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ABSTRACT

Electronic commerce is a marnage between a rapidly evolving technical
environment and an increasingly pervasive set of ideas as to how markets should
function. There are strong current indications that massive changes have already begun
to occur across the entire business spectrum. Therefore, the traditional business needs to
adapt its existing behavior and learn more in new strategic development of technology
communication. This project "Online Thai handicraft (Mulberry Paper Products)", is set
up to study the potential of doing business online in order to catch the higher marketing
opportunities in the future. The company tries to set the status to be a small or medium
size handicraft shop, which offers online products and services as diverse as possible.
Not only concluding the beneficial knowledge learnt for planning and defining the
strategies used for doing online business, the company also analyzes business
advantage; competitive analysis, SWOT analysis, cost and benefit analysis and buying
behavior. Finally, the company applies marketing mix (Four P's) in accordance with
general and website strategies for promoting the site.
This project study applies electronic commerce on Mulberry product catalogs
such as paper, flower, stationary and decoration. It seems to be an attractive project to
invest in because of the low initial investment fund but the consistent growth return.
Furthermore, according to the goal and objectives, which is to create high trust and
awareness with a wide range customer in accordance with the handicraft community,
The company is confident that all will be accomplished using strategies as both general
marketing and web creating method defined, in the project.
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1.1

INTRODUCTION

Background of the Project
Since the year 2000, the Internet has opened up many exciting possibilities for

organizing and applying a business that are transforming organizations and the use of
information systems in everyday life. Moreover, it can also be used to plan and support
changes designed to increase the responsiveness, and accountability of the business
process. For this reason, the Internet brings people closer and it is a channel of Ecommerce that is a part of E-business. For E-commerce, it can be classified as the
process of buying and selling or exchange of product service and information via
computer network. Although E-commerce has arrived to Thailand for a few years, it has
not been fully implemented. The full implementation will be possible .if the
infrastructure supporting the Internet increases such as telecommunication and laws.
This online shop would like to sell goods on the Internet. The main products are
mulberry paper products such as paper, flower, decoration, stationary, etc. They are all
hand made by skilled workers. The company has various items and models to cover the
market's need of tourism favoured Thai handicraft. The company will put more and
more handicraft products to the Web and also accept making the products belonging to
the clients according to their designs in the future. With full-services of packing and
shipping, customers will be satisfied with the production and delivery on time. The
opportunity for the company seeking to take advantage of the capabilities of electronic
commerce is greater than merely adopting the present view of commerce to perform
those buying and selling transactions over electronic networks.
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1.2

Objectives of the Project
The purpose of the study is:
(1)

To open new markets and be able to reach new customers

(2)

To promote and introduce products

(3)

To generate revenue from selling goods.

(4)

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

(5)

To be able to offer more products to the customer than they could ever fit in
an ordinary catalog or in a traditional store

1.3

(6)

Update information quickly for serving customer needs.

(7)

To explore the strategies for enhancing the business

Scope of the Project
(1)

To apply the knowledge learnt in the Master of Science in Internet and Ecommerce Technology into this project

(2)

To conduct a complete advantage, SWOT analysis, and a detailed
competitors analysis both direct and indirect. Then design strategies to meet
competition and show how implementation will be done.

(3)

To provide the marketing plan by setting target market, market positioning
and promotional mix.

(4)

To manage the web site effectively creating customer satisfaction

(5)

To sell physical goods online as one of the sale channels and delivery of
good takes place through traditional means the main products are mulberry
paper products.

(6)

1.4

To create the security to increasing the reliability and brand awareness.

Deliverables
(1)

The final report covers the scope as mentioned above.
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(2)

The proposed e-commerce web site consists of the product information such
as product description, price and steps to order mulberry paper products on

the web
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II.

2.1

LITERTURE REVIEW

Introduction in Internet & E-commerce
The Internet is perhaps the most well-known, and the largest, implementation of

Internet working, linking hundreds of thousands of individual networks all over the
world. The Internet has a range of capacilities that organizatons rae using to excahange
information internally or to communicate externally with other organizatons. This giant
network has become a major catalyst for both electronic commerce and electronic
business.

What Is the Internet?
The Internet began as a U.S. Department of Defense network to link scientists and
university professors around the world. Even today individuals cannot connect directly
to the Net, although anyone with a computer, a modem, and the willingness to pay a
small monthly usage fee can access it through an Internet Service Provider. An Internet

Service Provider (ISP) is a commercial organization with a permanent connection to
the Internet that sells temporary connections to subscribers. Individuals also can access
the Internet through such popular online services as Prodigy and America Online and
through networks established by such giants as Microsoft and AT&T.
One of the most puzzling aspects of the Internet is that no one owns it and it has
no formal management organization. As a creation of the Defense Department for
sharing research data, this lack of centralization was purposeful, to make it less
vulnerable to wartime or terrorist attack. To join the Internet, an existing network needs
only to pay a small registration fee and agree to certain standards based on the TCP/IP
(Transmission Control Protocol/Internet Protocol). Costs are low because the Internet
owns nothing and so has no costs to offset. Each organization, of course, pays for its
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own networks and its own telephone bills, but those costs usually exist independent of
the Internet. Regional Internet companies have been established to which member
networks forward all transmissions. These Internet companies route and forward all
traffic, and the cost is still only that of a local telephone call. The result is that the costs
of e-mail and other Internet connections tend to be far lower than equivalent voice,
postal, or overnight delivery making the Net a very inexpensive communications
medium. It is also a very fast method of communication, with messages arriving
anywhere in the world in a matter of seconds or a minute or two at most. We will now
briefly describe the most important Internet capabilities.
Internet Technology and Capabilities

The Internet is based on client/server technology. Individual using the Net control
what they do through client applications, using graphical user interfaces or characterbased products that control all functions. All the data, including e-mail messages,
database, and Web sites, are the heart of the information on the Net.
The most important Internet capabilities for business include e-mail, Usenet
newsgroups, LISTSERVs, chatting, Telnet, FTP, gophers, and the World Wide Web.
They can be used to retrieve and offer information.
Internet Tools for Communication

Electronic Mail (E-Mail). The Net has become the most important e-mail system
in the world because it connects so many people worldwide, creating a productivity gain
that observers have compared to Gutenberg's development of movable type in the
fifteenth century. Organization uses it to facilitate communication between employees
and offices, and to communicate with customers and suppliers.
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Table 2.1. Major Internet Capabilities.

Capabilities

Functions Supported

E-mail

Person-to-person messaging; document sharing

Usenet newsgroups

Discussion groups on electronic bulletin boards

LISTSERVs

Discussion groups using e-mail mailing list servers

Chatting

Interactive conversations

Telnet

Log on to one computer system and do work on another

FTP

Transfer files from computer to computer

Gophers

Locate information using a hierarchy of menus

World Wide Web

Retrieve, format, and display information (including text,
audio, graphics, and video) using hypertext links

Researchers use this facility to share ideas, information, even documents. E-mail
over the Net also has made possible many collaborative research and writing projects,
even though the participants are thousands of miles apart. With proper software, the
user will find it easy to attach documents and multimedia files when sending a message
to someone or to broadcast a message to a predefined group.
The portion of the address to the left of the @ symbol in Net e-mail addresses is
the name or identifier of the specific individual or organization. To the right of the @
symbol is the domain name. The domain name is the unique name of a collection of
computers connected to the Internet. The domain contains subdomains separated by a
period. The domain that is farthest to the right is the top level domain, and each domain
to the left helps further define the domain by network, department, and even specific
computer. The top level domain name may be either a country indicator or a function
indicator, such as com for a commercial organization or gov for a government
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institution. All e-mail addresses end with a country indicator except those in the United
States, which ordinarily does not use one. Edu indicates that the address is an
educational institution; univpisa (in this case, University of Pisa) indicates the specific
location of the host computer.
Usenet Newsgroups (Forums). Usenet newsgroups are worldwide discussion

groups in which people share information and ideas on a defined topic such as radiology
or rock bands. Discussion takes place in large electronic bulletin boards where anyone
can post messages for others to read. Almost 20,000 groups exist discussing almost all
conceivable topics. Each usenet site is financed and administered independently.
LISTSERV. A second type of public forum, LISTSERV, allows discussions to

be conducted through predefined groups but uses e-mail mailing list servers instead of
bulletin boards for communications. If you find a LISTSERV topic you are interested
in, you may subscribe. From then on, through your e-mail, you will receive all messages
sent by others concerning that topic. You can, in tum, send a message to your
LISTSERV and it will automatically be broadcast to the other subscribers. Tens of
thousands of LISTSERV groups exist.
Chatting. Chatting allows two or more people who are simultaneously connected

to the Internet to hold live, interactive conversations. Internet Relay Chat (IRC) is a
general chat program for the Internet. Chat groups are divided into channels, and each is
assigned its own topic of conversation. Most chat tools today are for written
conversations in which participants type their remarks using their keyboard and read
responses on their computer screen. However, systems featuring voice chat capabilities,
such as those offered by Tribal Voice and by Mpath at its HearMe.com Web site are
becoming available. Chatting can be an effective business tool if people who can benefit
from interactive conversations set an appointed time to "meet" and "talk" on a particular
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topic. Many on-line retailers are enhancing their Web sites with chat services to attract
visitors, to encourage repeat purchases, and to improve customer service.

Telnet. Telnet allows someone to be on one computer system while doing work
on another Telnet is the protocol that establishes an error-free, rapid link between the
two computers, allowing you, for example, to log on to your business computer from a
remote computer when you are on the road or working from your home. You can also
log in and use third-party computers that have been made accessible to the public, such
as using the catalog of the U.S. Library of Congress. Telnet will use the computer
address you supply to locate the computer you want to reach and connect you to it.

Information Retrieval on the Internet
Information retrieval is a second basic Internet function. Many hundreds of library
catalogs are on-line through the Internet, including those of such giants as the Library of
Congress, the University of California, and Harvard University. In addition, users are
able to search many thousands of databases that have been opened to the public by
corporations, governments, and non-profit organizations. Individuals can gather
information on almost any conceivable topic stored in these databases and libraries.
Many use the Internet to locate and download some of the free, quality computer
software that has been made available by developers on computers all over the world.
The Internet is a voluntary, decentralized effort with no central listing of
participants or sites, much less a listing of the data located at those sites, so a major
problem is finding what you need from among the storehouses of data found in
databases and libraries. Here we introduce two major methods of accessing computers
and locating files.

FTP. File transfer protocol (FTP) is used to access a remote computer and
retrieve files from it. FTP is a quick and easy method if you know the remote computer
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site where the file is stored. After you have logged on to the remote computer, you can
move around directories than have been made accessible for FTP to search for the
file(s) you want to retrieve. Once located, FTP makes transfer of the file to your own
computer very easy.
Gophers. Most files and digital information that are accessible through FTP also

are available through gophers. A gopher is a computer client tool that enables the user
to locate information stored on Internet gopher servers through a series of easy-to-use,
hierarchical menus. The Internet has thousands of gopher server sites throughout the
world. Each gopher site contains its own system of menus listing subject-matter topics,
local files, and other relevant gopher sites. One gopher site might have as many as
several thousand listings within its menus. When you use gopher software to search a
specific topic and select a related item from a menu, the server will automatically
transfer you to the appropriate file on that server or to the selected server wherever it is
located. Once on that server, the process continues; you are presented with more menus
of files and other gopher site servers that might interest you. You can move from site to
site, narrowing your search as you go, locating information anywhere in the world. WJh
descriptive menu listings linked to other gopher sites, you do not need to know in
advance where relevant files are stored or the exact FTP address of a specific computer.
The World Wide Web

The World Wide Web (the Web) is at the heart of the explosion in the business
use of the Net. The Web is a system with universally accepted standards for storing,
retrieving, formatting, and displaying information using client/server architecture. It
was developed to allow collaborators in remote sites to share their ideas on all aspects
of a common project. If the Web was used for two independent projects and later
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relationships were found between the projects, information could flow smoothly
between the projects without making major changes
The Web combines text, hypermedia, graphics, and sound. It can handle all types
of digital communication while making it easy to link resources that are half-a-world
apart. The Web uses graphical user interfaces for easy viewing. It is based on a standard
hypertext language called Hypertext Markup Language (HTML), which formats
documents and incorporates dynamic links to other documents and pictures stored in the
same or remote computers. Using these links, the user need only point at a highlighted
key word or graphic, click on it, and immediately be transported to another documents,
probably on another computer somewhere else in the world. Users are free to jump from
place to place following their own logic and interest.
Web browser software is programmed according to HTML standards. The
standard is universally accepted, so anyone using a browser can access any of the
millions of Web sites. Browsers use hypertext's point-and-click ability to navigate or
surf move from site to site on the Web to another desired site. The Browser also
includes an arrow or back button to enable the user to retrace his or her steps, navigating
back, site by site.
Those who offer information through the Web must establish a home page a text
and graphical screen display that usually welcomes the user and explains the
organization that has established the page. For most organizations, the home page will
lead the user to other pages, with all the pages of a company being known as a Web site.
For a corporation to establish a presence on the Web, therefore, it must set up a Web
site of one or more pages. Most Web pages offer a way to contact the organization or
individual. The person in charge of an organization's Web site is called a Webmaster.
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To access a Web site, the user must specify a uniform resource locator (URL),
which points to the address of a specific resource on the Web. For instance, the URL for
Prentice Hall, the publisher of this text, is http://www.prenhall.com Http stands for
hypertext transport protocol, which is the communications standard used to transfer
pages on the Web. HTTP defines how messages are formatted and transmitted and what
actions Web servers and browsers should take in response to various commands.
Www.prenhall.com is the domain name identifying the Web server storing the web
pages.
Searching for Information on the Web
Locating information on the Web is a critical function given the tens of millions of
Web sites in existence and growth estimated at 300,000 pages per week. No
comprehensive catalog of Web sites exists. The principal methods of locating
information on the Web are Web site directories, search engines, and broadcast or
"push" technology.
Several companies have created directories of Web sites and their addresses,
providing search tools for finding information, Yahoo l is an example. People or
organizations submit sites of interest, which then are classified. To search the directory,
you enter one or more keywords and will see displayed a list of categories and sites with
those key words in the title.
Other search tools do not require Web sites to be preclassified and will search
Web pages on their own automatically. Such tools, called search engines, can find Web
sites that may be little known. They contain software that looks for Web pages
containing one or more of the search terms; then it displays matches ranked by a method
that usually involves the location and frequency of the search terms. These search
engines do not display information about every site on the Web, but they create indexes
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of the Web pages they visit. The search engine software then locates Web pages of
interest by searching through these indexes. Alta Vista, Lycos, and Info seek are
examples of these search engines. Some are more comprehensive or current than others,
depending on how their components are tuned. Some also classify Web sites by subject
categories. Specialized search tools are also available to help users locate specific types
of information easily. For example, Google is tuned to find the home pages of
companies and organizations.
Some Web sites for search engines such as Yahoo! and Lycos have become so
popular and easy to use that they also serve as portals for the Internet. A portal is a Web
site or other service providing an initial point of entry to the Web. Portals typically offer
a broad array of resources or services such as e-mail, on-line shopping, discussion
forums, and tools for locating information.
Broadcast and "Push" Technology
Instead of spending hours surfing the Web, users can have the information they
are interested in delivered automatically to their "push" technology. A compt!!er
broadcasts information of interest directly to the user, rather than having the user "pull"
content from Web sites.
"Push" comes from server push, a term used to describe the streaming of Web
page contents from a Web server to a Web browser. Special client software allows the
user to specify the categories of information he or she wants to receive, such as news,
sports, financial data, and so forth, and how often this information should be updated.
The software runs in the background of the user's computer while the computer
performs other tasks. When they find the kind of information requested, push programs
serve it to the push client, notifying him or her by sending e-mail, playing a sound,
displaying headlines on a screen saver. The streams of information distributed through

12

push technology are also known as channels and can include private intranet channels
and extranet channels, as well as channels from the public Inter. Microsoft's Internet
Explorer and Netscape Communicator include push tools that automatically download
Web pages, inform the user of updated content, and create channels of user-specified
sites. The use of push technology to transmit information to a select group of
individuals is one example of multicasting. (LISTSERV's sending e-mail to members of
specific mailing lists is another.)
The audience for push technology is not limited to individual users. Companies
are using push technology to set up their own channels to broadcast important internal
information via corporate intranets or extranets. For example, Fruit of the Loom is using
Pointcast push technology to alert managers to updated inventory information stored on
its IBM AS/400 intranet Web server. The company has long production schedules and a
compressed selling season. When production of an item is behind schedule, warnings
can be pushed to sales planners so they can contact customers or adjust promotions.
Lufthansa is using the BackWeb push delivery service to alert consumers to fare
discounts.
For the capacities of Internet as mentions above, the Internet become the biggest
transaction or media to do the business called E-commerce. Before hand, we must know
what is electronic commerce or E-commerce.

Electronic Commerce
Electronic Commerce (e-Commerce) is a general concept covering any from of
business transaction or information exchange executed using information and
communication technologies (ICTs). E-Commerce takes place between companies,
between companies and their customers, or between companies and public
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administration. Electronic Commerce includes electronic trading of goods, services and
electronic material (Esprit, 1997).
E-Commerce systems include commercial transactions on the Internet but their
scope is much wider than this; they can be classified by application type:
Electronic Market:
The Principle function of an electronic market is to facilitate the search for the
required product or service. Airline booking systems are an example of an electronic
market.
Electronic Data Interchange (EDI):
EDI provides for the efficient transaction of recurrent trade exchanges between
commercial organizations. EDI is widely used by, for example, large retail groups and
vehicle assemblers when trading with their suppliers.
Internet Commerce:
The Internet (and similar network facilities) can be used for advertising goods and
services and transacting one-off deals. Internet commerce has application for both
business to business and business to consumer transactions.
These areas of e-commerce and capability of the Internet are guided in relation to
the trading exchanges/trade cycles to which they most appropriately apply. Now, let's
know the advantage to start a business on the Internet.

2.2

Advantage to start a business on the Internet
Reasons to Start a Business on the Internet
If you are thinking about running an online store, you -should be aware of the

advantages and disadvantages. Let us first look at the reasons to open your storefront on
the Internet.
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The Internet offers many advantages for companies that want to sell products,
whether they are expanding an existing storefront on Main Street, or creating a company
that exists only in cyberspace. Here are several reasons for a company to have an online
store:
Reach a worldwide audience
Do business within affluent market
No barrier of time zones, you are open twenty-four hours a day
Reach consumers when they are ready to buy
Open a new channel of distribution for your company
Or sell products only on the Internet
Offer lower costs to consumers and beat competition
Beat competition to new markets because they aren't online
Make additional sales more easily
Create cost-effective catalogs that are long on details
Low cost of doing business
Low cost of entry
No or low rent
Interact with customers
Engage the senses by using audio, video, and multimedia to create relationships
and sell products
Let us look at each of these factors
Reach a worldwide audience
More than 30 million people from around the world are on the Internet that can get
access to the online store quickly and easily. On the other hand, the online business can
reach these people for a mere fraction of what it would cost to reach them with other
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marketing tools like direct mail, television and print advertising, promotions, and even
public relations.
Do business with an affluent market
The profit of the average online consumer is very, very positive. According to a
study in June 1995 of 13,000 respondents by the Georgia Institute of Technology's
Graphics Visualization & Usability Center, http://www.cc.gatech.edu/gvu/user surveys,
showed:
82 percent are male, 16 percent are female, and 2 percent did not answer
Average age is 35
Average income is $69,000 (45 percent between $50,000 and $200,000)
46 percent are single; 50 percent are married; 24 percent have two or more
dependents
61 percent graduated college
34 percent have jobs in professional management, 31 percent are in computers,
and 24 percent are in education
86 percent live in North America, 10 percent are in Europe.
Another source of demographic information is TIC/MIDS Internet Demographic
Survey, http://www.tic.com, which was conducted in October 1994. The survey
estimated that 27.5 million people used the Internet, while 13.5 million people had
access to the World Wide Web, where Internet commerce is conducted.
The Internet can also be reached by members of the major online vendors
(CompuServe, America Online, and Prodigy). They report even more affluent
consumers, who earn between $60,000 and $75,000 on the average.
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Further, these people see the Web as a viable business center, provided they
charge prices in line with normal retail channels, according to a report by Simba
Information, Inc., of Wilton, Connecticut.
The study predicts a compound Internet user growth rate of 62.4 percent between
1994 and the year 2000. Simba expects total commercial online subscribers to reach
19.7 million by the end of 1995 and grow to 27 million by the end of the decade. Simba
believes women will comprise 35-40 percent of the total users of the Internet by the end
of 1995. The study also shows that woman lean toward personal applications,
particularly real time chat and shopping.
The best news is that more and more people are coming online every day. Chuck
Martin, the publisher oflnteractive Week, gave a presentation in May 1995 in which he
showed the hockey-stick like growth of the Internet was so sharp, that it if kept growing
at the current rate, by 1999 there would be more Internet accounts than people on the
face of the earth! I think he was kidding. But only by a little.
No Barrier of Time Zones, You Are Open Twenty-four Hours a Day

You have to feel sorry for my Uncle Bud. He had a hardware store on the main
drag for thirty years. He had to close up shop for twelve to sixteen hours a day, even
though he was paying rent twenty-four hours a day. He had to keep an employee in the
store on the slowest days and lose money so he would have that person around on
Saturday, the busiest day. He closed the store on Sunday so he could get one day of rest.
Then he lost all the business to the new superstores in the mall as customers shopped ,m
Sunday.
That is not so on the Internet. Your storefront is open for business twenty-four
hours a day. If people are looking for information at 5:05 P.M. or 5:05 A.M., they will
be able to find it because your online shop is always open for business. Someone from
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New Zealand could see your store, browse, and order in the space of a few minutes on
Monday morning when you are fast asleep in your bed in your Sunday time zone. It is
the neatest feeling to get an e-mail order from Europe late Monday night that is time
stamped Tuesday!
Reach Consumers When They Are Ready to Buy
Every store has its share of tire kickers who just browse and leave. They are on
the Internet as well. However, when they are ready to buy, your store is open for
business. As Carol Wallace, a marketing ace at Prodigy says, "You are never going to
get more attention from any customer than when they are online. Both their hands are
on the keyboard and both their eyes are on the monitor. You are interacting with them.
They have pre-selected you. They want to see you. This is a very intimate selling
situation."
Memorize those lines. They should form the basis of your business plan!
Appeal to Consumers Who Hate Salespeople
If you are in sales, you might find this hard to believe, but many people do not like

to buy from salespeople! That is right. They hate the high pressure and power closes.
Most people say "just looking" when asked but salespeople if they can merely "help"
Because of that, the Internet is the perfect place for the consumer who likes to look
around, size things up, draw her own conclusions-and buy. These people do not like to
be persuaded or manipulated. That is why they use online services, mail coder catalogs,
and other sales situations that are not conducted face-to-face. Your Internet store taps
this market.
Open a New Channel of Distribution for Your Company
Your company might be doing a great job now selling products through a
storefront or by mail order. You will also want to use the Internet to open a new channel
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of distribution for your products. As you will see, for a very low cost of entry, you can
reach millions of consumers all around the world for much less than the cost of opening
a new store on the other side of town.
The Internet offers established business the opportunity to find new markets in
their neighborhood or around the world. For the company that is selling a product, like
bikes or flowers, the entire world could be a potential market for your products. You
will read many examples in the case study section of this book that show how
companies on Main Street are selling products to people in far away places.
Or Sell Products Only on the Internet

Some companies exist only on the Internet. These include information brokers
who sell research information to companies on hard-to-find data, and artists who sell
pictures via the Internet but do not have their own gallery on Main Street. These
compames exist because of the low barriers of entry in starting a business on the
Internet.
Beat Competition to New Markets Because They Are Not Online
If you operate a business on Main Street, you cannot afford not to open a

storefront on the Internet. You competitors might already be there snagging business
you didn't even know about.
For example, Thanksgiving Coffee operates an online mall in addition to their
stores and mail order business. Frankly, I never had heard of them before I stumbled
across them on the Internet. However, many people in my classes had used their coffee
and ordered gifts for friends. When I think of coffee, I think of Starbucks. However,
they are not online. Now let us take a hypothetical scenario: I am in Sioux City,
probably the only place on the planet that does not have a Starbucks store, at least not
yet. I want to buy a gift of assorted gourmet coffees for my brother-in law because he is
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a caffeine hound. I go online and do a search for coffee stores. The search shows
Thanksgiving Coffee, which I have never heard of. It does not show Starbucks, which I
have never heard of either since I do not leave Sioux City. Who am I going to buy from
Thanksgiving, of course?
You do not have to operate a mail order business to appreciate this scenario. You
can create any business and attract new clients by being listed in directories that show
your name to prospects (and other marketing tactics that we will talk about later).
Lawyers are getting referrals from other lawyers, authors are selling books, companies
are selling flowers, gourmet foods, and even garlic to people all over the world just
because they are on the Internet and their competitors are not! You cannot afford not to
be on the Internet if you operate a business.
Make Additional Sales More Easily
Research has shown that it is easier to sell to an existing customer than to develop
a new one. The Internet can be very helpful with this. Once a customer has bought from
you, you can ask to send her more information about the product, product upgrades, and
related products. If they were happy with your pea pod seeds, then they just might buy
rose plants from you next season.
Create Cost-effective Catalogs That Are Long on Details
Print catalogs are great marketing tools, but they suffer from a lack of space and
the expenses of mailing lists, postage, and printing. They can also become out of date
quickly as suppliers raise prices. Online marketers have much greater flexibility with
online catalogs. Because space is cheap, they can print descriptions and photos of their
entire 10,000 product line, not just the 100 items that the marketing department thinks
will sell this year. The descriptions can be full and complete and go on for as much
space as is needed. This is important for a company that sells to other businesses. For
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example, industrial strength glue might require the reader to analyze complex chemical
formulas to ensure the product meets the buyer's specifications. Printing and mailing
outbound communications, such as price sheets, catalogs, and brochures, could strain a
company's financial resources. However, the cost to publish these materials on the
Internet is minimal.
Companies are cutting their printing and mailing costs for catalogs and marketing
materials by placing them online. Sun Microsystems announced it has saved more than
$1 million in one year by placing its marketing information online. It also saved a ton of
money in related costs, such as manpower to mail the materials. Tandem Computers not
only saved a great deal of money by placing their marketing materials on the Internet,
they also reached five times as many customers!
Online catalogs can also include demonstrations, voice-overs, and other benefits
of technology that print catalogs cannot begin to duplicate.

Low Cost of Doing Business
Selling on the Internet can be more efficient and effective for many businesses
because of the lowered cost of doing business and of making the sales. Let's look at
these factors:
Low cost of entry
No or low rent
No inventory or warehouse costs
Offer lower costs to online consumers
Reduced costs of salespeople because customers sell themselves

Low Cost of Entry
The cost of starting your online store can vary from a few dollars to tens of
thousands, much less than the price of opening a physical store.
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No or Low Rent

Unlike a physical store, your cyber store does not pay a fortune in rent. You might
pay a monthly fee of $100 or less to store your site at a Digital Mall or Internet Access
Provider, two types of service providers who connect your store to the Internet. The
competitive climate is forcing prices way, way down. In 1994, you could pay $250 a
month for basic storage. By 1995, the price plummeted to about $100 in the San
Francisco Bay Area. If prices are higher in your town, call a few providers in San
Francisco.
If you operate a sizable business, you might have the Internet hookup at your

office. That will cost about $15,000-150,000 to get started with recurring fees of about
$1,000 a month-fees that are much less than remodeling an office.
Offer Lower Costs to Consumers and Beat Competition

Because online merchants have lower overhead-they do not pay for heating, airconditioning, water security, janitorial, and a variety of other fees imposed by
landlords-they can pass the savings along to their customers in the form of lower
prices. Companies can offer discounts to their online consumers. This tactic might have
attracted them to the Internet in the first place and keeps them coming back. They can
offer lower prices also because of two additional factors:
Reduced or no inventory, warehouse costs and costs of money-Internet-based
businesses can rely on drop-shipping their products to meet their customers' orders.
They don't have to stock large supplies or products in expensive warehouses. Instead,
they can offer the product for sale on their online catalog and order the products from
their suppliers only when they receive payment from their online customers. Since the
product is not being bought until needed, the online merchant does not have to tie up
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money m goods or pay interest on that money. Instead, his money can be eammg
interest or invested into other profitable ventures.
Reduced costs of salespeople because customers sell themselves-you do not need
salespeople online. Your prospects are their own salespeople. They sell themselves!
That happens when you place your sales material online and prospects browse. They
follow their own line of thinking, find answers to their own questions, and buy when
they are ready. In order to construct this kind of sales plan, you must interview your top
salespeople and ask them what questions people ask, and how to best answer them.
Many online consumers like the fact there are not any pushy salespeople online to
harass them into buying a product. Online selling is more immediate and less intrusive
than dealing with salespeople.

Interact with Customers
Online communications offers merchants the benefits of interacting with
consumers, which cannot exist in print or television communications. Using e-mail, info
bots (automated e-mail, similar to a fax back system), and other online tools, merchants
can create a dialog with consumers that leads to long-term relationships and sales.

Engage the Senses by Using Audio, Video, and Multimedia to Create Relationships
and Sell Products
Vendors can showcase their products and services by usmg the Intem0(' s
multimedia capabilities. Using audio, video, and multimedia, merchants can make their
products come alive on the Internet. Technology and tools are still immature, but the
promise of interactive, multimedia demonstrations is becoming a reality.

Four Additional Marketing Benefits
In addition to increasing sales, companies that are using the Internet are finding

they can add value to their businesses by:
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Conducting marketing research online
Finding competitive information
Providing customer support
Decreasing costs of printing and distributing marketing materials
Conducting Market Research Online
You can find out a lot about your customers simply by seeing which information
they select and what appeals to them. For example, on the Saturn Home Page, the
potential car buyer can select a picture of four car models. Then he can see the car in a
certain color. Doer he pick red or white or blue or green Does he read about the safety
statistics, how fast it can go from 0 to 60 mph, or about the luxury features of the
interior By seeing which information is selected, the marketer can adjust the messages
in other advertisements!
Finding Competitive Information
You can use the Internet to find out news and information about your industry by
using the many news services available, such as Clari.Net, http://www.clari.net. Stock
and financial news can also be obtained from Quote.Com, http:/www.quote.com. You
could also visit your competitor's businesses. To find out their addresses, check out
their sales and marketing material, or go to one of the many search engines on the
Internet, such as Yahoo, http://www.yahoo.com or InfoSeek, http://www.infoseek.com
By typing in a search term, like" bagpipes" or "antiques" you will find all the
businesses that offer those products. One additional word about InfoSeek: you can ask it
to search through every newsgroup and mailing list, which are online bulletin boards
where people leave messages for people who are interested in the same topics. When it
finds a match, it sends the note to your mailbox, where you can answer the person's
questions. Think of it as an online prospecting tool. You can also use InfoSeek to find
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out what people are saying about your company, so you can use damage control if they
are saying bad things.
Providing Customer Support
Many companies, especially computer hardware and software compames are
finding the Internet to be a great way to answer customers' questions. They do this by
setting up files of Frequently Asked Questions (FAQs) in which every possible
customer question is answered. Customers go online and read the file that pertains to
their problem. If you would like to do this for your company, here are the steps:
Interview the customer-support personnel to find the questions and answers
Create files for each product (e.g., computers, modems, monitors)
Create sub-files for each product in the line (e.g. computer model 1, computer
model 2)
Place the files on your server in an attractive and easy-to-use menu structure.
Companies can save a great deal of money by using this method because they free
the human operator to do more important tasks or handle more complex calls.
Although the Internet has many advantages, it also has some aspects of barrier to
business and customer target markets.
2.3

Main Barrier to Business and Customer Target Markets.
Business-to-Business E-Commerce presently represents the bulk of commercial

volume over the Internet. Although business-to-consumer traffic is growing and has the
potential to become an even larger market, the primary reason why business-toconsumer E-commerce has not kept pace is that the Internet is still not as established in
the home as it is in the office. Many businesses have invested in Internet access
technologies, are online and ready to expand their commercial capabilities into this
emerging marketplace. Consumer should come online as the costs of Internet access
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decrease, data throughput increases and Internet connectivity becomes as simple to
initiate and commonplace in the home as television and telephones
Low confidence in security technologies has also restricted growth of Ecommerce activity. Business-to-consumer E-commerce in particular has suffered from
poor consumer confidence in secure monetary and personal data transactions. Business
confidence in sere transactions is higher and continues to increase as electronic payment
and encryption technologies are widely employed. It is important to note that this issue
is strictly about confidence. Secure technology exists today. This indicates that business
is either more informed or willing to take risks than consumers are. In either case,
business-to-business E-commerce is vibrant and demonstrates a confidence in the
supportive technologies that should continue to transfer to customers.
A third barrier to growth is the concern of legal issues, mostly the uncertainty of
litigious boundaries. Since the Internet crosses political boundaries, legal jurisdiction is
in question. Although the Internet improves access to foreign markets, national
export/import laws still apply to all E-Commerce transactions.

2.4

How to Approach the Internet in Business Way
(a)

Directly offering a product/services for sales at web site
The company can offer a product or services on web pages or offer
free information to lure people to another web where products or services
are available. This is the most popular way of making money on the
cyberspace because it is easy to set up and get the initial profits overnight.

(b)

Aim at sponsorship or banner Advertising
The company tries to persuade as many visitors as possible to web by
enticing them to come with something special available on the site, such as
valuable information, help, files stuff, etc. Then, once the visitor counts are
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high enough, the company can sell advertising space on the site or
sponsorships of banner advertising.
2.5

How to Start Your Business Online
Focus on your objectives
Everyone has a Web site these days, including your competitors. It makes sense to

establish an online presence for your business. But before you leap into the world of
Internet commerce, you should ask yourself four fundamental questions. If you can
answer these four questions, you'll be on your way to establishing the groundwork for a
successful online business.
Why do you want a Web site?
What do you want your Web site to do?
Who are your customers?
How much time and money are you willing to spend to develop and keep your
Web site current?
Why Do You Want a Web Site?
A badly designed page containing little or no useful information will do nothing
to enhance your company's profile and, in fact, may do more damage than good.
You should keep the following three goals in mind:
Enhanced Customer Service. The Web offers unprecedented ways to improve
service to your customers. You can give buyers the ability to check the status of their
orders or accounts, and to handle transactions electronically anytime. Customer loyalty
can be enhanced through interactive discussions and surveys designed to assess public
reactions and gather honest feedback about products and services. FAQs and e-mail can
reduce the volume, and therefore the expense, of toll-free calls. If you sell products
online, you can use e-mail to confirm orders.
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Reduced Sales and Marketing Costs. Information is what the Web is all about.
Online operating manuals and troubleshooting guides can reduce telephone time and
streamline operating efficiency. Your Web site is instantly available to millions of
people around the world. You can provide information on special offers without
incurring the cost of brochures, direct mail, long-distance charges, travel or other
business expenses. You can stretch your marketing dollars by including your Web
address on print materials targeting potential customers. If your site is designed to
process orders, you can make sales around-the-clock, seven days a week, regardless of
staffing levels and without the extra costs of toll-free telephone lines, regional sales
offices or distribution centers.
Opening New Markets. A Web site allows you to explore new ways to sell your
products. Wholesalers can open a retail channel (provided their own retailers don't
object), and local businesses can tap into national and international markets that were
previously out of reach.
What Do You Want Your Web Site to Do?

One of the biggest shortcomings of many web site designs is a failure to put the
needs of the customer first.
Your Web site should be targeted towards one or more of the following functions
Online Sales. If your primary business is selling products, focus on creating an
online store that gives customers a sense of place where they can easily find what
they're looking for and purchase it with as little hassle as possible.
Marketing. Even if your primary business is delivering an off-line product or
service, you might still want an online brochure that delivers practical information about
your service, projects a positive image, and builds trust and customer loyalty.
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Online Service. If you deliver an online service, you must build an infrastructure
for the delivery of that service. You'll need to determine what to feature in your product
catalog and how to handle online payments and orders.
Information Delivery. If your primary business is publishing information, you
need to determine how to charge for your content. You can charge through
subscriptions or on a per-use basis. Or you can deliver the product by e-mail once the
transaction is complete. Or give buyers access to a special Web site upon payment.
Customer Support. Whether you're selling directly from a Web or from a brickand-mortar site, providing fresh product information and a way to track orders makes it
easy for your customers to keep coming back.
Who Are Your Customers?

Before you establish your Web presence, it's important to know who your
customers are. Identifying your audience is crucial to determining what information to
include on your site and how to organize it.
Study your market. Determine your target audience's wants and needs by visiting
your direct competitor's sites, as well as those of companies selling related products.
Decide how you'll make your site stand out in your customers' minds
How Much Are You Willing to Spend to Develop and Keep Your Web Site?

Determining how much time and money to spend on your Web site is a critical
step. Set a budget for development, building and maintenance. You'll need to ask
yourself questions such as the following:
(1)

Are you going to create your Web site or hire a team of professionals to
develop and maintain it for you?

(2)

Will you need to invest in new computers and specialty programs to
HTML coding, graphics and database functions?
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(3)

Are you planning on setting up your own Web server, or will you be using
the hosting services of an Internet Service Provider (ISP)?

(4)

How much time can you afford to spend each week making sure your Web
site is running optimally and that there are no glitches or programming
bugs?

(5)

Have you considered hiring a contractor or using a turnkey solution to
maintain and upgrade your site?

These are just some of the things you should consider before you take the next
step, which is determining your business model.
Determine Your Business Model

There are three common Web business models. Each draws on certain skills,
entails a specific set of responsibilities, and has a different source of profit.
Understanding your business model will allow you to easily estimate your Web site's
bottom line.
Product Sales. A Web site based on product sales is about selling a physical,
shippable product online. You can design a storefront operation (with all the qualities of
a brick-and-mortar business) or a Web mall (a site that offers products from different
vendors); or you can sell your products at an online auction Web site.
Service Sales. Services, as well as products, can be sold via the Internet. These
can include online brochures that describe your service and provide contact information,
online malls that offer services from different vendors on one site, and service sites that
bring an automated version of an off-line service to the Web.
Info1mation Delivery. One of the biggest benefits of the Internet is that it presents
a fast, efficient and practical way to share information around the world. The two
common Web models for information delivery are online publications and portal sites.
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Determine Content
Content defines your Web site's personality: the actual text, products, words,
information, graphics and data that your site contains. Your content is what sets you
apart from the rest, so you'll need to create a content strategy that reflects the goals of
your site.
Customer Service. Excellent customer service is one of the most important keys to
a successful business. Some of the specific customer service tools you should look into
are:
(1)

E-mail notification to let your customers know their products have been
shipped their orders have been processed, etc.

(2)

Order. tracking to let customers can see where they are in the purchasing
cycle.

(3)

Shipping costs and options. Because time and cost of shipping can
significantly affect buying decisions, provide shipping information so
customers know what to expect. Outline express and regular delivery times
and associated shipping costs.

(4)

Customer service FAQs so your customers can quickly and easily get
answers and help.

(5)

Online manuals help your customers understand how to get the most from
your products. Tips can highlight key things your users need to know.

(6)

Community involvement with chat rooms, Web based forums, discussion
groups and newsletters keep your customers up-to-date with changes in the
site's content, sales and promotional items, and with related news.

(7)

Privacy policy. To establish trusting relationships with your online
customers, write and prominently display a privacy p.olicy that details how·
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customer information is collected and used. Offer an explanation of the
security measures your company takes to protect that personal information.
(8)

Returns policy. Make merchandise returns as hassle-free as possible to
build consumer confidence. A returns policy ensures customers understand
the refund and exchange rules before they buy, and it explains how to
return unsatisfactory merchandise, which, in tum, frees your customer
service representatives for other tasks.

(9)

Customer testimonials and complaints. Most sites publish customer
testimonials, but posting complaints as well shows your visitors how you
resolve problems if and when they arise. How ever, choose your complaint
postings carefully; there's a fine line between honesty and careless
confessions

Make it easy for your customers to do business with you. Some features you
should consider are:
(1)

Online forms to collect information about your customers, to run onL1e
surveys, create opt-in mail, and to process orders.

(2)

An on-site search engine so your customers can find what they're looking
for quickly and easily.

(3)

A product catalog so customers can see what they're buying.

(4)

Shopping carts to keep track of and record customers' purchasing
decisions.

(5)

A downloadable brochure that might be an exact replica of your hard-copy
brochure, in a program that can be downloaded, saved or printed for future
reference.
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Some additional forms of content might include product information to help your
customers decide what they want to buy; graphics such as buttons, arrows and logos to
enhance the look and feel of your site; company information to foster credibility; press
releases to detail new product line and generate news coverage; job listings; and
additional resources such as customer testimonials, white papers and news articles.

Internet Access and Your Domain Name
Choosing Internet Access and Server Space
Before you can put your Web site online, you must have access to the Internet. If
you don't already have an account with an Internet Service Provider (ISP), your first
order of business is to get connected. Generally, ISPs provide at least one e-mail
address and often a small allotment of disk space on their servers for your Web site.
Besides having Internet access, you must have server space, a place where your
Web site can be housed. Obtain at least 10 megabytes of disk space on your ISP's
server. If you plan to grow, you'll need not only more space but more substantial
storefront services. Some ISPs offer larger disk space allotments, site and store-buildmg
services, and e-commerce functions. If yours doesn't, you'll need a Web host, a hosting
service catering specifically to Internet business needs. Selecting a Web host can be
tricky if you don't understand the terminology. Read carefully and ask questions to
choose a service package that fits your business goals.

Creating and Locking in Your Domain Name
A domain name is more than your Internet address-it's your identity, your online
brand. It opens your business to millions of users worldwide. A Web address
representing your company name or brand is easier to remember than a long, irrelevant
URL. And if you move your site to another location, you'll want the domain name to
travel with you. Prices have dropped in the past couple of years as the number of
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domain name registrars has exploded. As a result, you can now buy a domain name for
as little as $15 (U.S.) per year.
Your domain name affects how people perceive your company, how they find
you, and how they ultimately do business with you. A successful domain name gives
people an intuitive sense of the business you 're in. You can incorporate your business
name or your product name, or you can use a snappy, arbitrary word or phrase.
Registration is a fast, simple process. The domain name registration service, or
registrar, asks for some information about you and your requested domain name. The
registrar keeps a copy or this data and sends the infonnation to a central public database,
which allows the public to see who owns any domain name.
Domain name registration isn't permanent; once the initial registration period
ends, you'll have to pay a renewal fee. Mark the expiration date on your calendar as a
reminder. If you fail to reregister your domain, it becomes available for others to buy.
Making Money
Now that you've planned your Web site and established how you're going to
present it to the world, it's time to consider the most important aspect: how are you
going to make money? Some of the components you'll need to generate profits include
the following:
Merchant Account. If you're selling a product or information on your Web site,
you'll need a merchant account to accept credit card payments online. A merchant
account provider (MAP), bank or independent service organization (ISO) verifies the
credit card, processes the transactions, and deposit the results into your account, usually
within two to four days. These MAPs charge for their services. Charge can include fees
for application, software licensing and/or purchase, purchase or lease of a point-of-sale
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(POS) terminal, transactions and monthly service, discount rates on transactions, and
charge backs.

Order Fulfillment.

Ensure you can deliver the product to your customers

quickly and without problems, regardless of their locations. Assess your order
fulfillment requirements and determine whether you want to hire an order fulfillment
house or a drop shipper to complete your online orders.

Database Software. Database software captures customer and product data.
Some turnkey solution providers include this as part of their package. If you build your
Web site using off-the-shelf software, choose one that will enable dynamic access to
databases.

Payment Options. Offer your customers payment by check or credit card.
Provide a form for customers to print arid send in with a check. Some merchant
accounts offer services to process check orders via phone, fax or e-mail. Credit card
payments can be made by phone or e-mail, or they can be processed via the Internet.
You can also forms to gather customer information then processing the transaction on
your POS terminal when the product ships.

Payment Gateway Software. This refers to code embedded in your Web site, or
stored on your Web host's server, that allows your customers' order to be transmitted to
and from your bank's transaction-authorizing agent. In most cases, this will be your
MAP. Your MAP or other authorizing agent most probably will provide you with the
code to use on your site. This payment gateway usually includes a Secure Sockets
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(SSL).

Affiliates. You can significantly increase Web site revenue and traffic by starting
an associate or affiliate program. This involves choosing or developing your software,
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setting up agreements with your associate sites, and deciding how much commission to
pay.
Build Your Web Site
Your site should be as user-friendly as possible. It should be based on visitors'
anticipated needs rather than on your company's needs or structure. Because you need
to be able to enhance and update your site without having to start over, it's important to
map out how pages within your site relate to each other.
Here are 10 design tips to make your Web site as user-friendly as possible:
Keep your pages fast-loading. Don't force visitors to wade through pages of
introductions or multimedia events before they can enter your site. Always provide a
Skip or a Stop button when using these elements.
Avoid dead-end pages. Link all of your pages to the home page so your visitors
won't get lost. And because people might enter your Web site from an outside link that
routes them to one of your sub pages, make it clear immediately where they are on your
site and how to access your home page quickly.
Make scanning easy. Don't expect people to scroll to find information on your
site. Most people scan, rather than read, for what they want on the Web. Help them by
breaking up text with headings and subheadings. Use text links that allow them to jump
from section to section.
Avoid overusing graphics. To speed up downloading, use thumbnail images.
These can be linked to more detailed images by customer choice. Limit the number of
images on each page.
Don't assume everyone uses the same browser or font default. Avoid designing
for a certain browser or trying to force a certain look. Your customers might have a
different default set for their font choice, or they might not have a particular font at all
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on their systems. If you must use a special font as an "eye grabber," embed it in a
graphic and place the graphic on the page instead of raw text.
Provide a text option. Browser preferences allow an option for users to tum off
graphics. Older computers and slow modems might make viewing graphics timeconsuming. Provide test links and navigational buttons or bars in addition to graphics.
Delay registration. Don't put your customer registration form on the first page.
Show your content first to persuade users that registration is worth their while.
Make your forms Flexible. Online forms are excellent for placing orders or setting
up accounts. Make your forms as flexible as possible by limiting the number of required
fields. Make errors easy to find and correct. Include a Help link in case customers run
into problems.
Avoid "under construction" signs. Don't publish pages on your Web site until
they're open for business.
Provide a clear path for customers to make a purchase. Display your products,
descriptions and prices prominently. If you offer information about a product your
company sells, explain how to order it. Even if you aren't processing transactions
online, include a telephone number or a retail location to allow customers to complete
their purchases.
Do It Yourself or Hire a Professional?

How comfortable are you with HTML coding? Do you have time to learn a new
program, or would you rather leave all the work to professionals? How good is your
sense oflayout and design? How important are first impressions to your customers?
If you're confident in your Web-building skills, you can create a professional-

looking site using WYSIWYG programs such as Microsoft® FrontPage®. You can
download these programs from the Internet or buy them in a store. Some are available
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for a limited time as free trial copies. But to keep your Web site updated consistently,
you'll need to purchase a program.
Once you've created your site, you'll want to set up e-commerce tools so that you
can sell products and services. Storefront-building software is available that allows yoJr
customers to browse your products, keep a record of what they're buying with a
shopping cart system, calculate tax and shipping costs, and securely purchase the
products. Most software titles track visitors to your site. You can choose between lowcost products that manage your storefront through your browser, and higher-priced
products that come with data management capabilities bundled with database server
software. Most of these packages track visitors to your site, store that information in a
database, and provide detailed sales reports.
Other programs you may want to incorporate into your site include customer
service software, which stores customer information (e.g., past repairs and calls) in a
database for future reference; site monitoring software, which allows you to keep track
of visitors; an onsite search engine, to help visitors find information faster; and
community software to help create permission-based direct marketing via e-mail,
regular newsletters and forums.
If you'd rather put your Web site in the hands of a professional, consider hiring a
designer. You can add permanent staff members, contract work out to freelancers, or
hire a design house or consulting firm. Web design firms typically provide full service
(e.g., writing, layout, creating and/or editing photos and graphics, designing and setting
up databases and several types of programming), and have their own high-end
computers, saving you time and money.
Turnkey packages provide the entire infrastructure (hosting, Web design and
merchant account), and are ideal if you don't want to hire new or additional staff or
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spend time learning new programs. They allow you to concentrate on your business
while leaving the technicalities to someone else.

Bring Your Web Site to Market
Marketing and advertising are fundamental to the success of your business. In the
off-line world, you can advertise your products using everything from direct mail to
Yellow Pages.
Online, you can get the word out quickly and effectively for surprisingly little
money.

Search Engines and Directories. Listing your Web site in the top search engines
is fundamental to your customers being able to find you. Search engines use automated
robots called spiders to crawl the Internet and gather information. You need to notify
the search engines about your Web site so it can be included in their listings.
Search engine spiders focus on keywords and Meta tags. Keywords embedded in
your Web site help the search engines create indices that best describe your site's
contents.
Most search engines offer a basic free listing service, which might take several
weeks to several months to become active, and a preferred listing, for which they charge
an upfront fee. The preferred listing is faster and guarantees optimal placement in the
search results.
Some search engines are industry-specific. You can find them by calling up your
favorite search engine then entering:" search engines" +industry (search engines is in
quotes followed by a space, the plus sign and the name of your industry). Click on the
Go or Search button to see the results. You can run this same search replacing "search
engines" with the word directory.
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Other Online and Off-line Communication Opportunities
Use your signature file. Most e-mail and news reading programs allow you to
create a "sig file" that appears at the bottom of your outgoing messages. Anyone who
reads your e-mail or newsgroup postings will see your sig, so it's a great opportunity to
promote your business. Your sig should include your name, your e-mail address, your
URL and a catch phrase that describes your business.
Work discussion groups, forums and chat rooms. The online world is buzzing
with conversation. Find a conversation you can contribute to and jump in. Participating
in interactive discussions will bring visitors to your site.
Promote your URL. Your URL should be as visible and as widely available as
your phone number. Make sure it's prominently displayed on your e-mail
correspondence, letterhead, business cards, invoice, print ads, radio and TV ads, Yellow
Pages ads, delivery vans, answering machine messages, and any other place your
customers might see or hear your name.
Swap link with other sites. Linking is what drives the Internet. Links from other
web sites are the most common way people find your site. Swap links on a casual and
informal basis. Ask anyone who seems interested-and to whom you wouldn't mind
being linked-if they would like to include your URL on their site, in exchange for you
including theirs on your site.
E-mail Marketing
E-mail is the primary communication between you and your online customers. Email can be a cost effective, high-response-rate tool for communicating marketing and
promotional materials, and updating your customers with information and promotional
campaigns involving newsletters, E-mail can also provide real-time response tracking
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and analysis. At its most rudimentary level, e-mail can tell you how many individuals
received your message and how many messages "bounced," or could not be delivered.
Your e-mail program should be driven by your overall marketing strategy. It
should complement your other chosen media, such as print-based direct marketing,
telemarketing and advertising.
Manage and Protect Your Web Site

Once your Web site has gone "live" and you're in business, your job hasn't
finished. You' II need to maintain your site on an ongoing basis.
Keep your content fresh. There's nothing worse than old news, and on the
Internet, old news travels fast. Update your Web site regularly. Set aside time to review
content and make sure it's still relevant.
Check your links. Changing content on your Web site may involve adding and
editing your links Make sure you've modified your site map and table of contents, too.
If you update your site frequently, consider installing a "new additions" area on your

home page so your customers will know where to go. Test internal links and those to
external Web sites. If other sites have links to your pages, let them know so they can
keep their content accurate.
Plan for the future. Building your Web site is only the first step. Once it's online,
you'll need to monitor it for problems. Whether you're building it yourself or
outsourcing the work, plan a budget for ongoing and regular maintenance. Use
monitoring software to check your site's performance to make sure it is always
accessible.
Security. The very nature of the Internet will always make your business
vulnerable to attack by those with malicious intent. To maintain strong security, use a
reputable Web host that updates its servers' security protection programs and uses high-
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level hardware and software to keep its customers safe. Protect your transactions using a
Secure Sockets Layer (SSL). Stay on top of new patches, updates, upgrades and fixes to
your operating and security systems, and regularly check with your vendor for reports
of flaws or bugs. Constantly monitor and change passwords, making sure that they are
not common or easily accessed. Always use encryption to store your drives, tapes and
paper. Erect a firewall and install and regularly update an anti-virus program. Back up
your system nightly, weekly and monthly.

2.6

How Does the Internet Relate to the Marketing Mix?
Many practitioners suggest that the marketing mix, the 4Ps, as stated by McCarthy

(1960), is an essential part of marketing strategy. It is used as a device to define G1e
marketing tools that should be used to achieve marketing objectives. It has also been
extended to include two further elements: people and processes (Booms and Bitner
1981) although others argue that these are subsumed within the 4Ps.
Current models of the marketing mix (Figure. 2.1) are applied frequently since
they provide a simple framework for varying different elements of the product offering
to influence the demand for a product. For example, to increase sales of a product the
price can be decreased or the amount or type of promotion changed, or some
combination of these elements can be varied. The Internet provides new opportunities
for the marketer to vary the marketing mix, so it is worthwhile to consider what these
are.
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Using the Internet to vary the marketing mix
Product

cp Quality
cp Image
cp Branding
cp Features
cp Variants
cpMix
cp Support
cp Customer
service
cp Use
occasion
cp Availability
cp Warranties

Price

Promotion

Place

cp Positioning
cp List
cp Discounts
cp Credit
cp Payment
methods
cp Free or
value added
elements

cp Marketing
communications
cp Personal
Promotion
cp Sales
Promotion
cp PR
cp Branding
cp Direct
Marketing

cp Trade
channels
cp Sales
support
cp Channel
number
cp Segmented
channels

Figure 2.1. Elements of the Marketing Mix.

The advent of the Internet provides opportunities to vary the elements of the
marketing mix as follows:
(1)

Product - the features of the product can be varied: in particular, customer
service and brand values can be enhanced. New information-based products
can be provided by the Internet such as specialized market information cm
subscription. Brand variants can be produced for some markets.

(2)

Price - using the Internet as new retail sales channel enables the price of
products to be reduced since the number of items and the cost of distribution
through a traditional network of shops can be decreased. Alternatively, if a
price point can be maintained, the lower-cost routed to the market can be
used to increase profitability.

(3)

Promotion

the

Internet

offers

a

new.

Additional

marketing

communications channel by which to inform customers of the benefits or' a
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product and assist them in the buying decision. The Internet can be used to
supplement the range of promotional activities such as advertising, sales
promotions, PR and direct marketing. The Internet offers many advantages
and some disadvantages as an alternative promotional medium.
(4)

Place - the Internet also offers a new sales channel for distributing products
through electronic commerce. This enables small UK companies such as
Jack Scaife Ltd (a butcher) (www.JackScaife .. co.uk) and E. Botham (a
baker) (www.botham.co.uk), which did not traditionally export, to enter
overseas markets. The factors important in developing this new market are
explored in Hamill and Gregory (1997).

This new would is also characterized by an amazingly rich information
environment customer will be able to access objective information on competing brand,
including prices, features and quality, without relying on individual manufactures or
retailers. For this reason, it is worth noting that the application of the 4Ps can lead to
product rather than customer orientation. Lautenborn (1990) suggested that the 4Cs, of
customer needs and wants (from the product), cost to the customer (price), convenience
(relative to place) and communication (promotion) were important considerations when
developing the strategy.
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III.

3.1

BUSINESS OVERVIEW

E-commerce in Thailand

Characteristics of Electronic Commerce
From a survey of Thai Web sites 3,120 sites, it can be accessed that only 2,064
sites can be divided into 4 groups, "xxx.co.th" 1,037 sites, "xxx.com" 923 sites,
"xxx.net" 99 sites, and "xxx.org" 5 sites. This survey showed that only 6% of all Web
sites endorse the electronic commerce system to its Web sites.
The first is in computer industries including hardware, software and webhosting,
about 17%. The second is in service industries including information service,

Industry Group

\V holes ale and Retail

In du slry
5%

Electrical and Electronic
Industry
5%

Computer Industry
17%

Entcrtrarnmcnt Industry
5%

Construction.
Architecture, and Interior
Design lndustr)
,,
6%

Food. Health. and Hospital

Industry
7%

Travel and Hotel Industry
12%

Scrncc Indus.tr)
16°/c,

Source: Electronic commerce resource center

Figure 3 .1. Industrial Group on the Internet.

consultant, researching and database Web site, about 16%. The third is in hotel and
travel industries, about 12% of all Thai Web sites. (See in Figure 3.1)
Furthermore, the electronic commerce Web sites are divided into 5 levels.
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The first level is full electronic commerce transactions, which can take an order
by facility tools such as shopping cart having payment system, logistics system, and
security system and checking the track of order or goods.
The second level is full electronic commerce transactions, which have most
systems but lack of only one system.
The third level is similar to the second system but lacks more than one system.
However it still has the payment system being the basic system of every sites.
The fourth level is the Web site that has only the payment system, which implies
that this Web site sells the goods and services that are not necessary to send the goods to
customer such as hotel reservation or software and program, which can be downloaded
directly from Web site. For this reason, the web site in the fourth system is also capable
full electronic commerce transaction.
The fifth level is the Web site, which does not have any payment system.

Level of Thai Electronic Commerce

Don't Have Payment Systnn

Have Only Payment System

Have Some Electronic
Commerce

36.71

Almost Full Electronic
Commmerce

Full Electronic Commerce
Transaction

0

5

10

15

20

25

30

35

Source: Electronic commerce resource center

Figure 3.2. Payment System on the Internet in Thailand.
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From this graph, the full electronic commerce transaction Web sites are only 9%,
the almost full electronic commerce transaction Web sites are 16%, and the third level
Web sites have 36% of all Thai electronic commerce transaction. Moreover the Web
site having only payment system are 18% while only 1 in 5 or about 21 % are the web
site, not having payment system.
Payment Systems
For a payment system through the Web sites, the most popular system is the
payment by a credit card, which shows in percentages like this: VISA 64%, Master card
62% and American express 40% respectively.
Another system is transferring money through an account about 39%
The others are paying cash directly with the company officer, by remittance, or by
check including other national and international credit card.
Product Delivery
For the goods or services transportation, Transportation Companies such as:
Communication Authority of Thailand, DHL, Federal Express and so forth do the most
Thai electronic commerce business. The most favorite company is the Communication
Authority of Thailand with about 48% followed by DHL with about 23%, UPS with
about 21 % and Federal Express with 15%.
Language
The language used on Thai Web sites consists of in 66% are English and the rest
about 34% of a combination between Thai and English.
Forecast Growth
Electronic commerce revenues in Thailand have been estimated to rise to US$ 2.3
billion in 2004, a growth rate of around 125 percent a year (See Figure 3.3)
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Figure 3.3. E-commerce in Thailand US$ million.
Recognizing that Thailand has a significantly large E-commerce market to reach
the target customer.
3.2

Background of the Shop
The handicraft product company has several items of products, which are hand

made. The main product is mulberry paper product which can be categorized group such
as paper, flower, decoration, stationary and ECT. They are all hand made by our skilled
workers. The company has several items and models to cover market needs. Mulberry
paper products, the best quality products for all customers, are made from high quality
mulberry paper, providing the best design and superior quality. With full-services of
packing and shipping, customers will be satisfied with our production and delivery on
time.
The opportunity for our company seeking to make advantage of the capabilities of
electronic commerce is greater than merely. adopting our present view of commerce to
performing those buying and selling transactions over electronic networks.
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3.3

Why Open the Online Store Front

(1)

The factors of technology trend
Electronic commerce revenues in Thailand have been estimated at
1.35 billion in 2003 and are forecast to raise to us$ 2.3 billion in 2004, a
growth rate of around 125 percent a year. Moreover, the government of
Thailand has also supported and developed both infrastructure and
knowledge for the development for the development of sustainable and
knowledge based economy.

(2)

The factors of Industrial advantage
Handicraft industry has advantage factors, which is separated into two
aspects which are:
(a)

Demand aspects
Thailand's domestic and foreign handicraft market have
constantly high expansion almost around the world.

(b)

Supply aspects
Thailand has abundant material that support handicraft making
process so that the cost in low.

(6)

The reason of E-commerce benefits
A home page or Web Site can be a relatively inexpensive way to gain
exposure to millions of people, keep customers informed of new offerings,
make business transaction easier and more importantly, attract potential
clients.
The Internet offers benefits to business of all sizes. The following are
only a few of the ways the Internet can empower business.
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(a)

Accesses to limited markets
Small local companies can compete for business anywhere in
the world by presenting an online image of the company. The Internet
offers the ability to create sales 24 hours a day, 7 days a week. The
Internet never sleeps. People can access and order their products and
services any time of the day or night.

(b)

Instant updates to the information
Advertising copy or brochure may be printed with errors or lack
additional information that should have been included. With Internet
advertising, the owner can change it anytime they want. They can
make changes to any kind of information they provide to their
customers

for

example products,

pricing

or other company

information.
(c)

More convenient customer service capabilities
Customer services personnel and their telephone lines can be
freed up from frequently asked questions and requests for general
information by presenting the Customer services personal and their
telephone lines can be freed up from frequently asked questions or
requests for general information by presenting the answers and
information online.

(d)

The ability to provide up to the minute information
If users have employees on the road that need current

information outside regular office hours, the Internet can provide a
solution.
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( e)

Information customized to customer's needs
Without the concern for printing costs and paper, users can
create brochures online that appeal to their specific customer markets.

(f)

Improved operation efficiencies and reduced overhead
Create a "store" online. No need for overhead related to having
a building, displaying inventory and hiring sales personnel to watch
the store, and no less related to inventory "walking out door".

These are only a few of the reasons why companies are taking advantage of the
Internet and, why so many individuals are finding ways to starting up their own
business from home.
Benefits of having a Web site for this business:
(a)

On-line Sales
A sharp image can create an on-line order taking service where
any viewers can actually order products and/or services instantly, in
real time. They can order whenever they please whether the stores are
open or not. This is one very strong benefit of having a web site.

(b)

Instant Information
Most people like to find information quickly and easily. This is
possible with a Web site. The Internet never closes. This means foat
the information that is online is r easily accessible anytime. It is easy
to find this information because a sharp image can set up a

www.businessname.com web site and users can put that address
anywhere they would like. Business cards, flyers,

brochures, ads,

billboards etc. People who are interested have the option to view a

51

web site easily because of this address and find out about this
company, products and services.
(c)

Cross selling
With a website, users usually visit it before going to the
traditional shop to see a product and make a decision; on the other
hand, some users would like to visit traditional shop. Then they make
a decision through online transaction. For this reason, e-commerce can
efficiently support cross selling.

(d)

Company Image
Having a web site and being able to insert a company's web site
address (www.anyname.com) is a great way to depict that a business
stays ahead of the competition and ants to give their customers an easy
way to find out about it first. A web site addresses on a business card
or advertisements do the job well.

For the reasons mentioned above, the company has decided to open an online
store instead of opening a new traditional shop.
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IV.

4.1

INTERNET MARKETING AND MARKETING ANALYSIS

Integrated Multi-Channel Marketing

The blending of different communication and delivery channels that are mutually
reinforcing in attracting, retaining and building relationships with consumer who shop
and buy in the traditional market place and market space.
At present, a marketer is familiar with the word " Integrate" in Integrated
Marketing, which emphasizes on marketing for whole company not only one or some
departments. Another word which is popular is Integrated Marketing CommunicationsIMC- the communication must plan between communication and target customer by
using multi-communication channels, not only promotion in term of marketing mix.
Multi Channels and Integrated Multi Channel Marketing
Determination P-place in Multi Channels is the system, presenting and
distributing goods through various channels to reach the target customer more than
using one channel such as own retail shop, other retail shop, catalogs and telemarket,
selling through ATM or Kiosk, altogether. This means multiple channels. However,
multiple channels are less important than cross-channel, which means linkage between
different channels to synergy themselves for increasing sale volume, satisfyi:!:lg
customer services and exchanging information. Nowadays, a marketer is looking for
creating Multi- Channel or Integrated Multi-Channel Marketing, blending various
communication channels and offering goods and services to customer. This blending
aims to use linkage between each channel to magnify a target customer, to retain and
build better customer relationship. Main channels in Multi-Channel Marketing in
present are:
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(1)

Physical store - the "Brick"

(2)

Internet - the "Click"

(3)

Mail or Catalog- the "Flip"

"Multi-Channel Customer" and Emerging Trend
Multi-Channel creates customer choices, Traditional shop, Internet Web Site and
Catalogs, called Bricks, Click and Flip. Customer will get convenience to serve his
need, instant information, and communication cross-channel. In USA, the research
shows that:
(1)

Multi-Channel can boost sale volume about 30%, companng with one
channel.

(2)

35% of retail shop's customers are Multi-Channel Customers which mean
that customer get services from Web Site, shop and catalogs, altogether
before making a decision.

(3)

46% of women visit Internet Web Site and 36% looks catalogs before visit
traditional shop.

(4)

80% of one cosmetic shop's customers visit Web Sites after buying goods
from traditional shops and 37% of customers who buy the product at the
first time usually visit Web Sites before going to the shop.

(5)

Tracking Multi-Channel flow of customer as shown in Figure 4.1.

(Numbers shown in chart are percentage of total numbers of visiting or buying
product in one channel after getting information from other channels such as 25% of
customer who buys product from store will access Internet Web Site for the next time).
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Figure 4.1. Volume of Cross-Channel Marketing.

One reason to create cross-channel is customer behavior, which is different from
buying behavior. Some customers prefer to contact for a direct sale. Some of them are
reluctant to do that but prefer to make a final decision through Internet or catalog.
Usually, general customers want to get some information from a convenient channel
and then make a final decision on other channels.
Example of Integrated Multi-Channel
Service of retailing banking can make you understand multi-channel. A customer
can get service by making banking transaction through ATM or telephone, buying
movie ticket through mobile or Internet. Multi-Channel Strategy is necessary for many
reasons as shown:
(1)

Multi-Channel help to create brand awareness to product or store

(2)

Boost sale volume to make more profit

(3)

Increasing opportunities to contact customer to create better customer
satisfaction and to exchange information for developing strategy

(4)

To build customer database easily
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Key factors to build Integrated Multi-Channel Marketing
(1)

Multi-Channel needs cost so that initiated stage 1s very important. If
Company moves to fast, wastes cost and time. On the other hand, if
Company moves too slowly, wastes marketing opportunity.

(2)

Must build "Seamless Integration of Channels" in every aspect of product,
service, and store such as brand, information and experience of customer,
environment, etc. In every channel, Bricks, Click and Flips must be the
same, Example, shop decoration and Web Site design should make the same
customer's experience to build look and feel continuously.

4.2

Competitions Analysis
(a)

Direct competitors: small business

Table 4.1. Direct Competitors Analyze.

Strength

Weakness

Area

The limit of funds

Relationship with customer

Lacking to create marketing value

Quality of products

Lacking to endorse technology

Adapt to suit business trend easily

(b)

Indirect competitors: Large size business such as Siamphompatam Co.th and
relevant product such as souvenir, gift, other lines of handicraft, etc.
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Table 4.2. Indirect Competitor Analyze.
Strength

Weakness

Large size business

Low price

Only a few designs

More channels of distributions

Difficult to move quickly

Relevant products

Quality is not standard

Variety of products
Low price

4.3

Cost and Benefit Analysis

Initial Cost information of the Project
Businesses who decide to advertise on the Internet need to consider three areas of
cost.
(a)

The cost of getting outfitted with a computer system

(b)

The cost of creating a WWW storefront

(c)

Server costs

In order to join the cyberspace community, businesses need a personal computer
with a hard drive (25,000 to 30,000 Baht, a modem to connect with Internet (3,000 to
3,000 Baht) and software to make sense of other computer databases (7,000 to 8,000
Baht).
This initial investment, although advisable, is optional.

A business could get

around this cost by contracting a company that owns and manages computer equipment.
The cost of creating a WWW sites "ranges from 2000 to 5000 Baht to design a simply
home page on the Internet." Finally, businesses must account for the cost of servers.
Plugging into the Internet will cost approximately 600-800 Baht a month (some servers
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also charge start up fees), and the cost to maintain a home page approximately 2,000
Baht a month.
Cost Benefit Analysis
Cost benefits analysis is used to determine whether the project is economically
feasible. Numerous approaches have been developed to measure the value of proposed
project to an organization. The income mainly comes from selling products in catalog>:.
Financial Statement
Cost
Initial Investment Cost

Baht

Hardware

40,000

1 sets of computer
Printer
Scanner (At least 600 x 1200 dpi)
Miscellaneous
Total Investment Cost

45,000

Operating expense (Per Year)
Hosting fees & web pages

3,000

Domain name fee

0
21,000

Advertising and Promotion
Miscellaneous 500x 12

30,000

Total Operating Expense (Per Year)
Forecasting order and profit

The first year margin: each month in the first year can estimate of take 100 orders
approximately.
1 transaction will get about 10% profit of total sales cost.
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**Each transaction approximately gets at least 300 Baht:
1 transaction, our margin is at least 300X 10% = 30
Total of first year margin

Baht.

=

300Xl00Xl2Xl0% Baht.

=

36,000

Baht.

**Estimate of second year margin: Estimated growth is 10% in this year.
Total second year margin

=

300X110Xl2Xl0% Baht.

=

39,600

Baht.

Estimate of total profit
1st year about. ..... 36,000 ...... Baht or ....... 3,000 ...... Baht per month
Growth 10%

2nd year about.. .. 39,000 ...... Baht or ....... 3,300 ...... Baht per month
Pay back period =2 years.

4.4

Customer Delivered Value: Total Customer Value and Total Customer Cost
(a)

Total Customer Value
(1)

(2)

Product value
(a)

Variety of beautiful modem designs

(b)

Totally unique design

(c)

High quality of Mulberry Paper Product

(d)

Handcraft (all are hand made)

Service value
(a)

Easy for ordering, anywhere and anytime customer want

(b)

Useful information

(1)

How to create easy Mulberry Paper Model

(2)

The company provides FAQ (frequently asked question)
for the customer who have problems to find the
information and solution
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(3)

Customer care: handles your questions, comments and
problems

(3)

(b)

Personal Value
(a)

Designed by experts who have the experience in design

(b)

High skilled workers

Total Customer Cost
( 1)

Monetary Cost
Price (use local labor and raw material which are low cost in
Thailand)

(2)

Time
Time saving when compare with the traditional transaction.

(3)

Energy
Quick searching varieties of products via Internet when compare
to the physical stores.

(4)

Psychic cost
The company provides secure transaction approved by SSL

4.5

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

process should also be considered. Figure 4.2 indicates how the Internet can be used to
support the different stages in the buying process. The boxes on the left show the typical
stages that a new prospect passes through, according to, for example, Robinson et al.
(1967). A similar analysis was performed by Berthon et al. (1998), who speculated that
the relative communications effectiveness of using a web site in this process gradually
increased from 1 to 6.
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A Summary of How the Internet Can Impact on the Buying Process.

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

Figure 4.2 in order to highlight how effective the Internet can be when used at different
stages to support the marketing communications objectives.
(1)

Generate awareness (of need, product of service)
Generating awareness of need is conventionally achieved principally
through mass media advertising. The Internet is not very effective at this
since it has a more limited reach than television, radio or print media.
Although banner advertising is widely used, it is more limited in the
message that it can convey. It can assist in generating brand awareness.
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Some companies have effectively developed brand awareness by means of
PR and media mentions concerning their success on the Internet, with the
result that even if a customer does not have a current need for a product, that
customer may be aware of the source when the need develops.
(2)

Position features, benefits and brand
Once a consumer is aware of need and is considering what features and
benefits he or she requires from product, then he or she may tum to the Web
to find out which suppliers are available or to find the range of features
available from a particular type of product. Intermediaries are very
important in supplier search and can also help in evaluation. For example,
CNET (www.computers.com) provides detailed information and reviews on
computers to help consumers make the choice. The prospect may visit sites
to find out about, for example, features available in a digital television or
characteristics of a place to go on holiday. If a company is fortunate enough
to have such a customer, then it has an early opportunity to enter a dialogue
with a customer and build the product's brand and generate a lead.

(3)

Lead generation
Once customers are actively searching for products (the directed
information seeker of Lewis and Lewis, 1997), the Web provides an
excellent medium to help them do this. It also provides a good opportunity
for companies to describe the benefits of their web sites and obtain qualified
leads. The Internet marketer must consider the methods that a customer will
choose for searching and then ensure the company or its product is featured
prominently.
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(4)

Assist purchase decision
One of the most powerful features of web sites is their facility to carry
a large amount of content at relatively low cost. This can be turned to
advantage when customers are looking to identify the best product. By
providing relevant information in a form that is easy to find and digest a
company can use its web site to help in persuading the customer. Brand
issues are important here also, as a new buyer will prefer to buy from a
supplier with a good reputation - it will be difficult for a company to portray
itself in this way if it has a slow, poorly designed or shoddy web site.

(5)

Facilitate purchase
Once a customer has decided to purchase, then a company will not
want to lose the customer at this stage! The web site should enable standard
credit-card payment mechanisms with the option to place the order by phone
or mail.

(6)

Support product use and retain business
The Internet also provides good potential for retaining customers since:
(a)

Value-added services such as free customer support can be provided
by the web site and these encourage repeat visits and provide valueadded features;

(b)

Feedback on products can be provided to customers; the provision of
such information will indicate to customers that the company is
looking to improve its service;

(c)

E-mail can be used to give regular updates on products and
promotions and encourage customers to revisit the site;
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(d)

Repeat visits to sites provide opportunities for cross selling and repeat
selling through sales promotions owing to the amount of information
that can be displayed on the web site.

Internet marketing techniques to support different aspects of marketing
communications have been categorized by Breitenbach and van Doren (1998). Their
categories include the supply of in-depth product or company information, open
communications (a two-way dialogue with the customer), real-time transactions and
catalogue browsing, demonstrations ('try before buy'), club membership (or discussion
forum). Give-away, entertainment (games or quizzes), virtual tours, instructional
support and complementary services such as links and free customer support. The
authors conducted a cross-industry survey of 50 company web sites, and found that of
these techniques; those most commonly used include in-depth product or company
information, open communications and complementary services.
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V.

5.1

THE PROPOSED SYSTEM

What Kind of Product Should Be Sold?

In the economic crisis, it seems to be hard for doing new business. Before
deciding to do anything, one needs to clearly understand the product the company make
and sell. The table below shows the characteristics of each kind of goods in the market
and determines whether a product should be sold or is fit for online business.

Table 5.1. The Characteristics of Each Kind of Goods.

Characteristics

Convenience Goods

Shopping Goods

Specialty Product

Margin

Low Margins

Medium Margins

High Margins

Inventory Tums

High Tums

Medium to Low

Low Tums

Tums
Price

Low Price

Low to Medium

High Price

Price
Easy to find

Easy to Find

Easy to Find

Difficult to Find

Need Product Soon

Often Needed

Will Wait to

Product Soon

Receive

Moderately Priced

Low Price

Sensitive

Sensitive

Compare before

Will not be readily

Substituting

Substituted

product
Now Factor

Price Sensitivity

Brand Substitution

Price Sensitive

Will Substitute
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Table 5.1. The Characteristics of Each Kind of Goods (Continued).

Characteristics

Convenience Goods

Degree of Search Limited Search and
and Planning

Ease

Planning

of Current Easy and Convenient

Shopping Method

Shopping Goods

Specialty Product

Medium Search

Extensive Search

and Planning

and Planning

Easy and

Difficult and

Convenient to Buy Inconvenient to buy

to Buy Products

Products
Product Evaluation

Don't Need to Touch Need to Touch
and See Product

Product
Need to See
Receive
Information and
Assurance

FIT FOR ONLINE LOW

LOW TO

SELLING

MEDIUM

HIGH

Source: Customer rule!: why the E-commerce honeymoon is over and where winning
business go from here,(2001), page 86.

According to the evaluation of which products are best suited for online selling
the products that the company chooses are Mulberry Paper Products. They are

classi:E~d

into shopping goods. Shopping goods are items for which buyers expend considerable
effort in planning, comparing, and purchasing, often because the products are expected
to last a fairly long time. Consumers are willing to spend time comparing brands and
stores and perhaps visit multiple stores of at first they don't fine exactly what they want.
They evaluate product features, quality of items in comparison to competitive models
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and brands, the ability to obtain service, warranties and return policies. Price is likely to
be an important variable, but it is usually evaluated in relationship to the other variables.
To make the best decision, consumers often rely on effort to help in the evaluation of
many of these attributes. Although, price is important when consumers evaluate
shopping goods, it is normally compared with a lot of other attributes including fit.

5.2

Why the Company Chooses These Products
Though Mulberry Paper Products are shopping goods that does not much fit with

the online sales like specialty goods, it is better than the convenience goods like
personal-care items, soft drink, food, gasoline or newspapers. However, this market
expands dramatically and technology trend moves forward to the Internet and Ecommerce.
In addition, Mulberry Paper Products are Thai hand-made goods which all people
recognize for its quality is guaranteed. It also has many designs to match customer's
needs.

5.3

Why the Business Goes to Internet
(1)

Create multi-channel

(2)

Low cost

(3)

Create interactive application, services and products

(4)

Reduce communication and transaction cost

(5)

Available to consumers 24 hours a day

(6)

Overcome limitation of geographic area

The objective of a shop is to build up a new market channel for selling Mulberry
paper products in Thailand. The Product overview and product strategies were analyzed
and covered with marketing plan with the product and market analysis, a SWOT
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analysis was outlined and come out with key strategies to compete the competitor in the
market.

5.4

Mission
Using Web Site to make product information, ordering and customer support in

order to increase in sales and more effective marketing in brand awareness to build
brand royalty in the future

5.5

5.6

Objective
(1)

To be able to in crease the sales volume and attract new customer

(2)

Provide more information

(3)

To make the cyber name of Bann Saa Thai to become known to the people

(4)

Create multi-channel marketing

Business Plan
The business plan is set up into two terms according to the range of time as shown

in Table 5.2 Short and Long Term Business Plan

Table 5.2. Business Plan.

(1) Create simple Web Site
(a)

Determine what products will be sold on Web

(b)

Set up domain name

(c)

Find information and create simple Web Site

(d)

Design database to be an effective tool for Web Site

(2) Inform customers and sell products
(a)

All documents attach URL name
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Table 5.2. Business Plan (Continued).

(b)

Advertise on free e-mail and Banner exchange with auto Web
Site

(c)

Contact business via mail

(d)

Remind customers by sending greeting card for new year and
birthday

(e)

Create new transaction by sending new catalog at period of
time

(3) Collect all information and review plan

(1) Analyze information and revise first business plan
(a)

Create more complex and attractive Web Site

(b)

Offer more interactive Web Site

(c)

More product categories, more online catalogs

(2) Add more useful information on the Web
(3) Advertising
(a)

In search engine

(b)

In well known related Web Site

(c)

Promotion by e-mail and e-catalog

(d)

Buzz marketing

(4) Apply integrated marketing communication
(5) Bring customer database to other useful purpose
(6) Use Customer Relation Management (CRM) for contact clients
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To achieve these missions and objectives, the company uses marketing mix
(Product, Price, Place, and Promotion) as one of the factors to consider strengths,
weaknesses, opportunities, and threats. List all strengths, weaknesses, opportunities, and
threats, after that the company will set up the strategies by using SWOT Analysis.

5.7

SWOT Analysis
To survive in the market and to understand more of the business situation

including all other environment around this business, it is necessary to do SWOT
analysis. It needs to evaluate our internal strengths and weaknesses periodically.
However, only internal is not enough, it also needs to monitor key macro environment
forces (demographic - economic, technological, political - legal, and social - cultural)
and significant microenvironment factors (customers, competitors, distributors, and
suppliers) that affect its ability to earn profits.

Table 5.3. SWOT Analysis.

(a)

Strengths:
(1) Thai handmade products with high quality

(2) Exclusive design for each customer satisfaction
(3) Product know how more than 10 years
(4) Less competitors
(5) E-catalog available
(6) Be able to a souvenir or gift set in various occasion
(7) Flexible on management due to SME scheme
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Table 5.3. SWOT Analysis (Continued).

(b)

Weaknesses
(1) High delivery cost
(2) Family business, lack of international skills
(3) No customer service or customer care business unit
(4) Handmade product is difficult to control standard
(5) Low company profile in the market

(c)

Opportunities
(1) Economic outlook is recovering
(2) Be able to expand to the global market
(3) E-marketplace expansion
(4) Building international brand image
( 5) Room to increase market share
(6) Government support (One Tumbon One Product)
(7) Building brand awareness

(d)

Threats
(1) New market channel establishment
(2) Domain name - provide the mean to access a particular Web Site
(3) Easy duplicate by competitors
(4) Current Internet users in Thailand still low compared with other
developing countries
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Table 5.3. SWOT Analysis (Continued).

(5) Chance to fail for dot com business

After reviewing the SWOT analysis above, Mulberry paper products have more
strengths and opportunities than weaknesses and threats. It is a good sign for doing this
business online and to be more successful.
5.8

Product Overview
The main product is Mulberry Paper Product, which can be categorized in- groups

such as paper, flower, decoration, stationary, etc. It is all hand made by skilled workers.
The company has several items and designs to cover the market needs. These products
are of the best quality for all customers, made from high quality Mulberry Paper. They
can be good souvenirs, gifts and also classical paper for several usages. With the full
customer services, you will be satisfied with the products.
5.9

The Strategy to Success
General Strategies
(a)

Give quicker response by updating new product types and special offers only
online. It is very important to update the products or tactics in our shop to
catch up with the rapidly changing environment. For example, the new trend
moves in the market. The company needs to update our product categories
and designs instantly in order to serve or match new customer demand.

(b)

Making Web Site easy for customers to search and make them feel like they
can touch real products.

(c)

Reassuring customers that Web site is secure and private by information
them with the updated security information to create the trust among the
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customers. The company believes that trustworthiness will be one of the
important things to create more sales volume for our shop and get a
competitive advantage over other competitors.
(d)

Developing customer relationship through E-mail or other individual
communication by using Integrated Marketing Communications (IMC).

(e)

Offering customer reasons to revisit our site and buy, such as new offers not
found in stores or points in a loyalty program. Moreover, on Web Site, the
company gives customers the option to select products online at any time (24
hours a day 7 days a week)

Web Site Design Strategies
The Web Site should be as user-friendly as possible. It should be based on
visitors' anticipated needs rather than on company's needs or structure, because the
company needs to be able to enhance and update Web site without having to start over,
it's important to map out how pages within your site relate to each other.
These are 10 strategies to make Web Site as user-friendly as possible:
(a)

Keep pages fast loading. The company will not force visitors to wade
through pages of introductions or multimedia events before they can enter
our site. Always provide a Skip or a Stop button when using these elements.

(b)

Avoid dead- end pages. The company links all of pages to the Bann Saa Thai
home page so the visitors won't get lost and because people might enter Web
Site from an outside link that routes them to one of sub-pages, The company
will make it clear immediately where they are on the site and how to access
Bann Saa Thai home page quickly.

(c)

Make scanning easy. Because most people scan, rather than read, for what
they want on the Web, this web site helps them by breaking up text with
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headings and subheadings, including using text links that allow them to jump
from section to section.
(d)

In order to speed up downloading, this web site uses thumbnail images.
These can be linked to more detailed images by customer's choice. The
company limits the number of images on each page.

(e)

The company avoids designing for a certain browser or trying to force a
certain look. Customers might have a different default set for their font
choice, or they might not have a particular font at all on their systems. This
Web Site embeds special front in graphic and places the graphic on the page
instead of raw text.

(f)

In this Web Site, the company tries to allow an option for users to tum off
graphics by providing text links and navigational buttons or bars in addition
to graphics.

(g)

In this Web Site, the company doesn't put customer registration from the
first page. The site will show the content first to persuade users that
registration is worth their while.

(h)

In this Web Site, the company makes forms as flexible as possible by
limiting the number of required fields. Moreover, the company also makes
any error easy to find and correct, including a Help link in case customers
run into problems.

(i)

Provide a clear path for customer to make a purchase. In this Web Site, the
company explains how to order it. Additionally in order to make it easy to
contact a front shop the company will include a telephone number and a
front shop location on Bann Saa Thai home page.
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5.10 Target Market
Currently, the company decides to set the target market for Mulberry Paper
Product shop only B2C (Business to Customer) the customer who in the interest
including both Thai and international people, especially foreigners who are interested in
Mulberry Paper Product. Most of them must have purchasing power; so older than 18
years old women (or men) will be the target groups of customers.
In the future, the company plans to enlarge the target group to be more spacious
and newer by finding the new target markets in order to reach the break-even point (or
get more profit). Thus, B2B (Business to Business) and foreign market become target
market
5.11 Marketing Mix (Four P's)
According to the four P's concept of marketing, the company will separate
marketing strategies into four parts, which are:
Product
( 1)

Design in trend of fashion

(2)

Beautiful

(3)

Utilization

(4)

Luxury

Product Design:
(a)

Classical Service

(b)

The company has all variety in different shapes and unique in styles such as
Thai Traditional Style

(c)

New design service

75

';;')c·

Price
The company uses the competitive price strategy to set up price at market price
and give percentage of discount when customer meets the target sale volume. Besides, it
offers a convenient way of payment by letting the customer pay by installment to assure
that customer will be pleased in this payment way.
Place
The shop is a partial cyber marketing business using reactive indirect marketing.
Therefore, the shop, to extend the market share, can receive the order through online
system and then distribute the product to customer physically in Bangkok by charging
the delivery fee depending on the distance from physical shop. If the customers live out
side Bangkok, the delivery service of UPS, DHL and FedEx will be served.
Promotion
Advertisement:
To do business online, URL name recognition is an important factor for surfer and
e-shopper. To promotion Bann Saa Thai, the company will have the following tactics.
(a)

Print URL in every type of document and product.

(b)

Register in Search engine such as Siamguru.com, Google.com, Sanook.com,
etc.

(c)

Banner Exchange in the group concerning with autos.

(d)

Provide URL in the leaflet and distributeat exporting events.

(e)

Use the direct e-mail and e-catalog to promote Web Site.

In summary, the company uses both direct-action and indirect-action advertising
technique that are:
(1)

Direct-action advertising is an advertising technique trying to push a
customer to buy a product immediately.
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(2)

Indirect-action advertising is a long-term advertising, which tries to build a
brand image and market familiarity to the customers.

Sale Promotion:
The company offers discounts if the customers buy products for more than 500
baht at one time and they will get more discounts when they order via Internet.
Moreover, the company also gives seasonal or occasional discount all over the year in
order to activate the buying behavior.
5.12 Competitive advantage

(1)

Competitive price

(2)

Many models to choose

(3)

Fashion Design

(4)

Value added to the user's image

(5)

Offer more promotion and discount if ordered through Web Site
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VI.

6.1

PROJECT IMPLEMENTATION

Hardware and Software Requirements

The requirements of this system are as follows:
(1)

(2)

Hardware Specification
(a)

Pentium III 733 MHz Processor

(b)

128MBofRAM

(c)

20 GB of Hard Disk

(d)

SOX CD-ROM Drive

(e)

3.5 inch Floppy Drive

(f)

15 inch Monitor

(g)

102 Keyboard, Mouse

(h)

Modem/Ethernet

Software Specification
(a)

Window me

(b)

HTML Editor

(c)

Cute FTP

(d)

Internet Explorer 4.0, Netscape Navigator

(e)

Internet access

(f)

Illustrator

(g)

Photoshop

(h)

Flash

(i)

Dream Weaver or Go Live
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6.2

Web Site Development Process

Phase 1: Research
1. Known myself
2. Known user
3. Learn competitor

Phase 5: Production and Operation
11. Production
12. Launch Web Site
13. Maintenance & Growth

Phase 2: Site Content
4. Build design strategic
5. Known user

Phase 4:
9. Interface design
10. Develop Web-based
prototype and final
architecture blueprint

Phase 3:
6. Database management
system
7. Site Structure listing
8. Develop navigation system

Figure 6.1. Web Site Development Process.

6.3

Site Content and Function Requirement
The critical success factors in building a good web site, site content and function

also play the major factor that can create either negative or positive impression of the
site. Similar to other web pages, the content of Bann Saa Thai consists of text, images
and animation.
To help the users find requisite information easily, the main content is grouped
and labeled in to categories as follows:
{a)

Home

(b)

About us

79

(c)

Product

(d)

Tips

(e)

News

(f)

Contact us

Content of Bann Saa Thai Home Page
The company designs this web page to welcome customers who visit the Web Site
again and again. The content of this page emphasizes on telling the customer what is
our shop's name and slogan. In addition to the interface, customers will meet the same
style in next page through the Web site. For this reason, the company uses the colorful
design and animations with a modem style to connect and to attract the people. This
web page will tell the concept and strategy to appeal customers to go to the next page
and make a decision to buy our product finally.
Content of About Us Page
This page offer the general information of company to tell the customer what the
company do and what services are provided through traditional and online shop. In
addition to providing the customer feeling, he is the superior customer and the company
commits to provide the best product and service for you.
Content of Product Page
At this stage, the company designs the page to tell the customer what is the
products the company offers for customers. For convenience of the customer, this page
is categorized into four groups as follows:
(a)

Paper

(b)

Flower

(c)

Decoration

(d)

Stationary
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Each category offers each product group that match the customer need and easy to
navigate the Web Page and to response the customer quicker than others.
Content of Tips Page
Visitor can meet the value in term of general tips that are useful for them such as
how to choose the Mulberry paper, which color matches your style and so on. This page
suits for beginner in the product field. They might not know anything about the
Mulberry paper product. The main propose of this page is to deliver the value
information for the customer to support a buying decision process and create the good
image of the shop in the long period.
Content of News Page
To provide the value to previous customers, the company designs this page that
offers the information to match their needs such as Mulberry paper product trend the
each year or each month and so on. This design tries to retain and create new customers
at the same time. However it focuses on retaining the old customer by giving the
information that adds the value to the product and builds brand royalty.
Content of Contact Us Page
Using the integrated multi channel marketing, the company designs this page to
support both traditional and online transaction by providing the address of traditional
shop on the page, making the customer contact the company easily. More over, the
company uses this page to collect the comment information from the customer to
improve products and services. Following this design, the company will get the
information of customer needs, the useful information for giving customer satisfaction
and building brand royalty.
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Functional Requirement
The function which is needed for the shop is the database system. The database
system that the company uses in prototype design is Access application. In the next
step, the database must be at least My SQL. In the design step the company applies the
normalization method for designing this database and lastly the database is classified in
to five tables, which contain product and customer information as follows:

Table 6.1. Database Table and Description.

PRODUCT

Table contains product details.

PRICE

Table contains price of product.

ORDER DETAIL

Table contains the product information m each

ord~r

transaction.
ORDER

Table contains the summary product data that customer
already order.

CUSTOMER

Table contains existing customers (customer who used to
order product or register on web and previous customer from
the physical shop) details.

Each table has relationship between them to flow the data or the information as
show in flow design in Figure 6.2.

82

w

00

PK

I

CUSTOMER ID
FIRS TNAME
LAS TNAME
ADDRESS
POSTAL CODE
COTUNTRY
TEL
FAX
MOBILE
EMAIL

PRODUCT ID
P MODEL
P NAME
DESCRIPTION

FIGURE 6.2. Relation between Tables.

ORDER ID
CUSTOMER ID
ORDER DATE
TOT AMOUNT

PRODUCT ID
COST
SELLING PRICE
SPECIAL PRICE

ORDER ID
ORDER ITEM
PRODUCT ID
QUANTITY
PRICE
AMOUNT

6.4

Site Layout
The site layout is another support to content in arrangement to attract the customer

interface that should design in grid. For this layout is designed to make customer easily
to find the information, that will show in the same frame, middle frame as show in
Figure 6.3.

Logo

Concept or Slogan

I

Navigation Bar

Display Area

Picture

I

Promotion Zone

I

Picture

Figure 6.3. Site Layout.
6.5

Site Structure Design
Site structure design need to support the content and functional design to create

the smooth flow and navigation. In this design, the company tries to accumulate the data
in a page to support the quicker respond concept as show in Figure 6.4.
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6.6

Visual Design

The aim of this website visual design is to create home pages that provide visible
Mulberry paper product information, can easily take least time for access, and is more
understandable. The company believes that at the first time audiences visiting the
website should have positive impressive in the beautiful design and our modem site.
The company introduces our existing business and service on the "About us page". This
homepage has thumbnail images of product and displays all details by pop up, this
method will reduce time for loading web page.
Not only the "Tips page" that provides many useful Mulberry paper product
knowledge, the company also offers more up to date information in the "News pagP".
Through this visual design, the customer feels comfortable and convenient during
navigating the web page.
The following are the visual designs of the web page:
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8ann5aaThai

B~c:om&

yom style

Figure 6.5. Home Page.

To catch up the attention of visitors and give them maximum satisfaction as much
as possible, the company uses the blue color to give a feeling of trust and the colorful
navigation bar to appeal the customer to click to go to the next page. Moreover, the
Flash animation is used to make the web page come alive and to avoid putting the
product catalog or register form that may make the customer feels uncomfortable.
However, the design can convey the concept in modem style and marketing strategy in
the four P's such as promotion, product, and brand-image, etc.
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Bann Saa. Thal

About Us

B.mn Sa.1 Th•1l.c<>m Is ofle1ln9 the lfand lvhllle Mulbe11y P.111H Product In TIMil.md and Wotld wide. We otfotlng ottts
111-0d11ct 111 m•my c.)ta9<>tl% soch M P••1>er, statio11My, flowet, deco1.1tion .md -01he1 to se1ve om custorne1s with both
trndltlo11<1I .rnd online sho1>. ll is .1q1e.'11>le.1su1e to oflet you the best 11uallty lll<>duus .111<1 se1vices. With this Web
Site, you .11e supello1 custo111e1 who c.rn enjoy,, specl.111llsc()tlllt such .1s dlseo11111 sale. f1ee dellve1y, .11ul so on. ht
additiou to se1vin9 y-0111 convenience fo1 finding the l11fonnation and iesponsing moni <1nlckly in buying lllocess, it Is
0111 .11111 to .1chleve 100 '• c11sto11HH satisfaction •llHI exceed om customer's ex1>ect.11ion.

Buy 300 Baht Get 10% disco

Figure 6.6. About Us Page.

The "About Us" page presents the general information of company to give trust to
customer that the company exists in the real world. In addition to customer service
offering expresses at this page. When the customer visits this page, he can knuw
overview of the company such as product, service, and objective.
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91.
Baon Saa Thal

Become yom style

Express delivery

Figure 6.7. Product Page.

The company categorizes this into four groups for navigating easily in this p<!ge
such as paper, flower, decoration and stationary. In each category, the customer can
order the product through automatic ordering mail step by step.
(a)

First, customers can select the product from catalog which match their style.

(b)

Then, click for ordering, the ordered product will be added to basket.

(c)

After customer keyed in amount of product, they can go back to the prior
page for ordering other product again.

(d)

When they buy enough and confirm ordering, the system will automatically
summarize the total order amount of product unit and price.
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(e)

Customers have to put the information to contact and should keep a record
of the transaction information with them for later references or contact.

(f)

The system will send the order form to owner. The system will autoforward this order form to the existing physical shop.
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BaQn Saa Thai

F.1cto1s to

choose s.1(l (MJH!I

• Sue119ht <>f S.1il 11,1pe1
• Smoothness of S,1;i 1rn11e1
• Thkkness of Sa<l 1rn1rn1
Become yom style

Special Offering !

Figure 6.8. Tips Page.

The tips offer the general knowledge of Mulberry paper product such as factor to
choose Saa paper and so on. This design aims to provide the value for beginner in this
field or early stage of customer and tries to convince them to become the long term
customer. If you look at the design, the company uses the gift picture to present the
special thing that gives to the customer.

91

's

Bann Saa Thai

News
Mulhe11y Pape1 Prntltm Trend in 20-02
T1e11d of Mnlbeny Pill1er pr()duct In 2002 moves fo1wa11I to nH>dem style to match the
lifestyle in the pieseot d.1y. The e-0101 (If Mnlbe11y 1>ape1 in this yea1 is ch1sskal .;ol(ll.
snH>othness color ,1nd the pupnla1 colm or in trend color, yellow. 91een. blue. How&Vf>I. the
yellow bMe color is the most pop11hu. The following color ls tJH>en colo1. In <:\lndusion. the
eanh tone of c<>lo1 is In trend of yea1 2002.

Become y<:>m style

Figure 6.9. News Page.

In page" News", this design provides the information or movement in Mulberry
paper product such as style and design in each year or month. The company tries to
communicate the customer by using the world map to represent the movement and
news. To retain the customer, the company tries to offer the information that will be a
value for the customer.
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Bann Saa Thal

Contact Us
Please contact us tf you have any queries or comments regarding
Bann Saa Thai by mail, phone and e-mail
Address: 145/4 Soi Raumrudee Wueless Rd. Phatumwan Bangkok 10330
Phone. (662) 2566386

Bec~me

you1 1'tyle

Buy 300 Baht Get 10% dis

Figure 6.10. Contact Us Page.

Responding the multi-channel marketing strategy, this page provides the
traditional address to be parallel channel. Moreover, the customer can comment our
product, service, web site, shop or others through comment form. The company will
accumulate the data or information to improve ourselves continuously to build brand
royalty.
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VII. CONCLUSIONS AND RECOMMENDATIONS

7.1

Conclusions

Mulberry Paper Product shop has a potential to be an efficient e-business, the
blending of different communication and delivery channels that are mutually reinforcing
in attracting, retaining and building relationship with customers who shop and buy
through both traditional and online shops.
The objective of this project is to develop the prototype for providing the
information and an online ordering service. This Web Site was developed to enhance
more sales channel in the digital market and improve marketing effectiveness. By
providing online subscription service, the Web Site would work as a channel in
receiving orders and then guide the customers to come to the shop for mounting and
completing the transactions. This way, the Web Site would accommodate the customers
to the services, therefore benefit us on increasing our sales volume and building brand
royalty.
In the financial analysis, the shop, try to spend a small amount of capital in the
investment. The company believes that if business can carry on, it would make potential
profit. Furthermore, the company is certain that posting Web Site on the Internet is one
of the efficient methods in improving the business. The company then expects

~!1e

breakeven period to be two years, and can grow at the rate of forecasting (by average
growth about 15% by 5 years).
From the marketing analysis study, the Internet users tend to use this technology
as a tool to offer the variety of goods and services and to find out for the best. The
company hopes that the marketing mix could make this Web Site recognized and
concerned whenever people want to purchase or not. This Web Site could change
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customer behavior with its more personalized support, which is unavailable m the
traditional way.
In making this Web Site, the company adopted some ideas from other same
business Web Sites by picking up all the good aspects from each of them. The company
designed and coded the Web Site by using Macromedia Dreamweaver and did the
graphic using Adobe Photoshop for the best possible images. The company gathered
and summed up all the contents from magazines and some informative business
websites like product details and price list. The company also put all product details in
Access database and made the interface written in ASP so as customers can pull up the
needed data when they come to the shopping page.
Keeping a friendly user concept in mind, our visual design accommodates
customers to be able to navigate to the pages they want easily, making them satisfied
and willing to come back. The company will regularly update all crucial information
such as prices and new products as well as seasonal promotions to make the site more
attractive.
For the usability aspect, the company designs the ordering page to be functional
and practical by letting customers choose product catalogs and amount they need. Once
customers submit their selections, this information will be automatically sent to the
company through e-mail making the order smooth, fast and easy. This Web Site will be
ready and uploaded to the server by December 2002.

In conclusion, this Web Site will help the company to gam new customers,
increase revenues and at the same times used as a channel to serve the existing
customers in providing information and a way to keep in touch with them in integrated
multi-channel marketing concept.
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7.2

Recommendations
As the Web is rapidly becoming a boom in an evaluation process, the company

should consider this greatest opportunity for doing business online and the basic
important factor for online business as follows:
(1)

In order to efficiently utilize the online business and adjust Web Site
structure, data and service offering, the company should try to collect as
much as possible Web site's visitors and buyer's data for properly analyzing
consumer needs.

(2)

Increase more functions for communication or activities on Web Site, such
as Web board to create community, combination of mobile technology.

(3)

Always review and improve Web Site more frequently to increase
customer's attractions and to make them re-enter the Web Site.

(4)

Apply time management such as offering new sales promotion during low
season or give special offers.

(5)

Increase or update new product categories.

(6)

Develop easy and rapid search engine system in finding products.

(7)

Improve order processing on Web Site to be easier and more rapid.

(8)

Improve security and privacy to create trustworthiness.

(9)

Catch up with the IT technology that may use to improve the online
business.

(10) Train officers to maintain and improve our Web Site constantly.
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