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ABSTRACT

The objective of this project is to design and build an online shop to sell Thai
handicraft products on the internet as an extension of a company having an existing
physical shop. The report reviewed the internet and its benefits, examined e-commerce
comprehensively, and also introduced an overview of Thai handicraft products. SWOT
analysis and competitor analysis was conducted to identify strong points and weak
points of the existing system. Marketing analysis was conducted to identify the market
target and derive the marketing strategy. Finally, the prototype of the website
"Thaihandicraft.com" was designed and developed, with accompanying financial
analysis.
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1.1

INTRODUCTION

Background of the Project
Electronic commerce and electronic business has made lots of progress with more

than a hundred million people worldwide having access to Internet communication. But
the capabilities of interactive selling can only be anticipated and we are still at the
beginning of explosive growth. The benefits of the Internet are broadly perceived and
accepted. For consumers, convenient shopping is possible by a few mouse clicks.
Business can cut back the time to market for the initial launch and for additional
products and they can react quicker to market changes than in "brick and mortar"
business. Those time savings are due to the no longer necessary creation of physical
sales outlet and the adoption of best practice approaches. Now is a good time to start.
new ventures and to gain shares in the pretty successful growing markets.
Thaihandicraft.com have main objective to sell handicraft products that are
produced in Thailand. Our products have many kinds of groups such as antique,
clothing & costumes, home & decor, dolls & puppets, fashion & accessories and so on.
We focus our target group to America and Europe markets. We use Internet as a tool to
create online shop to enable customer to visit our shop 24 hours. We use this web site to
create the order generation from customers, order taking by electronic intermediary.

1.2

Objective of the Project
This project is the project to sell handicraft product. Our company has own shop

for selling product. We develop website of Thaihandicraft.com because we would like·
to find new channel for selling our product. The information below is objective of this
project.
(1)

Developing online shop for selling Thai handicraft product.
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(2)

To create this e-business model to gain shares in the growing markets.

(3)

To make e-business model to be trustful to the customer or to the business
partner.

(4)

To create new marketing channel to reach customer by expanding the
marketplace to national and international markets with minimal capital
investment.

(5)

To promote Thai handicraft product to international market.

(6)

To make good profit from selling products to achieve the best return on
investment.

(7)

To enable customers and the entire world to visit our online shop all time, 24
hours service.

(8)

To decrease the cost of creating, processing, distributing, storing, and
retrieving paper-based information.

1.3

Scope of the Project
(1)

To develop the web application to provide products list, product detail and
shopping cart for customer to take an online order.

(2)

To apply all knowledge learnt in class by using the technology to make this
project to be a success.

(3)

To sell Thai handicraft product on our online shop and deliver to customers
as in the traditional shop.

(4)

To encourage an online payment for selling products.

(5)

To provide marketing plan, marketing strategy, and promotion plan to
encourage our website to be a success.

(6)

To provide SWOT analysis to compare with our competitors and design·
strategies to compete with them.
2

1.4

Deliverables
A prototype of an online shop "Thaihandicraft.com" project report describing the

design and development of the website including both marketing and technical aspect of
Thaihandicraft. com business.

3

II.

2.1

LITERATURE REVIEW

What Is Internet?
The internet is the world's biggest computer network, connecting millions of

people and organizations in global information society. The internet links hundreds of
thousands of individual networks all over the world. The internet has a range of
capabilities that organizations are using to exchange information internally or to
communicate externally with other organizations. This giant network of networks has
become a major catalyst for both electronic commerce and electronic business.
2.1.1 What Is Network?
A network is a set of connected people or things. Networks come in all shapes and
sizes, from webs to circles to lines. The size and shape of network is determined by the
number of items to be connected, their relative locations, the needs of the users, and the
available technology.
2.1.2 The Beginning of Internet
At the beginning of 1960s during the Cold War, the U.S. Department of Defense
thought it might be a good idea for the government, military, research institutions, and
corporations to be able to communicate quickly via electronic messages, to share
resources and information on a computer network and to be useful for national security.
In case of hostilities, maintaining communication between military command and
control centers, and preserving the integrity of computer records and logistical
information might become a matter of life and death. The resulting telecommunications
network was created within the Advanced Research Projects Agency (ARP A). This
network enabled the computers in far-flung military and government installations to talk
to one another, and ensured their ability to sound warnings and manage counter-attacks.
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Happily, the ARP Anet was never subjected to the ultimate performance. Test of
operational survival during a nuclear attack. Instead, it served a s a highly successful.
prototype for other computer networks. Because the U.S. government provided the
funding to develop the network, it continued to control progress at this early stage. But
as the Cold War thawed, academic and computer research communities saw the
expanding possibilities for the ARP Anet networking model. Networks with e-mail and
other communication and information tools began springing up at institutions such as
the University of California and Los Angeles (UCLA) and University of Michigan, in
non-military government agencies such as NASA, and in other countries.
2.1.3 The World Online.
By the end of 1984 over 1,000 participants had joined the rapidly growing Internet.
An organizational system was needed, and this led to the creation of the Domain Name·

System. You've noticed that internet addresses end with three-letter combinations such
as .com, .gov, .org, and others. These "domains" became even more helpful to internet
users as the number of participating networks grew to over 10,000 in 1987 and more
than 100,000 just two years later. By 1990 the government dropped its restrictive
membership policy, opening the door to any organization with the technology and
desire to join the Net. The floodgates opened! The world at large started to come online.
World.std.com set up shop as the first commercial provider of Internet dial-up access.
The private sector moved in at an astronomical pace, creating new businesses and
bringing vast changes and challenges to established industries of all kinds.
2.1.4 The Global Shopping Mall.
Until 1991, though, the Internet was still just a network of networks. Yes, it was
incredibly powerful and promising, but still (even with the early GUis) mostly
accessible to experienced computer professionals and researches. Two innovations
5

changed all that. In March, 1989, Tim Berners-Lee of CERN (a collective of European
high-energy physics researchers, also known as the European Laboratory for Particle
Physics) proposed a project that had been evolving in his mind for many years - the
notion of being able to link random bits of information with other bits. This kind of
complex cross-linking is often referred to as hypertext, and had been explored by
previous researchers. But Berners-Lee was the first to join the hypertext concept
together with the burgeoning Internet. He called his first web-like software program
"Enquire," seeing it as a spare-time project for his personal use. ;
Berners-Lee tinkered with Enquire, finding that its interconnected network of links
helped him and his colleagues keep track of the thousands of researchers, projects, and
computers within CERN. Enquire, with its important notions of URL (Uniform
Resource Locator, or web address), pages and links, went on to become the foundation
for the World Wide Web as we know it today. The web itself was born in 1991, when
Berners-Lee's creation was released by CERN.
The other major barrier to easy Internet access was ton down shortly thereafter,
with the advent of Mosaic, the first GUI web browser program, in 1993. Before Mosaic,
the brand new World Wide Web was uncharted territory - hard for the average person
to access at all, and even harder to navigate. But with the ease of learning and ease of
use offered by Mosaic, the stage was set for the Internet gold rush. Commercial Internet
service providers soon began offering GUI browsers and other software, and the
commercialization of the Net began in earnest.
2.1. 5 E-commerce.
With the online community growmg every day, commercial interests have
transformed the Internet, and especially the web, into a huge new global. marketplace, ·
open 24 hours a day, seven days a week. It offers avenues for advertising, direct sales,
6

price discounting and many other business opportunities. Collectively, all this Internet
business is known as e-commerce.
Today computers are incorporated into everything we do, and almost everything
that can be put on computer is going online. New sites on the World Wide Web are
being early 1990s, an Internet website address (or URL, the now-familiar httv.;/.L),
marked a commercial enterprise as up to date. By the last 90s, not having an Internet
address had become a real handicap. Online advertising in 1998 totaled $2 billion. ·
Direct sales over the Internet have begun to take away business from malls and retail
stores.

2.2

Internet Benefits
While the Internet offers new ways to locate and access existing information, it's

also contributing its own wealth of new knowledge, information, and opportunities.
For organization, Internet is becoming the principal platforms for electronic
commerce and electronic business because this technology provides so many benefits.
The internet's global connectivity, ease of use, low cost, and multimedia capabilities
can be used to create interactive applications, services, and products. By using Internet
technology, organizations can reduce communication and transaction costs, enhance
coordination and collaboration, and accelerate the distribution of knowledge.
2.2.1 Connectivity and Global Reach
The value of internet lies in its ability to easily and inexpensively connect so many
people from so many places all over the world. The Internet's global connectivity and
ease of use can provide companies with access to business or individuals who normally
would be outside their reach. Companies can link directly to suppliers, business partners,
or individual customers at the same low cost, even if they are halfway around the glove.
Businesses can find new outlets for their products and services abroad because the
7

Internet facilitates cross-border transactions and information flow. The Internet provides
a low-cost medium for forming global alliances and virtual organizations.
2.2.2 Reduced Communication Costs
Before the Net, organizations had to build their own wide area networks or
subscribe to value-added network service. Employing the Internet, although far from
cost-free, is certainly more cost-effective for many organizations than building one's
own network or paying VAN subscription fees. Internet can help organizations reduce
operational costs or minimize operational expenses while extending their activities.
Internet technology can also reduce communication costs by allowing companies to
create virtual private networks as low-cost alternatives to private WAN s.
2.2.3 Lower Transaction Costs
Organization has found that conducting transactions electronically can be done at
a fraction of the cost of paper-based process.
2.2.4 Reduced Agency Costs
As organizations expand and globalization continues, the need to coordinate
activities in far-flung locations is becoming more critical. The Internet reduces agency
costs- the cost of managing employees and coordinating their work- by providing lowcost networks and inexpensive communication and collaboration tools that can be used
on a global scale.
2.2.5 Interactivity, Flexibility, and Customization
Internet tools can create interactive applications that can be customized for
multiple purposes and audience. Web pages have capabilities for interacting with
viewers that cannot be found in traditional print media. Visitor attracted by alluring
displays of text, graphics, video, and sound also can click on hot buttons to make
selections, take actions, or pursue additional information. Companies can use e-mail,
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chat rooms and electronic discussion groups to create ongoing dialogues with their
customers, using the information they have gathered to tailor communication precisely.
to fit the needs of each individual. Internet applications can he scaled up or down as the
size of their audience changes because the technology works with the firm's existing net
work infrastructure.
2.2.6 Accelerated Distribution of Knowledge
Organizations are using e-mail and access to databases to gain immediate access
to information resources in key areas such as business, science, law, and government.

2.3

What Is E-commerce?
E-Commerce is the process of buying and selling or exchanging of products

service and information by computer networks. We focus on digitally enabled
commercial transactions between and among organizations and individuals. Digitally
enabled transactions include all transactions mediated by digital technology. This means
transactions that occur over the Internet and the Web. Commercial transactions involve
the exchange of value (e.g., money) across organizational of individual boundaries in
return for products and services. Exchange of value is important for understanding the
limits of e-commerce.
2.3.1 The Difference between E-commerce and E-business
There is a debate among consultants and academics about the meanmg and
limitations of both e-commerce and e-business. Some argue that e-commerce
encompasses the entire world of electronically based organizational activities that
support a firm's market exchanges - including a firm's entire information system's
infrastructure (Rayport and Jaworksi, 2001). Others argue, on the other hand, that ebusiness encompasses the entire world of internal and external electronically base
activities, including e-commerce (Kalakota and Robinson, 2001).
9

We think that it is important to make a distinction between e-commerce and ebusiness because we believe they refer to different phenomena. The term e-business
refers to the digital enablement of transactions and process within a firm, involving
information systems under the control of the firm. For the most part, e-business does not
include commercial transactions involving an exchange of value across organization
boundaries. For example, a company's online inventory control mechanisms are a
component of e-business, but such internal processes do not directly generate revenue
for the firm from outside businesses or consumers, as e-commerce, by definition, does.
It is true that a firm's e-business infrastructure can also support e-commerce exchanges.

And e-commerce and e-business systems can and do blur together at the business firm
boundary, at the point where internal business systems link up with suppliers, for
instance. E-business applications turn into e-commerce precisely when an exchange of
value occurs.

10

THE DIFFERENCE BETWEEN E-COMMRECE AND
E-BUSINESS

Figure 2.1.

The Different between E-commerce and E-business.

2.3.2 Seven Unique Features of E-commerce Technology
Each of the dimensions of e-commerce technology and their business significance
listed

(Ubiquity,

Global

Reach,

Universal

Standards,

Richness,

Interactivity,

Information Density, Personalization/Customization) deserves a brief exploration, and
companson to both traditional commerce and other forms of technology-enabled.
commerce.
(a)

Ubiquity
In traditional commerce, a marketplace is a physical place you visit in
order to transact. For example, television and radio are typically directed to
motivating the consumer to go someplace to make a purchase. E-commerce
is ubiquitous, meaning that is it available just about everywhere, at all times.
It liberates the market from being restricted to a physical space and makes it

possible to shop from your desktop, at home, at work, or even from your car,
using mobile commerce. The result call a marketspace - a marketplace
11

's

extended beyond traditional boundaries and removed from a temporal a
geographic location. From a consumer point of view, ubiquity reduces
transaction costs- the cost of participating in a market. To transact, it is no
longer necessary that you spend time and money traveling to a market. At a
broader level, the ubiquity of e-commerce lowers the cognitive energy
required to transact in tack. Humans generally seek to reduce cognitive
energy outlays. When given a choice, humans will choose the path requiring
the least effort - the most convenience path (Shapiro and Varian 1999;
Tversky and Kahneman 1981 ).
(b) Global Reach
E-commerce technology permits commercial transactions to cross
cultural and national boundaries far more conveniently and cost effectively
than is true in traditional commerce. As a result, the potential market size for
e-commerce merchants is roughly equal to the size of the world's online
population (over 400 million in 2001, and growing rapidly, according to the
Computer Industry Almanac). The total number of users or customers an ecommerce business can obtain is a measure of its reach (Evans and Wurster
1997).
In contrast, most traditional commerce is local or regional - it involves
local merchants or national merchants with local outlets. Television and.
radio stations, and newspapers, for instance, are primarily local and regional
institutions with limited but powerful national networks that can attract a
national audience. In contrast to e-commerce technology, these older
commerce technologies do not easily cress national boundaries to a global
audience.
12

(c)

Universal Standards
One strikingly unusual feature of e-commerce technologies is that the
technical standards of the Internet, and therefore the technical standards for.
conducting e-commerce, are universal standards - they are shared by all
nations around the world.

In contrast, most traditional commerce

technologies differ from one nation to the next. For instance, television and
radio standards differ around the world, as do cell telephone technology. The
universal technical standards of e-commerce greatly lower market entry
costs - the cost merchants must pay just to bring their goods to market. At
the same time, for consumers, universal standards reduce search costs - the
effort required to find suitable products. And by creating a single, one-world
marketspace, where prices and product descriptions can be inexpensively
displayed for all to see, price discovery becomes simpler, faster, and more
accurate (Bakos 1997; Kambil 1997). With e-commerce technologies, it is
possible for the first time in history to easily find all the suppliers, prices,
and delivery terms of a specific product anywhere in the world. Although
this is not necessarily realistic today for all or many products, it is a potential
that will be exploited in the future.
( d)

Richness
Information richness refers to the complexity and content of a message
(Evans and Wurster 1997; 1999). Traditional markets, national sales forces,
and small retail stores have great richness: They are able to provide personal,
face-to-face service using aural and visual cues when making a sale. The
richness of traditional markets makes them a powerful selling or commercial
environment. Prior to the development of the Web, there was a trade-off
13
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between richness and reach: the larger the audience reached the less rich the
message

rm:.cttANSlNG TRADE-OFF BETWEEN RICHNESS ANn

REACH

··1n

Source: Evans and Wurster, 1997

Figure 2.2.

(e)

The Changing Trade-Off between Richness and Reach.

Interactivity
Unlike any of the commercial technologies of the twentieth century,
with the possible exception of the telephone, e-commerce technologies are
interactive, meaning they allow for two-way communication between
merchant and consumer. Television, for instance, cannot ask the viewer any
questions, enter into a conversation with a viewer, or request customer
information be entered into a form. In contrast, all of these activities are
possible on an e-commerce Web site. Interactivity allows an online merchant
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to engage a consumer in ways similar to a face-to-face experience, but on a
much more massive, global scale.
(f)

Information Density
The Internet and the Web vastly increase information density - the
total amount and quality of information available to all market participants,
consumers

and

merchants

alike.

E-commerce

technologies

reduce

information collection, storage, processing, and communication costs. At the
same time, these technologies increase greatly the currency, accuracy, and·
timeliness of information - making information more useful and important
than ever. As a result, information becomes more plentiful, cheaper and of
higher quality.
A number of business consequences result from the growth in
information density. In e-commerce markets, prices and costs become more
transparent. Price transparency refers to the ease with which consumers can
find out the variety of prices in a market; cost transparency refers to the
ability of consumers to discover the actual costs merchants pay for products.
But there are advantages for merchants as well. Online merchants can
discover much more about consumers; this allows merchants to segment the
market into groups willing to pay different prices, and permits them to
engage in price discrimination - selling the same goods, or nearly the same
goods, to different targeted groups at different prices. For instance, an online
merchant can discover a consumer's avid interest in expensive exotic
vacation, and then pitch expensive exotic vacation plan to that consumer at a
premium price - same vacation plan at a lower price to more price-sensitive
consumers. (Shapiro and Varian 1999)
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(g)

Personalization/Customization
E-commerce technologies permit personalization: Merchants can target
their marketing messages to specific individuals by adjusting the message to
a person's name, interest, and past purchases. The technology also permits
customization - changing the delivered product or service based on user's
preferences or prior behavior. Given consumer can be gathered in the
marketplace at the moment of purchase. With the increase of information
density, a great deal of information about the consumer's past purchases and
behavior can be stored and used by online merchants. The result is a level of
personalization and customization unthinkable with existing commerce
technologies. For instance, you may be able to shape what you see on
television by selecting a channel, but you cannot change the contents of the
channel you have chosen. In contrast, the Wall Street Journal Online allows
you to select the type of news stories you want to see first, and to be alerted
when certain events happen.

2.3.3 Type of E-commerce
There are a variety of different types of e-commerce and many different ways to
characterize these types. We distinguish different types of e-commerce by the nature of
the market relationship - who is selling to whom. The exceptions are P2P and mcommerce, which are technology-base distinctions.

16

(a)

B2C
The most commonly discussed type of e-commerce is Business-toConsumer (B2C) e-commerce, in which online businesses attempt to reach .
individual consumers. Even though B2C is comparatively small (about $65
billion in 2001 ), it has grown exponentially since 1995, and is the type of ecommerce that most consumers are likely to encounter. Within the B2C
category there are many different types of business models such as portals,
online retailers, content providers, transaction brokers, market creators,
service providers, and community providers.

(b)

B2B
Business-to-Business (B2B) e-commerce, in which business focus on
selling to other businesses, is the largest form of e-commerce with about
$700 billion in transactions in 2001. In 2001, there was an estimated $12
trillion in business-to-business exchanges of all kinds, online and offline,
suggesting that B2B e-commerce could be huge. At first, B2B e-commerce
primarily involved inter-business exchanges, but a number of other B2B
business models have developed, including e-distributors, B2B service
providers, matchmakers, and infomediaries that are widening the use of B2B
e-commerce.

(c)

C2C
Consumer-to-Consumer (C2C) e-commerce provides a way for
consumers to sell to each other, with the help of an online market maker
such as the auction site eBay. The size of this market is estimated to be over
$5 billion and growing rapidly (eBay.com, 2001). In C2C e-commerce, the
consumer prepares the product for market, places the product for auction or
17

sale, and relies on the market maker to provide catalog, search engine, and
transaction-clearing capabilities so that products can be easily displayed,
discovered, and paid for.
(d)

P2P
Peer-to-peer technology enables Internet users to share files and
computer resources directly without having to go through a central Web
server. In peer-to-peer's purest form, no intermediary is required. For
instance, Gnutella is a peer-to-peer freeware software application that
permits users to directly exchange musical tracks, typically without any
charge. Since 1999, entrepreneurs and venture capitalists have attempted to
adapt various aspects of peer-to-peer technology into Peer-to-Peer (P2P) ecommerce. Napster.com, which was established to aid Internet users in
finding and sharing online music files known as MP3 files, is perhaps the
most well known example of peer-to-peer because it relies on a central
database to show which users are sharing music files. In 2000, the Recording.
Industry of America, a trade organization of the largest recording companies,
successfully sued Napster for violating copyright law by allowing Napster
members to exchange copyrighted music tracks without compensation to the
copyright holders.

(e)

M-commerce.
Mobile commerce, or m-commerce, refers to the use of wireless digital
devices to enable transactions on the Web. They utilize wireless networks to
connect cell phones and handheld devices such as the PalmVIIx to the Web.
Once connected, mobile consumers can conduct many types of transactions,
including stock trades,

in-store price comparisons,
18

banking,

travel ·

reservations, and more. Thus m-commerce is used most widely in Japan and
Europe (especially Finland), where cell phones are more prevalent than in
the United States, but it is expected to grow rapidly in the United States over
the next five years.
2.3.4 Growth of the Internet and the Web
The technology juggernaut behind e-commerce is the Internet and the World Wide
Web. With out both of these technologies, e-commerce as we know it would be
impossible. The Internet is a worldwide network of computer networks built on·
common standards. Created in the late 1960s to connect a small number of mainframe
computers and their users, the Internet has since grown into the world's largest network,
connecting about 3 50 million computers worldwide. The Internet likes business,
educational institutions, government agencies, and individuals together, and provides
users with services such as e-mail, document transfer, newsgroups, shopping, research,
instant messaging, music, videos, and news.
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Figure 2.3.

The Growth of the Internet, measure by the number oflnternet hosts

The figure illustrates one way to measure the growth of the Internet, by looking at
the number oflnternet host computers (Web server computers with an Internet address).
In 2000, there were over 70 million Internet host computers in over 245 countries, with
the number growing at about a rate of 45% a year (Tehan 2000).
The Internet has shown extraordinary growth patterns when compared to other ·
electronic technologies of the past. It took radio 38 years to achieve a 30% share of
United States house holds. It took television 17 years to achieve a 30% share. Since the
invention of a graphical user interface for the World Wide Web in 1993, it has taken
only seven years for the Internet/Web to achieve a 30% share of United States
households.
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The World Wide Web is the most popular service that runs on the Internet
infrastructure. The Web is the "killer application" that made the Internet commercially
interesting and extraordinarily popular. The Web was developed in the early 1990s and·
hence is the much more recent vintage than the Internet. The Web provides access to
over one billion pages or document crated in a language called HTML (HyperText
Markup Language). These HTML pages contain information - including text, graphics,
animations and other objects - made available for public use. You can find an
exceptionally wide range of information on Web pages, ranging from the entire catalog
of Sears Roebuck, to the entire collection of public records from the Securities and
Exchange Commission, to the card catalog of your local library, millions of music
tracks (some of them legal), and video clips. Even entire videos are available. The
In~ernet

prior to the Web was primarily used for text communications, file transfers, and

remote computing. The Web introduced far more powerful and commercially
interesting, colorful multimedia capabilities of direct relevance to commerce. In essence,
the Web added color, voice, and video to the Internet, creating a communications
infrastructure and information storage system that rivals television, radio, magazines,
and even libraries.
Web content has grown exponentially smce 1993. A variety of groups have
estimated there are between one billion and two billion Web pages in 2000. Each day
about seven million new Web pages are added. By the end of 2001, at this rate of
growth there will be about four billion Web pages (Cyveillance, Inc. 2000; Inktomi
2000).
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Figure 2.4.

The Growth of Web Content.

Read Insight on Technology: Spider Webs and Bow Ties, for the latest view of
researchers on the structure of the Web.
2.3.5 Growth of E-commerce
It is difficult to pinpoint just when e-commerce begins. There are many precursors

to e-commerce. In the late 1970s, a pharmaceutical firm name Baxter Healthcare
initiated a primitive form of B2B e-commerce by using a telephone-base modem that
permitted hospitals to reorder supplies from Baxter. This system was later expanded
during the 1980s into a PC-based remote order entry system and was widely copied
throughout the United States long before the Internet became a commercial environment.
Electronic Data Interchange (EDI) standards were developed in the 1980s that permitted
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firms to exchange commercial documents and conduct digital commercial transactions
across private networks.
In the B2C arena, the first truly large-scale digitally enabled transaction system
was deployed in France in 1981. The French Minitel was a videotext system that
combined a telephone with an 8-inch screen. By the mid-l 980s more than 3 million
Minitels were deployed, and today there are about 15 million in use throughout France.
Over 25,000 different services can be found on Minitel, including ticket agencies, travel
services, retail products, and online banking. Purchases are paid for by means of the ·
monthly telephone bill. No credit cards are needed (Tagliabue 2001).
Yet none of these precursor systems had the functionality of the Internet.
Generally, when we think of e-commerce today, it is inextricably linked to the Internet.
For our purposes we will say e-commerce begins in 1995. Since then, e-commerce has
been the fastest growing form of commerce in the United States. Figures 2.5 and 2.6
chart the development of B2C e-commerce and B2B e-commerce, respectively, with
projection through 2005. Both graphs show a strong projected growth rate, but the
dollar amounts ofB2B e-commerce dwarf those ofB2C.
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Figure 2.5.

The Growth ofB2C E-commerce.
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Figure 2.6.

The Growth of B2B E-commerce.

2.4 Handicraft Product in Thailand

2.4.1 Thai Handicraft Product Overview
Thailand is the land of richy culture and the land of thousands smile. Thai citizen
consisted of many tribes, variety of cultures and languages. Some are just slightly
different, and some are really different. However Thailand is a very well and very
strong combination country of these people. Thai handicraft product is the result of
work of Thai villager to create for the using benefit, decoration, and so on. The benefit
is important to Thai community life style. As their main culture and geography,
Thailand can be divided into regions namely; the north, the northeast, the central plains, .
and the south. Thai people in those regions they used to have many things different from
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each other such as their houses, their language, their living style, arts and culture, and
etc. Thai handicrafts products from different regions can tell us know about their life
style, thinking, dreaming, or impressing of the villager in specific. The products itself
can tell Thai people to know the source of production, region which is produced. These
means that Thai handicrafts product have their identity. The product identity will
present the culture, social status, and the brilliant of economic in the era. And also it
includes of thinking, life style in the era too.
Thailand has a many kinds of handicraft products for long time ago. We can see a
lot of evidence about the handicraft product such as ghost cave in Khon Khan Province.
In this place, we meet the oldest antique pottery in Thailand. The antique pottery had
the age over 10, 000 years. It means that this place has human being to live in over
10,000 years. There are a lot of handicraft products which are produced in Thailand. We
may be familiar with the handicraft product in the way of life such as basketwork. And
also we can see the handicraft product in the market such as bamboo basketwork, fabric
artificial flowers, handicraft from article of material products. The different region will .
be different in style and resource of producing such as north region will have a lot of
wood work.
2.4.2 Thai Handicraft Industry
The first of intention to produce handicraft product is to produce for using in daily
life. They produced for using in their household. When the production is over demand
of using in household, they will give to their family in the village or sell to other group
of people in their village. Later, people in village developed production method and
applied to be more different in appearance. They used this production to barter with the
different group around their village. When the product is popular and exceed supply,
they will sell this product to other market. For Thai handicraft product, we can develop
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and sell to export market. Thai handicraft product can create high income to Thailand.
Later, handicraft product becomes an important production which effect to Thai
economic and life.
There are several kinds of Thai handicraft products. The products are different in
appearance and using benefit according to culture and local resource. We can divide
handicraft product into regions as following;
1.

North Region.
The famous handicraft products in this region are as follow; umbrella ·
painting from mulberry paper product, other mulberry paper product,
woodcraft household product, pottery products, silk or cotton wear,
"mohom" wear, basketwork and so on.

2.

North East Region.
There are a lot of famous handicraft products in this region. It
composes of many kind of silk and cotton fabrics. The highlight fabrics in
this region are the design and the method to weave the fabric. The famous
designs call "mudmee" and "laykeed". The other famous handicraft product
is "dan kwen pottery". The north east pottery region is different from the
north region. The reason is the different in soil or mud to be used to produce
pottery. The soil is red, so the pottery product of this region will has red
color tone.

3.

East Region
The famous handicraft products in this region are as follows; many
kind of bamboo basket products, rush mats, or mats products such as mat
shoes, mat dish and so on.
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4.

Central region
There are a lots of handicraft product in this region. The products are
as follows; bamboo baskets, rattan baskets, cutting diamond or gem,
precious stone, imitate gem, imitate flower, pottery, woodcraft product,
bronze ware, leather craft product, and so on.

5.

South Region
There are many kinds of handicraft products in south region. It
composes of "lipao" product, leather craft product, bronze ware, and so on.
The general handicraft products in this region are mostly produced from
household and handicraft factory.

2.4.3 Thai Handicraft Market
Thai handicraft market can be divided into two markets. These are domestic and
exported markets.
1.

Domestic Market
Thai handicraft product can be found and sold to Thai customer and
tourist at all souvenir shops or tourist place.

2.

Exported Market
There are several handicraft products which were exported such as
cutting diamond, artificial flower, pottery ware, basket ware, bronze ware,
and so on. The most significant of Thai handicraft market are America, ·
European countries, and Japan. Thai handicraft marketing trend are growth
stronger every year. The reason is that Thai handicraft exporter studies their
customer. They always develop their products, quality and design, to meet
the customer's need and want. Then, Thai handicraft products can be
expanded market to sell more and more every year.
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2.4.4 Current Situation of Handicraft in Domestic Market
There are not complicated about domestic market of Thai handicraft product. To
sell product in our own country is easy. There are no barriers. We just sell at the best ·
price. It will be the best practice in this market. We can classify the domestic marketing
channel into many groups as follows; First, general home users are the buyer who buy
handicraft product for using in their household. Second, handicraft collectors are the
buyer who buy handicraft product to decorate their home. Third, tourists are the buyer
who buy handicraft product as souvenir. The handicraft product has the different in
quality and price. The group of customer will buy product to be different from their
qualification's need. The collector group will buy products upon style, design, quality,
and fine's product. The general customer group will buy product on durable and using
benefit of the product The tourist group, especially foreigner tourist group, will not
stress the quality. They intend to buy handicraft product as souvenir. They buy products
to remind their impression of the place and cultural of the visiting.
2.4.5

Current Situation of Handicraft in Export Market
To sell handicraft product, exporter must provide all resources to manage their

business such as investment, staff, time, knowledge, and so on. Then, they must know
how to create the trust to their customer. And the importance thing is the readiness in
exporting to foreign market. The exporter must use experience and time to run business
to be success. For the new exporter, they always enter to handicraft market. The reason
is easy to enter to business. Handicraft product has high profit margin. And the
developed countries always give the tariff benefit to handicraft product category. The
new exporter thinks that they can find the product from many sources in urban area.
Most of them will think that to export handicraft product will use low capital investment.
And the producer has no foreign language knowledge. They use this benefit to create
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the opportunity in doing business. In this market, there are many barrier existing. The
important things must careful about product quality and production's time.
Most of exporter always buys handicraft product from folk villager to repackaging.
Then, they export product to customer. When exporters receive order in large volume,
they will face the problem of production's time. There are different in production
quality, if exporters receive the product from different sources. This is the barrier of
large volume. And exporters may loose their customer because there face the problem to
control of quality, production lead time, and delivery time.
2.4.6 The Most Popular of Thai Handicraft Product for Exporting
Handicraft product can create high income to our countries in term of volume and
value. This product has high growth rate of exporting. We can divide handicraft export
market to be fifth categories as follows;
1.

Cutting Diamond & Gem
Cutting diamond and gem is the number one of exporting handicraft
product of Thailand in term of volume and value. Cutting diamond and gem ·
has exporting value over 35,000 million baht in year 2000. The important
export markets are America, Japan, Belgium, Switzerland, and Hong Kong.

2.

Neckwear
Neckwear is the second exporting handicraft product of Thailand in
term of volume and value. Neckwear product for exporting is made from
silver, gold, platinum and steel. This product is increasing in exporting value
every year. From year 1995 till 2000, the exporting value is increasing about
5,000 million baht. (Exporting value in year 1995 about 18,500 million baht
and year 2000 about 23,500 million baht) The important exporting markets
are America, Japan, German, and Switzerland.
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3.

Artificial Flower and Artificial Tree
Artificial flower and artificial tree are produced for exporting to be
made from polyester, silk, satin and so on. This market was produced from
household and industries. The export value in year 2000 is over 3,500
million baht. Producers always try to improve design and production process
to compete with foreign market. The importance exporting markets are
America, Japan, German, Canada, and France.

4.

Wooden House Ware.
Wooded house wares for exporting market are in the form of plate,
bowl, tray, cutting block, spoon-fork, and so on. The household product
made from wood is other important exporting market. Wooded house ware
product is popular in the foreign countries. The production is from
household and factory. The wooded house ware product is produced in
Thailand at the north region, and central region. In the past, wooded house
ware is made from teakwood. When government prohibits producing the
wooded house ware from teak, producer will use other wood to produce. The
export value in year 2000 is over 3,000 million baht. The importance
exporting markets are America, Japan, German, England, and Italy.

5.

Traveling Ware Made from Synthetic Leather, Genuine Leather, and Fabric.
The handicraft products in this group composed of traveling-bag, handbag, briefcase, and so on. This product was produced from household and
factory. This product is increasing in exporting value every year. The
exporting value increase about 4,000 million baht with in five years
(exporting value in year 2000 about 15,000 baht). The importance exporting
markets are America, Japan, German, Switzerland, and France.
31

III.

3.1

EXISTING SYSTEM

Background of the Thaihandicraft.com Business
It is known that there are many handicraft products in Thailand. And now Thai

government encourages Thai people to export the product. Thai government announces
the project of 1 district 1 product to promote for exporting. We see the opportunity so
we settle of our company to do business by exporting. We select handicraft products to
be our company products because of many reasons. First, handicraft product has high
value added and varies in products. Our company sees that opportunity to make a profit
on this business. Second, the majority of Thai people, producers, have low education.
They don't know foreign language. This is the opportunity for our company to do
marketing to expand our business.
Our company, Thaihandicraft.com, sells many kinds of handicraft products which·
are hand made and produced in Thailand. We do our business in 2 ways. First, we do
with the old traditional business by open the front store in Bangkok. Second, we do with
the new business model by opening website to sell our product. Our products are in
many kinds of groups such as antique, clothing & costumes, home & decor, dolls &
puppets, fashion & accessories and so on. They are all hand made by Thai skilled
workers. We believe that we have a lot of products to fulfill our customer needs and
providing a good design. With our full-service of packing and shipping, customer will
be satisfied with our products and delivery on time.
The opportunity for our company seeking to take advantage of the capability of
electronic commerce is greater than merely adopting our present view of commerce to
performing those buying and selling transactions over electronic network.
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3.2

SWOT Analysis
In order to consider launching our business, our company should assess and

analyses strengths, weakness, opportunity, and threat that have an effect to us by·
internet environment. We should consider our own strengths and weakness in the
internet marketing environment. Summarizing the results through SWOT analysis will
clearly highlight the opportunities and threats. Appropriate planning to counter the
threats and take advantage of the opportunities can then be built into the Internet
marketing plan. The opportunities available to a company are the opposite of the threats
presented by competition. The strengths and weakness will vary according to the
environment, but many strengths and weaknesses are dependent on the capacity of
management to act on.
(1)

(2)

Strengths
(a)

Variety of Products

(b)

High quality of products

(c)

Exclusive design for customer satisfaction

(d)

Handmade products

(e)

Store front available 24 hr.

(±)

E-catalog available

(g)

Products is not obsolete

(h)

Low management cost

Weakness
(a)

Low profile in the market

(b)

High cost of delivery

(c)

Lack of international management skill

(d)

Take time to produce the large volume of products
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(3)

e!)

3.3

(e)

Quality control is difficult (large volume)

(f)

Limited staff

(g)

Limited capital and fund

Opportunity
(a)

More accepted and rapid growing in e-business

(b)

Good trend of e-business in Thailand

(c)

Thai government encourage to export

(e)

Expand the handicraft product to global market

(f)

Building brand awareness

(g)

Building good image

(h)

Increasing market share

Threat
(a)

Fast changing in technology and business environment

(b)

Having some barrier on taxation and no regulation support

(c)

New market channel establishment

(d)

High competitor, easy to duplicate and establish new website.

(e)

Payment method, internet payment security

Advertising Strategy
Advertising is the most common and familiar marketing communications tool.

Advertising has an advantage to our company by using to promote sales by encouraging
the consumer to buy products. There are many different forms of online marketing
communication tools to use for advertising with our company advertising strategies
such as online advertising, e-mail marketing and public relations.
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(a)

Online Advertising
In America, Companies spend an estimated $185 billion on advertising
in 2001, and an estimated $5. 7 billion of that amount on online advertising.
We can see how important the online advertising.
Online advertising has both advantages and disadvantages when
compared to advertising in traditional media, such as television radio, and
print (magazines). The biggest advantages are ability to target advertise to
narrow segments and to track performance of advertisements in most real ·
time.

Online advertisements

also

provide greater opportunities for

interactivity (two way communication between advertiser and the potential
customer). The primary disadvantages of online advertising are concerns
about its cost versus its benefits as well as how to adequately measure its
results.
Our company sees the advantage and disadvantage so we try to select
methods of an online advertising to advertise to give the most benefit as
follows such as banner, paid search engine inclusion and placement.
(1)

Banner
Our company selects the banner swapping and banner exchanges

method to use in those strategies. Banner swapping can be advertised by
arrangement among firms allowing each firm to have its banner display
on other affiliate sites at no cost. And we try to exchange the banner
among the firms with no cost.
(2)

Paid search engine inclusion and placement.
Paid search engine inclusion and placement is arguably one of the

most effective marketing communication tools on the Web, given the
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large percentage of shoppers who use search engines to find products
(43 % ). Our company thinks that this method is helpful to our business to
find new customer. Because shoppers are looking for a specific product
or service when they use search engines, they are what marketers call
"hot prospects" - people who are looking for information and often
intending to buy.
(b)

Direct e-mail marketing
E-mail marketing can help our company to send message directly to
interested users. This method (direct e-mail marketing) has proven to be one
of the most effective forms of marketing communications. And the key to
effective direct e-mail marketing is "interested users". Our company will pay
for the list of names who are interested in handicraft product and send e-mail
to all list names. This method will have the primary cost for buying the list
of names. But there are a lot of advantages such as cost savings from sending
with e-mail, the short time to market, and high response rates. We expected
to increasingly sell by using e-mail to communicate directly with consumers
and our old customers.

(c)

Public relation
Our company uses the method of public relation to increase awareness
of our site,

and potentially boost traffic.

These methods involve·

communicating with our target customer, or publics, using methods other
than advertising. We use these methods including publicity (media coverage);
special events, such as a grand opening celebration; and newsletters to our
old customers.
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3.4

Competitor Analysis
In handicraft product industry, there are a lot of competitors to come into this

industry everyday. The reason is that this business has high value added to the product·
(high profit margin). And Thailand is the land of art and smile. Then, there are a lot of
handicraft products which are produced. We will analyze 2 sample websites which sell
handicraft product.
(a)

http://www.thaihand-made.com/product.php is one of the competitors that
will be mentioned in this project. The web site is selling Thai Handicraft
products. See Figure 3 .1.
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Figure 3 .1.

Website of Our Competitor 1.
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Advantages:
(1)

The home page loaded up in a reasonable short time due to small
pictures

(2)

There are many categories of handicrafts products selling on the
web.

(3)

It is simple to view and easy to use.

Disadvantages:
(1)

The web site is too simple which is less attractive to viewer to get
along into it.

(2)

There is no company profile which helps buyers have more
confidence to buy products from the web.

(3)

Too much pictures on one page.

(4)

Most of the web pages are static and less attractive to viewer
therefore, it is difficult to keep viewer to come back in the future.

(b)

http://www.thailand-handicraft.net is another competitor that will be.
mentioned. This website is well-organized with a Thai appearance. The
pictures are clear and beautiful, good loading speed with a user friendly
interface. See Figure 3.2.
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Figure 3.2.

Website of our competitor 2.

Advantages:
(1)

Beautiful pictures with typical Thai feelings when looking at the·
web pages.

(2)

User friendly interface, there 1s no hard selling feeling while
browsing the web site.

(3)

Promotion items are separated clearly to facilitate buyers in buying
cheaper items.

(4)

There is a good database collecting on the web helping buyers to
repeat order in the future.
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Disadvantages:
(1)

Too many products pictures on one page cause long loading time.

(2)

Less product varieties.
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IV

4.1

MARKETING ANALYSIS

Market Analysis
As we know that marketing is the strategies and actions firms take to establish a

relationship with a consumer and encourage purchases of its products or services. The
key objectives of Internet Marketing is to use the Web- as well as traditional channelsto develop a positive, long-term relationship with customers (who maybe online or
offline) and thereby create a competitive advantage for our company by allowing to
charge a higher price for products or services than our competitor can charge. To begin,
we must first be familiar with some basic marketing concepts. The profitability of our
company depends on:
(a)

The ease with which substitute products or services can enter the market.
Our company thinks that handicraft product is hard to find the substitute.
product. Handicraft product has own identity. And handicraft product must
use skilled workers to produce.

(b)

The ease with which new entrants can enter the industry.
Our company is a trading company and our products come from
outside sources, suppliers; so it is easy for the new entrants to come into this
business. But the other way, the new entrance is hard to find the same
product to sell to our customer.

( c)

The power of customers and suppliers to influence pricing.
Handicraft product is unique in production design and production
process. And handicraft product is more value added. The price is hard to·
compare. Thus, handicraft products have the strength in the product it self
(core benefit). The selling of handicraft product depends on the customer
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satisfaction so customer has less power to influence on pricing. Our supplier
is the same like customer, because the skilled worker (supplier) has low
education. They must sell their product by using intermediate agent.
(e)

The nature of competition with in the industry.
Competitive markets are ones that have lots of substitutes, easy entry,
and customers and suppliers who possess strong bargaining power.

In handicraft industries, there are various kinds of handicraft products and a lot of
competition in the market. Our company will use the marketing to directly address the
competitive situation of industries. We can use marketing to seek to create unique,
highly differentiated products by creating the feature set of our products and services
such as product package, our service, delivery, product design and so on. if we
successes on creating these feature set, these will help us reduce the bargaining power
of customers.
What makes our company to be truly unique and differentiable in the minds of
consumers from competition are product quality, reliability, consistency, trust, affection, .
loyalty, and ultimately reputation. The thing that we could like to do can be created to
be concrete object by creating our brand at the final. But these things must take time and
high intention to create which we believe we can do.

4.2

Market Target, Market Segment

4.2.1 Market Target
Markets are not unitary, but in fact are composed of many different kinds of
customers with different needs. Handicraft products have its segments. We can divide it
into 2 segments. The first is inbound market. And the second is outbound market. Now,
Thai economy is still in crisis. Thai government tried to announce that Thailand is not
still in crisis but in a fact, it is not true. This will effect to the purchasing power of'
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inbound market and Thai people have a life style that likes to buy foreign products. Our
company sees this problem so we target our product to abroad especially to America
and European Countries. These two groups of targets have high purchasing power and
they like handmade products. And we decide to sell our products on both B2B and B2C
business models (retail and wholesale). Of course, they must be able to get the
information from Internet & e-commerce.
4.2.2 Market Segment
A market segment consists of a large identifiable group within a market with ·
similar wants, purchasing power, geographical location, buying attitudes, or buying
habits. Our company defines market segment with all information of the previous
sentence. We define market segment with geographical location at first by categories in
America, Europe, Asia, Africa, and so on. The different segment of markets giving our
in different needs and wants. Our company appreciates America and Europe market
segments because these two segments have high purchasing power and like handmade
products. The other reason is size of the market is bigger than other segments. This will
give us a large sale volume.

4.3

Market Implementation Strategy
E-commerce is new business model. It gives us the new opportunity to do business.

This new marketing technology must use new marketing techniques to apply to
implement (such as direct mail campaigns with website address displayed). Marketing
strategy should be changed from the old way. We have categories in our internet
marketing strategies for market entry, customer acquisition, customer retention, pricing,
and dealing with channel conflict.
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4.3 .1 Market Entry Strategies
Our company would like to combine tradition marketing and internet marketing
together; that we call the combine that "clicks and bricks strategy". For "clicks and
bricks strategy", we try to establish our firm with the developed trust of customer,
product image, distribution facilities and financial resources for launching a successful
internet business. We use internet as marketing communications media by using website
to draw customer to our mall store to see our products.
4.3.2 Tell People to Find Our URL and E-mail Address
Since the Internet is a jam-packed marketing and sales vehicle, we must tell
people how to find our company when online. We will include our e-mail address and
Web URL in every traditional marketing activity. And we will prepare to reproduce our
URL on anything that comes on our way in the future.
Applying the Internet to Sales Support as in all other activities associated with our
company's marketing communications, we use our Web and e-mail addresses in all the
materials we distribute or display for our sales support activities
There are others techniques that we use to tell people how to find our website and
e-mail address as follows:
(a)

List our home page address on complementary home pages
We can publicize our home page by creating alliances with
complementary home pages. Look for home pages that are in related areas .
and agree to create a mutual referral system. We will add their website as a
link to our home page, and they will do the same. This is usually done by
placing a category at the bottom of our Web home page that points to a "hot
list of interesting places to visit".
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(b)

Print the home page address on company materials
Use traditional methods of advertising, such as printing the address on
our business card and stationery, sending fliers and advertising to .
prospective customers and placing the address in print advertising.

(c)

Post message on newsgroups
Mailing lists and newsgroups in our subject area could be interested in
our home page. We can join the discussion and, when appropriate. We might
be interested in the information we have at our Web home page. We can
reach it by typing 'http://thaihandicraft.com'.

(d)

Print the home page address in advertisements
Refer to Web home page in our printed advertisements in newspaper
and magazines, as well as in our printed catalogs, press releases, promotions,
brochures and other materials.

4.3.3 Establish the Customer Relationship
Once our firm chooses a market entry strategy, the next task is establishing a
relationship with the customer. Traditional public relations and advertising media (news
print, direct mail, and magazines) remain vital for establishing awareness of our firm.
And internet marketing has its technique to establish the customer relationship.
(a)

Permission Marketing Strategies
Most consumers need an incentive to send time reading promotional
material or to provide, personal information companies can use to improve
their own marketing. We may give users to receive a special discount, free
gift, lucky draw for old customer or traditional customer who comes to visit
our Website. We think that e-mail is an effective marketing tool to do this
strategy.
45

(b)

Affiliate Marketing Strategies
This method is used to find new customers by paying other website
(such as AOL, famous search engine) to encourage new customer to visit our
website. This affiliate will provide qualified sales leads in return for preagreed upon compensation.

(c)

Viral Marketing Strategies
In this method, we will pass along a company's marketing message to
traditional customers, old customers (on Internet) to give them money - 5%
if they suggest new customer and buy something.

4.3.4 Customer Retention
The Internet can offer several extraordinary marketing techniques for building a
strong relationship with customers and for differentiating products and services. Our
company uses some technique to make the retention with customer.
(a)

Personalization and One-to-One Marketing
We will segment the market based on a precise and timely
understanding of our customer needs, targeting specific marketing messages
to these individuals and then positioning the product to be different from
competitors as the truly unique.
Internet can help our company to understanding the needs of customer
by individuals by seeing the detail of the customer to visit our website. We
will use our staff to tab on the detail and send e-mail to contact them.

(b)

Customer Service
We can use our website and e-mail to communicate with customer and
to give the customer desired information in a timely manner. For this
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customer service, our company thinks that it can help us to reduce consumer
frustration, cut the number of abandoned shopping carts, and increase sales.
4.3.5 Pricing
Our company will use the price discrimination strategy to sell our products to sell
to different groups of people. Customer buys a few pieces; we will give him retail
pricing. Customer buys in volume; we will sale with wholesale pricing.
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V.

5.1

THE PROPOSED SYSTEM

Mission and Goal
Our company intends to do business about handicraft product by selling products

online. Intention cannot be a success if we don't set our mission and goal to do in our.
business. Mission and Goal can measure the success or failure and can help us to adapt
plan to do on business.
5.1.1 Mission
(a)

Using website to be marketing channel to give product information,
receiving ordering, and giving customer support in order to increase in sales.
To create a feature set of our product by creating our brand (for business

(b)

success in long run.
5.1.2 Goals
(a)

To be able to increase the sales volume of at least 1,000,000 Baht within 1
year.

(b)

To make thaihandicraft.com, our website, to be well known within 3 years.

(c)

To create our own brand, brand awareness, and make the brand to be well
known within 3 years.

5.2

Website Design
For website design section, one of the important rules need to bear in mind is that

they must not ignore the needs of users. Most of the time, the common mistake is made
because sites are built more for designers and their needs than for the site's actual users.
It is worth noting that what designers understand is not what a user will understand.

Many users will not necessarily have the same knowledge of the sites or even the
interests as designers do. Most users often have unrealistic requirements and
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expectations for sites. Some users will not think carefully about the individual
components of a website. Therefore, the key to successful, usable website design is
always trying to think from the user's point of view. In addition, we must remember that
while users may have similar basic characteristics, they are also individuals. What may
seem easy to one user may be hard for another. Sites that are created for a common user
may not meet the needs of all users. Experienced users may find the site restrictive
while novice users find it too difficult. Users are individuals with certain shared.
capacities and characteristics.
Our company website will take account of the relevant differences while focusing
on the shared common features. In summary, the web should be designed for the
common user, but account for differences. Our website will be created as a combination
of utility and usability. Utility describes the site's functionality that hopes to fully meet
a user's need. Usability describes the user's ability to manipulate the site's features in
order to accomplish a particular goal. We try to make a usable site that is efficient, easy
to use and help users accomplish their goals in a satisfactory and error-free manner. We
try to keep the users in mind at all times, so many of the most serious design errors can
be avoided.
Our company tries to design our website by using the above idea. We design our
site structure first. Our site structure tries to create an interesting and understanding
resource to users. It provides a clear sense of our website how one section of the site
relates to other areas. The site structure will give an idea of where each page is located
and what link or graphic navigation is required. It provides a road map of the site,
making it easier to manage the site.
The site structure of our company starts with a home page, serving as a clear
entrance to other pages. The home page is linked with other pages: Home, Member,
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Product, Bestseller, New product, web board, Customer service, Ordering, Contact Us,
and Search. The site structure of our company is shown in Figure 5.1

50

Thaihandicraft. corn
Horne Page

Horne

Member

~

V-

Product

Best
Seller

New
Product

Product
Detail

.____

Add/View
Basket

~

Customer
Service

Ordering

Guest
Book

Contact
Us

Figure 5. 1.

Site Structure.
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5.3 Web Content
After creating web structure, we have to design and create web content which will
appear in each page. The following are web contents of each page. See Figure 5.2
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Figure 5.2.

(a)

This Web is Our Web Content.

Main Menu
Our website has the mam menu to be our first page. This page will
present new product to customer to attract new and old customer to see the
just arrived products or the products that we would like to promote for sale at

52

this time. If there is no new product, this page will present all products we
have.
(b) ;Home
Our website creates for selling a lot of products. Some user tracts to see
our product and would like to return to main menu. This menu bar will use
for user to go back to main menu.
(c)

Product
This menu bar used to find our entire products. This menu will give all
product details by categories. This will give user to see all products by
categories that they are interested in.

(d)

Bestseller
The bestseller menu will use to inform to new and old customer to see
the interested product which is our company's bestseller product which can
create more production order easier.

(e)

New Product
Our company uses this menu to inform to customer to know our new
product arrival. This will give information to old customer to see the new
product and make old customer to track the information easily.

(f)

Web Board
Our company uses the web board menu to create a relationship with
customer and new user. This web board also uses to inform our company
news such as road show.

(g)

Customer Service
Our company use customer service menu to give information how to
buy our product and information how to contact to our company. Because
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our company sell customer with retail and wholesale, it have the different
way to buy. The retail can buy product with the web browser. Wholesale will
buy by product with the traditional way which must to contract our company
by using e-mail or traditional way to create an contact before selling.
(h)

Ordering
Our company uses the ordering menu to buy our product online. This
menu can use by retail customer only. Wholesale customer must use
traditional way to buy.

(g)

Contact Us
For this menu, our company uses with Thai language. This menu has
the intention to give the new suppliers who would like to sell their product to
our company.

5.4

How to Keep Audience Coming Back
The way to make our company to be a fast success in business is to increase in

sale volume. To keep audience coming back (old customer and old visitor) to our
website is the best tactic to do because we have high opportunity to sell products to
older customers than the new comers for visiting our website. Therefore, we need to
attract consumers, keep them coming back and motivate them to tell friends to visit our
Web site. The technique to do the strategy to be a success must compose of many .
elements such as web design, customer trust, advertising strategy, price, and promotion
strategy and so on. Here are several techniques:
(a)

Web design technique
(1)

Our home pages should look clean, neat and professionally designed.
Therefore, customers will be attracted to go on our Web home pages.
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(2)

Our home pages design should give audience fell in Thai classic design
(make felling).

(3)

Our company logo should tell customer whose store they are in.

(4)

Welcoming message should tell the prospect what the company does
and what information is located on the page.

( 5)

Our indexes can be text only or picture icons or a combination. The
index message lets reader know quickly what information is available.

(6)

Present a professional image and add to the "wow" factor. However,
they are not too small pictures, or too large with take long timer to
appear on the screen.

(7)

Our web page should be easy access to ordering. We should create an
icon or link to an order form so the consumer can place the order when ·
he is hot.

(8)

We should find the way to combine text and graphics to communicate
and tell our story. Pictures of screens can help translate complicated
concepts. With these pictures, words might tell the story best.

(9)

We should design file size of our web pages to be small. People can
become frustrated if our page sends a large file because it is slow to
appear on the screen. So we should avoid to that.

(10) We should design the web to be easy access to information. The reason
is the same as the previous.
(11) What's new: Our home page should have a "What's New" icon leading
to a page that tells consumers about new information and features.
With out this device, Old consumers probably won't find the latest
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updates. If we don't regularly add new features, people will stop
making return visits.
(12) Test the page with different browsers: Each software browser displays
text, color and spacing slightly differently. We must test our page
against the leading programs to ensure that the browser doesn't·
frustrate our artist's scheme by pushing text off the screen, bumping
pieces of artwork into one another, or other unforeseen problems.
(13) Ordering information: placing the order must be easy. Our home page
should contain an icon that links to an ordering form or displays a
phone number in case the customer are worry about online ordering.
(14) Register and comments: Capturing names and addresses of readers is
of paramount importance to create relationships. Inviting strategies to
gather this information include asking the reader to sign a register and
add comments about the home pages.
(b)

Customer trusting technique
(1)

Our company guarantees the quality of product.

(2)

Our company uses the good payment methods in our gateway that will
make customers do not worry about their credit card number.

(c)

Advertising strategies technique
(1)

Put URL in search engine and pay for the name to be easy to search in
search engine.

(2)

Banner exchange with well known web site.

(3)

Public relation strategies to give the news such as road shows news,
promotion news to attract and keep old customer or audience to keep .
coming back.
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(d)

Price and promotion strategies
(1)

In this technique, we will pass along a company's marketing message
to traditional customers, old customers (on Internet) to give them
money - 5% if they suggest new customer and buy something.

(2)

Our company will use the price discrimination strategy to sell our
products to sell to different groups of people. Customer buys a few
pieces. We will give him retail pricing. Customer buys in volume. We
will sale with wholesale price.

/

5.S Payment System
Our payment method is composed of 2 ways
5.5.1 Electronic Payment (Use for Retailing Method)
Our company uses the payment gateways solution for e-commerce of Siam
Commercial Bank. SCB Payment Gateway service is an online internet payment
solution which Siam Commercial Bank PCL. (SCB) provides for the E-Commerce
customers.
SCB is the first and leader for both B2B (Business-to-Business) and B2C ·
(Business -to- Consumer) online payment gateway solution provider in Thailand. The
solution supports e-merchants to acquire online local and international credit card
payment transactions and direct account debit payment transactions. The security
module applied are SSL (Secure Socket Layer) 128 bits, Firewall, and 3DES. The
settlement will be automatically processed in real time and the settled fund will be
credited into thee-merchants' accounts with SCB securely.
(a)

Benefit of SCB payment gateways
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(1)

Convenient Transaction - The online credit card payment transaction is
available for VISA, MasterCard, JCB, and SCB credit card and
acceptable 24 hours. In addition, the direct account debit payment
transaction is available from 06.00 a.m. to 11.00 p.m.

(2)

Real Time Settlement - A result of payment is reported to merchants on
real time basis.

(3)

Easy Installation - Installation can be done easily with the common
shopping cart.

(4)

Reliable Security - Level of encryption in web browsers is Secure
Socket Layer (SSL) 128-bit encryption. The 128-bit SSL offers the
highest level of encryption generally available to the famous financial
institutions and provides the best protection when transmitting
confidential data over the Internet. The other securities provided in the
system are Firewall, Triple DES Encryption and Decryption module.

(5)

Credit card payment can be settled in 5 currencies: USD, EUR, GBP,
JPY, and BHT, while direct account debit payment is available in Baht
only.

(b)

Steps of purchasing and buying of SCB payment gateways
(1)

Customer electronically orders goods or services from the online
merchant. See figure 5.3.

(2)

The online merchant informs the amount of payment to SCB via the
internet or private leased line. See Figure 5.4.

(3)

Customer makes a payment instruction for goods or services by filling
up the information that bank requires such as credit card's information
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or password for direct account debit on SCB's secured website directly.
See Figure 5.5.
(4)

Bank responses a result of payment instruction to the merchant and the
customer. See Figure 5.6.
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Steps 1. Customer Order Product.
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Steps 2. Merchant Inform Amount Payment to Bank.
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Figure 5.5.

Steps 3. Customer Makes a Payment Instruction to Bank.
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5.5.2 Traditional Payment (use for wholesaling method)
Our company uses the traditional payment for the wholesale basic. The traditional
way is to pay the product by letter of credit (L/C) and electronic fund transfer by
transferring to our account as follow.
The Siam Commercial Bank Public Company Limited
Bangprakok branch, Bangkok
V.S.K. Star Service co., Ltd.

NC 086-2-24372-1
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5.6

Delivery Management
Our company 1s able to ship products to most countries outside Thailand.

However, our customers will check via online service form our logistics providers and
pay with the International credit card. Most orders are Express Service shipped via DHL,
Fed-ex, and UPS. Customers may be required to pay custom duties and /or taxes when
they receive their order. Customers can check the delivery status by using the tracking
number of the logistic company. The detail of DHL, FedEx and UPS are shown in
Figure 5.7-5.9.
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Figure 5.7.

Website ofDHL Uses to Track for Checking the Delivery Status.
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Figure 5.8.

Website ofFedex Uses to Track for Checking the Delivery Status.
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Figure 5.9.

Website of UPS Uses to Track for Checking the Delivery Status.
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5. 7

Hardware and Software Requirements

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

Table 5.1.

Hardware specification

Hardware Specification.
Hardware

Specification

CPU

Intel Pentium IV

Ram

128Mb

Hard disk

20GB

CD Rom

IX or higher

Floppy disk

1.44 MB

Monitor

17 inch

Modem

56 k

Printer

Inkjet

Scanner

1200X2400

Network Adapter

Ethernet 10/100
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(b)

Table 5.2.

5.8

Software specification

Software Specification.
Software

Specification

Operating System

Windows 2000,Windows 98

Web & Mail server

Exchange2000

Database server

SQL2000

Fire Wall server

Check Point Fire Wall

Application Software

HTML Editor

Application Software

Photo Shop

Application Software

Dream Weaver

Application Software

Cute FTP

Financial Analysis

To analyses our company's working, we must use the financial tools to analyze.
We use financial analysis to make an analysis. It can be used to determine whether this
project is economically feasible or not. To use these tools, we must know 2 things;
income, and expense. We use the estimate of income and expense to create the financial
statement. After that we use this financial statement to analyze. The following are the
details of the financial analysis we have.
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(a)

Estimate major income.
(1)

Firstyear
(a)

Retail sale (per year) 375 sets X 625 in (average price of product)

(b) Wholesale (per year) 2,125 sets X 425 in (average price of product)
(c)
(2)

Total Income= 1, 137,500 in

Second year
(a)

Retail sale (per year) 600 sets X 625 in (average price of product)

(b) Wholesale (per year) 3,400 sets X 425 in (average price of product)
(c)
(3)

Total Income= 1,820,000 in

Third year
(a)

Retail sale (per year) 960 sets X 625 in (average price of product)

(b) Wholesale (per year) 5,440 sets X 425 in (average price of product)
(c)

Total Income= 2,912,000 in

68

(b)

Initial Investment
( 1)

Table 5.3.

Investment cost (website)

Investment Cost (Initial Investment).
Baht

Initial Investment Cost
Hardware( computer 2 sets & see Hardware specification)

70,000

Software

200,000

Furniture

25,000

Leased line & hosting installation

18,000

Miscellaneous

20,000

Total investment

333,000
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(2)

Table 5.4.

Operating cost

Investment Cost (Operating Expense).

Operating Expense (per Year)

Year 1

Year 2

Year 3

2,000

2,000

2,000

Hosting Fee Expense

120,000

120,000

120,000

Advertising Expense

60,000

60,000

60,000

Utility Expense

60,000

60,000

60,000

Salary Expense ( 1 staff)

72,000

84,000

96,000

Administrative Expense

200,000

250,000

300,000

66,000

66,000

66,000

580,000

642,000

704,000

Domain Name Fee Expense

Depreciation Expense
Total Expense

(3)

Production cost

Our company has policy to sell our product by mark up 70% of product cost for
whole sale price and mark up 150% of product cost for retail price. Then, we have the
product cost about 250 baht per sets (average cost with every product in our company).
(c)

Estimate income statement (3 year)

Our company plans to sell product by setting sale target as follows; retail sale is 15
%, and whole sale is 85%. And we estimate our business growth to be 60% per year for
3 years.
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Table 5.5.

Income Statement for 3 Years Planning.

Income statement

Year 1

Year2

Year 3

2,500

4,000

6,400

Income

1,237,500

1,820,000

2,912,000

Cost of Goods Sold

(625,000)

(1,000,000)

(1,600,000)

512,500

820,000

1,312,000

200,000

250,000

300,000

Advertising Expense

60,000

60,000

60,000

Utility Expense

60,000

60,000

60,000

Salary Expense

72,000

84,000

96,000

120,000

120,000

120,000

2,000

2,000

2,000

66,000

66,000

66,000

(67,500)

178,000

608,000

Sale Target (sets)

Total Income
Operating Expense
Administrative Expense

Hosting Fee Expense
Domain Name Fee Expense
Depreciation Expense( invest)
Net Profit Before Tax

From the information above, our company can make profits from this new
marketing channel at the second year plan. We use this website as a communication
media to create awareness, company image, and trust to our customer. We believe that
this project can be a success and acceptable to proceed further.
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(d)

Break-Event Point

Our company has to sell product 2,633 sets to meet break-event point. In 2633 sets,
we must sell in retail basis about 15 %( 395 sets). And we must sell in whole sale basis
about 85 %( 2238 sets). This break-event point is the minimum volume to sell. The
graph below will show about break-event point.

Break-Even Point

Amount (!,000 Baht)
3,000

2,000

1,500

500

1,000

1,500

2,5/JO

3J300

3,500

4,000

Sales Volmne

Figure 5.10.

show break-event point.
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4,500

5)300

6)300

VI.

6.1

CONCLUSIONS AND RECOMMENDATIONS

Conclusions
Thaihandicraft. com is developed to support selling traditional handicraft products.

This website provides the new marketing channel for our business. This new marketing
channel can create the sale volume to our company. It will reach the break-even point in
the second year operation with the continuous growth income from sale volume. Our
company will achieve company's goal by using marketing concepts to create awareness
and trust in our company. To create awareness and trust, we must consider the needs
and wants of buyers and deliver the desire satisfaction more effectively and efficiently.
than competitors. Thus, we create our website by applying all knowledge which we
learn such as web design, e-commerce marketing concept, and web programming, and
so on. We use SWOT analysis to analyze between competitors and our company
website. And we use the data analysis to improve our website to compete with them.
We also set our marketing target to measure what we do and what we succeed.

6.2

Recommendations
E-commerce is a marketing tool to help business to expand market easier. We

should use this opportunity to develop and expand our business growth. This marketing
tool uses low cost to investment, if we compare with the traditional media to create
awareness and trust. After we succeed in website, we should have to manage our
website to maintain or attract customer and keep them coming back. We set up plan to
keep customer to visit our web as follows:
(a)

Set up sale promotion to all occasion's sale seasons such as Christmas,
Valentine, and New Year by offering a special price.

(b)

To change or add new products in our website every month.
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(c)

To improve our website at least one time a year to make it more attractive
and to use new technology or new method to pull the customer coming to
visit our website.

(e)

To keep up the customer information and e-mail address, and send the news
or useful information or send greeting card to old customer to create the
public relationship or remind the customer to visit our website.

(f)

To increase new product line and new product design to our website to
attract old customer.

(g)

We should exchange our banner with other sites to create more awareness.

(h)

We should try to find new marketing technique which appears in the future
to attract the customer.

(i)

To use SWOT analysis to improve our marketing strategies every 6 months.
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