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ABSTRACT

The candy catalog online report is divided into two main parts. First part focuses
on the factors analysis and the second part focuses on the development of web site
prototype.
The report starts with the scope and the objective of the project. It describes about
why the e-commerce is important for the candy manufacturing business.

It also

explains the objectives and goals from project development.
The knowledge of e-commerce and the level of e-business commitment are
applied to develop the online catalog web site.

In the part of the existing system

analysis, background of the company and its business process information tell the
reason why online catalog is needed for the company. The cuffent situation concerns
the external and internal factors of the company. This crucial analysis can make sure
that the company has enough capacity to expand the market after launching the web
site.

This part also indicates the cun-ent problems that need the online service to

improve the business process.
The marketing analysis provides the important role for the project because it
shovvs the SWOT analysis of the existing situation, the market segmentation, the
company's target, the market positioning, and the marketing mix (4 P's). Moreover, the
financial analysis shows the revenues that are forecasted from the average sales in the
last 3 years compared to the expenses of doing the web site.

The result of the

cost/benefit analysis is used to calculate the pay back period of the web site.
In the background of the web site chapter, the purpose of doing online catalog is
defined. The scope of the web site describes the activities and service function that will
be provided on the web site. This part also tells the reason for not selling by online

process and the goals of the web site.

In addition, it indicates the web promotion

strategies that are used to make known to the users around the world.
In the web design and development part, it emphasizes on the process of
designing and creating web site. The web design concept and criteria focus on the good
looking of the web interface design. Besides the interface design, the database design is
created to collect the customer information and use in the back-office to manage the
company's information system. In addition, the security systems are designed to protect
the data from the unauthorized disclosure.
In the last chapter, the conclusion tells the result after doing the project and the
web site. The recommendation will be the guideline that should be provided in the
future plan.
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I.

1.1

INTRODUCTION

Background of the Project

The rapid development of e-commerce presents challenges and opportunities to
confectionery and candy business.

Confectionery firms are forging ahead with e-

commerce strategies, in part of fearing that they will lose customers to competitors if
they do not take some position.
Traditionally, the confectionery and candy compames were not focusing their
strategic efforts on information technology and considering the supportive function of
their value chains. However, globalization trends, consolidation of main players, and,
most importantly, decreasing margins forced the companies to focus on IT as a diver of
profitability and competitive advantage, rater than a mere expense.
From the economic perspective, companies always want to lower costs and meets
competitive advantage in the market. Going online is the best way for this purpose. As
the new strategy of the company to penetrate to the foreign prospective customers and
introduce the new service to the confectionary market, Internet is the cheapest approach.
Fwthermore, the company can apply e-commerce to communicate with the customers,
suppliers, and distributors.
In the marketing perspective, e-commerce is used to improve the information
gathering process.

The cost for doing market research is low but the outcome is

outstanding. Concerning the marketing aspect, company can examine the information
and offer products and services and information that suitable for the customers.
Due to the growth of Internet technology and confectionery market, it's the time
that KNT Candy Company needs to go online. In Thailand, only some confectionery
and candy firms have their own web site.

So this is a good chance to take this

advantage before the high competitive situation will be occurred. Therefore, planning

project is started with doing the information research, analyst factor effecting, and
crea.~ing

web prototype to support the possibility before actual investment.

As important factor in e-commerce is the manner in which products or services
are presented to the users. This is frequently done via the product catalog online which
can reduce the printing, postage, and handling costs of a print catalog. For KNT Candy
Company, the objective of web site is to advertise and promote products and services
and persuade the foreign distributors to joy with company. This web site prototype
provides the amount of information about candy products and services, company
background, and the factory tour.

This information can be factors before the

prospective distributors will make a purchasing decision.
1.2

Objective of the Project

The web site is crated and developed as an online catalog to meet the following
objectives:
(1)

To apply e-commerce for candy manufacturing business with the most
efficiency and effective way

(2)

To construct the effective e-marketing strategies that used to support
business existing plan

(3)

To increase a new information and communication channel to support
customer service

(4)

To provide the potential channel for increasing benefit

(5)

To introduce the company to the worldwide confectionery and candy market

(6)

To find and increase the company's product distributors
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1.3

Scope of the Project
Candy online catalog project will focus on how B2B e-commerce should be

applied for sugar confectionery business, how to gain advantage from web site, which
strategies should be used, and how to make it survive.
Candy online catalog project concentrates on establishing a prototype of
KNTCandy.com web site and make use of the web site as a marketing tools. Therefore,
this project consists of the two major parts.
(1)

Marketing Perspective
At the first part of marketing perspective, most typical marketing plan
begins with a business overview. This section details what the company is
all about and defines the parameters for the company's existence.
Company's information is collected and reviewed with current situation
which include the internal and external analysis.
Next part of marketing perspective consists of SWOT analysis which
examines the company's internal strengths and weaknesses with respect to
the environment and the competition and looks at external opportunities and
threats.
After analyzing SWOT, the marketing plan consists of the firm and
brand positioning in the marketplace. Moreover, the market segmentation
and targeting is important for company to create e-commerce to the right
person.
Next, it continues with the marketing strategies which gathered
information of vital important about the company's products, the market
served, and so forth.

The firm's pricing philosophy may dictate online

pncmg strategies for electronic commerce.
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The distribution plan will

identify areas where the products are currently sold and suggest

geograp~ic

gaps that might be receptive to e-commerce. Promotion plan information
will give clues about how the Internet fits with the firm's advertising, sales
promotion, and other marketing communications.
The final important part in the marketing perspective is the financial
analysis. It generates the revenue forecast from sales and expenses that will
be occurred from constructing e-commerce web site. It also identifies the
expected returns and break-even point from the investment. These can then
be matched against costs to develop a cost/benefit analysis which uses to
determine whether the effort is worthwhile.
(2)

Web Development Perspective
Another major part of candy online catalog project focuses on the web
development. KNT Candy Company is a small family business that existing
target is in the local market area. To expand to the worldwide marketplace
requires specific experience and skill of export.

Starting with the online

catalog will help KNT Candy to expand its product with lowest risk.
Moreover, it can increase the experience of export and the knowledge of
international market.
KNT Candy online catalog prototype is constructed under appropriate
parameters to meet the expected goals. There are many reasons to go online
and why selling on the web should not be done at the first stage of going
online. It will be explained on the part of the web site background.
In addition, the web development part will includes the web interface
design, content design, site map, database design, and security design. The
web interface design defines the goals and criteria of designing \Veb site.
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The content design shows the sample of w~b pages and describes about the
content of each page. The site map shows the path of each web page that
users can access by using the navigation or menu bars. The database design
describes about how to keep the users' data and which data entities are
designed. The last part of the web development is the security design. It
identifies the types of security that can apply for candy online catalog.
1.4

Deliverables
( 1)

A final report covers the information concerning the project.

(2)

A prototype of the web site consists of the product and service information
in detail, the factory process, the company background, the product search
engine, and the contact us function
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II.

2.1

LITERATURE REVIEW

The Internet and E-Commerce Overview
The Internet is transforming the world's economy. It is radically changing how

people live, learn, work, play, and consume.

At the center of this revolution is

technology. Technology has moved from the "back office' to the front line. Namely,
the interface between the customer and the firm has changed dramatically. Increasingly,
technology is shifting the firm's relationships with its customers from a "face-to-face"
interaction.
The impact of the Internet on business is related to previous innovations that
transformed not just one business sector, but in every sector. The Internet is not an
innovation that concerns only one or two sectors of the economy. Because it changes
the way businesses should sensibly organize their activities and go to market, the
Internet affects all economic activity.
Despite the uncertain competitive landscape, we have witnessed the emergence of
thousands of new electronic commerce ventures that attempt to capitalize on the
emerging digital New Economy.

Furthermore, this electronic commerce, or "e-

commerce," revolution has not gone unnoticed by traditional brick-and-mortar
businesses. Now, physical world businesses must either adopt new digital strategies,
launch new digital businesses to complement their physical world models, or be forced
to completely revise their strategies.

Every company-large or small, profit or

nonprofit, goods or services-is simultaneously vulnerable and empowered by the New
Economy.
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2.2

What Is E-Commerce?
Electronic commerce is an emerging concept

1~1at

describes the process of buying

and selling or exchanging of products, services, and infom1ation via computer networks
including the Internet.

Kalakota and Whinston ( 1997) define EC from these

perspectives:
( 1)

From a communication perspective, EC is the delivery of information,
products/services, or payments over telephone lines, computer networks, or
any other electronic means.

(2)

From a business process perspective, EC is the application of technology
towards the automation of business transactions and work flow.

(3)

From a service perspective, EC is a tool that addresses the desire of firms,
consumers, and management to cut service costs while improving the quality
of goods and increasing the speed of service delivery.

(4)

From an online perspective, EC provides the capability of buying and selling
products and information on the Internet and other online services.

2.3

What Are the Distinct Categories of E-Commerce?
Four distinct categories of electronic commerce can be identified: business-to-

business, business-to-consumer, consumer-to-consumer, and consumer-to-business.
(1)

Business-to-Business (B2B) refers to the full spectrum of e-commerce that
can occur between two organizations.

Among other activities, B2B e-

commerce includes purchasing and procurement, supplier management,
inventory management, channel management, sales activities, payment
management, and service and support.
(2)

Business-to-Consumer (B2C) refers to exchanges between businesses and
consumers.

Similar transactions that occur in business-to business e-
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commerce also takes place in the business-to-consumer context. However,
all customer-facing, or "front office," activities are typically tracked. These
include sales activities, consumer search, frequently asked questions, and
service and suppo1i.
(3)

Consumer-to-Consumer (C2C) exchanges involve transactions between and
among consumers. These exchanges may or may not include third-party
involvement as in the case of the auction-exchange.

Other activities

include: classified ads, games, jobs, Web-based communications, and
personal services.
(4)

Consumer-to-Business (C2B) - Consumers can band together to form and
present themselves as a buyer group to businesses in a consumer-to business
(C2B) relationship. These groups may be economically motivated as with
the demand aggregator or socially oriented as with cause-related advocacy
group.

Business originating from ...

Business

Consumers

B2B

C2B

B2C

C2C

V>

:;')

·§
a:i

~

E

~
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Figure 2.1.

Four Categories of E-Commerce.
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2.4

What Can a Small Business Do on the Internet?

The Internet is a vast store of information for almost any subject you can imagine.
In addition to sales, the small business owner can use the Net for two basic reasons-to
gather infonnation and to spread information.
Search engines have categories just for small business owners. By searching, they
can find information about opportunities, legal issues, financing, government assistance,
software, taxes, and just about any other issue they face.
Small business owners can also expand their own business by using the Internet.
In advertising alone, they can save thousands of dollars and simultaneously reach
thousands of customers by developing an Internet presence.
2.5

Electronic Catalogs

Businesses that use electronic commerce to sell goods, and even services, need to
let the customer see what goods and services they offer.

Sometimes just a list of

specifications is sufficient. If you are in the business of selling parts in the automotive
industry, you may have thousands of items in stock. Providing a picture of each of
these is probably not necessary, but ordering and inventory systems will have to make
use of some sort of database that can distinguish one part from another.
Online catalogs with pictures and descriptions are necessary for some products.
Like their printed counterparts, online catalogs with pictures still need to provide a clear
description of the merchandise, including item number, size, color, and price. Whether
customers can use online ordering, must order by phone, or must work personally with a
sales agent, the online catalog can reach new markets with speed and convenience.
One product that is frequently featured in online catalogs but does not lend itself
to online sales is real estate. In this activity, you will visit several real estate companies
to learn why they feature some of their properties electronically.

9

2.6

Advantages and Disadvantages of Online Catalogs
An online catalog sells a number of items through any variety of computer

networks. Some sell consumer items directly, whereas others promote items sold in
stores. Many sell industrial, office, or professional items to the appropriate field. The
rising costs of postage, paper, and printing make online catalogs increasingly
competitive with the standard print alternative.
Advantages of online catalogs are the following:
(1)

Items and prices can be updated continually, quickly, and at a nominal cost.

(2)

Backorder expenses and complaints are greatly reduced.

(3)

The printing, postage, and handling costs of a print catalog are avoided.

(4)

Customers give their name and address in the process of generating an
order.

(5)

The interactivity of an online catalog eases the ordering process and speeds
customer service.

(6)

Online catalogs collapse the long interval between catalog mqmry and
receipt by providing instant catalog delivery.

(7)

Used properly, customer relationships can be built to increase the lifetime
value of the customer to the catalog.

An effective online catalog performs services people want and can't otherwise
easily get. An online catalog overcomes the frustrations and hassle of store shopping
while arranging information simply and quickly for easy use, clarity, and fast reference.
The catalog is also fun to use, not a chore.
An online catalog can often expand to whatever amount of infomiation is needed
for a buying decision on any item. It can be downloaded on a floppy disk and given to a
friend with no modem.

10
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Some disadvantages of online catalogs are the following:
(1)

Ordering online is a slowly acquired habit.

(2)

Achieving big volume online often requires a big investment.

(3)

The products and services offered must fit online capabilities.

(4)

Creating a good online catalog takes know-how and work.

(5)

Most online catalogs have small volumes versus the effort involved.

(6)

Even the best online catalogs fail without effective promotion.

An online catalog does not seem user-friendly to many older people or women. It
is not convenient to carry and read an online catalog from time to time, as many people
print catalogs.

In addition, an online catalog cannot show most PC owners a large

number of high-resolution color pictures like a glossy print catalog or provide the color
action of a video catalog.
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III. THE EXISTING SYSTEM
3.1

Background of the Organization
Since 1963, a confectionary factory called "Kung Num Tieng" was established

with a family-owned business.
Bangkok, Thailand.

The first plant was set up at Soi Nakbamroong in

Company firstly launched the "Colorful Gummy Candy" and

aimed to make high quality candy products.
In 1973, company had grown up and expanded to larger area, Suksawasdi Road,
on the land of 100 square meters. With the new name "Kanjanawuttisit", new style and
shape of candies has created under the brand name of "Telephone Candy".
· The new factory had higher power machines, experts and detail attention to every
process of production, the company can comfortably offer consumers nutritious and
hygienic delicacies they expect.

With the quality control in the factory, company

received the IS09002 standard since the year 2001. This standard is used to guarantee
the product and service quality that provided to the consumers and distributors.
Today Kanjanawuttisit is known under the name "KNT Candy Company Limited"
while expanded on the land of 1000 square meters on the existing location.

The

products are increased into more than 20 different tastes and provide service of
producing candy for others.

Moreover, besides the continuous improvement
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machinery and the ongomg product's development, the controlled quality and the
variety of tastes that suit consumers are also of great consideration.

In addition,

beautiful and innovative packaging as well as other excellent quality is obviously an
added success for the company's products.

3.2

Business Process
KNT Candy Company is the manufacturer who produces and sells various tastes

of candy products. The factory runs the production process and sends to the distributors
12

who order by telephone or fax machine. Some of the distributors buy

pro~ucts

by walk-

in to the office factory. These customers are the existing local customers who know
well about the company and also the products sold. The new potential customers who
are interested in products contact by telephone call. Then company sends a printed
catalog to them. This process consumes high costs, which include the cost of printed
catalogs, postal

service fee,

document transaction, telephone fee,

and other

miscellaneous cost. Company has to spend more than two hundred thousand per year
for preparing process of updating the new product information through catalog.

3.3

Current Situation
(1)

External Factors
(a)

Customer
Customers of KNT Company are the businesses who have a
capability in distribution candy or related products. These businesses
may be the candy or snack wholesalers, retailers, or importers. They
are divided by geographic segmentation. Current existing customers
are only the candy or snack food distributors in Bangkok area. Most
of these provide high loyalty and purchase candy products with KNT
Candy Company for long time ago. Even KNT Candy has a group of
high loyalty customers, the number of these group are likely small.
Therefore, it needs more distributors to expand business and increase
higher benefit.

(b)

Competitor
From doing the research, most of candy online businesses target
directly to the consumer group.

There are a large number of

competitors on the Internet marketplace who focus on selling on retail

13

order. They concern on the selling online by providing the payment
system on their web site. If KNT Candy chooses the same target,
competitive disadvantage will occur on the company side. Since KNT
Candy is not a candy distributor, its business unit strategy is the candy
maker who produces and sells in the mass market.

Therefore, the

target market of KNT Candy is unique and different from other candy
online businesses. Moreover, KNT Candy also plays its major role of
being a candy exporter so online channel is used as a promotional mix
with maintaining the competitive advantage in the offline distribution
channel.
Not only KNT Candy makes candy under its brand, it also
produces by labeling other brand. This is a unique service offered to
the businesses who sell product by their own channel and strategy.
For example, some of candy seller or distributor buys tablet candy and
contain with a small toy. Some company who does not have enough
money for the whole candy production processes hires KNT Candy to
provide this function. This service does not provide by most of other
candy manufacture in Thailand and Asian countries.
(c)

Macro-environment
The external factors that influenced with KNT Candy business
are the consumers' value and the economic condition.
Nowadays consumers in Thailand and some countries prefer the
Japanese candy and snack food. Even though the Japanese candy is
admired, its limitation is the price of product.

14

Because Japanese

product is imported, its price is relatively high when compares with
Thai products.
The other factor that influenced to KNT Candy is the economic
condition.

As the economic crisis occurred since 1999, its result

effects to almost every business and consumers in Thailand and other
countries.

People spend money lesser and change their purchasing

behavior. Even though the depression has passed, cuffent economic
situation is still in the recovering situation. Purchasing behavior of
consumers is carrying on but within low level.

This causes candy

distributors are not rare to take a risk of investment.
(2)

Internal Factors
(a)

Factory Process
KNT Candy Company is a business that has very high
experience of making candy for over 50 years.

The production

process is controlled under high standard level. In the factory, all of
machines can provide maximum outputs more than one ton a day.
(b)

Resources
In the raw material side, KNT Candy has suppliers who can
provide efficiency to support with jut-in-time process. Ingredients of
KNT Candy are tested by Department of Food and Drug before selling
in the marketplace.
When considering company's resources, capability, assets, and
skilL going online is it opts to acquire this expertise in the open
market and partner with wholesale distributors who have desired
capabilities around the world.
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3.4

Current Problem
( 1)

Lack of product brand and se1vice awareness from worldwide market
Now company has about twenty items produce and sold.

When

comparing with domestic competitors in Thailand, company still meets with
competitive advantage. When comparing with worldwide market, company
has lower choices especially on the Internet world.
The company's product brand is not well known to consumers and
worldwide distributors both in Thailand and other countries. This is the
main obstacle for company to do the marketing by offline.
company should introduce itself and products by online.

Therefore,

This tactic can

create the brand awareness to worldwide market to consumers and
distributors.
The service of making candy for other companies not only increases
the benefit but also reduces the idle production process. Because of different
target group, this service would not be the problem of disadvantage
competition. The problem is that service is unknown by the prospective
compames.

How to promote this service and contact to these companies

with the potential and effective way is the weak point needed for recovering.
The major problem is that service is known by small group of business
custom~rs.

To tell others by spending low cost and promoting to worldwide

countries, it should be done via web site.

It is an appropriate

communication channel to spread the information for offering this service.
(2)

Lack of worldwide distributors to spread the company's products
KNT Candy sells products to existing distributors.

It's the rnam

distribution channel for the company. These distributors have their own
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channel to distribute products to the consumer market. However company
.ileed to expand the market to worldwide countries, the requirement of
foreign distributors is the important factor to support sale volume. To find
good potential distributors, e-commerce web site can be the advantages to
do efficiency and effective way.
(3)

High cost of printed catalog and postage service
Company has to pay more than twenty thousands each year for
mailing and update printed catalog. In addition, company maintains a faxback system that allows customers to retrieve product information via phone
and fax, which is costly.

(4)

High cost of promoting on TV media and radio service
No1mally company does not advertise its products through any media
because it needs a big budget. The only promotion campaign is the discount
provided to the customers who have loyalty or pay by cash.
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IV.

4.1

MARKET ANALYSIS

SWOT Analysis
(1)

Strengths
(a)

Low cost of raw material sources and supply
Raw materials (such as sugar, glucose, artificial fruit favors,
etc.) are brought from local suppliers with low price contract. These
raw materials mostly are found in Thai area, so the supply chain and
logistic system is not an obstacle to supply to the company's factory.

(b)

Low labor cost to produce candy
All employees of the company are the Thai citizens.

The

company's workers can be managed under a friendly and family
environment condition.
(c)

High technology in nianufacturing process
All machines in the factory provide full capacity for making
candy from the first stage to the last stage of packaging.

These

machines were tested before actual used to produce to ensure there is
no problem of any stage of production.
(d)

Adequate fund for investment
Company has enough funds for expanding the capacity in both
production process and marketing management. This can suppo1i the
expectation of order when the company expands into larger target
market area.

(e)

Economies of scale in production and operation process
Because of advanced machinery, enrich of raw materials and
labor source, it can support high performance of production. When
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the company uses these in an efficient and effective manner, it creates
the economies of scale in production and operation process.
(f)

Low competitors in the same taste of candy products
Only a few candy makers who produce candy with tropical fruit
tastes both in local markets and foreign markets.

Most candy

manufactures sell coffee taste, menthol taste, caramel taste, etc.
(g)

High experience in making candy
KNT Candy Company is the leading candy manufacturer. It has
long been established since 1963 and has undisputed brand
recognition. Company does not only make candy for itself but also
makes candy for other brands because these brands trust m the
company.

(h)

Price competitive advantage
According to the huge production quantities. company can meet
with low unit cost, so the price is reasonably low when compared to
the competitors.

(i)

High quality of products
In every stage of production process, each stage is managed with
the maximum quality by starting with the selecting raw materials and
ingredients, working with high by experience staff, using high
technology machinery, and controlling under high standard quality.
With detailed attention process, company's candies have long
preservation period and do not easily melt under environmental
climate.

19

(j)

High manufacturing standard control
With the high technology machine and quality control in the
production process, company can meet with the IS09002 standard in
manufacturing process. This can build the good image to the potential
customers to ensure about the operating system of the company.

(2)

Weaknesses
(a)

Low number of distributors
KNT Candy Company sells products merely to wholesalers and
retailers in local market (Thailand).

These business intermediaries

have their own distribution channel to generate sales both in local
market and neighborhood countries.
(b)

No direct foreign distributors
With the existing distributors, company does not have any direct
foreign distributors who can expand company's products into
worldwide market.

(c)

New comer/ no experience in foreign market
Although company has high experience m making candy
products, it has never sold directly to worldwide distributors or does
the marketing management by itself. Hence, it has high pressure to
face with the risk on investment.

(d)

Strong competition in international marketplace
When concerning on the worldwide candy products and market,
there are a large number of competitors who sell their product on
global market.
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(3)

Opportunities
(a)

Increasing e-commerce growth
By the year 2004, online e-commerce will reach $6.8 trillion.
This huge amount comprises of both business-to-business and
business-to-consumer transactions online.
marketing opportunity to the company.

This trend poses new
Table below projects that

while the United States and North America currently preside over the
majority of online transactions, that will shift in the coming years as
Asia and European nations become more active.

Table 4.1.

Worldwide E-commerce Growth.
2000

2001

2002

2003

2004

% of total sales in 2004

~k~o·~~~- ~--~"~'·~·~·~ .~, ''~~-o-

''

·-·---

-

$3,456.4

12.8%

United States

$488.7

$864.1

$1,411.3

$2.187.2

$3,189.0

13.3%

Canada

$17.4

$38.0

$68.0

$109.6

$160.3

9.2%

Mexico

$3.2

$6.6

$15.9

$42.3

$107.0

8.4%

Asia Pacific

$53.7

$117.2

$286.6

$724.2

$1,649.8

8.0%

Japan

$31.9

$64.4

$146.8

$363.6

$880.3

8.4%

Australia

$5.6

$14.0

$36.9

$96.7

$207.6

16.4%

Korea

$5.6

$14.1

$39.3

$!00.5

$205.7

16.4%

Western Europe

$87.4

$194.8

$422.1

$853.3

$1,533.2

6.0%

Cicrmany

$20.6

$46.4

$102.0

$2 I I. I

$386.5

6.5%

UK

$17.2

$38.5

$83.2

$165.6

$288.8

7.1%

France

$9.9

$22.1

$49.1

$104.8

$206.4

5.0%

Italy

$7.2

$15.6

$33.8

$71.4

$142.4

4.3%

Netherlands

$6.5

$14.4

$30.7

$59.5

$98.3

9.2%

$6.8

$31.8
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(b)

Less variety of fruit candy in foreign market
In foreign candy market, most candy tastes are coffee, milk,
caramel, and menthol tastes. Only some Asian country produce fruit
candy especially tropical fruit tastes.

(c)

Low price to enter to market
With the e-commerce technology, the opportunity of introducing
and expanding products into worldwide market is easy to do and
spend low monetary funds for investment.

(d)

High advance of today's computer technology
Today's technology is brought to upgrade all process of
management infonnation system in organizations. As communication
infrastructures

improve,

new

geographic

markets

develop

incorporating technology into a web site design may provide a distinct
competitive advantage.
(4)

Threats
(a)

Limitation of foreign import regulations and restrictions
Each foreign country such as America, Canada, Singapore,
Australia, etc has more import restrictions and regulation. The duty
tax from there countries is also another obstacle for the company to
carefully of consider.

(b)

Global economic slow down
The current domestic slump and the global economic slow down
is the threats of short-term growth. It is anticipated that consumers
will less likely spend their money on non-essential food items like
confectionary products.
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4.2

Market Segmentation
Company finds that the characteristics of the online segment are the same as the

characteristics of the offline segment, but that the segment size changes. A segment
gets larger through the increased reach of the Internet. Company offering is appealed to
many customers that were previously out of physical reach of the firm. Internet helps
can eliminate geographic limitations in communicating with prospective customers.
Company will reach more of the same types of customers. Hence, customer segments
might look similar in characteristics, but increase in size.
By increasing the size of segment, group of customers is broken up by border
geographic criteria. The division is done by separation of the region of global market
area. The geographic segmentation of KNT Candy Company can be divided into the
following:
(1)

Thailand covers four regions Central, North, North East, and South.

(2)

South East Asia and the Pacific consist of Australia, Indonesia, Malaysia,
Myanmar, New Zealand, and Singapore.

(3)

Far East consists of China, Cambodia, Japan, Korea, Philippines, Mongolia,
and Viet Nam.

(4)

North America consists of Canada and United States of America.

(5)

Latin America consists of Argentina, Bolivia, Brazil, Chile, Columbia,
Cuba, Jamaica, Venezuela, and Mexico.

(6)

Western Europe consists of Austria, Belgium, Denmark, Finland, France,
Germany, Greece, Italy, Monaco, Netherlands, Norway, Portugal, Spain,
Sweden, Switzerland, Turkey, and England
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The other criteria that used to segment the customers are by behavioral
.,egmentation. Customers have varying degrees of loyalty to specific candy sellers.
Therefore buyers can be divided into four groups according to brand loyalty status.
(l)

Highly loyal
It is the existing customers who constantly buy the company's

products and distribute only the company's brand in candy products. This
kind of intermediary does the marketing merely on KNT Candy brand.
(2)

Medium loyal
It is the customers who order company's products constantly but

distribute not only company's products but also other brands. This type of
distributors spreads their products under variety of brand. They always buy
stuff candy and pack into the toys, then label under their brands.
(3)

Less loyal
This type of customers distributes and sells all type of food products
not only specific on candy confectionery.

They offer variety of food

products and not specify such as chocolate, can fruits, coffee, cereal
confects, etc.
4.3

Target Market
Company found that online segmentation does not reveal anything new that the

general characteristics of the segments remain the same as those of the offline segments.
The segment characteristics stay the same, but that the segments get larger due to the
factor of increased geographic reach.
The target markets of both online and offline are categorized by three stages. On
the first stage, it is the introduction stage that the company begins launching web site on
the Internet. Target of this stage starts with local and neighborhood areas. Due to most
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of existing customers are m Bangkok, the company needs to concern more by
expanding to provincial market in Thailand for searching on the new distributors. Other
target markets in this stage are the neighborhood countries such as Malaysia, Laos, and
Myanmar.

Because of low experience in worldwide marketplace, starting on the

neighborhood countries can reduce difficulty of export and risk on investment. It can
also increase the experience to do the marketing on foreign markets.
The second target group is in the second stage, which covers the countries in Asia
Pacific (such as Singapore, Hong Kong, Taiwan, China, India, etc.). When company
gets more experience in doing business in foreign market, it is the time that should
expand to border areas. Countries in this stage are chosen based on the cultural factor,
government regulation, and market environment situation which company can search
the information in short period.
After doing the market in foreign countries, company has more experience m
exporting products. The last stage of market penetration concerns on covering countries
around the world but the market that provide high opportunity including America,
Canada, UK, Italy, Brazil, France, Australia, Russia, Netherlands, and Spain. These
countries present a large number of Internet users comparing with other countries
around the world.

4.4

Market Positioning
KNT Candy Company provides and distributes goods under the policy "maximum

quality and customer satisfaction is the best". KNT Candy Company prompts to serve
customers with high quality products and with the just in time production. So KNT
Candy Company positions on the high product quality with a premium services.
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4.5

Product
KNT Candy Company produces and sells two main types of candy products, hard

candy and tablet candy. These types of candies have colorful style with assorted fruit
favors and tastes. The fruit tastes almost are the tropical fruit which familiar with Asian
people. Most of company's candy products have a sweet taste and some kind have sour
taste.
Candy product is the physical goods and is specified into the perishable type.
Under the specific control of every production process, company's products have long
life. The business customers or the resellers do not worry about the shelf life. Although
the country of destination is so far from Bangkok, the maximum period of delivery
process is not longer than two months covering global area. The company's products
can be kept for two years period, so it will not be the problem of declaration.
Company provides product guarantee under the condition of limited period. The
customers can return products if the products decay before the expiration date, when
products damaged during the company's delivery process, or when products are damage
caused by inappropriate company's production and operation process.
From doing the research, only a few competitors produce the same type and style
of candy with KNT Candy Company. These competitors do not provide the major role
in competitive disadvantage of penetrating to global market.

4.6

Service
The reason of high investment in the factory and the problem from government

regulation, the foreign candy companies choose the candy maker in Thailand to support
the production process. KNT Candy Company provides this function and service of
making candy for others. For marketing and selling perspectives, they would manage
by their own strategies.
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Besides making candy under other brand service, the company can also make
candy for special items.

For example, the customers can choose the five different

shapes with various tastes of tablet candy line.

Moreover. if the customers want

different shape from company's existing styles, they can hire company to design and
change the mould of candy.
When considering a competitor's service, the existing service that is not similar
with other candy companies is making candy under other brands. Because of a long
experience in making candy with high standard quality control, the customers convince
to hire the company to produce candy products for them. The benefit that can be got
from this service is the increasing of profit and reducing the idle process in the factory.
On the e-commerce site, service provided is order tracking online that differ from
other candy makers in Thailand and most Asian competitors. Actually there are a large
number of candy e-commerce sites worldwide, but only a small number and nothing in
Thailand provides an order tracking online service. KNT Candy Company is one of a
few candy companies that provide this service.
4.7

Price
Price of products that offered online is the same as offline. The differentiation is

on the additional shipping cost which varied from countries of destination and the
promotion level of order purchasing quantity. Tables 4.2 and 4.3 below show the price
of hard and tablet candies both in Thai baht and US dollar cmTency.
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Table 4.2.

Price of Hard Candies in Baht and US Dollar Currency.

Hard Candy

Price (baht) per carton

Price (dollar) per carton

Orange Twist

1,100

26

Banana Twist

1,100

26

Grape Twist

1,100

26

Pineapple Twist

1, 100

26

Menthol Twist

1,100

26

Coffee Twist

1,100

26

Cola Twist

1,100

26

Super Lime

1,000

24

Super Orange

1,000

24

Super Cola

1,000

24

Sam Pillow

1,500

35

Sam T\vist

1,500

35

Animal

1,500

35

ABC

1,200

28

Preaw

1,080

25

--r·

~-

--·
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Table 4.3.

Price of Tablet Candies in Baht and US Dollar Currency.

Tablet Candy

Price (baht) per carton

Price (dollar) per carton

Petite Mixed Fruit

1,260

30

Big Mixed Fruit

1,260

30

Rainbow Fruit

1,260

30

Milk Tablet

1,260

30

Cola Tablet

1,260

30

With the basic of pricing strategy, company's product price is based on cost plus,
promotional low-cost, and volume discount pricing strategies.

For the offline

transaction, company focus on cost plus pricing. For online, the promotion low-cost
pricing strategy and volume discount pricing strategy is used to attract potential
customers.
With cost-plus pricing, this basic pricing strategy involves simply adding a fixed
markup to the product cost. This markup is added to the company's total cost of goods.
The total costs include both variable costs and an appropriate allocation of fixed cost.
Variable costs include raw material (such as sugar, glucose, and other ingredients used
in making candy), and labor necessary to produce on extra good. Fixed costs consist of
the factory costs, cost of n:anagement, and general overhead costs. In general, company
adds a thirty per cent markup to the total costs of products sold.
On the promotional low-cost pricing, company offers the price that will low at the
stage of trial the e-commerce market and when the company launches new product into
the market.

A low price will induce customers to purchase a product, then realize

differentiating attribute. The hope is that in the future, customers will pay the regular
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product pnce.

After the company's products stand a part of market, the pnce is

switched with littk by little higher rate until the markup is met with thirty per cent from
the total costs. Although this pricing strategy may take long period, it can prove costly
to the customers.
The other pricing strategy that the company will use is the volume discount
pricing. Pricing strategy that decreases price as the quantity purchased increases is
designed to try to capture the inverse price or quantity relationship that customers have
for products. This strategy provides not only more profits but also the economy of scale
for the company to produce candy with maximum capacity.
4.8

Distribution
The distribution channel of the company is not entirely on the Internet because the

product sold is the physical type. The distribution process has to be done by physical
distribution system. In additional to the physical distribution system, online distribution
channel also plays an important role of marketing strategy.

The functions of online

distribution channel provided to the company are as follows:
(1)

Market research
It is a major function of the distribution channel.

Company can

collect and analyze the customer profiles from the data that customers fill on
the web page.

The benefits of market research include an accurate

assessment of the characteristics of the target customers.

Customer

information

marketing

helps

to

drive

product

development

and

communication.
Doing research through web site provides more benefits to company.
The customer information is available for free and company staff can
conduct research from their desks rather than making expensive trips to
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libraries and other resource sites.
Internet tends to be timelier.

The information obtained over the

Since web-based info1mation is already in

digital form, loading information into a spreadsheet or other data analysis
package requires no further data entry.
(2)

Marketing communications
Marketing communications of the company encompass advertising
and other type of product promotion. Candy online catalog web site adds
value to the marketing communications function by sending out a
promotional message to customers of the web page registered users. There
is no paper to fold, no envelop to stuff, and no postage to imprint.

(3)

Contact with buyers
The web site provides a new channel for making contact with buyers
as an additional channel from personal selling, mail, fax, and the telephone.
Online distribution channel provides a wide range of referral sources. The
sources of referral include web page, search engine, e-mail, and newsletters.
Web site is always open for business. Customers can contact via web page
24 hours a day and 7 days a week.

(4)

Medium for physical distribution
Candy online catalog is used to serve as a medium for the physical
distribution of products and service. Company's products and service are
offered by online channel but transaction process is done by offline physical
system. On the physical delivery process, online tracking status is added to
create the service value for the customers.
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(5)

Negotiating price
Online distribution channel provides the space for the company and
customers to negotiate in order to meet the optimum agreement of both
business parties.

4.9

Promotion
The offline purchases are provided for the existing old customers. It depends on

the volume of purchasing order. For example, the business customers who have a high
loyalty and buy the company's product for long time would get a maximum discount of
ten per cent. The medium loyalty customers get a three per cent discount if they pay by
cash or five percent when they buy large volume products. For the switcher customers
can get three per cent discount when they pay by cash.
The promotion campaign offered on the web depends on the size of order by large
orders will receive large discounts. This promotional base can increase the economy of
scale in production and operation process. It can also reduce the unit cost of delivery
process.

4.10 Financial Analysis
(1)

Budgeting
A key pa11 of any marketing plan is to identify the expected returns
from a web site investment. These can be matched against costs to develop
a cost/benefit analysis, which will ultimately help to dete1mine whether the
effo11 is worthwhile.

(2)

Revenue Streams
The initial funds to support a web site come from the company's
operating budget.

Revenue streams that produce Internet profits come

mainly from the increasing saies volume. Minor revenues comes from cost
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s

saving such as catalog printing and postage service fees, cost of information
transmission media, cost of doing information research, etc.
Table 4.4 indicates the revenue expected from each item of products.
This figure is forecasted from potential buying behavior and average sales
volume from last five years. The summarize table shows below:

Table 4.4.

Revenue Expected from Each Item of Products.
Unit

1'1 year

Unit

2"d year

Unit

3rd year forecast

Sold

forecast

Sold

forecast

Sold

(baht)

(carton)

(baht)

(carton)

(baht)

(carton)

·Orange Twist

10

11,000

30

33,000

50

55,000

Banana Twist

5

5,500

10

11,000

20

22,000

Grape Twist

10

11,000

15

16,500

30

33,000

Pineapple Twist

10

11,000

15

16,500

30

33,000

Menthol Twist

15

16,500

40

44,000

80

88,000

Coffee Twist

10

11,000

20

22,000

30

33,000

Cola Twist

IO

11,000

25

27,500

60

66,000

Super Lime

10

10,000

25

25,000

50

50,000

Super Orange

10

10,000

25

25,000

50

50,000

Super Cola

IO

10,000

25

25,000

50

50,000

Sam Pillow

10

15,000

25

37,500

40

60,000

Sam Twist

10

15,000

25

37,500

40

60,000

Animal

IO

15,000

25

37,500

60

90,000

ABC

IO

12,000

20

24,000

50

60,000

Preaw

5

5,400

20

21,600

50

54,000

Hard Candy

Total Hard

169,400

403,600

804,000

Candy
--

--'--
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Table 4.4.

Revenue Expected from Each Item of Products (continued).
Unit
Sold
(carton)

1" year
forecast
(baht)

Unit Sold
(carton)

2nu year
forecast
(baht)

Unit Sold
(carton)

3ru year
forecast
(bhat)

5

6,300

20

25,200

35

44,100

5

6,300

10

12,600

20

25,200

Rainbow Fruit

5

6,300

15

18,900

40

50,400

Milk Tablet

5

6,300

20

25,200

50

63,000

Cola Tablet

5

6,300

10

12,600

15

18,900

Tablet Candy
Petite Mixed
Fruit
Big Mixed
Fruit

Total Tablet
Candy
Total Overall
Sell Forecast

31,500

94,500

201,600

200,900

498,100

1,005,600

Table 4.5 shows the revenue that the company forecasts at the first
three years after launching the web on the Internet. Amount of revenue is
calculated form the percent increase from the average sales from last 3
years. The percent per year are 2%, 5%, and 10% respectively.

Table 4.5.

Revenue Forecast for the First Three Years.
1st

year

3rd year

200,900

1,005,600

100,000

200,000

300,900

1,205,600
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(3)

Cost Spending
There are the costs of an Internet program and generating web site.
These include the followings:
(a)

Connecting to the Internet (e.g. the ISP)

(b)

Hardware and software

(c)

Web site and advertising design

(d)

Staff to maintain web site content and manage e-mail with clients
Table 4.6 shows the estimated cost and expenses incurred from

applying e-commerce into the company.

Table 4.6.

Estimating Expense for the Fist Three Years.

Estimating Expenses
1. Research and Development

I st year

2nd year

3rd year

20,000

2. Initial Investment Cost
2.1 Hardware

60,000

2.2 Software

50,000

3. Operating Expenses
Domain Name Registration

2,000

2,000

2,000

Web Design Expense

50,000

20,000

20,000

Web Hosting Expense

10,000

10,000

10,000

Web Maintenance Expense

20,000

20,000

20,000

Web Adve1tising Expense

50,000

50,000

50,000

4. Hardware Depreciation Expense

2,000

2,000

2,000

5. Cost of Goods Sold

60,270

149,430

301,680

6. income Tax (30% of sales)

60,270

149,430

301,680

Total Estimating Expense

384,540

402,860

707,360
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(4)

Cost/Benefit Analysis
Investment benefits derived from a web site typically involve either an
increase in revenue or a decrease in cost. Additional intangible benefits
include goodwill, brand image building, and relationship building. Against
these benefits are the costs of an Internet program.

(5)

Break-Even Point Analysis
The table below presents the estimated amount of revenues, costs, and
profits or losses that the company expects to gain in first three years. It also
shows the break-even period that the company forecasts.
Table 4.7 shows the net profit or loss of the first three years that used
to analyst the break-even point.

Table 4.7.

Net Profit (Loss) and Return on Investment.
1'1 year

2°d year

3rd year

Total Revenue Forecast

300,900

648,100

1,005,600

Total Estimating Expense

384,540

402,860

707,360

Net Profit (Loss)

(83,640)

245,240

298,240

Cash flow

(83,640)

161,600

459,840

Break-even Point

***
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2,000,000

Baht 1,000,000 ·

0
~Accrued

Revenue

300, 900

o Accrued Expense

384, 540

Figure 4.1.

Break-even Point Analysis.

From the table and figure above, company will face with a loss from
investment in the first year after launching web site. The loss is inctmed
because the company has to invest more money on the initial expenses. The
number at the second year shows that the sales will cover the loss from the
first year and that the company can receive a return from investment. In the
second year, company can meet the break-even point. In the third year, it
shows the higher percentage of sales volume. Company will receive more
profits from the investment.
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V. BACKGROUND OF KNTCANDY.COM

5.1

The Purpose of Doing Online Business
(1)

Relationship building
The web site can have closer ties organization with the suppliers,
distributors, and consumers.

(2)

International exposure
Although the company cant take products to the neighborhood
countries without needing to establish branch offices, or form complex
distribution channel arrangements, exposing to the international market is
the main objective that company can meet by online exposure.

(3)

Additional service provision
A web site can offer products, services, information and updates in
addition to the core service purchased offline.

(4)

Long-term cost reduction in communications activities
To advertise company and products across the worldwide countries
via email or web page, company spends less money and time than other
media. The major advantage to be gained by using online advertising is that
it is easy to establish a web site to support the main promotional campaign.
These can provide either additional information or facilitate communicating
transactions.

(5)

Access to new markets
The web site can be part of the global opportunity presented online to
receive

customers,

suppliers,

infonnation.
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distributors,

and

provide

consumer

5.2

Overview of KNTCandy.com
Lefore creating an e-commerce web site, the level of e-business commitment

should be clearly defined. The level of e-business commitment for each model varies
by firm. Some firm plays a pure dot.com by providing a full electronic transaction
process and receiving entire revenue from the web.

The level of e-business

commitment indicates a number of opportunities for the firm to provide value and
generate revenue streams using information technology.
When considering KNT Candy background and its business process, the level of
e-business commitment that can apply for is based on the activity-level. This level
generally adds value by sharing costs but may not generate a direct revenue stream. The
activity-level is the lowest level of e-business commitment which appropriate for the
firm that is a new comer on the Internet. It affects company activities that can save the
firm money when using information technology or the Internet. In this low-risk area,
company can realize cost reductions through e-business efficiencies.
Thee-business activities that included in KNTCandy.com are as follows:
(I)

Order Processing Support
Even though KNT Candy's customers cannot order and pay by online,
on the KNT Candy web site is also provided the information about how to
purchase the products. Customer can fill in the order fonn on the web page
provided and print that purchase order before sending to the company with
bank guarantee document.

The offline purchasing process gives the

advantage to both KNT Candy and its business customer. For KNT Candy,
company can ensure the payment.

For its business customers, they can

ensure that they will receive the right products.
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(2)

E-mail or Communication Tool
Customers can send their questions, comments, or any message via the
web. Company can contact with the whole customers at once with the save
printing and mailing cost.

Moreover, company will receive useful

information to improve its operating function and service.

This can

increase the customer satisfaction and builds a good image to company and
its products.
(3)

Content Publisher
KNTCandy.com 1s the best of communication channel to create
valuable content or services, draw a lot of traffic, and advertise and promote
company's products.

The necessary information such as product detail,

candy knowledge, and manufacturing process are posted on the KNT web
site. It is a brochureware that save a number of printing costs.
(4)

Business Development Tool
KNTCandy.com provides a marketing research tool by gathering
customer (such as data, market information, consumer behavior, and the
competitor information) from the web.

(5)

Online Sales Promotion
KNTCandy.com is another communication channel to increase the
company's revenue.

5.3

Scope of KNTCandy.com
After indicating the level of e-business commitment, the scope and function of

web site need to be concluded by focusing on the online catalog and the brochureware.
The web site is only the information-base online which emphasizes on the information
about the company and products. The customer cannot buy products via the web. The

40

purchasing transaction is proposed to do by offline transaction process. The customers
can ask more information (except provided on the web page) via "contact us" menu
function. They will receive the reply e-mail within 24 hours.
Besides information about the company and product, the other benefit functions
such as the knowledge about candy, the business campaign, the order tracking, and the
factory process are provided. These are the value added service to support the existing
business system.
The fundamental criteria of KNTCandy.com are as follow:
(1)

Direct Communication
The web allows users to view pictures of products available and to
read descriptions of the products. It also allows customers to ask more
information by "contact us" through web site or e-mail message. Company
finds that e-mail is efficient, timely and convenient for communication with
customers and suppliers. It is able to use e-mail to communicate directly
with the customers to enhance the quality of service provided and to
encourage repeat orders.

(2)

Verify Information
The customers can use the web to retrieve company history and
product information. The customers can also track their order status when
they need to know the product position and ensure the products will arrive
on time.

(3)

Relationship Management
Via the web, KNT Candy provides a number of knowledge-based
documents for customer business contacts.

The customers who register

through the newsletter will receive the periodic update information of the
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company and products and services.
through

improved

communication

The business is likely to be impacted
with

suppliers,

distributors

and

consumers, enabling the company to keep in touch with both in Thailand
and other foreign customers.
(4)

Productivity
The company believes that it offers customers a better quality of
service by providing them with an alternative information and distribution
channel. This service will attract the potential distributors both in Thai and
worldwide marketplace.

(5)

Cost Effective
The initial costs of creating the web site were relatively low.

The

company merely invests the relatively large amount on the first stage of
developing e-commerce. Costs that are occurred at initial stage included
hardware and software expenses, web design expense, and domain
registration expense. Investment costs do not expensive when comparing
with the high profit that will return on investment.

5.4

Payment Methods
On the web site of KNTCandy.com, the users or the buyers cannot make a

purchasing transaction or payment through the online process.

There are a number of

different methods that can be used. Three payment methods used are T/T payment in
advance, L/C, and DIP.
(1)

T/T (Telegraphic Transfer)
T/T means telegraphic transfer, or simply wire transfer.

It's the

simplest and easiest payment method to use. T/T payment in advance is
usually used when the sample and small quantity shipments are transported
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by air.

The reason is that the documents like air way bill, commercial

invoice and packing list will be sent to the customers along with the
shipment by the same plane. As soon as the shipment arrives, the customers
can clear the customs and pick up the goods with the documents.
For KNT Candy, TIT advance payment is required for some highvalue samples and small quantity order shipped by air. The payment is done
by the customers transfer the amount money to the company's bank
account.
(2)

L/C (Letter of Credit)
A letter of credit is a letter written by the customer's bank to the
company. It verifies that the payment will be guaranteed when the bank is
presented with the concrete documents (bill of lading, and freight
documents).
A letter of credit includes the name of customer and the company,
opening bank, negotiating bank, specification and quantity of the products,
amount of money, loading port and destination port, shipment date, the
validity date of the L/C, terms and conditions agreed by both the customer
and company, and the documents required by the customers (bill of lading,
commercial invoice, packing list, insurance certificate, etc.).
The L/C payment procedure is as follows:
(a)

Customer applies to open the L/C to the company through a bank who
can open the L/C in the customer's country.

(b)

The opening bank will inform the company's bank that the L/C has
been opened.
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(c)

The company's bank will inform the company that the L/C has been
established.

(d)

Company will check all the terms and conditions listed in the L/C. If
all terms and conditions are acceptable, company will arrange the
shipment within the time specified in the L/C.

(e)

After the products are loaded onto ship without any damage, the
captain will issue the clean bill of lading to company.

(i)

Company \Vill submit the clean bill of lading and other relevant
documents to the company's bank to gather the payment. Only with
clean bill oflading can you claim the ownership of the goods.

(g)

The company's bank will send the clean bill of lading and relevant
documents to the customer's bank (the opening bank).

(h)

The opening bank will inform customer that all documents are
received.

(i)

Customer will go to the bank to make the payment to get the clean bill
of lading and relevant documents.

(j)

With all of these documents, customer can clear the import Customs
and pick up the products after the products arrive on the destination
sea port.

(3)

DIP (Document Against Payment)
The company makes a shipment and sends the shipping documents to
the company's bank for collection. The company's bank then sends the
shipping documents along with a collection letter to the customer's bank
that then send a collection notice to the customer.

The customer makes

payment upon receiving the notice, and only after payment does the
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importer receive the original shipping documents with which the customer
takes the physical procession of the products.
To the company's customers who have long-standing relationship's
with the company, for larger quantity order shipped by sea, the company
usually makes the payment arrangement as 50% made via TIT advance
payment and 50% made via D/P to expedite the whole transaction process.
5.5

Reason for Not Selling by Online
Sustainable competitive advantage is not solely derived from the Internet.

Company now needs an online presence to avoid a competitive advantage, or to
maintain a level playing field. It still needs to have a competitive advantage within the
context of offline activities, and to transfer this advantage across to the online dealings,
rather than believe that having a web site is enough.
Involvement in the Internet is a long-tenn investment and is not likely to generate
revenue in the short term. Among of the e-commerce groups using the Internet only
the export companies seem to sit back and wait for the costs to recover.

It is an

appropriate approach of the company to view the Internet as another sales promotion
and communication channel where cost is to be spent to maintain existing customers
who would otherwise have switched to a rival online service.
It is the case that the Internet is being used with the expectation of longer term

cost recovery and profit, and short-term transitioning of sales from existing offline
customers who have moved into online ordering. A future view of the market indicates
the potential for the Internet to provide an additional revenue stream; however, this
should not be relied upon to replace existing offline revenue.
Communications security is a major determinant in the use of the Internet for
export trading. The issues such as confidentiality, order security and credit security
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online are seen as limitations on the application for selling online. Given that relies
heavily on relationship marketing, and the development of trust between company and
customers, both need to have a level of trust in the mediated communications medium.
The Internet has not yet become a ubiquitous medium. Company cannot rely
solely on being able to trade online with every possible viable market worldwide. This
is where seeing the online service as an adjunct to the company's promotional mix and
maintaining the competitive advantage in the offline elements is crucial for export
success.
5.6

Goals of KNTCandy.com
(1)

To enhance overall sales by 5 per cent added from existing annual sales,
using the web site to target foreign distributors in the next two years.

(2)

To achieve a recognition rate for the URL by counting the number of
customers who response and contact with the company within six months of

. t he site
. (200 comparnes
. 111
· 1st· year, 500 comparnes
· 111
· 2nd year,
launc lung
and 1000 company in 3rd year)
(3)

To expand the products by increasing the market area in Thailand and
foreign marketplace by 10 per cent more than the existing market area in the
next twelve months

(4)

To reduce the expenditure on printing of catalogs, brochures, and postage
service by at least 50 per cent in the next year by implementing the online
catalog and updating information online

(5)

To enhance the ordering process by checking the products position on web
site which purpose to have the customer use this service about 10 per cent
from both existing and prospective customers
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(6)

To gather the customer information for doing the research and meet the
customers' ::,atisfaction from receiving the comment via the web

5.7

Web Promotion Strategies

The model proposes that company can achieve growth based on the market
penetration strategy. This strategy is appropriate when company wishes to minimize
risk by selling more of the existing products and services to distributor base.
The online environment offers substantial benefits to company on implementing
of the market penetration strategy. Existing target markets can be better served with the
aim of fmiher penetrating that market through the integrated use of the web site as both
a promotional medium and a channel of distribution.
KNT Candy Company promotes candy products and candy making services on
www.kntcandy.com. Marketing strategies can build awareness and knowledge about
the company and products, aid in brand positioning and other brand-building objectives,
enhance customer relationship, and assist in increasing e-mail customer databases.
In addition, the Internet is currently a low-cost alternative to customer
communication in other media such as direct mail and television. In short, customer
communication strategies can help company to accomplish cognitive and attitude
objectives, often at substantial cost saving over traditional methods like printed catalog.
(I)

Advertising and Sponsorships
At the first stage of advertising and promotion strategy, the way to
make known to the prospective customers which need to be done through
various channels.

With the existing resources of the company, the

appropriate promotion and advertising approaches are as follows:
(a)

Labeling the URL on product package, business card, company's
lettersets, and product brochures.
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(b)

Register the company name and information with the Department of
Export Promotion.

(c)

Renting the space at the Department of Export Building to display the
products and leave the business card or info1mation sheet brochure for
the potential business customers.

(d)

Paiiicipating in the Thai International Trade Shows and Foreign Trade
Show in various countries.

(e)

Purchasing advertising banner on appropriate web sites (such as
www.yahoo.com,
www.ecandy.com).

www.thaitrade.com,

www.depthai.go.th,

and

This adve1iising can be used to create brand

awareness and to position the brand to the potential customers.
(f)

Sending e-mail, fax mail, and post mail starting to inform about the
web site with existing customers and then potential new customers in
various counties.

(g)

Sponsoring content on other sites such as in the web site of export
department of Thailand, web site of world confectionary, etc.

(2)

Public Relations
The web site will be used to promote the public relations by e-mail
and newsletter. The Internet and commercial online services of company
provides tools to create relationships directly with any number of potential
buyers who are interested in company and its products or services.
The benefits that company will get from this strategy are building an
image for the company and products, exposing the company and products to
new audiences, reinforcing images and messages within prospective
customers to create demand of products, building relationships with new
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customers, and cementing relationships with existing customers.

These

benefits can be received by consuming lower cost.
(3)

Sales Promotion Incentives
The distributors who are interested in the company's products can get
a free sample taste by filling their detailed information on the registration
web page. They can ask for free sample of products for considering before
they make a buying decision. This service is used to build the brand image
of the company and products.

(4)

Value-Added Service
The additional online service from offline is order tracking.

The

customers who buy products from the company will be informed the order
code which they can check the status on the company's web site. This can
ensure the customers about the delivery process. It is used to create a reason
for customers to visit the web site.
(5)

Online Customer Support
The online customer support on the company's web site is used to
answer the questions.

It is easier, quicker, and less expensive than

answering letters or phone calls. It can help the company to increase loyalty
from customers and reduce bad word of mouth. It is also a function of
market research when customer complains about certain features. Company
can apply this complaint when developing new products or services.
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VI.

6.1

WEB DESIGN AND DEVELOPMENT

Web Interface Design
(I)

Web Design Goals
KNTCandy.com is design under the short term and long term goals.
The short tem1 goals are as follows:
(a)

Creating good image for company and brand

(b)

Making the user remember web site and company
The long term goals are as follows:

(2)

(a)

Providing the ultimate function of e-commerce web site

(b)

Being the leader of candy e-commerce web site

Web Design Criteria
To do the web site that can meet with the goals above, the criteria or
specifications of the site should be defined. This part indicates the criteria
that are used to construct the web page with the effective way.
(a)

Easing for use and finding the infonnation
In every web page of KNT Candy, users can find information
from the menu at the top and the left menu list. Some sentence is bold
to emphasize crucial information.

(b)

Choosing an attractive graphic design and style
The graphic images on the web page are designed with the
modem style and suitable for B2B e-commerce site. Since the target
group of KNT Candy is the business intermediaries so that the motion
graphic is not applied for KNTCandy.com
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(c)

Using color matching in every page
KNTCandy.com is a web site that presents and sells candy
products.

The colors that can fit for KNT products should be the

bright colors like orange, yellow. and red shade. On the web page,
these base-colors are used with ranging tone.

This can match all

ariicles with the same style thorough the site.
(d)

Providing market strategies
On the web site, market strategies are applied and displayed on
almost every page. For example the business discount is shown on the
business campaign site, the feedback for research and development is
on the contact us site, and the customer information is collected from
new register site.

(e)

A voiding complicated navigation
When considering the targets of KNTCandy.com, they are the
business organizations which have no more time to find more
information.

So the navigation design should not go down deep.

Most of information should be provided with the eyes consc10us
which are easy to take a look.
(f)

Creating brand image
KNTCandy.com rs m the introduction stage of going online.
The design web page needs to be able to attract the users' attention
with the most possibility. To do this, more company's information is
provided to construct the reliability.

Moreover, the company's

location and the brand of Department of Expo1i Promotion are placed
on the web to show the credibility of company.
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(g)

Designing page with an orderly layout and a unique creative style
With the chosen style, KNTCandy.com can be unique in the
candy industry that does the creative modem style. Most of candy ecommerce businesses, their web page design have the cute style which
differs from KNTCandy.com. It is generally design style can make an
impression on users and help them remember company and web site.

(3)

Visual Design
(a)

Banding or Logo Design
The first component of good web design is the process of
strategic brand building. KNT Candy Company shapes the image to a
large audience across the Internet. Company's brand can be seen as a
set of promises to its business customers and represents the company's
personality. Therefore, KNT Candy brand is design by focusing on
the company business and its product offer.

It's aimed to make a

well-designed brand on the web that leaves a lasting impression on
users, especially business partners and its customers.
Figure 6.1 shows KNT Candy branding or logo of the web site.
The color of logo has a red and orange shade design which match to
the rest of web page. This logo provides energetic and modem feel,
while at the same time, upholding the core values of the company and
its candy products.

Figure 6.1.
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KNTCandy.com Logo.

(b)

Colors
The colors used throughout the KNTCandy.com are orange, red,
and yellow shade. They represent the colorful candies which are the
main products of KNT Candy Company. These colors are used with
the entire design of the site to keep in balance and control. These
colors appear in text, images, buttons, or other design elements that
enhance or accentuate the important elements of the site. Each page
coordinates with every other page in the site to keep the same mood of
the users.
Figure 6.2 below show the color tone of KNTCandy.com. It
consists of the red, orange, and yellow shade style.

Figure 6.2.

Home Page ofKNTCandy.com.
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(c)

Images
Images of KNTCandy.com are created under the aim of creating
a good image of candy product and the company's reliability. The
meaning of web site is displayed through images such as a button,
heading, and graphic caption that helps convey an experience or a
message.
Figure 6.3 shows some graphic images that used to present the
company related info1mation. These graphics design emphasize on
the candy product. Therefore, the round rectangle is used to represent
the shape and style of candy.

Figure 6.3.

Images Style of KNT Candy.
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(d)

Layout
This part concerns about KNT Candy's page layout. The main
layout elements of web page included throughout a web site for a
consistency are company name and logo for identity, page title,
navigation or menu bar, and footer for reference to copyright and
privacy info1TI1ation. It shows on the figure 6.4 at the next page.

Page Title

Logo

Main Menu Bar

Sub-menu
Buttons

Footer

Figure 6.4.

(4)

KNTCandy.com Layout Design.

Navigation
There are two set of navigation or menu bars. The first one is the
main menu that provides the important information about the company and
products.

It aims to create a good image to the company and offer its

product to worldwide market with attractive image. The other one is the
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sub-menu button that is on the left side of web page. These menu buttons
are used to support the sales and customer service.
These navigations or menus are designed to provide the ease of use
that need to make customers return to web site. Since these navigations are
obvious to the users, they are very simple direction access from one page to
another page. The sample of navigations or menus is shown on the figure
6.5.

Se.:Ych

Favorites

~' Media

S\.":"l.J!.h; ~~;1(~ t>:;:: .Jr·; ::r·, {'<1.:· tf:.:;
of bc:!.h hc<d c2ndv and t .;l:;>t

-fi'j

.j My Computer

Figure 6.5.

Navigations or Menus.
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6.2

Web Content Design
( 1)

Home Page
It is the first page to show the welcome note and the image of KNT

Candy Company. Although it is the first page, all the navigation links are
provides for the ease of access to other web pages.

f 1rmnnarn.111mn111.1m
File

Edit

View

Favorites

Tools

Help

Welcome to KNT Candy Company!

Figure 6.6. Home Page Design.
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(2)

About Us
This page provides the information about the company and the two
additional links are Company Profile and Company Location.

Figure 6.7.

About Us Page Design.

w.1wrn1·11:mmmu:rr1m
fi-e

Ej,t

Vie'W
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51~
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Figure 6.8.

Company Profile Page Design.

58

Figure 6.9.

(3)

KNT Location Page Design.

Product and Service
This page provides the link of infonnation about the hard candy, tablet
candy, and company's services.

Figure 6.10.

Product Page Design.
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(4)

Factory Tour
This page tells about the process of candy production both of hard
candy and tablet candy.

To provide this information, it can help the

company to build an impressive image and the stability of the company.

Figure 6.11.

(5)

Factory Tour Page Design.

Contact Us
This page provides the way to communicate between the company and
the customers. The customers can comment or ask any question when they
have a doubt.
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Contact Us

Figure 6.12.

(6)

Contact Us Page Design.

Site Map
This page shows the ultimate site that links to every other page .

. :! .. i

F ~·

;~·

1

__ }

Figure 6.13.

Site Map Page Design.
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(7)

How to Order
This site tells how the customers can order KNT Candy's products. It
also provides the purchase order form for the customers who want to use the
company's form.

Moreover, this page is also defined the methods of

payment that the customers can choose.

I lnv.i To Order Candy

!t>j':>'.' <Jnh:r 1;l \6(,/)
n;,;;:

Y(1U t',<n
h1·lil~'i

i/<'>lt!' f::ni1c'1· fu:no or f':i1.t 11ur fr,n;, !;·1 di,; flit' iiu;l<·::

:

Figure 6.14.

(8)

t;~,,~

t~l

How to Order Page Design.

Campaign
This page provides the marketing function of product promotion
strategy.

The discount table includes the discount rate provided to the

business customers who buy in the required quantities.
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Figure 6.15.

(9)

Business Campaign Page Design.

Order Track
The customers who would purchase products can check their order
status from this page by filling the information requirement in the input box.

Check Order Status

Figure 6.16.

Order Track Page Design.
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(10) Newsletter
The users can request the newsletter to keep in touch with the new
issues of KNT Candy by filling their e-mail address on this site.

E!lt§ffl!p11prnra@~P'fil ... 1"

Request Newsletter!

Figure 6.17.

Newsletter Page Design.

(11) About Candy
This page provides the knowledge about the candy. It contains the
link information about candy history and candy recipe.
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Figure 6.18.

About Candy Page Design.

(12) New Register
This page is provided for the wholesalers to register for getting the
user ID number and password. This ID nw11ber and password will be used
to check the order status. In addition, the registered customers will receive
an additional discount in the next order.
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Figure 6.19.

6.3

New Register Page Design.

Site Structure

Home
About Us

Product

Factory Tour

Background

Hard Candy

Profile

Tablet Candy

Location

Services

Figure 6.20.

Contact Us

Site Structure of the Main Menu.
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Site Map

Home
I

I

•

How to Order

Order Track

Campaign

•

I

•

•

Newsletter

About Candy

New Register

I

Figure 6.21.

6.4

•

I

Candy History

Candy Recipes

Site Structure of the Sub Menu.

Database Design
KNTCandy.com offers its own database by usmg the server-based database

design. This kind of database make use of HTML "forms," which display not only the
usual page elements, but also text boxes to allow users to type in input and buttons for
making selections.
The page that customers can check the information from KNT Candy database is
on the "order track" web page. When the visitor fills in the requirement form and click
on the "submit" button, the entered information is sent to a web server. Then a stored
script tells the sever how to make the search using the data the visitor entered and how
to format the result before sending them back to the visitor.

Before the visitors or customers can check their order status, they need to fill the
information on the "new registration" page. This page prepares the input fom1s that can
provide very effective collection of information from visitors to web sites. Besides the
registration from, KNTCandy.com also keeps the users' information by other web pages
such as the newsletter and the contact us page. These information sent from the browser
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after the form is filled out and submitted needs to be interpreted and stored using a
script at the web server's site.
The program that is used to run the database is the ASP program. The Microsoft
access is used to collect the database by contain seven tables which some of data field in
each table is related with other table.
On the Figure 6.22 below shows the databases design for use with KNT Candy
web application. The key entities consist of the database about customers, product,
order and order detail, invoice, delivery, and payment information.

rr:

Figure 6.22.

!IP['

3

KNTCandy.com Database Design.
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6.5

Security Design
On the web site of KNT Candy, the part that is necessary for secure transactions is

on the wholesale registration and order tracking page. Since KNT Candy does not sell
its product online, some current solutions to the security problem are done by:
(I)

SSL (Secure Socket Layer)
To ensure that the data transmissions cannot be altered or disclosed,
the Secure Sockets Layer protocol is used as an access control.

The

company's server is authenticated and client is optionally authenticated.
SSL can provide the channel security (privacy and authentication) through
encryption and reliability through a message integrity check.
SSL uses a three-part process.

First, information is encrypted to

prevent unauthorized disclosure. Second, the information is authenticated to
make sure that the information is being sent and received by the correct
party. Finally, SSL provides message integrity to prevent the infonnation
from being altered during interchanges between the source and sink.
When a customer submits a request to track order status over the
Internet, the company responds with a public key that the customer's
computer uses to encrypt sensitive information. The information is sent to
the company, which then uses a private key to decrypt the information. The
process is transparent to customers because it's handled by the browser.
(2)

User ID and Password
To identify users m order to provide services for which users are
authorized and to deny those services for which they are not authorized, the
user ID and password security is used to control the access. The system
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includes interactive login sessions, access to a network file system, and
access to particular devices.
The users are either assigned or select an account name and an
associated password.

This password is used by the host in order to

determine the user's identity. The system allows a user to log on only if that
user's ID is known to the system and if the user knows the password
associated by the system with that ID.
(3)

CGI Scripting Security
On the web site of KNT Candy, the CGI programming language is
used to prevent the sensitive information. Such information includes data
read from files, from standard input, from external processes, from the
command files, and from environmental variables.
Among the information the server provides to the CGI script 1s a
"query string", which contains information originally provided by the
remote user and is the user's means for passing data to the script. The CGI
Script recovers the query string by examining an environment variable.
This method uses the standard HTTP GET method for accessing URLs and
is typically used by CGI script URL using the HTTP POST method. In this
case, the company's web server sends the query string directly to the script's
standard input. The POST method is called in response to the user filling in
and submitting a fill-out HTML form.
In the case of KNTCandy.com, when the user types the ID and
password to track his order status and press the "Submit" button, the
contents of the form will be submitted to the URL, as indicated by the
HTML form ACTION attribute, using the POST method, as indicated by the
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form's METHOD attribute. The CGI script will find the query string on its
standard input. With the POST method, the user cannot copy the URL to
read the confidential infonnation of other users.
(4)

Copyrights
KNTCandy.com is copyrighted which include the graphic images,
product images, and logo. This means that it cannot be used in certain
ways, particularly for profit, without the pem1ission of KNT Candy
Company.

(5)

Trademarks
KNT Candy logo is registered as a trademark of the company.
Moreover, domain name of www.KNTCandy.com is registered to protect
form use by someone else.

Figure 6.23.

KNT Candy Logo with Trademark Sign.
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VII. CONCLUSIONS AND RECOMMENDATIONS

7.1

Conclusions

The project of candy online catalog is created and developed that aim to apply ecommerce knowledge for candy business, to construct the e-marketing strategies to
support the existing plan, to create an infom1ation channel, to increase the benefit of the
company, to expand products to the worldwide market, and to increase a number of the
company's distributors.

The scope of the project concentrates on establishing a

prototype of KNT Candy web site and use the web site as a marketing tool to
accomplish the objectives and goals.
The knowledge of the e-commerce is applied for this project by emphasizing on
the small business and electronic catalog fields.
The infonnation about the company and its existing system is gathered and used
to analyst the possibility of getting online.

By considering the current situation, it

shows that the number of customers and distributors are limited only in Thailand. This
is a big problem of the company existing process.

Moreover, the high costs of

advertising and printed catalog are the difficulty for the company to expand the market.
Besides the existing system analysis, SWOT analysis shows the strengths.
weaknesses, opportunities, and threats of the company. Company has enough resources
but it has no experience in online market. For the online market perspective, the ecommerce grO\vth and advance of computer technology provide the opportunity for the
company.

However, the threats about the regulation and restriction and the global

economic slow down need to be concerned.
When considering the financial analysis, revenue is forecasted from the avernge
sales in the last three years and expenses are estimated from the cost of goods sold and
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the costs of doing web site. The numbers of cash flow show that the company will get
loss in the fist year for 83,640 baht. It's recovered in the second year and provides the
profit after deducting the loss in the first year for 161,600 baht. At the third year, the
company will get more profit for 459,840 baht.
KNTCandy.com prototype is designed by focusing on the user interface and
customer support strategies.

Web site is created to provide the function of catalog

online which offer the information about the company and products. It also provides
the customer support tools such as the way to order, the order tracking system, the
request of newsletter, and the e-mail message.

The web site does not provide the

trading system because the company sells the products in large amount of money. It is
necessary for the company to require the customer bank quarantee.

Therefore, the

trading system should be done by offline transaction process.
In addition to the user interface design, the web site is used to collect the customer
data. The database design of the KNTCandy.com is developed to collect both of online
data and offline data. This database has been designed and can be used in the back
office. It includes the tables of the customers, products, order, order details, payments,
invoices, and deliveries.

In addition, the security systems of KNTCandy.com are

design by including the SSL, user ID and password authentication, safe CGI
programming language security, and the legal issue.
To make known to the web site, the promotion strategies are created. The ways to
promote web site consist of the advertising and sponsorship, public relations, sales
promotion incentives, value-added service, and online customer support.
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7.2

Recommendations
KNTCandy.com will be improved through expanding in the following areas:
(1)

Providing the search engine for the users to find information

(2)

Selling company's products and services by online

(3)

Improving the web security and reliability payment system

(4)

Improving web program and database system to supp01i user interface when
the Microsoft Access is not enough to collect the data

(5)

Creating the extranet or EDI to contact both with the company's suppliers
and customers

(6)

Providing Thai and other language services on the web site
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APPENDIX

A

PRODUCT FEATURES
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1-

Pineapple Twist

Orange Twist

Banana Twist

Grape Twist

Menthol Twist

Cola Twist

Coffee Twist

Super Lime

Super Orange

Super Cola

Sam Pillow

Sam Twist

I

t-__-_-__

I
A_n_i_m_a_l__________:_---~~~~-~A~B~-C--~~~~~~~~:~~~~~~~~~P-_r_e_a_w~~~---_----j_J
Figure A. I.

Hard Candy.
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Triangle Mixed Fruit

Ball Mixed Fruit

Circle Mixed Fruit

Rainbow Heart

Rainbow Fish

Rainbow Animal

Rainbow Big Circle

Rainbow Flower

Rainbow Small Circle

Big Heart

Milk Heart

Plum Flower

Chocolate Triangle

Cola Bottle

Figure A.2.

Tablet Candy.
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APPENDIX

B

OTHERS WEB PAGE DESIGN
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File

Eat

\'iew

F""°"'es

Tools

~

Purchase 01·de1·
Date:
Purchase Order Number : _________

Customer ID Number: __________

Bill to:
First Narne

Last Name

Figure B.1.

Purchase Order Form.

~~~l:.'.,~,~-~~,~ ~c~~~'.::~~~:~~~ Docurrr~~~-~~T~~~~~r,c~der .Mrr•
Ship to:
First Name

-----·----

Last Name
Company Name

Address
City
State/Province

Zip Code
Daytime Phone

Fax

E-mail

Purchase Items :
Number

Proclul'tName

Price/Baht

Unit

Unit
Price/Dollar

001

Pineapple Twist

1, 100

26

002

orange Twist

1,100

26

Figure B.2.

Quantity

Total

Purchase Order Form (continued).
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)#~}~=~~~~:=~ ~:.~~~]~!'.: ~:~d~en~~~~~~~~ndyiPurm;:~rder.htm
E-mail

Purd1ase Items :
Unit
Price/Baht

Price/Dollar

Pineapple Twist

1,100

26

002

Orange Twist

1,100

26

003

Banana Twist

1,100

26

004

Grape Twist

l,JOO

26

:Number
001

Product Name

Unit

ODS

Coffee Twist

1,100

26

006

Menthol Twi.st

1,100

26

007

Cola Twist

1, 100

26

008

Super Lime

1,000

24

009

Super Orange

1,000

24

010

Super Cola

1,000

24

011

Sam P1Ho\rV

1,500

3S

012

Sam Twist

1,500

35

Quantity

,~DDne

Total

':l My Cornputer

Figure B.3.

,.

Purchase Order Form (continued).

·Sc.arch

i§1 C:\DoclJ!Tlfflts and Set:tings\}eab\My Oocuments\kNTCandy\P1.Jrchc$COrder.htr11
···- -·-

Go

'"'"CH-~~ •• , ... ~,, VWH"1 "li..:>'r<t;;t'

028

Chocolate Triangle

1,260

30

029

Cola Bottle

1,260

30

Subtotal :

Tax:
Total:

1Y1cthod of Paymeil!

Signature

Authorized by
Datt

Figure B.4.

Purchase Order Form (continued).
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