the population of the Internet users in Bangkok, because this information is
confidential for each Internet Service Provider Company.
After studying this project, we will know whether there is a possibility of music
business through the Internet or not. The results of this project also provide us the
information of the Internet users' behavior, identify the factors that will make this
success and find out the problems and constraints in this business. So anyone who is
interested in this type of business can use the result to prepare, to solve and to cope with
problems and constraints. They can use this to fulfill the customer satisfaction in order
to be successful in this business.
The result shows that the most of the respondents are interested in this type of
business. There are possibilities for the music business through the Internet in Thailand.
There are also some problems and constraints to be solved. Most of them are the anxiety
of the Internet users such as they don't see the goods before buying, the worry that the
goods may not look like what is ordered and the problem of security.
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I.

1.1

INTRODUCTION

Significance of the Project

In present day, the entertainment business is very attractive, especially the music
business. The reason is that now people have more stress and they want to relax
themselves, music is the good choice for everyone.
In the past, there were plenty of music companies. Many of them are small
companies called "INDY". But if we look in the market now, they are all gone. The
companies that are in the market now mostly are the big companies and they have been
in the market for a long time such as GRAMMY, R.S. Promotion and Music Train. The
main reason for this is the high promotion cost such as TV, radio, magazine and
newspaper. The small company couldn't cope with this cost so they have to leave the
market. So customers don't have many choices as in the past.
Noise Maker is established by young people who want customers to have more
choices. And because of a little amount of the money for investment, Noise Maker has
to find out how to solve this problem. Internet is the answer for this because of it's low
cost. Noise Maker decide to run business only on the Internet, target group is the
Internet users aged between 15-30 years old. This is the new choice for the music
market, an alternative for people who are looking for new style of music with good
quality that was never heard before in the music market.
This research project is conducted to study the possibility for not only Noise
Maker but also for anyone who wants to run music business on the Internet, it also
studies the behavior of the Internet users and identify the factors that will make
company success through the Internet. Problems and constraints will be identified in

advance, so they can solve and cope with them. The most important is that the result
and recommendations of this research can be used to fulfill the customer satisfaction.
1.2

Objective of the Project
The objectives of this research project are as follows:
(1)

To study the possibility of the music business through the Internet

111

Thailand.
(2)

To study the behavior of the Internet users and identify the Factors that will
make the music business success on the Internet.

(3)

To identify the problems and constraints in music business through the
Internet.

1.3

Scope of the Project
The scope of this project covers the KSC Internet users whose age is between 15-

30 years old, only in Bangkok area.
1.4

Deliverables of the Project
The deliverable and benefits of this project are as follows:
(1)

The management will know the possibility of the music business on the
Internet in Thailand.

(2)

Company will know the behavior of the Internet users.

(3)

The factors that will make the music business success through the Internet,
will be identified.

(4)

The management will know the problems and constraints in this business so
they can prepare to solve and cope with the problems.

(5)

The result and recommendations of this research can be used to fulfill the
customer satisfaction in order to be success in this business.
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1.5

Hypotheses

This project is to study the possibility of the music business through the Internet,
identify the factors that will make music business success and identify the problems and
constraints that will be faced. There are 4 hypotheses as follows:
First

The College Student is the first priority occupation who is
interested in music web site.

Second

The lack of credit card is the first reason why respondents don't
buy from the Internet.

Third

The respondents with an mcome more than 20,000 Bahts per
month is the majority group who ever bought product through
the Internet.

Forth

Television is the most influential media for the respondents.

3

II.
2.1

LITERATURE REVIEW

Changing Paradigm of Business

Electronic commerce, or e-commerce, is changing the way in which consumers,
merchants, and businesses interact. E-commerce provides consumers the ability to bank,
invest, purchase, distribute, communicate, explore, and research from home, work,
cafes, bookstores, airports, conferences, hotel rooms, or virtually anywhere an Internet
connection can be had. Perhaps more important for consumers is that the dizzying array
of products and services offered over the Internet is in a form very close to that of free
market competition. Without the imposition of political boundaries and geographic
distances, it is as easy to do business with a remotely located specialty book store as it is
with the local superstore bookstore. Retail businesses are able to increase sales with a
presence on the Internet. One benefit of e-commerce is that the store is effectively open
24 hours a day, 7 days a week. Furthermore, staff need not be awake and "in the store"
to receive orders and process payments. Orders can be processed online in real time, or
off-line in batch processes. Since e-commerce is not constrained by geography, local
shops can compete with national and multinational companies for consumers located
anywhere in the world.
E-commerce is impacting non-retailing businesses m significant but often less
visible ways. In spite of the hype surrounding e-commerce for consumer products and
services, the market that will have the most significant impact on e-commerce will be
the horizontal market for business-to-business commerce. This market includes all
aspects of using networked computers for business purposes including office
automation, electronic mail, corporate Intranets, Extranets, and Web and EDI systems
for document exchange and purchasing. E-commerce has become synonymous with
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Internet-based commerce. Before the Internet became a medium for business, Electronic
Data Interchange (EDI) systems were purchased at great cost to exchange data over
proprietary networks. Barriers erected by expensive proprietary networks known as
value-added networks (VANs) and one-of a-kind EDI systems have now fallen to the
Internet. Internet based EDI allows businesses to compete on equal footing with larger
compames.
Three growth areas in e-commerce are in banking, investing, and inter-business
commerce. The growth potential in these areas is examined next in this chapter.
Security mechanisms currently in place and taken for granted in most forms of
commerce are only now being developed for e-commerce. While many forms of
commerce use relatively inexpensive security checks to discourage fraud, the
technology developed for on-line commerce must be extremely vigilant to prevent and
discourage security violations. The very nature of computing has the ability to amplify
many folds the effects of a simple error in securing e-commerce software to large-scale
fraud, theft, or security intrusions. For example, most diners are not too concerned about
the possibility of a waiter keeping an imprint of their credit card number. Similarly most
of us feel comfortable to give our credit card numbers over the phone to a merchant
operator when using the phone for commercial transactions. Why should e-commerce
be any different? The answer lies in the scale by which fraud or theft can be perpetrated
by flaws in the software systems that make e-commerce possible. A simple error in
configuring a commerce site's Web server can lead to the compromise of thousands of
credit card numbers, which can be quickly distributed widely. Dumpster diving for
credit card numbers does not concern banks too much, while large-scale fraud and theft
do.

5

To drive home the seriousness of security issues in Internet commerce, several
case studies of real security and privacy intrusions are presented. The point of these case
studies is not to cause concern about the problem, but to provide evidence of the
seriousness of the situation. Even while this study was being done, several new high
profile security violations have hit the headlines of major newspapers. Most newspapers
carry at least one "failure in e-commerce security" piece a week. As the pace of ecommerce grows and the software used to implement e-commerce functions becomes
more complex, the number of expected failures in security would only rise.
2.2

What Is E-Commerce?
One possible definition of electronic commerce would be: "any form of business

transaction in which the parties interact electronically rather than by physical exchanges
or direct physical contact". However, while accurate, such a definition hardly captures
the spirit of electronic commerce, which in practice is far better viewed as one of those
rare cases where changing needs and new technologies come together to revolutionize
the way in which business is conducted.
Modem business is characterized by ever-increasing supply capabilities, everincreasing global competition, and ever-increasing customer expectations. In response,
businesses throughout the world are changing both their organizations and their
operations. They are lowering the barriers between the company and its customers and
suppliers. Business processes are being re-designed so that they cross these old
boundaries. We now see many examples of processes that span the entire company and
even processes that are jointly owned and operated by the company and its customers or
suppliers.
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Electronic commerce is a means of enabling and supporting such changes on a
global scale. It enables companies to be more efficient and flexible in their internal
operations, to work more closely with their suppliers, and to be more responsive to the
needs and expectations of their customers. It allows companies to select the best
suppliers regardless of their geographical location and to sell to a global market.
One special case of electronic commerce is electronic trading, in which a supplier
provides goods or services to a customer in return for payment. A special case of
electronic trading is electronic retailing, where the customer is an ordinary consumer
rather than another company. However, while these special cases are of considerable
economic importance, they are just particular examples of the more general case of any
form of business operation or transaction conducted via electronic media. Other equally
valid examples include internal transactions within a single company or provision of
information to an external organization without charge.
Electronic commerce is technology for change. Companies that choose to regard it
only as an "add on" to their existing ways of doing business will gain only limited
benefit. The major benefits will accrue to those companies that are willing to change
their organizations and business processes to fully exploit the opportunities offered by
electronic commerce.
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between $300,000 and $700,000 annually for each process. In the first 18 months the
Intranet was in service, the company documented savings of over $1 million.
Although replacing the reams of paper work generated every day to support daily
business functions is appealing; the real benefit of office automation is the reduction in
processing costs and the speed with which forms can be processed. Corporate Intranets
are now supporting the back-office administrate functions using familiar Web client
interfaces that already exist on everyone's desktop machine. Employees who need to fill
out an expense form, for example, can simply point their browsers at the appropriate
link on a corporate server. Once filled out on screen, the form is sent back to the server
and either processed immediately or stored in a database for further processing in batch
jobs. Major corporations that are seeking to reduce the costs of bureaucracy and
improve the efficiency of processing forms essential to business functions are
embracing this simple idea. The idea has spread outside company Intranets into the
horizontal market for businesses. There is even a new buzzword for this activityextranets. Extranets are an extension of local area networks (LANs) over the Internet.
This permits one company to share its systems over geographically distributed groups
or with other companies very cheaply, albeit with some risk. In addition to seeking
more efficient ways for conducting business over the Internet, companies that do large
volumes of business with other companies are also trying to make the process of finding
suppliers of products and services more competitive.
When EDI first emerged, business transactions were conducted on VAN s, which
connect groups within a company or different companies, in some cases, over a private
network. The entry costs for establishing an EDI system over a VAN have been too
high for small to midrange businesses. The emergence of EDI over the Internet is now
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reducing the entry costs significantly and radically affecting the growth of EDI. Using
the Internet and ... the Web as the vehicle of commerce, smaller companies can connect
with large companies anywhere and exchange documents electronically.
Another burgeoning market will be the vertical market that connects businesses to
consumers. The vertical market and an infrastructure will enable consumers to purchase
products

and

services

from

their

home

computers.

Consider

Amazon.com

(www.amazon.com), an Internet-based company that has captured a large market share
of all books being sold on the Internet. Amazon.com offers a catalog of over 2 million
books online to buyers anywhere for sale anytime.Amazon.com is able to leverage the
Internet's capabilities in reducing or eliminating cost that other "physical" bookstores
incur. For example, Amazon.com incurs almost no direct warehousing, sales, or rental
cost for books because its automated order processing links the buyer directly to the
wholesalers, who ship books from the warehouses directly to the buyers. The savings in
warehousing overhead are passed on to consumer, who in turn drives the growth of
Amazon's business. Amazon has posted an amazing 35 percent monthly sales growth.
Another online success story is Auto-By-Tel (~ritobytel.com). Auto-By-Tel
generates roughly $2 billion annually in sales (Kambil 1997). Auto-By-Tel serves as a
hassle tree broker between consumers and dealerships. Consumers are able to specify
their desired car in exacting details on a Web-based form. Auto-By-Tel forwards this
data on to a dealership near the client. The dealer is able to quote an "aggressive" price
over the phone because of the group sales commanded by Auto-By-Tel. The consumer
is assured that the dealer will stick to the quoted price, and the purchasing process is
therefore simplified. The legwork for researching cars is performed over the Web by
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consumers, while the negotiation process is also performed on the Web and phone,
before the final details are penned in person.
Cyber malls, which are electronic stores for businesses that wish to provide their
product on the Internet, experienced a brief rise in the media spotlight but have faded on
security Cyber malls were launched by larger organizations such as AT&T to provide
the front-end Web and back-end transaction processing infrastructure for smaller
companies wishing to participate in e-commerce without dealing with the hassles of
setting up a site on the Net. AT&T went as far as to declare that it will indemnify losses
to these companies because of potential problems in the infrastructure. Although
providing the infrastructure for smaller businesses to get involved is a good idea, the
market just was not there in 1996 for the small businesses. Like other fads firm the past,
this one may well resurrect itself sometime in the near future.
(Intellectual property such as documents, news articles, video clips, and other
digital assets.) The idea is that with a system for charging small amounts, consumers
will be willing to pay for intellectual property and its owners can earn dividends
through volume sales. Cybercash Inc. of Reston, Virginia, (wwwc<i:ercash.com) has
...//¢

implemented a micropayments system for making payments. From consumer electronic
wallets to businesses on the Internet. In the process of brokering the transaction for the
merchant selling, the consumer, and the bank which the funds are drawn, Cybercash
makes a few cents on the dollar for every transaction. As in a credit card transaction, the
consumer does not see the charge. Unlike with traditional credit card transactions, the
merchant never sees the credit card number, nor does Cybercash, the brokering agent.
Ultimately, the growth of e-commerce in both horizontal and vertical markets will be
influenced by the standardization of protocols and document formats.

11

St. Gabriel's Library
2.4

Categories of E-commerce
E-commerce can be sub-divided into four distinct categories:
( 1)

Business-Business

(2)

Business-Consumer

(3)

Business-Administration

(4)

Consumer-Administration

An example in the business-business category would be a company that uses a
network for ordering from its suppliers, receiving invoices and making payments. This
category of electronic commerce has been well established for several years,
particularly using Electronic Data Interchange (EDI) over private or value-added
networks.
The Business-Consumer category largely equates to electronic retailing. This
category has expanded greatly with the advent of the World Wide Web. There are now
shopping malls all over the Internet offering all manner of consumer goods, from cakes
and wine to computers and motor cars.
The Business-Administration category covers all transactions between companies
and government organizations. For example, in the USA the details of forthcoming
government procurements are publicized over the Internet and companies can respond
electronically. Currently this category is in its infancy, but it could expand quite rapidly
as governments use their own operations to promote awareness and growth of electronic
commerce. In addition to public procurement, administrations may also offer the option
of electronic interchange for such transactions as VAT returns and the payment of
corporate taxes. The consumer-administration category has not yet emerged. However,
in the wake of a growth of both the business-consumer and business-administration
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categories, governments may extend electronic interaction to such areas as welfare
payments and self-assessed tax returns.
2.5

Impact of E-Commerce

E-commerce is not some futuristic dream. It's happening now, with many wellestablished success stories. It's happening world-wide - while the USA, Japan and
Europe are leading the way, electronic commerce is essentially global in both concept
and realization. It's happening fast. And, with the maturing of EDI and the rapid growth
of Internet and the World Wide Web, it's accelerating.
The impact of electronic commerce will be pervasive, both on companies and on
society as a whole. For those companies that fully exploit it's potential, electronic
commerce offers the possibility of breakpoint changes - changes that so radically alter
customer expectations that they re-define the market or create entirely new markets. All
other companies, including those that try to ignore the new technologies, will then be
impacted by these changes in markets and customer expectations. Equally, individual
members of society will be presented with entirely new ways of purchasing goods,
accessing information and services, and interacting with branches of government.
Choice will be greatly extended, and restrictions of geography and time eliminated. The
overall impact on lifestyle could well be comparable to, say, that of the growth in car
ownership or the spread of the telephone.
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2.6

The Scope of E-Commerce

Electronic Commerce as a general concept covers any form of business
transaction that is conducted electronically, using telecommunications networks. Such
transactions occur between companies, between companies and their customers or
between companies and public administrations.
Electronic Commerce encompasses a broad range of activities. The core
component is addressing the commercial transaction cycle. Electronic Commerce
includes electronic trading of physical goods and services and of electronic material.
Upstream and downstream of the transactions also include the advertising and
promotion of products and services, the facilitation of contacts between traders, the
provision of market intelligence, pre- and post-sales support, electronic procurement .
and support for shared business processes.
The whole of the commercial transaction, including ordering, transport and
delivery, the invoicing and payment cycle can be supported electronically. Dealing with
public authorities electronically for customs and tax affairs, and in statistics is already
well developed. However, a number of issues such as security, IPR protection, legal
questions and procedures still have to be addressed as part of the electronic commerce
business environment.
A distinction should be made between electronic trading of physical goods and
services and electronic trading of information-based contents that can be delivered
directly through the network (images, voice, text, software ... ).
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The electronic trading of physical goods and services represents an evolution of
present ways of trading, capitalizing on new possibilities offered by technology to
improve efficiency in terms of lower costs, effectiveness in terms of widening market
potential and better meeting customers' needs as well as providing a means for enhanced
product and service innovation, notably through customer-supplier interaction . This
form of electronic commerce is expected to have a great impact on competitiveness and
a limited impact on employment.
The trading of electronic material (software, video, music, images, multimedia
works, games, etc.) represents a revolutionary new way of trading, for which the full
commercial transaction cycle can be conducted simultaneously via the same network
(including delivery), implying specific requirements regarding the proper integration of
payment, IPR control, etc. Depending on the solutions that will be successful in the
market place, traded "electronic goods" could create totally new markets and
revolutionize some industries (such as publishing). This highly innovative form of
electronic commerce is expected to have an important impact on competitiveness and
create employment.
Market intelligence such as information on specific markets and countries (market
opportunities, business framework, applicable regulations to specific products and
services), market surveys and automatic generation of marketing statistics can all be
provided electronically and improve the commercial environment, though a number of
issues such as privacy need to be addressed.
Contacts between companies can be facilitated by on-line business directories and
it can also improve national and regional information relay centers. Contact between
companies and consumers can be supported by various means, including on-line
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advertising and shopping malls. Companies can provide detailed information on their
products and services, including technical specification, guidance on use and answers to
common questions, supported by comprehensive navigation and search facilities.
Over recent years, efforts to improve business efficiency and responsiveness have
increasingly resulted in a "blurring" of the boundaries between interacting companies
and customers. Business processes then cross company boundaries, with each company
carrying out its own parts of those shared processes. An extreme example occurs with
the "virtual enterprise", where each participating company playing its own role in a
closely co-operating network of companies addressing a particular market opportunity.
Where companies can jointly form a single virtual enterprise which addresses
anything from production of goods and services to distribution and sales, it can be
expected that major shifts will happen in the structure of the industries involved. An
example of this is the expected impact of Tele-shopping (i.e. the possibility to partially
by-pass the distribution chain) on the balance of power between consumer goods
producers and the retail chain. In this case the traditional boundaries between
manufacturing and distribution sectors are becoming less important. Another example
of a structural change is observed in the health care industry where electronic commerce
is a critical enabling factor for healthcare management companies (HMCs); to become
major new intermediaries in the market (between health care providers such as doctors,
major health care purchasers, pharmaceutical industry, government agencies).
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In this case electronic commerce means the electronic exchange of health carerelated information between market players. These HMCs are now so important that
recently a process of vertical integration in the pharmaceutical industry started by
manufacturers acquiring healthcare companies in order to get access to their huge
information databases.
Potentially, electronic commerce can provide comprehensive support for shared
business processes, regardless of their nature and regardless of the participants being
separated by geography and time( zone). (Indeed, it could be argued that such shared
business processes are the most general form of electronic commerce and that the other
facets identified above are simply special cases of this general form).
The reasoning and examples above reinforce the argument that electronic
commerce is a phenomenon that should be considered from the point of view of several
policies and several market sectors.
2.7

Supplier Opportunities and Customer Benefits
Electronic commerce offers several opportunities to suppliers and commensurate

benefits to customers. These include:
2.7.1 Global Presence/ Global Choice
The boundaries of electronic commerce are not defined by geography or national
borders, but rather by the coverage of computer networks. Since the most important
networks are global in scope, electronic commerce enables even the smallest suppliers
to achieve a global presence and to conduct business world-wide.
The corresponding customer benefit is global choice - a customer can select from
all potential suppliers of a required product or service, regardless of their geographical
location.
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2. 7.2 Improved Competitiveness I Quality of Service
Electronic commerce enables suppliers to improve competitiveness by becoming
"closer to the customer". As a simple example, many companies are employing
electronic commerce technology to offer improved levels of pre-and post-sales support,
with increased levels of product information, guidance on product use, and rapid
response to customer enquiries. The corresponding customer benefit is improved quality
of service.
2.7.3 Mass Customization I Personalize Product and Service
With electronic interaction, suppliers are able to gather detailed information on
the needs of each individual customer and automatically tailor products and services
to those individual needs. This results in customized products comparable to those
offered by specialized suppliers but at mass market prices. One simple example is an
on-line magazine that is tailored for the individual reader on each access to emphasize
articles likely to be of interest and exclude articles that have already been read.
2.7.4 Shorten or Eradicate Supply Chains I Rapid Response to Needs
Electronic commerce often allows traditional supply chains to be shortened
dramatically. There are many established examples where goods are shipped directly
from the manufacturer to the end consumer, by-passing the traditional staging posts of
wholesaler's warehouse, retailer's warehouse and retail outlet. (Typically the
contribution of electronic commerce is not in making such direct distribution feasible since it could also be achieved using paper catalogues and telephone or postal ordering but rather in making it practical in terms of both cost and time delays.)
The extreme example arises in the case of products and services that can be
delivered electronically, when the supply chain can be eradicated entirely. This has
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massive implications for the entertainment industries (film, video, music, magazines,
newspapers), for the information and "edutainment" industries (including all forms of
publishing), and for companies concerned with the development and distribution of
computer software.
The corresponding customer benefit is the ability to rapidly obtain the precise
product that is required, without being limited to those currently in stock at local
suppliers.
2.7.5 Substantial Cost Savings ~.Substantial Price Reductions
One of the major contributions of electronic commerce is a reduction in
transaction costs. While the cost of a business transaction that entails human interaction
might be measured in dollars, the cost of conducting a similar transaction electronically
might be a few cents or less. Hence, any business process involving "routine"
interactions between people offers the potential for substantial cost savings, which can
in tum be translated into substantial price reductions for customers.
2.7.6 Novel Business Opportunities I New Products and Services

In addition to re-defining the markets for existing products and services,
electronic commerce also provides the opportunity for entirely new products and
services. Examples include network supply and support services, directory services,
contact services (i.e. establishing initial contact between potential customers and
potential suppliers), and many kinds of on-line information services.
While these various opportunities and benefits are all distinct, they are to some
extent inter-related. For example, improvements in competitiveness and quality of
service may in part be derived from mass customization, while shortening of supply
chains may contribute to cost savings and price reductions.
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Threats to E-Commerce

The vast growth potential of Internet-based commerce is tempered by legitimate
concerns over the security of such a system. Despite the potential rewards of conducting
business on the Internet, major corporations have been slow to embrace this technology
with good reason. The number one rated concern for both businesses and consumers in
establishing and participating in e-commerce is the potential for loss of assets and
privacy due to breaches in the security of commercial transactions and corporate
computer systems. A single publicized security breach can embed confidence in the
business and not only damage the reputation of the firm, but also hurt the e-commerce
industry as a whole.
Threats to the security of computer systems and commercial transactions can be
classified as internal or external. The threat that is most often overlooked, yet is most
likely to occur, is the inside threat. Providing internal access to an organization's digital
assets can be the Achilles' heel of many security plans through either malicious
intention or carelessness. Few modem systems can withstand attacks from users who
are logged on to internal machines. A mixture of traditional security practices with the
latest in computer security tools can assist security managers in protecting corporate
assets. The principles of need-to-know and compartment information can be useful in
determining to whom privileged accounts and passwords should be given. Careful
screening of employees trusted not only with company secrets, but also with access to
valuable digital assets should be a part of any security plan. Real-time intrusion
detection analysis tools those internal networks for unusual activity can be useful for
catching in the act of stealing or sabotaging data. Even without these sophisticated tools,
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regular monitoring of audit logs automatically kept by many computer systems can go a
long way to determining if corporate assets are being probed or breached.
The internal threat is clearly a danger, but most companies are concerned about
the external threat-the extent of which is unknown. Despite the threat of abuse firm
employees, many companies feel reasonably safe that the internal threat can be
controlled through corporate policies and internal access control. What really scares
both system managers and corporate executives is the unknown outside user who may
gain unauthorized access to the corporation's sensitive asset. This study addresses this
concern specifically for protecting corporate assets against the outside threat. The
advantages of capturing a share of the e-commerce market are clear. For businesses that
have an e-commerce presence on the Internet, the whole world will be at their door. The
upside is that the world consumer market is within easy reach. The downside is that
along with legitimate consumers, all kinds of malicious users may be trying the lock on
the door, including organized international syndicates, state-sponsored terrorists, former
KGB agents well trained in industrial espionage, and the ever-wily hacker looking for a
joy ride.
2.9

Vandalism and Sabotage on the Internet

Web defacing or vandalism has probably received the most coverage in the
popular media. Web defacing is the act of rewriting someone else's Web page, usually
by illegal means, to display a message of the vandal's choice. The messages left on
vandalized Web sites can be politically motivated or simply ego driven to loudly
illustrate the point that the victim's system is vulnerable. A number of high-profile acts
of Web vandalism occurred in 1996, including Web pages representing the CIA, the
Department of Justice, the U.S. Air Force, and NASA.
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In August of 1996, the Department of Justice's (DOJ's) Web site (wwwusdoj.gov)
was vandalized by crackers who broke into the DOJ's Web host machine (Edupage
Editors 1996). The crackers took the opportunity to place swastikas, obscene pictures,
and criticism of the Communications Decency Act. The penetration resulted in the
temporary shutdown of the site until the damage could be assessed and the Web site
restored. A month later, the CIA Web site (wwwodci.gov/cia) was cracked by a group
of Swedish hackers who were protesting a Swedish court case against a group of youths
arrested for computer security crimes in 1991 (Neumann 1996).
2.10 Examples in Electronic Commerce

There are many well-established examples of electronic commerce in a wide
range of industry sectors and a wide range of application areas. A few of these will
serve to illustrate the nature of current activity.
(1)

Retail
ibs (http://www.bookshop.co.uk)
The Internet Bookshop exists only as a site on the World Wide Web it has no physical outlets. The shop specializes in technical books and
currently offers more than 780000 titles. Customers visiting IBS can
browse, search usmg keywords, and obtain detailed information on
individual titles, including a descriptive text, bibliographic information,
contents list, reviews, and suggested readership. They can order and pay for
books, which are then delivered through publishers' established international
delivery channels.

(2)

Finance
Barclays Bank (http://www.barclays.co.uk)
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Many banks have offered on-line querying of accounts for some time.
Following relaxation of controls on the export of security technologies from
the USA, Barclays has extended this to a large scale trial offering customers
full banking services from their home computers.
(3)

Distribution
Oracle (http://www.oracle.com)
Potential customers can now access Oracle's Web site and browse
information on the company's products. They can then download free trial
versions of various products, or pay on-line and download full versions.
Because of potential legal and financial problems, the on-line purchasing
and delivery service is currently limited to United States customers only.

(4)

Pre/post sales support
Hewlett Packard (http://www.hp.com)
Hewlett Packard's "Access HP" Web site provides thousands of pages
of information, including general company information, news, world-wide
contact points, new product announcements, and details of HP's wide range
of products and services.
GE Plastics (http://www.ge.com/plastics/index.htm)
GE Plastics is an industry leader in the field of engineering plastics.
The company's Web site provides an overview of the company's products,
detailed profiles of the properties of each material, and guidance and
recommendations for designing applications using the company's materials.
There is also an on-line "Technical Tip Of The Week" contest whereby any
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visitor can submit a tip for working with GE materials. The company selects
the best tips for incorporation into its "Past Technical Tips" pages.
(5)

Engineering design
GEN (http://www.gen.net)
The Global Engineering network is co-ordinated by Siemens
Nixdorf and has participants from many European countries. GEN is a
"marketplace for engineering knowledge", bringing together the suppliers of
components and sub-assemblies and those who might incorporate those
components or assemblies into their own new products. The suppliers enter
detailed technical information (perhaps including 3D CAD drawings) into
the GEN network. Potential customers can then search the supplier
information looking for "best fit" components or assemblies, and can
experiment with incorporating those components or assemblies into the
early stages of their own product designs.

(6)

Publishing
The Times (http://\Vww.the-times.co.uk)
The Times and the Sunday Times are now published on-line. The
complete content of the newspapers is available, and access is free. Using
the "Interactive Times" facilities, users of the on-line service can tailor the
newspaper to their own personal interests and tastes or perform a search for
past articles that include specified keywords.

(7)

Professional services
de Kreek (http://www.dds.nl/dekreek)
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Mr. Jeroen de Kreek, a lawyer from Amsterdam, provides a legal

question answering service that is available 24 hours a day. Users of this
service are led through a hierarchy of menus that aids them in ultimately
formulating their question as a text message. Mr. de Kreek then responds to
this question, normally within two hours. The response to the first question
is free, but subsequent questions incur charges.
(8)

International contact
Global Tradepoint Network (http://www.unicc.org/untpdc)
The Global Tradepoint Network is a huge network of business
information, developed under the UN-supported Electronic Trade Efficiency
Program. By interfacing to established national databases, the network aims
to supply key trading data for countries across the world. Such data might
cover, for example, market information, transportation options and prices,
msurance

facilities,

import/export

credit

regulations.

availability,
Further,

customs

through

its

requirements,
"electronic

and

trading

opportunities" system, the network serves as a meeting place for buyers and
sellers world-wide. Potential matches between buyers and sellers are
identified by using both geographical details and information on products
offered or required, the latter being expressed using the Harmonized
Customs Tariff codes. Once a potential match has been identified, the buyer
and seller establish contact directly.
(9)

Shared business processes
Tesco
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Tesco operates around 540 supermarkets in the UK. The company has
a "sales based ordering" system whereby information on product sales at
individual supermarkets, as collected by the checkout scanners, is forwarded
electronically to the computers at the company's Store Control Center.
These computers determine the goods needed to replenish the stock at each
store, and send this information electronically to the computers at the Tesco
depot serving that store. For many products Tesco itself holds no stock, so
orders are generated automatically and forwarded to Tesco's suppliers using
EDI. On delivery to the Tesco depot, the replacement stock is immediately
shipped on to the appropriate stores. Within 24 hours of an item being sold
by the supermarket its replacement is back on the shelves. The re-stocking
system relies on electronic communication and on close co-operation
between Tesco and its suppliers, who in effect are partners in a shared
business process of replenishing products on the supermarket shelves.
2.11 E-cash
DigiCash is a stored-vafoe cryptographic system that facilitates Internet based
commerce using software that runs on personal computers. The value of e-cash is
represented by cryptographic tokens that can be withdrawn from bank accounts,
deposited in bank accounts, or transferred to another person. The implementation of ecash is both similar and distinct from that of stored-account payment systems. Unlike in
stored account systems, the value of the money is withdrawn from the consumer's
account and placed in an electronic purse that exists on a consumer's personal computer.
The value can stay there indefinitely much like change that sits on a desk. Or it can be
transferred to a recipient, which could be a private citizen, a merchant, or a financial
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institution. As with stored-account systems, though, the bank ultimately simply transfers
the value firm one account to another through a settlement system. In a traditional cashbased system, withdrawing cash from a bank reduces the cash in the bank's vault.
Withdrawing e-cash, on the other hand, adds to the e-cash liability for a particular
consumer. The bank will not allow the consumer to assume more e-cash liability than
funds exist in the consumer's account. Depositing e-cash reduces the e-cash liability in
the consumer's account.
Another similarity of e-cash and stored-account payment systems is that e-cash
requires the online intervention of an issuing bank in any transaction. The reason for
intervention (or more appropriately authentication) is to prevent fraud due to double
spending.
2.12 Thai E-Commerce: Great Potential, but Stilted Progress

BANGKOK (Dow Jones)--Electronic commerce has great potential in Thailand,
but a layer of state telecommunications agencies has held back infrastructure
development and a lack of awareness, English-language skills and a proper legal
framework have inhibited public participation, industry sources said. The dream of ecommerce serving as a major engine of growth in a new economic era is a long way off,
they said. "I think Thailand's e-commerce is still in a preliminary period," said Chokchai
Chintawongvanich, an Internet analyst at Merrill Lynch Phatra Securities. "Its
development is quite slow, but the growth potential is greater than in many countries."
Thai Internet users are expected to number between 800,000 and 1 million by the end of
the year, while growth is estimated at around 200,000 users a year, according to The
National Electronic & Computer Technology Center, or Nectec. With a population of
more than 61 million, that leaves a lot of room for growth. Only 11 % of Thai Internet
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users have used an e-commerce service, according to a survey by the local E-commerce
Resource Center. Around 51 % are confident in the security of Internet payment
systems, while 36% don't have faith in the systems, and the remainder aren't sure, the
survey found.
The value of e-commerce transactions last year was estimated at 1.22 billion bahts
($1=39.120 bahts), but it's expected to reach 50 billion bahts in 2003, according to the
U.S.-based International Data Corp.
Thailand will still lag far behind its neighbors, however. Singapore is expected to
record 106 billion bahts in e-commerce transactions in 2003, up from 38 billion bahts in
1999, while Malaysian e-commerce will rise to 78 billion bahts from 2 billion bahts
over the same period, International Data Corp. said.
Many Factors Hinder Expansion of E-Commerce
A lack of awareness, a poor infrastructure and a lack of applicable laws are among
the hurdles the industry faces in Thailand, said NECTEC deputy director Royol
Chitradon. The nation doesn't yet have an adequate legal structure to ensure the security
of Internet transactions, he said.
The government hopes to have drafts of two of six planned laws - an electronic
transactions law and a digital signature law - ready for submission to Parliament this
month. It is hoped that they will take effect late this year.
The four remaining pieces of legislation - govemmg computer-related cnme,
electronic transfers of funds, protection of data and the national information
infrastructure - are still in the drafting process.
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On the infrastructure side, the penetration of fixed-telephone lines in Thailand
remains low, especially in rural areas, with a national average of around 9% of the
population. The rate is expected to increase slightly to 12% in 2003.
The country's Internet access charges are also high, ranging from 10 bahts to 30 bahts
per hour, analysts said. In contrast, providers in several neighboring nations offer free
Internet access, they said.
Thailand has 18 local Internet service providers, or ISPs. Of them, only the three
leading firms are expected to post a net profit this year. Currently, all ISPs are required
to turn over at no cost a 35% stake to the Communications Authority of Thailand, one
of two state regulatory agencies slated for privatization. The government is attempting
to remove that burden from the industry, while leaving state agencies with sufficient
assets to compete as private entities.
The government has tried to ease the development of e-commerce, said Pairash
Thajchayapong, president of the National Science & Technology Development Agency.
But the transition in the telecommunications industry from a concession-based
oligopoly to liberalization under a new regulatory body is slow and complicated, and it
is difficult to start new businesses until that process is completed, he said.
A new regulatory body, the National Telecommunications Commission, is likely
to be established late this year. Once in place, the commission is expected to take a
leading role in drawing up and implementing new telecommunications regulations to
ensure fair competition in a liberalized sector.
Thailand has said it is committed to opening up the sector in 2006 under its
agreements with the World Trade Organization.
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Poor English-language skills in the Thai population, relative to Singapore and
Malaysia, represent another hurdle for e-commerce in Thailand, industry sources said.
While there are a growing number of Thai-language Web sites, high-quality content is
still predominately in English, due to the U.S. role in developing the Internet.
Possibilities For Growth Attract Players
Despite the obstacles, private operators are in a hurry to jump on the Internet
bandwagon. A series of Website launches since late last year have focused on the
business-to-business segment, which accounts for 80% of e-commerce transactions,
experts said.
Limited local Internet use may make it difficult for business-to-consumer ecommerce to grow, "but potential growth in the (business-to-business) segment is still
attractive," said Royol of NECTEC.
The banking, export-related and tourism sectors are among the most active m
Internet-related business so far.
"In this fast-moving business, you have to be pioneer. If not, you are likely to be
the loser," said Chulakorn Singhakowin, chairman of the Thai Bankers Association and
president of Bank of Asia PCL (H.BOA).
Many experts expect e-banking competition to intensify early next year, following
heavy investment by banks this year.
Only a small number of companies have started real e-commerce services,
however, due to the lack of a legal framework for sophisticated billing and delivery
systems, experts said. Foreign telecom firms such as MIH Holdings Ltd. (O.MHH) and
Singapore Telecommunications Ltd. (P.SGT) have moved to secure a foothold in the
Thai market before it begins to mature.
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MIH's unit MWEB (Thailand) Ltd. was set up last year, and an investment of
around 100 bahts million is planned this year. Part of those funds will be used to launch
an e-commerce service in the third quarter, the company said.
Meanwhile, SingTel has recently invested in the Thai Internet firm PointAsia Dot Corn,
acquiring a 31 % stake for US$23 million.
At this point, however, it's difficult to say when the investments will pay off.
"I think we will see clearer picture of e-commerce early next year," an analyst at foreign
brokerage said. "From that point, we can tell how far this business can go in Thailand,"

2.13 Thai E-Commerce Needs Lift from Business and Government
BANGKOK, THAILAND, 2000 JUN 26 (NB) -- By Sairoong Dharnacharoen,
The Nation.
The "New Economy" is expected to generate 50 billion bahts (US$1.28 billion) in
e-commerce in Thailand in 2003, up from 1.22 billion bahts ($31.17 million) last year,
according to Thailand's National Electronic and Computer Technology Center (Nectec).
The number of Internet users worldwide is expected to double from about 250 million
this year to about 500 million in 2003 due to increased access to the Internet via PCs,
hand-held computers and mobile phones.
E-commerce revenue of other Asian countries is also projected to rise sharply by
2003. Singapore is forecast to record the highest amount of e-commerce, up from an
estimated 38 billion bahts ($970.63 million) last year to 106 billion bahts ($2.71
billion). Malaysia's e-commerce will rise from 2 billion bahts ($51.09 million) to 78
billion bahts ($1.99 billion).
Indonesia may see e-commerce revenue rise from 1 billion bahts ($25.54 million)
last year to as much as 51 billion bahts ($1.30 billion). In Vietnam, the value is
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estimated to reach 1 billion bahts ($25.54 million) in 2003, up from 2 million bahts
($51,086) last year.
In Thailand the number of Internet users is currently estimated to be 800,000 to 1
million.
In the New Economy, those who are not ready for e-commerce will be pushed
aside as the world follows Internet and other new technology trends, Nectec research
specialist Roy Chitaradon said on Friday. He was speaking at a Nectec-sponsored
seminar on preparing for the New Economy with e-commerce.
Business operators will have to pay close attention to the speed of production,
management, marketing and sales for greater efficiency. The government should
provide assistance to operators by lowering taxes to promote liberalization of the
economy, he said.
The issues contributing to Thailand's slow development in e-commerce are
inadequate understanding of the New Economy and limited access to e-commerce, as
well as lack of confidence in the security of using the Internet, Roy said.
When the economy is opened up, small and weak firms will find it difficult to survive
competition from bigger foreign operators, and so the government must provide
assistance in the areas of technology and export promotion, he said.
To address Thailand's shortcomings, the government should first of all ensure that
the E-commerce Resource Center (ECRC) and other agencies related to e-commerce
promotion are able to produce more effective results, Roy said.
Second, the government has to expand low-cost Internet access for the general
public nationwide. Third, there should be more human resources development for ecommerce.
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Fourth, the government should support the entry of small and medium-sized
enterprises in the manufacturing, tourism, agricultural and handicraft industries into ecommerce as soon as possible.
Due to its national importance, provisions for e-commerce will be included in the
fiscal 200 I national budget, Roy said.
He urged Thai business operators to prepare for the rapid changes to be ushered in
by the spread of the New Economy, as well as risks such as threats from computer
hackers and the market pressure caused by foreign operators who "dump" cheaper
merchandise into the Thai market via the Internet - a practice less visible on the Internet
than in more traditional markets, and one in which the culprits are not always known.
There will also be indirect pressures on Thailand to further open up the economy before
domestic business operators are ready, he said.
ECRC Director Pichet Durongkaveroj said Thailand should speed up the
elimination of monopolies held by the Telephone Organization of Thailand and the
Communications Authority of Thailand as well as lower Internet access fees.
Electronic data interchange has become more important for operators planning to enter
into e-commerce because it provides security and confidence among trading partners,
Yao Rukstapat, operations director at Thai Electronic Commerce Services Co said.
E-commerce will not be profitable in the first few years, but it is necessary for
operators to create awareness among customers, said Poramate Minsiri, vice president
of strategy at MWEB Thailand. After the familiarization process, the public will be able
to carry out more e-commerce activity, he said.
Exchange Rate: $1=39.09 bahts
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2.14 Music in Multi-Media, Cyber-space

The good news about music in multi-media is that it's so new that the law and
industry customs haven't hardened into stone. So those of us who have been in the
music business for years don't have any more expertise than you do. Also, wildcat
entrepreneurs have a lot of opportunities because the big players haven't taken over the
landscape. So there'll be a lot of action here in the coming years.
Now for the bad news. So far, multi-media hasn't been very profitable because the
industry is so small. But it's growing at a massive pace, and we're in for some profound
changes.
2.15 What Is Going on Today?

The two major areas of music in multi-media today are CD-ROMs and on-line
Services.
CD-ROM means "Compact Disc-Read Only Memory" which is a fancy way to
say that you can play it but you can't record on it. CD-ROMs look just like the music
CDs you buy, but when you put them in your computer, they display visual material,
such as graphics, pictures, text, and videos. (Enhanced CDs are also a form of CDROMs, but they are treated more like records. This section deals with Full-blown CDROMs.)
On-line services means anything that can connect your computer to the outside
world, such as the Internet or one of the commercial services (Prodigy, CompuSer1e,
America on-line, etc.). If you don't know the basics of how to get on-line and surf
around, there are a lot of good hooks on the subject that can walk you through the
process.
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2.16 All You Need to Know about Music Business
Also, the commercial services would be delighted to send you free software and
teach you how to use it, so that you can sign up and pay them a lot of money.
Let's look at these two areas one at a time:
(a)

CD-ROMS
CD-ROMs have been successful in the game area (like Myth and
Seventh Guest), as well as in the encyclopedia/archive type (like
Encyclopaedia Britannica, Guinness Book of Records, and Cinemania,
which is Microsoft's listing of films, clips, and information). Celebrity
driven CD-ROMs, such as the ones that featured Prince and Bob Dylan,
have met with limited success.

(b)

On-line Services
The current services are Web sites, which have information available
for reading and downloading (meaning copying onto your personal
computer).
(1)

Multi-Media, on-line, and Other Adventures in Cyberspace 375. Such
as publicity materials, photos of artists, tour schedules, sound samples
(usually less than 30 seconds, which at the time of this writing take 2
to 5 minutes to load onto your computer). Most of the record
companies have web sites, as do a lot of the major artists (many artists
have more than one, some of which are unauthorized).

(2)

Chat rooms, where you can connect with a bunch of other people
interested in the same subject and communicate back and forth
through your keyboards. Chat room communications are in real time,
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itself, but it helps promote the artist by providing information to
fans), they license small bits of material for free. At the time of
this writing, you can.
2.17 Where Are We Going?
It won't be long before music can be downloaded in high-quality real time,

meaning that you can record it as fast as you can play it. And I'm sure it won't be long
after that before music can be downloaded even faster than it can be played, in a burst of
digital joy.
It will be quite a while before we get "music on demand," meaning you could

simply dial up your favorite record and copy it instead of going to the store to buy it.
Although it's inevitable that records will be sold this way in the fixture, I don't think it
will ever replace record stores because there's too much "experience" and "vibe" in
going into a store. On the other hand, it will forever change the way business is done.
Shall we count the ways? Here are two:
(1)

On the economic side, record companies will no longer have the costs of
manufacturing, distribution, freight, etc., and so their profit margin on these
kinds of sales will be spectacular.

(2)

Because you don't have to fix the costs listed in # 1, anybody can become a
record company and start putting out their music. Thus, we'll have a
generation of artists who get their records directly to fans, without having a
record company executive as a gatekeeper. I think this will lead to stronger
bargaining power for artists, because they may wait and sign with a record
company after they're already successful. That of course will radically shift
bargaining power and change the entire face of the business. For example,
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I'm guessing we'll see shorter term deals and bigger advances. Won't that be
fun!

The dark side of digital transmission becoming faster and easier is the problem of
someone buying a CD, copying the information, and then spreading it around to all their
friends or, worse yet, putting it on the Internet so that anyone who wants it can copy it
for free. Even though I think the courts will hold that it's an infringement to duplicate
someone's copyrighted work this way, policing every Internet site is impossible. For
every one you stomp out, three more pop up somewhere else.
For all these reasons, the solution must come from technology and not from the
courts. In other words, there's a need for an encryption (scrambling) system that will
technologically prevent anyone's copying of a CD.
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III.

RESEARCH METHODOLOGY

This project used the comparative survey research method to survey the
possibility of music business through the Internet in Thailand. This research emphasizes
on the tendency, Internet user behavior, opportunities, success factors, and problem in ecommerce in Thailand.

3.1

Definition of Project's Variables
In this project, there are 2 kinds of variables as follows:
(1)

Independent Variables

(2)

Dependent Variables

For the independent variables, they consist of 4 factors of personal information.
They can classify the customers in the appropriate group as much as possible. The
independent variables are as follows:
(1)

Sex

(2)

Age

(3)

Income/Month

(4)

Occupation

For the dependent variables, they consist of 3 main factors of the Internet user's
attitude toward Music Business in Thailand. Researcher tried to create the dependent
variables by using the customer behavior, small business operation and principal of
marketing theory as a key concept, in order to cover the expected Music Business in
Thailand.
The dependent variables are as follows:
( 1)

Behavior of the Internet user
(a)

Favorite web site
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(2)

(3)

(b)

Favorite search engine

(c)

Interest/No Interest in Thai music web site

(d)

Ever/Never enter to music web site

(e)

Favorite music web site

(f)

Interest/No Interest in Record company section

(g)

Ever/Never bought the products through the Internet

(h)

Satisfy/Dissatisfy for buying through the Internet

(i)

Reasons of satisfaction

G)

Method of payment preferences

Factors in Music Business in the Internet
(a)

Influence of Media

(b)

Content requirement in web site

(c)

Proper price range for CD

(d)

Music style

Problems and Constraints
(a)

Reasons of Dissatisfaction

(b)

Reasons of never having bought the product through the Internet

40

The relationship between independent variables and dependent variables are
shown in Figure 3.1.

Independent Variables

Dependent Variables

Personal Information

Music web site possibility factors

(1)

Sex

(1)

Behavior oflnternet user

(2)

Age

(2)

Music Business web site

(3)

Income/Month

(4)

Occupation

~

.....

factors
(3)

Problems and Constraints

Figure 3.1. Relationship between Independent Variables and Dependent
Variables.
3.2

Determining Population and Sample Group

3 .2.1 Determining Population
The population in this project is the KSC Internet users whose age are between
15-30 years old, only in Bangkok area.
The information from NECTEC reported that there are the Internet users m
Thailand around 800,000 people and there are 17 Internet Service Providers.
KSC is the big and well-known Internet Service Provider in Thailand. KSC is one
of the leaders ISP in Thailand. There are around 5,000 Internet users and 500
organizations, which are the members of KSC.
The information about the member is confidential. They couldn't reveal the
number of the members that they have. They can not specify the exact number of KSC
Internet users too.
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It is very difficult to find the population so we have to determine by the

NECTEC's information. We divided 800,000 Internet users by 17 ISP in Thailand;
result is about 50,000 member of each ISP.
Since KSC is a famous ISP, its users should be more than that amount.
3.2.2 Determining Sample
Because we can not identify the exact number of population, we assume the
population by using Taro Yamone table. 400-sample size is the maximum sample size
in this table; it will cover the populations of 170,000 to infinity.
We launched 400 questionnaires to get the information from the respondents in
Bangkok area.

3.3

A Survey Instrumentation
The instrumentation of this project is a quality questionnaire which is constructed

from three parts:
(a)

Part one consists of 10 questions, which are one open-end question and nine
close-end questions. Nevertheless, we prepare the free option in each
question. By this, we use the term "Others, please specify ... ".
Most of the questions focus on the trend and fact of the Internet by influence
of media, interest, activities in web site, price, and music style, etc.

(b)

Part two consists of 6 multiple choices. Most of the questions focus on the
customer's opinion toward Thai music web site and constraint, which
should happen.

(c)

Part three asks for the personal information. There are 4 questions, which
can help us to identify sex, age, income/month and occupation of the
respondents.
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3.4

Analysis of the Results of Information
For analysis of the results of the information, the researcher used the package

software (SPSS). This application software can help with the statistic process
calculation and do the data report. The result of the project can present the amount of
respondents (frequency) and percentage (% ).
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IV.

4.1

RESULT AND DISCUSSION

The Personal Information

Table C. l, in the Appendix C presents the personal information of the 400
respondents. All of them are the Internet users in the Bangkok area. The results are as
follows:
Sex:

There are 212 males (53.0%) and 188 females (47%) in this research

Age:

The range of age of our respondents is 15 years old up and can be
divided in the following manner.

Income:

(1)

There are 120 people in 15-20 years old group (30%)

(2)

There are 130 people in 21-25 years old group (32.5%)

(3)

There are 115 people in 26-30 years old group (28.8%)

(4)

There are 35 people in over 30 years old group (8.8%)

We divided the income level of the respondents in to 4 levels, which
are as follows:
(1)

5,000-10,000 Bahts per month. This group consists of 216
people, which is 54%.

(2)

10,001-15,000 Bahts per month. This group consists of 104
people, which is 26%.

(3)

15.001-20,000 Bahts per month. This group consists of 41
people, which is 10.3%.

(4)

More than 20,000 Bahts per month. This group consists of 39
people, which is 9.8% of all samples.

Occupation: The majority of the respondents are College Students, 167 persons or
41.8%. The second is the group of Government Officer and State
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Enterprise Employee, which are 113 or 28.3%. Third and fourth
groups are 63 Students or 15.8% and 49 Company Staffs or 12.3%.
There are 8 people who do not fit in these categories; they are
unemployed and running their own business.
From the statistics, the majority of the samples are the college students
whose age is between 21-25 years old and have 5,000-10,000 Bahts as an income
per month.
4.2

The Thai Web Site That the Respondents Usually Log in
Table C.2 in Appendix C shows the Thai web site that the respondents like to visit

when they are online to the Internet. The results are as follows:
Sanook.com is the most favorite web site of the respondents, which has 268
people or 67%. The second is pantip.com, 162 persons or 40.5%. The third web site is
hunsa.com which has 139 people or 34.8%. Other web sites have 38 people or 9.5%, the
examples are chaiyomail.com, thaimail.com, yumyai.com, thaiamazon.com and
thaiicq.com.
4.3

Thai Web Sites That Respondents Usually Log in Comparing with the
Personal Information

4.3.1 Favorite Web Site Comparing with Sex
The result from Table C.3 shows that the majority of female likes to go to
sanook.com, 143 persons or 53.2%, while the other choices of web sites scatter in
percentage. Males like to go to sanook.com the most, by 126 persons or 46.8%.
Pantip.com is also the favorite web site among male respondents. It has 104 frequency,
which is so close to sanook.com. Pantip.com is more favored by male, 104 people or
64.2% while female is 58 persons or 35.8%.
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4.3.2 Favorite Web Site Comparing with Age
From Table C.3, we can see that the majority of the respondents who like to go to
sanook.com are people with the age of 21-25 years old, 40.5%. The second group is
people with 26-30 years old, 26.4%. While the third group is really close to the second,
which are the people with 15-20 years old, 23.4%.
Pantip.com is the favorite web site among the people whose age is between 15-30
years old. The frequency and percentage is so close among this groups, there is no
invisible majority for this web site. There is 31.5% of 15-20 years old, 24.7% of 21-25
years old and 32. 7% of 26-30 years old. The rest is 11.1 % of over 30 years old.
The majority ofhunsa.com is the group of 15-20 years old, 48.9%. The following
are 26-30 years old, or 23%, 21-25 years old, 21.6% and over 30 years old, 6.5%.
The table also shows that hunsa.com is the most favorite web site for the group of
15-20 years old (68 in :frequency), while sanook.com is running close at 63. Pantip.com
has 51 :frequency. Sanook.com is the most favorite web site among the groups of21-25
years old, 26-30 years old and over 30 years old, which have the frequency of 109, 71
and 26 consequentially.
4.3.3 Favorite Web Site Comparing with Income
The Table C.3 shows that the majority of respondents of each web site is the
group of 5,000-10,000 Bahts/month. In sanook.com, it has 142 people or 52.8%,
pantip.com has 80 people or 49.4% and hunsa.com has 86 persons or 61.9%.
The rest for sanook.com are the group of 10,000-15,000 Bahts (25.3%), 15,00120,000 Bahts (13.7%) and more than 20,000 Bahts (8.2%).
The rest groups of pantip.com are 10,001-15,000 Bahts

(22.8%), more than

20,000 Bahts (15.5%) and 15,001-20,000 Bahts (12.3%).
For hunsa.com, the Second Coming is the group of 10,001-15,000 Bahts (22.3%),
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the third is the group of more than 20,000 Bahts (8.6%) and the last is 15,001-20,000
Bahts (7.2%).
4.3.4 Favorite Web Site Comparing with Occupation
The results from Table C.3 show that the majority group of sanook.com is College
Student, 136 people or 50.5%, the second is Government officer & State Enterprise
Employee, 82 persons or 30.5%. The rest are Company Staff, 33 people or 12.3%,
Student 12 or 4.5% and others, 6 people or 2.2%.
There is no remarkable majority group in pantip.com, 55 persons or 33.9% of
Government officer & State Enterprise Employee, 51 persons or 31.5% of Student, 32
people or 19.7% of College Student, 21 persons or 13% of Company Staff and 3
persons or 1.9% of Others.
ill hunsa.com, the majority group is the group of Student, 52 persons or 37.4%.

The second and the third are really close, which are the groups of College Student and
Government Officer & State Enterprise Employee, 25.2% and 23.7% consequentially.
The rest are Company Staff, 12 persons or 8.6% and Others, 7 persons or 5.1 %.
4.4

The Favorite Search Engine of the Respondents
Table C.4 in the Appendix C presents the favor of the respondents to the search

engine. There are 4 of them, which are Excite, fufoseek, Lycos and Yahoo. The result
shows that the most favorite search engine is Yahoo. It has 344 in frequency or 86%.
Excite got 23 frequency (5.8%), fufoseek got 22 (5.5%) and the last is Lycos 2.8%. The
priority of the search engine is Yahoo, Excite, fufoseek and Lycos consequently.
Yahoo is the distinguished favorite search engine as we've seen from table C.4 in
Appendix C.

47

4.5

The Favorite Search Engine of the Respondents Comparing with the
Personal Information

4.5. l The Favor of Search Engine Comparing with Sex of Respondents
From the Table C.5 in Appendix C, there is no significant difference between sex
of the respondents to the favor of the search engine. For Excite, there is 47 .8% of male
and 52.2% of female. For lnfoseek, Both of them are 50%. There is 36.4% of male and
63.6 of female for the use ofLycos. Yahoo consists of 54.1% of male and 45.9% of
female.
4.5.2 The Favor of Search Engine Comparing with Age of Respondents
The majority of Excite is the group of 26-30 years old. There are 18 people or
78.3%. The group of 21-25 years old comes in second rank by 5 persons (21.7%). The
rest of them are all zero.
For Infoseek, The majority is the group of 21-25 years old, 11 persons (50%). 2630 years old group, 7 persons (30.4%), over 30 years old, 3 people (13.1%) and 15-20
years old, 1 persons (4.5%).
In Lycos, it has only 2 groups, which are 21-25 years old (54.5%), and over 30
years old (45.5%).
The first two majority groups for Yahoo are the group of 15-20 years old, 119
persons or 34.6%, and the group of 21-25 years old, 108 persons or 31.4%. The third is
26-30 years old (26.2%) and the last is over 30 years old (7.8%).
4.5.3 The Favor of Search Engine Comparing with Income of Respondents
From Table C.5, there are 2 most majorities in Excite, which are 10,001-15,000
Bahts (52.2%), and 5,000-10,000 Bahts (43.5%). The majority group of Infoseek is the
group of 5,000-10,000 Bahts (45.6%). There is no difference in Lycos and the majority
in Yahoo is the group of 5,000-10,000 Bahts (56.4%).
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4.5.4 The Favor of Search Engine Comparing with Occupation of Respondents
From Table C.5, we can see that there are two groups that use Excite as a search
engine, which are College student and Government Officer & State Enterprise
Employee, 52.2% and 47.8% consequentially. College Student and Company Staffs are
two of the great majority groups for using Infoseek (40.9% and 45.6% consequently).
The entire user of Lycos is the group of Government Officer & State Enterprise
Employee (100%). College Student (42.4%) is the majority group of using Yahoo for
searching on the Internet.
4.6

The Measurement of the Influence by the Media to the Respondent's
Behavior

Table C.6 from Appendix C. displays that the media that has the most influencing
power to the respondents is Television (71.8%). The second is Radio, which has 177 in
frequency or 44.3%. The third goes to Magazine (30.8%). 5% goes to the choice of
others, which consists of newspaper, billboard and friend.
4.7

The Influence of Media Comparing with the Personal Information

4.7.l The Influence of Media Comparing with Sex
From Table C.7 in Appendix C., we can see that there is no big difference
between male and female in each media. In magazine, there are 61 males or 49.6% and
62 females or 50.4%. In radio, it consists of 89 males or 50.3% and 88 females or
49.7%. For television, There are 158 males or 55.1% and 129 females or 44.9%. In
others, the majority group in this group is female, 16 persons or 80%. There are 4 males
or 20%.
4.7.2 The Influence of Media Comparing with Age
From Table C. 7, the majority group who is the most influenced by magazine is the
group of21-25 years old, 56 persons or 45.5%. The second group is the group of 26-30
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years old, 44 persons or 35.8%. The remainders are 15-20 years old (12.2%) and over
30 years old (6.5%). The majority group who is influenced by radio is the group of 1520 years old, 62 persons or 35%. The second group, which is so close to the first group,
is 21-25 years old, 56 people or 31.6%. The third is the group of 26-30 years old, 44
persons or 24.9%. Over 30 years old group has 15 people or 8.5%. In television, there
are two groups that have the high percentage, which are 21-25 years old group (35.9%)
and the group of 26-30 years old (33.4%). Remainders are 15-20 years old (21.3%) and
over 30 years old (9.4%).
4.7.3 The Influence of Media Comparing with Income
From Table C. 7, we can see that the majorities of each income level are
influenced by television. Magazine has the most influence to the group of 5,000-10,000
Bahts, 58 people or 47.2%. The remainders are the groups of 10,001-15,000 Bahts, 36
persons or 29.3%, more than 20,000 Bahts, 21 persons or 17.1% and 15,001-20,000
Bahts, 8 people or 6.5%.
The majority group of people who are the most influenced by radio is 5,00010,000 Bahts group. It has 97 persons or 54.8%. For television, it is the same as in radio
that the group of 5, 000-10, 000 Bahts is the group that is most influenced by television
(49.9%).
4.7.4 The Influence of Media Comparing with Occupation
From Table C.7, it shows that College Student, Government Officer & State
Enterprise Employee, and Company Staff are the groups of people who are most
influenced by television. Except the student which is most influenced by radio. The
majority group in the influence of magazine is the group of college student, 60 people
or 48.8%. There are three groups of people who seem to be the majority group in the
radio influence. These are group of student (29.9%), Government Officer & State
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Enterprise Employee (28.2%) and college student (27.1 %). The group of the college
student is the majority group in the influence of television.
4.8

The Interest of Respondents to the Musical Web Site Comparing with
Personal Information

We are interested in the respondents who used to visit the web site about music,
both Thai and foreign web sites.
4.8.1 The Interest of Respondents to the Musical Web Site Comparing with Sex
From Table C.7 in Appendix C., the respondents that used to visit the musical
web site are only 38%. It can be divided into male (19%) and female (19%).
4.8.2 The Interest of Respondents to the Musical Web Site Comparing with Age
We can observe from Table C.7 that the majority group who use to enter the web
site about music is 15-20 years old group, score is 77 or 19.25%. The second and third
groups are 21-25 years old (11 %) and 26-30 years old (5.25%). The last group is over
30 years old (2.5%).

'

4.8.3 The Interest of Respondents to the Musical Web Site Comparing with Occupation
The information from Table C.7 shows us that the most group ofrespondents who
used to enter the musical web site is the group of student (14.25% ). The second group,
which is close to the first, is college student (13.25%).
4.9

The Musical Web Site That Respondents Used to Enter

Since the question that we asked the respondents is the open-end question, some
answered and someone left this question blank. The most favorite music web site that
the respondents used to enter is lyrics.com. The rest are Grammy, RS, Bakery, MTV,
guitarthai.com and mp3.com.
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4.10 The Interest of the Respondents to the Thai Music Web site Comparing with
Personal Information

4.10.1 The Interest of the Respondents to the Thai Music Web Site Comparing with Sex
The information from Table C.9 represents that 186 males are interested in Thai
music web site (46.5%). The number of females who are interested in Thai music web is
146 persons (36.5%).
4.10.2The Interest of the Respondents to the Thai Music Web Site Comparing with Age
In age category, the information from Table C.9 shows that there are two groups
of age that seem to be the majority group. The first is 21-25 years old, with the score of
109 (27.25%). The second group is 15-20 years old, 106 persons or 26.5%. The third is
26-30 years old, it is close to the first two groups, 92 persons or 23%.
4.10.3The Interest of the Respondents to the Thai Music Web Site Comparing with
Income
The conspicuous group that has a very high score is the group of 5,000-10,000
Baht, 177 people or 44.25%. The next attractive group is 10,001-15,000 Baht, which
has 93 persons (23.25%). Remainders are more than 20,000 Baht (8%) and 15,00120,000 Baht (7.5%).
4.10.4The Interest of the Respondents to the Thai Music Web Site Comparing with
Occupation
The prominent group is college student, 128 people or 32%. The next is
Government Officer & State Enterprise Employee with a score of 96 (24% ). The rest
are student (14.5%), Company Staff (11.25%) and others 1.25%.
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4.11 The Activities That the Respondents Prefer to Be Provided on Web Site

Table C. l 0 shows that the activity that they prefer most is Album Recommend,
score of280 (24.7%). The remainders are music charts (23.2%), Music Theory (20.9%),
Music Comment (12.6%), Web Board (10.1%) and Chat Room (8.5%).
We can see that the information from this table scatter around all of the activities.
4.12 The Activities That the Respondents Prefer to Be Provided on Web Site
Comparing with the Personal Information

4.12.lThe Activities That the Respondents Prefer to Be Provided on Web Site
Comparing with Sex
From the Table C.11, if we consider the frequency, the activities that male prefer
most are music chart, album recommended and theory, with a score of 153, 150 and 148
consequently. The activities that female prefer are album recommended, 130 persons,
and music chart, 110 persons.
4.12.2The Activities That the Respondents Prefer to Be Provided on Web Site
Comparing with Age
From Table C.11 in Appendix C., the information shows that the majority group
that prefers web board is the group of 15-20 years old, (49.1%). This group is also the
majority in preferring chat room (34.4%). 21-25 years old and 26-30 years old are the
prominent groups that prefer music comment, 42.7% and 41.3% consequently. In album
recommended, theory and music chart, the group of age between 15-20 years old is also
the majority group (37%, 39.2% and 38.4% consequentially).
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4.13 The Interest of the Respondents in Music Record Company on the Internet
Comparing with the Personal Information

In the Table C.12, we would like to find out the interest of the respondents in
music record company. This company has it's own artists and sells the records only on
the Internet.
4.13.l The Interest of the Respondents m Music Record Company on the Internet
Comparing with Sex
The results from Table C.12 show that most of the respondents are interested in
this record company (91.9%). It can be divided to 51.8% of male and 40.1 % of female.
4.13.2The Interest of the Respondents in Music Record Company on the Internet
Comparing with Age
From the table, we can see that the group of age between 21-25 years old is the
majority of respondents who are interested in the Record Company. It got 100 persons
or 30.l %. The second and third are the groups of 15-20 years old (28.6%) and 26-30
years old (25.6%). These first three groups have a very high percentage of interest in
Music Company. The percentage of the group of over 30 years old is very low (7 .6%).
4.13.3The Interest of the Respondents in Music Record Company on the Internet
Comparing with Income
The group that has a highest percentage is the group of income between 5,00010,000 Bahts (47.3%). The second group is 10,001-15,000 Bahts (26.8%). Remainders
are 15,001-20,000 Bahts (9%) and more than 20,000 Bahts (8.8%).
4.13.4The Interest of the Respondents in Music Record Company m the Internet
Comparing with Occupation

In this comparison, College Student is the group that has the highest percentage
(33.1%) and the second is the group of Government Officer & State Enterprise
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Employee (28%). The rest are student (17.2%), company staff (12.3%) and others
(1.3%).
4.14 The Estimated Price of CD Comparing with Personal Information

This Table C.13 shows the result of the CD price that the respondents feel is
reasonable.
4.14.1 The Price of CD That the Respondents Feel Is Reasonable Comparing with Sex
Most of the respondents feel that the CD price should be range from 100-200
Bahts. This can be divided to 100-150 Bahts (47.2%) and 150-200 Bahts (47.8%).
29.8% of male think that the price of CD should be 150-200 Bahts. 25.6% of male
consider that the price should be 100-150 Bahts. Most of females (21.6%) think that the
price should be around 100-15 0 Bahts.
4. l 4.2The Price of CD That the Respondents Feel Is Reasonable Comparing with Age
Most of people in the group of 15-20 years old (71 persons) think that the price
should be around 150-200 Bahts while the majority of 21-25 years old (55 persons) and
over 30 years old (42 persons) think that the CD price should be 100-150 Bahts.
4.14.3The Price of CD That the Respondents Feel Is Reasonable Comparing with
Income
The result is coming out that most of people, with income between 5,000-10,000
Bahts (95 persons), think that the reasonable price is 150-200 Bahts. The majority of the
respondents in other income level think that the price should be 100-150 Bahts.
4.14.4The Price of CD That the Respondents Feel Is Reasonable Comparing with
Occupation
From Table C.13, we can see that most of college student (60 persons),
Government Officer & State Enterprise Employee (58 persons) and Company Staff (21
persons) think that the price should be 100-150 Bahts.
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The majority of the students consider that the price should be around 150200 Bahts.
4.15 The Music Style That the Respondents Prefer

The information from Table C.14 presents the sample group's favorite kind of
song. Most of respondents vote on POP music with the score of 284. JAZZ and ROCK
are second and third priority, consequently. The remainders are DANCE and BLUES.
The lowest popularity is FUNK.
4.16 The Experiences of the Respondents in Buying the Product through the
Internet Comparing with the Personal Information

The result from Table C.15 can reply the question of whether the respondents
have ever bought any products through the Internet. The majority of sample group has
never bought anything through the Internet, 332 persons (83%), and the rest, who have
ever bought the goods through the Internet is 68 persons ( 17%). The highest score of
ever bought is placed on male whose age is between 15-20 years old and have income
between 5,000-10,000 Bahts. On the other hand, sample groups whose age are between
21-30 years old and have income about 5,000-15,000 Bahts have never bought the
products through the Internet. It is noticeable that the sample groups whose age is over
30 years old have never bought the products through the Internet (0.25%).
4.17 The Satisfaction of Purchasing the Products through the Internet Comparing
with Personal Information

The questions to the respondents that whether they are satisfied with purchasing
the product through the Internet can be answered by Table C .16. The statistics can show
that most of respondents are satisfied ( 60 persons), but some of them are dissatisfied (8
persons).
Male is satisfied more than female. The respondents whose age is between 15-20
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years old are the biggest groups, who are satisfied with this. The group of over 30 years
old is the smallest group that should be focused. The people who have the income
between 5 ,000-10 ,000 Bahts are the best target.
For the sample groups who are dissatisfied is the group of 26-30 years old with
the income between 5,000-10,000 Bahts and 15,000-20,000 Bahts.
4.18 The Reasons of Satisfaction in Purchasing the Products through the Internet

From Table C.17, it shows that 87.8% of respondents who have ever bought
products through the Internet and satisfied. The respondents who are satisfied because
of the convenience are 84.8%. Second reason is being easy for price comparing, and the
last is being cheap. These two reasons have a very small percentage (8.9% and 6.3%).
4.19 The Reasons of Dissatisfaction in Purchasing the Products through the
Internet

In Table C.18, it reveals that the first reason of dissatisfaction in purchasing
products through the Internet is late delivery (35% ). Next is unexpected product (30%)
and low quality product (25%). More over, there are some other reasons such as being
difficult to do and not sure of service, but these are minor problems.
4.20 The Payment Methods That the Respondents Prefer

The payment methods that satisfy the respondents are shown in Table C.19. The
most favorite method that satisfies the respondents is using credit card (41.5% ). Money
transfer is the second priority (33%) and the last is money order (25.5%).
4.21 The Payment Methods That the Respondents Prefer Comparing with the
Personal Information

The information from Table C.20 shows the payment methods that respondents
prefer comparing with personal information.
Male and female prefer to pay by credit card in the first priority. Second is money
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transfer and third is money order. Respondents, whose age is between 15-20 years old,
prefer credit card. Ifwe look at the frequency, the other methods are very close to credit
card too. 21-30 years old respondents prefer credit card and money transfer, none of
them prefer money order.
Money transfer is the most preferred payment method among over 30 years old
respondents. In consideration of the respondent's income aspect, the respondents also
prefer credit card first, second is money transfer and the last is money order.
Students prefer all these three methods on the same score (51 persons in credit
card, 51 persons in money transfer and 50 persons in money order). College student and
company staff prefer credit card and money transfer, none of them prefer money order.
The big target of respondents who prefer credit card method is male; a student
whose age is between 15-20 years old and has income of 5,000-10,000 Bahts. For
money transfer and money order methods, it should be focused on male student whose
age is between 15-20 years old and earns the monthly income of 5,000-10,000 Bahts.
4.22 The Reasons of Why the Respondents Have Never Bought the Products
through the Internet

From Table C.21, we can see that there are three big problems in this electronic
commerce, which are unseen goods (25.3%), not safe (24.3%) and good delivered may
not conform to the order (23.3%). The reason of not having the credit card comes in
fourth place (18.2%). The last is concern oflate delivery (8.9%).
4.23 The Reasons Why the Respondents Have Never Bought the Products through
the Internet Comparing with Personal Information

From Table C.22, we use personal information in order to compare with the
reason why respondents do not buying the products through the Internet. In comparing
with sex, the information shows us that most of the reasons are goods delivered may not
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conform to the order (97 persons), not safe (96 persons) and unseen good (79 persons).
For female, the biggest problem is unseen goods (113 persons). Not being safe comes in
second (89 persons) and the third is goods delivered may not conform to the order (80
persons).
In age attribute, we found that group of 15-20 years old are worried most for
unseen goods (3 7 persons) and not being safe (34 persons). The biggest problem for 2125 years old group is not being safe (77 persons). Unseen goods is 71 persons and goods
delivered may not conform to the order is 66 persons. 26-30 years old are worried most
about goods delivered may not conform to the order (68 persons), while the group of
over 30 years old is unseen goods (23 persons).
The most reasons of 5,000-10,000 Bahts group is not being safe (105 persons) and
not having credit card (100 persons). Unseen goods is the big problem of 10,001-15,000
Bahts and 15,001-20,000 Bahts (63 and 34 persons consequentially). Goods delivered
may not conform to the order is the biggest problem to the group of more than 20,000
Bahts.
For occupation, not having credit card and not being safe are the big problems to
college student. Unseen goods goes to student and government officer & state enterprise
employee, while goods delivered may not conform to the order is the great problem of
company staff.
4.24 Hypothesis Analysis

(1)

The College Student Is the First Priority Occupations Who Are Interested in
Music Web Site
Table C.9, interested in music web site, can answer that the college
student is the first priority occupation who are interested in music web site
with 128% frequency or 32%. The second priority is the state enterprise
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employees. The others are students and company staff.
We found from the other classify that the respondents whose age
between 21-25 years old with an income of 5,000-10,000 Bahts/month is the
biggest group who voted on this point.
The informations from Table C.9, which can analyze this hypothesis,
make us accept this hypothesis. The college student is the first priorities
who are interested in music web site.
Moreover, Table C.12 can reveal that they have a very strong interest
in Thai music web site also. They come with the highest voting of 33. l %.
Second and third are the state enterprise employee and students
consequentially. The last one is company staff.
Both of the above tables and the conclusion of this hypothesis can
convince that the college student is the main target group of music record
company on the Internet. So company should concentrate and learn their
behavior. They also have to try to understand college student' background
and attend to their requirements.
(2)

The Lack of Credit Card Is the First Reason Why Respondents Do Not Buy
from the Internet
From Table C.21, it tells us the reason why respondents don't buy
goods through the Internet. Most of the respondents vote on unseen goods.
Second is not safe and third is wrong delivery. Forth is they don't have
credit card and the last is late delivery.
When we see Table C.22, we found that most of the respondents who
are lacking credit card are male, college student whose age is between 21-25
years old with an income of 5,000-10,000 Bahts per month.
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From the result, we reject this hypothesis. Lacking of credit card is not
the first reason of the respondents who never buy any goods through the
Internet.
The conclusion of this hypothesis and the results of the above tables
tell us that the biggest problem is unseen goods. They don't have a chance
to see the real product before purchasing. We may solve this problem by
providing a clear explanation and clear description. Picture of the product
can be used to relieve this problem. Nevertheless, some respondents are still
dissatisfied with credit card, we must try to find the better method of
payment in the future, if available.
(3)

The Respondents with an Income of More Than 20,000 Bahts per Month is
the Majority Group Who Ever Bought Product through the Internet
In Table C.15, we asked the respondents whether they have ever
bought something from the Internet or not. It reveals that males have ever
bought more than female, but the gap is really close. The majority group is
15-20 years old group. Considering the income aspect, we found that the
first priority group is the respondents with an income of 5,000-10,000 Bahts
per month. The group of income more than 20,000 Bahts per month is in the
second priority. The gap between these two groups is quite wide.
So the result from this table can prove that this hypothesis should be
rejected. The respondents who earn more than 20,000 Bahts per month are
not the first priority.
From the table and the result of this hypothesis, it can explain that it's
not necessary that the people with a high income have ever bought product
through the Internet. The lower income can be the prospect group as well, as
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shown in this survey.
The music business should consider all the income group since the
majority group who ever bought from the Internet is the group of income
5,000-10,000 Bahts per month.
(4)

Television Is the Most Influential Media for the Respondents
Table C.6 can tell us that, the media in which the respondents are most
interested is the Television is 71.8%. This outstanding percentage can
guarantee that the Hypothesis should be accepted. The Television is the
most of the influential media for the whole of respondents.
The Five Star advantages of Television is, it seems to be more visible
than the others are. Customer can see the figure and movement of the
products, which can reduce the problems of unseen goods.
Nevertheless, radio is also the good media, which can't look over.
Radio could get the high rate of votes. Especially in the group of 15-20
years old who are students. We should take a good care of this powerful
group since this media influences them most. The cost is also the strong
point of the radio.
As for magazine which comes in the third place of respondents'
favorite, the majority group who prefer this media is college student and
company staff who have an income of over 20,000 Bahts per month.
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V.

CONCLUSIONS AND RECOMMENDATIONS

The objectives of this research project are:
(1)

To study the possibility of the music business through the Internet m
Thailand.

(2)

To study the behavior of the Internet users and identify the factors that will
make the music business success on the Internet.

(3)

To identify the problems and constraints in music business through the
Internet.

Researcher identifies the scope of this project to cover the Internet users whose
age is 15 years old up, only in Bangkok area. Researcher uses the package software,
SPSS, in analyzing the data to get the information. The instrument for doing the survey
is questionnaire.
5.1

The Conclusion of Personal Information
From this research, the proportion between male and female is close about 50%,

whose age is between 15-30 years old. Most of them are college students with the
income of 5,000-10,000 Bahts per month.
5.2

The Conclusion of the Respondent's Behavior When They Log on to the
Internet
Web site that most of our respondents like to visit is Sanook.com. It got a very

high percentage of 67%. Search engine, which is the most popular among the
respondents, is Yahoo (86%).
Sanook.com is popular for both male and female respondents, the percentages are
very close among them. The majority of respondents who prefer Sanook.com are
college students (50.5%) whose age is between 21-25 years old (40.5%) with an income
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of5,000-10,000 Bahts per month (52.8%).
Pantip.com is popular among male respondents (64.2%), most of them are
students and state enterprise employees whose age is between 15-30 years old.
The group of the respondents who prefer Hunsa.com is the group of male and
female whose age is between 15-20 years old (48.9%). Most of them are students with
an income of 5,000-10,000 Bahts per month.
Sanook.com is the most popular web site among the respondents, and they have
been in this business for a long time (the very first Thai web site). The name is easy to
remember and because of its contents, people tend to use Sanook.com as a web port to
go to other web site and also use it as a search engine.
Pantip.com is more popular to male respondents; age is between 15-30 years old
with the occupation of students and state enterprise employee. The reason for this is also
the contents of the web site. It has technical exchange; it is a web board, where you can
get the knowledge about computer (hardware, software and Internet). Pantip.com
provides Cafe service. This is also the web board, which is divided into many groups;
you can choose the group that you are interested and ask your question.
The contents and features of Hunsa.com are quite the same as Sanook.com. But it
tends to attract more young people.
Yahoo is the most popular search engine from this study, in my opinion;
Sanook.com is like Yahoo in Thai version. When you do not know where to go; you
will come to this kind of web site, searching for the web site that you are interested and
then go on.
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5.3

The Conclusion of the Influence of Media on the Respondents

Television is the media that has the most influence on the respondents (71.8%).
Radio and Magazine come in second and third (44.3% and 30.8%). The result of this is
because of the nature of the media itself. In television, you can both see the moving
picture and hear the sound while in radio, you can only listen.
The group of college students whose age is between 21-25 years old is the group
that is influenced most by magazine. Radio influences the group of student, college
student and employee whose age is between 15-30 years old. As we have seen from the
result, the proportion between male and female are very close in each media. The most
influential media is television, radio and magazine consequentially. In the attribute of
age, most of the respondents are most influenced by television except the sample group
of age between 15-20 years old. Televisions as well as radio influence them with a close
percentage. We can notice that students prefer most on radio while other occupations
prefer television.
5.4

The Conclusion of the Respondent's Interest in Music Web Site

As we have seen from the Table C.8, most of the sample groups never enter the
musical web site before (62%). 38% of them have entered. The group of age between
15-20 years old is the majority group who used to enter the musical web site (19.25%).
21-25 years old is 11% and 26-30 years old is 11%. Most of the respondents who have
entered the musical web site are students (14.25%), college students (13.25%) and
employees (7.5% ).
We can conclude from this table that most of the respondents never enter the
musical web site before. The majority group who ever enters is the group of students,
college students and employee with the age between 15-25 years old. The group of 2630 years old should be considered also since it got some percentage. More over, this
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group has more purchasing power; we shouldn't exclude it from our consideration.
From Table C.9 we try to measure the interest of the respondents to Thai music
web site. We can infer that most of them are interested in Thai music web site (83%).
Most of them are the people with the age of 15-30 years old who are students, college
students and employees with the income between 5,000-15,000 Bahts per month.
From this result, even through most of the respondents have never entered to the
musical web site before but we can assure that there are possibilities for Thai musical
web site. Most of the samples are interested in it.
5.5

The Conclusion of Activities That the Respondents Prefer

There is no significant difference in the percentage of each activity. Album
Recommend, Billboard Chart and Music Theory are the first three activities that got a
high percentage (24.7%, 23.2% and 20.9%). These activities should be provided on the
web site because most of the samples prefer them. Although Music comment, Web
Board and Chat Room haven't had a percentage as high as those three, we should also
provide them on the web site. We can choose the activities to provide, not necessary to
have all of them. From the result, we can neglect Chat room at the first place and
provide it later if the users require.
When we compare the activities that they prefer with sex and age, Web Board,
Music Theory and Billboard Chart are most preferred by the group of 15-20 years old.
Chat Room and Album Recommend are preferred most by the sample of 15-25 years
old and Music comment is preferred by the group of 21-30 years old.
If we take a look in the group of over 30 years old, we can see that they prefer the

Album Recommend most. This explains that they do not have time to follow or listen to
every album in the market, they just want to focus only the album that we recommend.
So Album Recommend is a must if we want this group to be our customer.
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Since Album Recommend, Music Theory and Billboard Chart should be the
activities that we provide on our web site, we will go into details of these three services.
The group of 15-20 years old prefers most in Web Board while the group of 21-25 and
26-30 years old are interested most in Album Comment. So we can conclude that Chat
Room is not necessary at the first place.
There is no big different gap when we compare the activities they prefer with sex.
5.6

The Conclusion of the Interest of the Respondents in Music Record Company

We asked the sample group ifthere is a section of music record company, which
sells a unique Thai music CD (you cannot find anywhere else) and provides some part
of song to download. The result is very interesting. About 90% of the respondents are
interested in it.
If we look at the result superficially, we see that the majority groups who are
interested in this is the group of 15-30 years old. But if we concentrate on the group of
over 30 years old, we will discover that 100% of this sample group is interested in this
kind of service. All of them are interested in it. It's the same to the group of income
15,001-20,000 Bahts per month.
From this Table C.12 we can infer that music is the part of everyone's life. Sex,
age, income and occupation have nothing to do with music. This is why we got a really
high percentage from the respondents who are interested in this service.

5. 7

The Conclusion of the Estimated Price of CD

The reasonable price of CD from respondents' opinion is 100-150 Bahts (47.2%)
and 150-200 Bahts (47.8%). When we classify by age, most of the sample group prefers
the price of 100-150 Bahts except the group of 15-20 years old, they thought that the
reasonable price is 150-200 Bahts per 1 CD. But if the price is between 200-250 Bahts
this group is not interested at all.
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For income classification, most of the respondents also prefer the price of 100-150
Bahts. But the group of income between 5,000-10,000 Bahts prefers more the price of
150-200 Bahts. For occupation, Most of the students think 150-200 Bahts is the
reasonable price while the rest prefers 100-150 Bahts.
So we can conclude that the reasonable price of CD should be around 100-200
Baht. It will be less attractive to the respondents if the price is higher than 200 Baht.
This information is very important for the company to set up the price for their CD.
5.8

The Conclusion of Music Style That the Respondents Prefer
Music style that is the most popular among the respondents is Pop music. It got

the highest frequency of 284. Pop music is always popular as its name. Jazz, Rock and
Blues come in second, third and forth rank. They have quite high frequency even not
much as Pop music. We can conclude that Pop music is the most favorite music style
for the respondents, while the others such as Jazz, Rock and Dance have their own fan.
The point is if we want to survive in music business, we have to offer a good Pop
music, I mean the pleasant one. Pop music will reach to almost every group of
customer. We have to offer other styles of music too such as Jazz, Rock and Dance
because these styles also have their own fan and market. At the first place we should
emphasize more on Pop, Jazz, Rock and Dance since they have a lot of fans and the
market size is big enough.
5.9

The Conclusion of the Experiences of the Respondents in Buying Product
from the Internet
More than 80% of the respondents have never bought the product from the

Internet. It is very interesting that the majority of the sample group who have bought
through the Internet is the group of 15-20 years old with the income of 5,000-10,000
Bahts per month. The point is they are the youngest and have the least income in this
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survey. This result from the research is really noteworthy.
When we asked the respondents about the satisfaction from purchasing through
the Internet, almost 90% of them were found to be satisfied. We found that almost
everyone in the group of age between 15-20 years old with the income of 5,000-10,000
Bahts was satisfied with this purchasing method. In other group of sex, age and income,
most of them were satisfied too.
We asked for the reasons from the respondents who were satisfied and dissatisfied
with the purchasing from the Internet. Convenience is the first priority reason of
satisfaction. It got a very high percentage of 84.8%. Cheap and Easy for price
comparing has a very close percentage. Convenience is the most important reason for
the respondents to decide to buy something through the Internet.
We like to know the reasons for dissatisfaction too. The results come out that
none of them is outstanding like the reason of satisfaction. All of them (Late Delivery,
Unexpected Product and Low Quality Product) have almost the same percentage. Late
delivery got a highest percentage of 35%, unexpected product comes in second (30%)
and the last is low quality product (25% ).

5.10 The Conclusion of the Payment Method That the Respondents Prefer
This research got the realistic information on the preferable payment method. The
results express that most of the respondents prefer to use credit card as the best choice
of payment method. Nevertheless, we can not over look the rest, which are money
transfer and money order. They also got the close percentage to credit card.
Credit card is the most popular among the respondents. We found that the credit
card percentage vote is in the highest position in both male and female. For age
consideration, most of them prefer credit card while money transfer also got a high
percentage.
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Most occupations desired the credit card payment method. It is noticeable that
most of the students prefer money transfer in the same score of credit card. Money
transfer is in the high level of satisfaction and close to credit card method. Moreover,
for the sample group of age over 30 years old with an income of 10,000-15,000 Bahts
prefer this method in the first priority as well.
Nevertheless, the money transfer payment method can satisfy some group such as
15-20 years old, income less than 10,000 Bahts and students.

5.11 The Conclusion of the Reasons Why the Respondents Have Never Bought
Product through the Internet
From the research, we found that the respondents who never bought any goods
through the futemet are most concerned about the unseen goods problem. The next, "not
safe" and "miss delivered'', come very close to the previous reason.
On sex based, we can notice that male are most worried about "miss delivered"
and "not safe" in the very first reason. The big surprise is they are afraid of "unseen
goods" in the fourth priority, which is opposite to females who are worried about it in
the first.
For age classification, it is very difficult to separate or decide about their opinion.
The picture from this view is vague, offering no conclusion.
When we consider the income, we found that the less income worry about "not
safe" and "no credit card" as the earlier consideration.
On the other hand, the respondents who have a higher income worry more about
"unseen good" and "miss delivery". College students are afraid of "not safe" and "no
credit card", "unseen good" and "miss delivery" are also the important reasons for other
occupations.
From above, we can conclude that "unseen goods" should be solved in the first
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priority of female, less than 21 years old who earn more than 10,000 Bahts. We also
have to solve the problem of "no credit card" and "not safe" for male, age between 2125 years old with the income less than 10,000 Bahts. Most of them are college students.
5.12 Conclusions and Recommendations

From the objectives of this research project, which consist of:
(1)

To study the possibility of the music business through the Internet m
Thailand.

(2)

To study the behavior of the Internet users and identify the factors that will
make the music business success in the Internet.

(3)

To identify the problems and constraints in music business through the
Internet.

We can conclude that there is possibility of the music business through the
Internet to take place in Thailand. The result shows that most of our respondents (83%)
are interested in Thai music Web Site if it happens. The main target group of this Web
Site should be the group of the Internet users, whose age is between 15-3 0 years old;
income is more than 5,000 Bahts and the occupation is sj:udent, collage student and the
working people. When we ask this group, most of them are interested in this music web
site. We asked these people who are interested in Thai Music Web Site whether they
will be interested or not if there is the section of Music Record Company, which sells
the unique Thai music (can not find elsewhere). Most of them are interested (91.9%).
The group of respondents whose age is more than 30 years old is also interested
group. All of them are interested in Music Record Company section. Company should
do the research, which concentrates especially on this group of people to get more
information.
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Appearance, contents and activities are the main factors to make Web Site
success. The main contents that this web site should have are Album Recommend,
Billboard Chart, Music Theory and Album Comment. These contents are preferred most
by the respondents. The contents should be updated as frequently as possible, at least
once a week. In Album Recommend, it should select the albums that are interesting. . . ·
/

The albums that have been chosen will be ranked by using the star and have some
comment explaining why it is recommend. These albums in this section could be new or
old.
Billboard Chart is the ranking for the hit songs; it can be done by letting the
customers vote for their favorite song. We should also arrange the gift for a lucky
winner who votes for the most favorite song. This will help customer to have a relation
and participate in the web site. It will make customer feel that they are part of the web
site, they will enter web site more often to vote for their song and check out the result. It
would be great to do a weekly chart, updated every week.
Music Theory is the content that most of the respondents prefer. From my point of
view, this column is not a problem to make, but the problem is how to write the theory
as simple as possible to let the readers understand easily.
Album Comment is the column to provide the information of each album. This
column will choose only the new album that is interesting in the market. Readers can
read the comment of each album before buying.
Each column should be updated as frequently as possible, especially the Billboard
Chart; it should be updated weekly.
In the section of music record company that Company will sell it's own artist'

CD, we asked the respondents of the acceptable price for them. The price of CD should
not be more than 200 Bahts. They should take this into consideration for setting the CD'
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price. This should not conclude that the price would be fixed at this amount. It should
be as an idea that in this price range, it is proper in customers' thought. Price is one of
the factors that will make this business to be success.
The music style that the respondents most prefer is pop. The rest that they prefer
are Jazz, Rock and Dance. They should concentrate most on Pop Music. They should
produce other styles of music also. This will help them to reach every group of
customers. Since we have only one distribution channel, which is the Internet, we have
to provide the music style to the customer as much as we can. When they enter the web
site, they can find many styles of music. At least they will find the one they like.
We recommend that the web site should provide two languages, Thai and English
version. Although our target is Thai people because we do the Thai song, since Internet
is world wide, we should not limit our web site to Thai people. There is a chance for
foreigners to enter the web site.
Another activity that I recommend to the web site to have is giving the customers
a chance to have their own record. This can be done by letting them send the demo tape
to the company, each one who has a potential will be contacted by the record company
to make his own record. This may help the web site to have a more relation to the
customer. Most of all, there are a lot of new talents out there. They just do not have a
chance.
To promote the web site to the customer, they should do it by advertising in the
favorite web site. From the research, the web sites like Sanook.com, Hunsa.com and
Pantip.com are popular among the respondents.Sanook.com and Pantip.com have a web
board about music, try to have link to our web site in these web boards and link to them
from our web site too. Other web sites that the respondents told us that they usually visit
are

chaiyomail.com,

thaimail.com,

yumyai.com,
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thaiamazon.com,

thaiicq.com,

St. Gabriel's Library
lemononline.com, and mthai.com. Now, there are a lot of new Thai web sites on the
Internet, we have to keep up with this closely and find out which web site has a group of
customer like ours. Cost of the advertising and condition are different between each web
site, we have to check and compare each other. The term of Cost per Thousand
Impressions (CPM) is used, they have many packages of advertising to buy, study it and
make a good selection. We need to check the web sites like stripad.com and
topspace.com; for example, they provide these kinds of service.
Promoting web site in the music web site is also a good idea, music web site that
the respondents used to enter are lyrics.com, songcorner.com, guitarthai.com, atime.co.th, grammy, bakery, pratmusic.com, mp3.com, findsongs.com, mtv.com and
channelv.com. Check these web sites out and choose to advertise. Counter is helping
you to find out which web site is popular or not.
Suggesting the web site to the search engine is also the good way to promote web
site. From the research, Yahoo.com is the most popular web site among the respondents.
It is not so hard to suggest web site to Yahoo.com; there are steps and procedures to

follow. Hint is you have to suggest your site to the appropriate category. Try to suggest
your web site to the Thai search engine such as sanook.com, hunsa.com, 1-kool.com and
catcha.co.th.
If the promotion budget were enough, it would be good to buy advertising in the

magazine. Music magazine will help you to reach the right target group. The examples
are Music express, Overdrive, and Season. Television and radio may not be proper
because of its cost although it's got a high percentage from the respondents. Do not
forget that you decide to run only on the Internet to avoid these high costs of promotion.
There are some problems and constraints in the e-commerce from the research.
The reasons are late delivery, unexpected product, low quality product, complication
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and not being sure about services. To solve this problem, I recommend providing the
information about the delivery date, method and procedure precisely in the web site.
The delivery procedure should be well arranged by the company in order to make sure
that the product will be delivered to the customer on time and it is exactly the one that
they ordered. Since the product is song, they should provide the audio clip of each song
for customer to try listening before they decide to buy. This method is the way that the
customer can listen to the songs in the albums that we have (they can not listen
anywhere else). The problem of "unseen good" is not a problem of us right now because
the customer can listen before buying. Free download should be only part of the song,
may be 20-30 seconds, preventing them to download the full song without buying our
CD.
It should provide the alternative payment method for customer to choose such as

credit card, money transfer and money order. If someone feels that it's not safe to pay
by credit card or not have a credit card, they can choose to pay by other payment
methods. Now the financial institution is in progress to solve this problem, the new
payment method for e-commerce will be available soon. The one that I saw from the
Internet is Visa Cash Card, we have to wait for that.
If necessary, studying more for the security on the Internet is a must for the one

who wants to do the business on the Internet. There is information on this topic on the
Internet that you can find and study. Going for training or seminar is a choice to get the
knowledge of the Internet security. The security problem is the responsibility of Thai
government to issue the law and regulation for e-commerce as soon as possible.
It should be noted that consumer behavior keeps changing, especially the
teenager. Its must be good to do the research :frequently in order to know their changing
behavior.
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APPENDIX A
SURVEY QUESTIONNAIRE IN THAI
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APPENDIX B
SURVEY QUESTIONNAIRE IN ENGLISH
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QUESTIONNAIRE
This questionnaire is the part of the research of "The Possibility of the Music
Business through the Internet in Thailand". Your information can be the great benefit
for planning and developing the music web site to satisfy the need of the Internet users
as much as possible
Researcher wishes, you would answer all the questions in the true information by
filling the right sign on your expected choice. Your information will be kept
confidential.

SECTION 1
1.

2.

3.

4.

What is the Thai web site that you usually enter? (can answer more than 1)
1. sanook.com

2. pantip.com

3. hunsa.com

4. Others ............. .

What is the search engine that you usually use?
1. Excite

2. Infoseek

3. Lycos

4. Yahoo

What media that influence you? (can answer more than 1)
1. Magazine

2. Radio

3. Television

4. Others ............. .

Have you ever enter the music web site before?
1. Yes

5.

2. No (skip to question number 6)

Please specify the music web site that you like.
1.
2.

83

6.

If there are Thai music web site, Do you interest?
1. Yes

7.

2. No (skip to question number 11)

What contents that you like to have in this web site? (can answer more than 1)

1. Web board

2. Chat room

3. Music criticizes

4. Albums recommend

5. Music theory

6. Billboard chart

7. Others ............... .

8.

If in this web site has a section of music record company, which sell Thai CD
music that you can not find elsewhere. Do you interest? (there are some part of the
song for you to down load)
1. Yes

9.

2. No (skip to question number 11)

How much for the price that you think it is reasonable?

1. 100-150 Baht

2. 150-200 Baht

3. 200-250 Baht

10.

What style of music that you like? (can answer more than 1)
1. Rock

2.Pop

3. Jazz

4. Blues

5. Dance

6 Funk

7. Others .............. ..

84

SECTION2

11.

Have you ever bought the product from the Internet?
1. Yes

12.

2. No (skip to question number 16)

Do you satisfy from purchasing the product through the Internet?

1. Yes

13

2. No (skip to question number 14)

What are the reasons that made you satisfy?
1. Convenience

2. Cheap

3. Easy for price comparing
Skip to question number 15

14

15.

What are the reasons that made you dissatisfy?
1. Late delivery

2. Unexpected good receive

3. Low quality product

4. Others .................. .

What kind of purchasing methods that you think it is proper and convenient for
you? (can answer more than 1)
1. Credit card

2. Money transfer

3. Money order

4. Others ................ .

85

16.

Why you had never bought the product from the Internet? (can answer more than
1)
1. No credit card

2. Not safe

3. Unseen good

4. Afraid of unexpected good

5. Afraid of late delivery

6. Others ............... .

PLEASE FILL THE PERSONAL INFORMATION IN THE BACK
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PERSONAL INFORMATION
1.

Sex

2. Female

1. Male

2.

3.

4.

Age
1. 15-20 years old

2. 21-25 years old

3. 26-30 years old

4. More than 30 years old

Income
1. 5,000-10,000 Baht/month

2. 10,001-15,000 Baht/month

3. 15,001-20,000 Baht/month

4. More than 20,000 Baht/month

Occupation
1. Student

2. College Student

3. Government Officer

4. State Enterprise Employee

5. Company Staff

6. Others ........................... .

THANK YOU FOR YOUR RESPONSE
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APPENDIX
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SURVEY INFORMATION TABLE
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Table C.l.

Personal Information.
Frequency

Percentage

Male

212

53%

Female

188

47%

15-20 yr.

120

30%

21-25yr.

130

32.5%

26-30 yr.

115

28.8%

Over 30 yr.

35

8.8%

5,000-10,000 Bht

216

54%

10,001-15,000 Bht

104

26%

15,001-20,000 Bht

41

10.3%

More Than 20,000 Bht

39

9.8%

Student

63

15.8%

College Student

167

41.8%

113

28.3%

49

12.3%

8

2%

Personal Information
Sex

Age

Income

Occupa Government Officer &
State Enterprise
ti on
Employee
Company Staff
Others

Table C.2.

The Thai Web Site That Respondents Usually Log in.

Web Site

Frequency

Percentage

Priority

Sanook

268

67%

1

Pantip

162

40.5%

2

Huns a

139

34.8%

3

Others

38

9.5%

4

89

Table C.3.

Personal

The Thai Web Site That Respondents Usually Log in Comparing with
Personal Information.
Classification

Table C.4.

Huns a

Others

%

Freq.

%

Freq.

%

Freq.

%

Male

126

46.8

104

64.2

64

46.0

21

55.3

Female

143

53.2

58

35.8

75

54

17

44.7

15-20 yr.

63

23.4

51

31.5

68

48.9

12

31.6

21-25 yr.

109

40.5

40

24.7

30

21.6

8

21.0

26-30 yr.

71

26.4

53

32.7

32

23.0

17

44.7

Over 30 yr.

26

9.7

18

11.1

9

6.5

1

2.7

5,000-10,000 Bht

142

52.8

80

49.4

86

61.9

26

68.4

10,001-15,000 Bht

68

25.3

37

22.8

31

22.3

10

26.3

15,001-20,000 Bht

37

13.7

20

12.3

10

7.2

0

0.0

More Than 20,000
Bht
Student

22

8.2

25

15.5

12

8.6

2

5.3

12

4.5

51

31.5

52

37.4

1

2.7

College Student

136

50.5

32

19.7

35

25.2

24

63.1

Government
Officer & State
Enterprise
Employee
Company Staff

82

30.5

55

33.9

33

23.7

12

31.5

33

12.3

21

13.0

12

8.6

1

2.7

Others

6

2.2

3

1.9

7

5.1

0

0.0

Age

Occupatio
n

Pantip

Freq.
Sex

Income

Sanook

The Favorite Search Engine of the Respondents.

Search Engine

Frequency

Percentage (%)

Priority

Excite

23

5.8

2

Info seek

22

5.5

3

Lycos

11

2.8

4

Yahoo

344

86.0

1

90

Table C.5.

The Favorite Search Engine of the Respondents' Compare with Personal
Information.

Personal

Sex

Age

Income

Occupation

Classification

Excite

Info seek

Lycos

Yahoo

Freq.

%

Freq.

%

Freq.

%

Freq.

%

Male

11

47.8

11

50.0

4

36.4

186

54.l

Female

12

52.2

11

50.0

7

63.6

158

45.9

15-20 yr.

0

0.0

1

4.5

0

0.0

119

34.6

21-25yr.

5

21.7

11

50.0

6

54.5

108

31.4

26-30 yr.

18

78.3

7

30.4

0

0.0

90

26.2

Over 30 yr.

0

0.0

3

13.1

5

45.5

27

7.8

5,000-10,000
Bht
10,001-15,000
Bht
15,001-20,000
Bht
More Than
20,000 Bht
Student

10

43.5

10

45.6

2

18.2

194

56.4

12

52.2

3

13.6

2

18.2

87

25.3

1

4.3

3

13.6

5

45.4

32

9.3

0

0.0

6

26.2

2

18.2

31

9.0

0

0.0

1

4.5

0

0.0

62

18.0

College Student

12

52.2

9

40.9

0

0.0

146

42.4

Government
Officer & State
Enterprise
Employee
Company Staff

11

47.8

2

9.0

11

100.
0

89

25.9

0

0.0

10

45.6

0

0.0

39

11.3

Others

0

0.0

0

0.0

0

0.0

8

2.4

Table C.6. The Measurement of the Influent by the Media to the Respondent's
Behavior.
Media

Frequency

Percentage (%)

Priority

Magazine

123

30.8

3

Radio

177

44.3

2

Television

287

71.8

1

Others

20

5.0

4
----
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-

-----

St. Gabriel's library

Table C.7.

Personal

Sex

Age

Income

Occupati
on

The Measurement of the Influent by the Media to the Respondent's
Behavior Compare with Personal Information.
Classification

Magazine

TV

Radio

Others

Freq.

%

Freq.

%

Freq.

%

Freq.

%

Male

61

49.6

89

50.3

158

55.1

4

20

Female

62

50.4

88

49.7

129

44.9

16

80

15-20 yr.

15

12.2

62

35

61

21.3

6

30

21-25yr.

56

45.5

56

31.6

103

35.9

5

25

26-30 yr.

44

35.8

44

24.9

96

33.4

9

45

Over 30 yr.

8

6.5

15

8.5

27

9.4

0

0

5,000-10,000 Bht

58

47.2

97

54.8

143

49.9

9

45

10,001-15,000
Bht
15,001-20,000
Bht
More Than
20,000 Bht
Student

36

29.3

41

23.2

73

25.4

9

45

8

6.5

17

9.6

34

11.8

2

10

21

17.1

22

12.4

37

12.9

0

0

2

1.6

53

29.9

13

4.5

0

0

College Student

60

48.8

48

27.l

138

48.1

10

50

Government
Officer & State
Enterprise
Employee
Company Staff

32

26

50

28.2

84

29.3

10

50

27

22

23

13

46

16

0

0

Others

2

1.6

3

1.7

6

2.1

0

0

92

Table C.8.

Personal

Sex

Age

Occupation

The Interest of Respondents to the Musical Web Site Compares with
Personal Information.
Classification

Ever

Never

Freq.

%

Freq.

%

Male

76

19

136

34

Female

76

19

112

28

15-20 yr.

77

19.25

43

10.75

21-25yr.

44

11

86

21.5

26-30 yr.

21

5.25

94

23.5

Over 30 yr.

10

2.5

25

6.25

Student

57

14.25

6

1.5

College Student

53

13.25

114

28.5

Government Officer &
State Enterprise
Employee
Company Staff

30

7.5

83

20.75

9

2.25

40

10

Others

3

0.75

5

1.25

93

Table C.9.

Personal

Sex

Age

Income

Occupati
on

The Interest of the Respondents to the Thai Music Web Site Compare with
Personal Information.
Classification

Not Interest

Interest
Freq.

%

Freq.

%

Male

186

46.5

26

6.5

Female

146

36.5

42

10.5

15-20 yr.

106

26.5

14

3.5

21-25 yr.

109

27.25

21

5.25

26-30 yr.

92

23

23

5.75

Over 30 yr.

25

6.25

10

2.5

5 ,000-10,000 Bht

177

44.25

39

9.75

10,001-15,000 Bht

93

23.25

11

2.75

15,001-20,000 Bht

30

7.5

11

2.75

More Than 20,000 Bht

32

8

7

1.75

Student

58

14.5

5

1.25

College Student

128

32

39

9.75

Government Officer &
State Enterprise
Employee
Company Staff

96

24

17

4.25

45

11.25

4

1

Others

5

1.25

3

0.75

94

Table C.10.

The Activities That the Respondents Prefer to Be Provided on Web Site.

Activities

Frequency

Percentage (%)

Priority

Web Board

114

10.l

5

Chat Room

96

8.5

6

Comment

143

12.6

4

Album Recommend

280

24.7

1

Music Theory

237

20.9

3

Billboard Chart

263

23.2

2

Table C.11.

The Activities That the Respondents Prefer to Be Provided on Web Site
Comparing with the Personal Information.

Personal

Web
Board

Age

Album
Theory
Recomme
nd
% Freq. % Freq. %

Comment

Billboard
Chart

Male

69

Freq. %
Fre % Freq.
q.
60.5 56 58.3 99 69.2 150 52.8 148 62.4 153 68.2

Femal
e
15-20
yr.
21-25
yr.
26-30
yr.
Over
30 yr.

45

39.5 40 41.7

44

30.8 130 47.2

89

37.6 110 41.8

56

49.1 33 34.4

14

9.8

105

37

93

39.2 101 38.4

32

28.1 29 30.2

61

42.7

90

31.7

62

26.2

78

29.7

22

19.3 22 22.9

59

41.3

71

25

68

28.7

62

23.6

4

3.5

12 12.5

9

6.3

18

6.3

14

5.9

12

8.4

Freq.
Sex

Chat
Room

%

95

St. Gabriel's Library

Table C.12.

Personal

Sex

Age

Income

The Interest of the Respondents in Music Record Company in the
Internet Compares with the Personal Information.
Classification

Interest

Not Interest

Freq.

%

Freq.

%

Male

172

51.8

14

4.2

Female

133

40.l

13

3.9

15-20 yr.

95

28.6

11

3.3

21-25 yr.

100

30.l

9

2.7

26-30 yr.

85

25.6

7

2.1

Over 30 yr.

25

7.6

0

0

5, 000-10, 000 Bht

157

47.3

20

6

10,001-15,000 Bht

89

26.8

4

1.2

15,001-20,000 Bht

30

9

0

0

More Than 20,000 Bht

29

8.8

3

0.9

Student

57

17.2

1

0.3

College Student

110

33.l

18

5.4

93

28

3

0.9

41

12.3

4

1.2

4

1.3

1

0.3

Occupation Government Officer &
State Enterprise
Employee
Company Staff
Others
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Table C.13.
Personal

Sex

Age

Income

Occupation

The Estimated Price of CD Compare with Personal Information.
Classification

100-150 Bht

150-200 Bht

200-250 Bht

Freq.

%

Freq.

%

Freq.

%

Male

78

25.6

91

29.8

3

1

Female

66

21.6

55

18

12

4

15-20 yr.

24

7.9

71

23.3

0

0

21-25 yr.

55

18

40

13.1

5

1.7

26-30 yr.

42

13.8

33

10.8

10

3.3

Over 30 yr.

23

7.5

2

.6

0

0

5,000-10,000
Bht
10,001-15,000
Bht
15,001-20,000
Bht
More Than
20,000 Bht
Student

59

19.3

95

31.1

3

1

45

14.7

32

10.5

12

4

22

7.2

8

2.6

0

0

18

6

11

3.6

0

0

2

0.6

53

17.4

2

.65

College Student

60

19.7

48

15.7

2

.65

Government
Officer & State
Enterprise
Employee
Company Staff

58

19

25

8.2

10

3.4

21

6.9

19

6.2

1

0.3

Others

3

1

1

.3

0

0

97

Table C.14.

The Music Style That the Respondents Prefer.

Music Style

Frequency

Percentage (%)

Priority

Rock

102

25.5

3

Pop

284

71.0

1

Jazz

138

34.5

2

Blues

68

17.0

6

Dance

94

23.5

4

Funk

8

2.0

7

Others

72

18.0

5

Table C.15.

Personal

Sex

Age

Income

The Experiences of the Respondents in Buying the Product through the
Internet Comparing with the Personal Information.
Classification

Ever

Never

Freq.

%

Freq.

%

Male

38

9.5

174

43.5

Female

30

7.5

158

39.5

15-20 yr.

50

12.5

70

17.5

21-25 yr.

10

2.5

120

30

26-30 yr.

7

1.75

108

27

Over 30 yr.

1

0.25

34

8.5

5,000-10,000 Bht

54

13.5

162

40.5

10,001-15,000 Bht

5

1.25

99

24.75

15,001-20,000 Bht

3

0.75

38

9.5

More Than 20,000 Bht

6

1.5

33

8.25

98

Table C.16.

The Satisfaction of Purchasing the Products through the Internet
Compares with Personal Information.

Personal

Classification

%

Freq.

%

Male

41

50.0

5

6.1

Female

31

37.8

5

6.1

15-20 yr.

50

61.0

1

1.2

21-25yr.

13

15.9

4

4.9

26-30 yr.

8

9.7

5

6.1

Over 30 yr.

1

1.2

0

0

5,000-10,000 Bht

56

68.3

4

4.9

10,001-15,000 Bht

7

8.5

1

1.2

15,001-20,000 Bht

3

3.6

4

4.9

More Than 20,000 Bht

6

7.4

1

1.2

Age

Table C.17.

Not satisfy

Freq.
Sex

Income

Satisfy

The Reasons of Satisfaction in Purchasing the Products through the
Internet.

Reasons

Frequency

Percentage (%)

Priority

Convenience

67

84.8

1

Cheap

5

6.3

3

Easy For Price Comparing

7

8.9

2

99

Table C.18.

The Reasons of Dissatisfaction in Purchasing the Products through the
Internet.

Reasons

Frequency

Percentage (%)

Priority

Late Delivery

7

35.0

1

Unexpected product

6

30.0

2

Low Quality Product

5

25.0

3

Others

2

10.0

4

Table C.19.

The Payment Methods That the Respondents Prefer.

Payment Methods

Frequency

Percentage (%)

Priority

Credit Card

83

41.5

1

Money Transfer

66

33.0

2

Money Order

51

25.5

3

100

Table C.20.

Personal

Sex

Age

Income

Occupation

The Payment Methods That the Respondents Prefer Compare with the
Personal Information.
Classification

Credit Card

Money Transfer

Money Order

Freq.

%

Freq.

%

Freq.

%

Male

47

57.0

37

56.1

28

55.0

Female

36

43.0

29

43.9

23

45.0

15-20 yr.

56

67.5

50

75.9

50

98.0

21-25 yr.

15

18.0

10

15.l

0

0.0

26-30 yr.

11

13.3

3

4.5

0

0.0

Over 30 yr.

1

1.2

3

4.5

1

2.0

5,000-10,000 Bht

65

78.4

57

86.4

50

98.0

10,001-15,000 Bht

4

4.8

5

7.6

1

2.0

15,001-20,000 Bht

7

8.4

1

1.5

0

0.0

More Than 20,000
Bht
Student

7

8.4

3

45.5

0

0.0

51

61.4

51

77.3

50

98.0

College Student

15

18.2

5

7.6

0

0.0

Government
Officer & State
Enterprise
Employee
Company Staff

10

12.0

9

13.6

1

2.0

6

7.2

1

1.5

0

0.0

Others

1

1.2

0

0.0

0

0.0

101

Table C.21.

The Reasons of Why the Respondents Have Never Bought the Products
through the Internet.

Reasons

Frequency

Percentage (%)

Priority

Not Have Credit Card

138

34.50

4

Not Safe

185

46.25

2

Unseen Goods

192

48.00

1

Goods may not like the
order
Goods may be late delivered

177

44.25

3

68

17.00

5

102

Table C.22.

The Reasons of Why the Respondents Have Never Bought the Products
through the Internet Compare with Personal Information.

Pers
onal

No Credit
Card

Not Safe

Unseen
Goods

Miss
Delivered

Late
Deliver

Other

Freq.

%

Freq.

%

Freq.

%

Freq.

%

Freq.

%

Freq.

%

Male

81

58.7

96

51.9

79

41.1

97

54.8

42

61.8

6

26.l

Female

57

41.3

89

48.l

113 58.8

80

45.2

26

38.2

17

73.9

15-20 yr.

29

21.0

34

18.4

37

19.3

27

15.3

5

7.4

6

26.1

Age 21-25 yr.

63

45.7

77

41.6

71

37.0

66

37.3

23

33.8

4

17.4

26-30 yr.

34

24.6

59

31.9

61

31.7

68

38.4

40

58.8

13

56.5

Over 30
yr.
5,00010,000
Bht
10,00115,000
Bht
15,00120,000
Bht
More
Than
20,000
Bht
Student

12

8.7

15

8.1

23

12.0

16

9.0

0

0.0

0

0.0

100 72.5 105 56.7

88

45.8

80

45.2

32

47.1

10

43.5

Sex

Inco
me

College
Student
Care Gove mm
er
ent
Officer
& State
Enterpris
e
Employe
e
Compan

16

11.6

39

21.2

63

32.8

53

30.0

17

25.0

9

39.1

17

12.3

25

13.5

34

17.8

22

12.4

4

5.9

0

0.0

5

3.6

16

8.6

7

3.6

22

12.4

15

22.0

4

17.4

8

5.8

9

4.9

10

5.2

10

5.6

5

7.4

0

0.0

91

65.9 104 56.2

86

44.8

74

41.8

24

35.3

10

43.5

24

17.4

44

23.8

73

38.0

61

34.5

21

30.9

9

39.l

8

5.8

22

11.9

20

10.4

29

16.4

15

22.0

3

13.0

7

5.1

6

3.2

3

1.6

3

1.7

3

4.4

1

4.4

y Staff

Others
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