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ABSTRACT

We are at the dawn of an Internet era. It's time of excitement and confusion,
opportunities and risk. No one is certain of what's happening now or what's coming
next. The Internet is at the crossroad of different new technologies but it's mainly an
innovative process opening the way to a multiplication of new services. In the industrial
sector, we usually start with the product and then move to the most suitable production
process. In the service sector, it's often the new process, in this case the new network,
that will lead to new services and products.
This document is proposed to conduct the feasibility study for E-commerce in
new economic model regarding the introduction of the electronic coupon online into
Thai market. The feasibility study for electronic market especially e-coupon market and
the suitable business model for e-coupon business in Thai environment. The result of
the study indicates that implementation of the E-coupon online in feasible in term of
business model idea that the project is well useful for entrepreneurs who want to own ecoupon web site.
E-coupon market is the new category's web site in Thailand. Although coupon
paper is the traditional promotion marketing tools that many people used and have long
known about it. Coupon means ticket or paper document that producer or retailer gives
for buyers there is or many offers such as offer to discount price, offer for free sample,
offer to sweepstake, etc. The coupon online (E-coupons) process is different from
traditional coupon because they are distributed by digital transaction.
E-coupons have no charge, but they earn their income from banner advertising
and database of their members. Coupon web sites are offered free of charge to
consumers as well as, local, regional and national subscribers. It simply downloads the
software from the coupon web site and selects from more than a dozen coupon
l

categories, including apparel, athletics, automotive, books and videos, computers,
dining, gift etc.
In coupon web site one can print from coupon web site at home, office or
anywhere that can connect to Internet. We can break in 2 sections that are real coupon
web site and retailer web sites that provide coupon.
From the interested research we found that many people didn't know about
coupon web site, but they are interested to visit and prompt to download coupon from
web site. The consumer behaviors are prompt to be changing every time. We must
educate, create knowledge and build awareness about E-coupons.
However, the decision for the implementation of the e-coupon business should
also combine both of positive and negative factors for the real situation.
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1.1

INTRODUCTION

Background of the Project
Worldwide net commerce (both B2B and B2C) will hit $6.8 trillion in 2004.

North America represents a majority of this trade, but its dominance will fade, as some
Asian-Pacific and Western European countries hit hyper growth over the next two
years.
More than a year ago Forrester reported that the concept of the commerce
threshold a 12 to 18 month building period preceding E-Commerce hyper growth.
Based on their recent research of the conditions in 52 countries, they project that the
global economy will enter this critical stage in 2001. Nation states, however, aren't
moving in tandem toward this accelerated phase of net usage. As a result, in worldwide
will hit hyper growth between 2000 and 2001 (see Figure 1.1).

0 2001 d•t•
• 2000 d11t11
$6
Monthly
onllne sales
(U~$ bHllons)

$4

.........

S2"--'~_._.~_._~.___

J11n

F~b

2<10l $1.0

$3.4

2000 $28 $14

M.lr

Apr

$3.5 SU
$5.0 S&it

~_._~_.____.~_._~_._~~_____.,-

May Jun
$3-9

$3A

Jul

Aug S"P

Sl.2 $4.0
$4.0 SU $4.2

tu

<><• r.,rov Dre
$4A $6.4

tu

Figure 1.1. Worldwide E-Commerce Growth.

E-Commerce growth requires public policy support. Impediments to imports and
exports, for instance, will likely squelch a country's adoption of net commerce.
1

Likewise, nations with low barriers to trade, stable currency, and flexible capital
markets provide hospitable environments for E-Commerce growth.
The global Internet trades are going to reach $6.8trillion in 2004. While countries
move online at their own pace, their collective E-Commerce activities will be enormous,
amounting to 8~6% of the global sales of goods and services in 2004 (see Figure 1.2).
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Figure 1.2.

E-Commerce HYPer Growth Timing by Region.

This expansion of online trade, however, will be highly concentrated with i2countries representing nearly 85% of worldwide net sales. Here•s how Internet
commerce will be divided up across different regions:

2

(1) North America will grab half of all online sales in 2004. The US will remain
the global £-Commerce leader with online sales reaching $3.2 trillion in
2004. The rest of the region will also benefit as fast-moving electronics,
utilities, and petrochemicals industries increasingly use the net to reach
across borders.

Ford, GM, and Daimler Chrysler's E-Marketplace, for

instance, will likely pull in Canadian auto parts manufacturers like Ventra as
well as Mexican engine block producers like Versax.
(2)

Asia-Pacific technology exports will drive $1.6 trillion onto the net. Links to
US supply chains will help drive 8% of Asia-Pacific sales online. £Marketplaces like EC net already links US technology firms like Apple and
Motorola with manufacturers in Malaysia and Thailand. And the recently
announced partnership between Commerce One and seven major Hong
Kong corporations will set the stage for a flood of new international deals.

(3)

West European E-Commerce will hit $1.5 trillion. Aggressive industry
behemoths like Siemens, which has already shifted most of its distribution
partners to the net, are leading an £-Business surge within Europe. In
addition to £-Commerce between individual firms, deals between British
Telecommunications and both Commerce One and Vertical Net wilt help
fuel the growth of £-Marketplace trade in the region. As all of this activity
unfolds, online trade in Western Europe wiU grow at more than 100% per
year.

(4) Latin America, after a late start, will reach $82 billion in 2004. Although
plagued by limited hosting and phone access, Latin America will eventually
be led online by Brazil, where Net trade will increase by 165% between
2003 and 2004. Even though the region lags behind its northern neighbors,
3

.-

early signs of E-Cornmerce can already be spotted. eSASA, for instance,
recently established a base in Seo Paulo for its surplus-equipment EMarketplace. And B2B heavyweights like Ariba have formed partnerships
to build new Latin American online markets.
In the part of business and consumer are moving there buying to online market.
This E-Cornmerce boom will infiltrate entire industry supply chains from raw materials
like timber all the way to purchases of household items like books and magazines. The
result is that both B2B and B2C activity will experience major shifts to the net. But
online trade will impact these sectors in very different ways.
Corporations reinvent their supply chains. Successful firms leverage the net to
streamline processes. Case in point: Dell's renowned premier pages simplify
procurement and asset management activities. As B2B E-Cornmerce races to $6.3
trillion in 2004, though, E-Marketplaces will intensify the attack on inefficiencies across
entire supply chains. As these Net venues evolve, Forrester expects them to catalyze a
new market structure called E-Business networks in which firms form and disband
relationships quickly, share information abundantly, and tie the net into all of their
activities. Consumers will redefme requirements for retailers. The net is creating a new
creature the empowered consumer. These online shoppers actively research their
purchases and leverage sites like mySimon.com and BizRate.com for comparison data.
As B2C E-Commerce races toward $454 billion in 2004, buyers will demand even
more, they'll want retailers to integrate online and offiine services. A hiking enthusiast,
for instance, might use the net to select a backpack, compare prices, and buy the item
but choose to pick up the gear in two hours from a local sporting goods store (see Figure
l.3).
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Figure 1.3. Compare between E-Business and E-Consumer Markets.

The E-Commerce hyper growth creates new global realties. As net trade surges
worldwide, we expect to see technology import barriers fall. Countries with high import
barriers like China and India will sit on the net sidelines while E-Commerce flourishes
within more open economies. The vast potential of the net will motivate Indian
policymakers to dismantle existing import barriers, dropping the tariffs on critical web
infrastructure items like routers and cell phones. The result of a new sales spurt for
Cisco and Nokia.
According to the Forester reported in message above, we can conclude that the
Internet is powerful and brings new trend to change everything. Both business
transactions and consumer behaviors are changed from the traditional way. Now that we
have entered the second millennium we are experiencing one of the most important
changes in our lives: the move to an Internet-based society. Almost everything will be
changed at home, in school, at work, in the government even in our leisure activities.
Some changes are already here and they are spreading around the globe. One of the

s

most significant changes is in the manner we conduct business especially in how we
manage the marketplace and commerce.
In Thailand during the past few years, Electronic Commerce (EC) has become the
most talked about topic of the town. EC describes the manner in which transactions take
place over networks, mostly the Internet. It is the process of electronically buying and
selling goods, services, and information. Certain EC applications, such as buying and
selling stocks or books on the Internet, is growing at a rate several hundred percent
every year. The electronic networks wilt allow people to transcend the barriers of time
and distance, take advantage of global market and business opportunities. Many
businesses have adopted the successful online store models, from the United States,
such as "amazon.com" who started themselves off by selljng books and "yahoo.com" a
well-known search engine. Although the numbers of Internet users in Thailand are only
1 million people today, the trend of Internet fever is increasing everyday. Another
unforgettable and is potentially growing in the new economic is E-coupons business.
That is useful for business to make relationship and sales promotion for direct
marketing tools and it also saves cost.
1.2

Purpose of the Project

The purpose of this project is to study the feasibility of E- Coupons online in
Thailand which I intend to study in many topics, following the topics below:
(l)

To study the Thai coupon business.

(2)

To study the Thai consumer behavior that deals with coupon discount.

(3)

To study the process ofE-coupons business plan.

(4)

To find out the factors that have affected this business in Thailand.

(5)

To find out the possibility ofE-coupons online in Thailand.

(6)

To study the best strategy for coupon online business in Thailand.

•
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1.3

Scope of the Project
This report will focus on E-coupon business in Thailand which is online at

Internet. It includes the implementation of business plan for E-coupons business, SWOT
Analysis for review online business environment, find out the factors that have affected
the coupon business both of benefit and limit point, Thai consumer behavior that visits
E-coupons web site and provide strategy suitable for Thai market. The finding may
mainly be concluded from the author's analysis, fact information, some expert's opinion
and research.
The final scope for this project is to derive at the conclusion and recommendation
of the E-coupons feasibility.

1.4

Deliverables
I will send the final report on November 2001.

Table 1.1.

Project Plan (Gantt Chart).
May Jun

1. Prepare proposal.

*
*

2. Submit the proposal.
3.

Jul Aug Sep Oct Nov Dec

*--------------------*

Prepare and submit report to

advisor.

*

4. Summit the final report to Graduate
School.
5. Oral Examination

*
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II. THE INTRODUCTION TO ELECTRONIC COMMERCE (EC)

2.1

Defining Electronic Commerce
Today Internet has a major influence in our lives. Many people are confused about

the definition difference between E-Commerce and E-Business. E-Commerce
(Electronic Commerce) means the opening of an electronic channel for one particular
aspect of the overall business, such as sales via the Internet, electronic procurement or
electronic payment that composes of B2C and B2B. And E-Business (Electronic
Business) means the redefinition of the overall business approach of an existing
company. This will usually be done by launching new types of service and products
reflecting the possibilities provided by interactive selling, interactive production and
supply chain management, interactive (just-in-time) delivery.
Both E-Commerce and E-Business need to be implemented in the organization in
the globalization era. In this report, I must talk a lot about E-Commerce where Ecoupons is a part 0£
Electronic commerce endeavors to improve the execution of business transactions
over various networks. Theses improvements may result in more effective performance
(better quality, greater customer satisfaction, and better corporate decision making),
greater economic efficiency (lower costs), and more rapid exchange (high speed,
accelerated, or real-time in-traction). More specifically, electronic commerce enables
the execution of information-laden transactions between two or more parties using
interconnected networks. These networks can be a combination of POTS (plain old
telephone system), cable TV, leased lines, and wireless. Information based transactions
are creating new ways of doing business and even new types of business.
Transactions are exchanges that occur when one economic entity sells a product
or service to another entity. A transaction takes place when a product or service is
8

transferred across a technologically separable interface that links a consumer (client) to
a producer (server). When buyer/seller transactions occur in the electronic marketplace,
information is accessed, absorbed, arranged, and sold in different ways (see Fig.2.1). To
manage these transactions, electronic commerce also

incorporates transaction

management, which organizes routes, processes, and track transactions. Electronic
commerce also includes consumers making electronic payments and fund transfers.

•
•
•
•

Seller
Digital data and documents
Multimedia content
Software programs
Product I Services

._

I

A

Information Flow f+
Online Transactions

•
•
•

Buyer
Digital products
Services
Information

I

Payment Flow

Figure 2.1.

Buyer/Seller Transactions.

Another way of looking at electronic commerce is view it as a production process
that converts digital inputs into value-added outputs through a set of intermediaries (see
Figure 2.2). For example, in type case of online trading, production processes can add
value by including more value-added processing on the raw information supplied to
customers. Other value-added processing might include the charting of thirty-day
moving averages, industry sector performance analysis, and other processing that results
in more refined information leading to better decision making.

9

•
•
•
•

Producers:
Digital data and documents
Online production
Multimedia content
f+
process
Collateral information
Customer participation

~

•
•
•

Consumers:
Digital product
Services
Processed
orders

Figure 2.2. Production Type Transaction

Firms use technology to either lower operating costs or increase revenue.
Depending on how it is applied, electronic commerce has the potential to increase
revenue by creating new markets for old products, creating new information-based
products, and establishing new service delivery channels to better serve ad interact with
customers. The transaction management aspect of electronic commerce can also enable
firms to reduce operating costs by enabling better coordination in the sales, production,
and distribution processes (or better supply-chain management), and to consolidate
operations and reduce overhead.
Currently, the goal of most electronic commerce research and its associated
implementations is to reduce the "friction" in online transactions. Friction is often
described in economics as transaction cost. Friction can arise from inefficient market
structures linking buyers, sellers, and intermediaries; inefficient organizational
structures and inefficient combinations of the technological activities required making a
transaction. Ultimately, the reaction of friction in online commerce will enable
smoother transactions between buyers, intermediaries, and sellers.
E-coupons means ticket or paper document that producer or retailer gives to it
offer discount price, free sample, offer to sweepstake, etc. But all coupon process has
been transferred by digital transaction. In case of E-coupons transaction, its structure is
10
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the same as E-Commerce transaction but E-coupons have only digital product that's
convenient to transfer data through the Internet (see Figure 2.3). Most E-coupons have
no charge, but they have income from banner advertising and database of their
members.

•
•
•
•

Producers:
Digital data and documents
Multimedia content
Software Program
E-coupons

....

Intermediaries

....

Consumers/Customers:
• Digital information
• E-coupons
• Other services

'~

Payment Flow

Figure 2.3. E-coupons Transaction.

2.2

Forces Fueling Electronic Commerce

Now we are coming in to the digital era, it's a good time to start up in the net
commerce. In the globalization situation, we must study as fast as we can to cover four
factors as below;
Economic forces, customer interaction forces, and technology-driven digital
convergence are fueling interest in electronic commerce.
(1)

Economic Forces
When we move to an Internet society, most everything will be
changed at our home, in school, at work, in the government and even in our
leisure activities. Some change is already here and they are spreading
around the globe that we called global economy. It brings much pressure to

11

our business such strong competition, region trade agreement and extremely
lower labor cost in some countries.
Under relentless pressure to reduce costs and stay competitive, firms
are attracted to the economic efficiencies offered by electronic commerce.
These economic efficiencies include low-cost technological infrastructures
that reduce the cost burden of technology upgrades and obsolescence, lowcost and accurate electronic transactions with suppliers, low cost of global
information sharing and advertising, and the ability for firms to provide
low-cost customer service alternatives to expensive retail bank branches and
telephone call centers.
Internal integration is perhaps even more vital than linking with what
outside. An internally integrated organization, incoming orders are received
electronically and the information is automatically sent not only to
production, but to shipping, billing, and inventory systems as well. Internal
integration also ensures that critical data is stored digitally in formats and on
media that permit instantaneous retrieval and electronic transmission.
The ability to coordinate the movement of information is the key to
both external and internal integration, and firms need to find ways to design
business processes that change the war where data is created, manipulated,
and distributed. While technology is important to information integration,
coordination of that information is indispensable. Coordination requires
those employees, customers, and supplier to work together to solve
problems, improve services, and create new products.
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(2)

Marketing and Customer interaction Forces
Because the frequency and significant changes in market and power of
consumer will be increasing, companies employ electronic commerce to
provide marketing channels, to target micro segments or small audiences,
and to improve post-sales customer satisfaction by creating new channels of
customer service and support. Companies want to supply target consumers
with product and service information in greater detail than that provided in a
television or full-page advertisement. Because of web can be accessed
anytime and anywhere, the connection between the TV set at home and the
Internet start to be rolled out on a large scale. These open the door to the
board mass market and allow even more type of conversing entertainment
and information (infotainment). And now Internet capabilities on the mobile
telephones allow an easier approach by desktop PCs called "WAP
technology". As more companies flood the marketplace with new products,
target marketing is becoming an increasingly important tool of
differentiation. Not only are new types of products emerging, but also are
new players in old product categories, new action on a traditional plans, new
pricing strategies, new target markets, new market research methods, and
more.
The message for marketers is clear; the purchasing climate and the
products change quickly. In order to be competitive, marketing executives
must employ technology to develop low-cost customer-prospecting
methods, establish close relationships with customers, and develop customer
loyalty. Marketers must adapt to a business world in which traditional
concepts of differentiation no longer hold.
13

In this new environment, brand equity can rapidly evaporate and
marketers need to understand how customers allocate their loyalty. Given
the proliferation of choices, consumers view brand names with growing
indifference. So, you must create brand name in your customer's mind,
where product differentiate will bring E-Branding to your business. For the
manufacturer, establishing a new brand is a formidable task and with
increased competition it is taking lingers to break through and develop the
customer base. Maintaining an existing brand is not much easier. In light of
this, marketers in all industries are seeking new ways of interacting with
customers and delivering services.
(3)

Technology and Digital Convergence
Digital technology has made it possible to convert characters, sounds,
pictures, and motion video into a bit streams that can be combined, stored,
manipulated, and transmitted quickly, efficiently, and in large volumes
without loss of quality. As a result, electronic commerce and the multimedia
revolution are driving the previously disparate industries such as
communication, entertainment, publishing, and computing worlds into ever
closer contact, forcing industries with traditionally different histories and
cultures to compete and cooperate.
The relentless advance of technology, the emergence of multimedia
standards, and the shift to distributed computing and intemetworking are
providing the raw power for the "digital convergence." Convergence has
two dimensions:
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Convergence of Content
Convergence of content ensures that digitized information
can be processed, searched, sorted, enhanced, converted,
compressed, encrypted, replicated, and transmitted at low cost,
this tool has profound implications for content-based industries
like newspapers, magazines, and books.
Convergence of content enables sophisticated information
publishing

and

browsing

tools.

For

instance,

content

convergence is the fundamental idea behind the browser
industry exemplified by the meteoric rise of Netscape
Communications.
Content convergence also enables companies to use
networked databases and electronic publishing to improve
corporate and individual decision making and information
processing. Except for production, distribution, and delivery of
physical goods, commerce consists of forms of information
gathering, processing, manipulation, and distribution. Content
convergence facilitates the creation of a computer and network
infrastructure that enables the coordination and integration of
business processes or workflow.
(b)

Convergence of transmission
Convergence of transmission compresses and stores
digitized information so that it can travel through existing
phone, wireless, and cable wiring systems. Convergence of
transmission is a convergence of communication equipment that
15

provides the "pipelines" to transmit voice, data, image, and
video over the same line. Transmission convergence over a
single line makes it easier to connect computers, high-speed
peripherals, and consumer electronic devices, and to enhance a
wide range of image-intensive or multimedia applications. From
a business mention, convergence of transmission results in
easier access to networks and in the creation of new, low-cost
delivery channels for new and old products aimed at either
existing customers or new customer segments.
Today, we can see path that leads to total integration of
voice with video and data networking, from the wide area
network .(WAN) all the way to the desktop. Transmission
convergence is also facilitated in part by the convergence of
information - access devices essentially the blurring of lines
among

telephones,

computers,

and

televisions.

Other

technologies such as cable modems, hybrid fiber/coaxial
systems, and asymmetrical digital subscriber line (ADSL),
which uses traditional twisted-pair telephone wires, offer the
prospect of almost unlimited bandwidth to the home. These
access technologies are becoming increasingly multiform and
have the sophistication to switch between various functions.
Economic

forces,

marketing

forces

and

digital

convergence factors have influenced with industries which are
repositioning

themselves

to

take

advantage

of

new

opportunities, including the creation of entirely new service
16
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delivery channels, the development of new markets for existing
products, and the development of new information-based
products for the online environment. For instance, digital
convergence is reshaping the product and service for Ecommerce transaction such as E-coupons business.
2.3

The Web and Electronic Commerce
Many companies use the Web to communicate with customers and suppliers by

publishing content on their Web server for widespread distribution. Motivated by the
potential for business-to-business as well as business-to-consumer commerce, many
firms are taking steps toward selling their products and services on the Web.
The Web is also changing and reshaping industries whose core business 1s
information transfer between the firm and the consumer. Examples of such business
functions include advertising, marketing, sales, and customer service. Industries
engaged in information transfer with customers include banking and financial services,
retailing and electronic publishing and edutainment.\
Within these industries, the Web is used for four major tasks:
(1)

Attracting new customers via marketing and advertising.

(2)

Serving existing customers via customer service and support function.

(3)

Developing new markets and distribution channels for existing products.

(4)

Developing new information-based products.

Marketing and Advertising
Interactive marketing related uses of the web includes brand-name management,
distribution for product catalogs and sales information, and production announcements.
The consumer can click with his/her mouse on banner advertising for more information
or send e-mail to ask any questions which the best outcome is customer relationship.
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Web provides the friendly interface that will open new channels or interacting
with and selling directly to customers. While companies have yet to realize revenues
directly from web sales, the majority of Web usage by business still revolves around
activities that do not involve the direct transfer of money. In the promotion e-mail is
becoming a big business, from which companies are buying e-mail list. The lists, a
valuable source of new customer leads, are used as a direct marketing tools.
Advertisers are discovering that innovative, high-quality content attracts
consumer attention such as animation banner ad. Advertisers have to resist the
temptation to simply dust off old botchers and put them online. They need to create new
offerings to exploit the Internet's unique properties, access on demand 24 hours a day to
all of a wide range of user, ability to provide unlimited information for a low cost and
easy for update. In additional Internet can provide detailed interaction with customers,
the ability to create distinct market segments, and the ability to personalize services for
individual users (one-to-one direct marketing relationship with customers).
The Internet technology that makes marketing and advertising feasible is the
ability to broadcast information using web bulletin boards, web bill boards, banner, email, chat room, forums and etc.

Customer Service and Support
The Web is particularly useful in handling information queries that otherwise
would be handled by a customer service representative. The amount of free information
is tremendous and it is accessible anytime from any place substantial discount can be
found, especially if you have time and patience. Thus, web can provide value-added
task for both customers and suppliers, especially in service industry and it performs a
variety of customer-oriented tasks including:
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(1)

A new distribution channel for software, software patches, and support
information.

(2)

Customer interaction and query capability.

(3)

New avenues for customer relationships.

(4)

Access to government information.

Developing New Markets and Distribution Channels

The Web will enable firms to build on the assets that they already possess like
brand name recognition, operational infrastructure, information, and customer
relationships in order to develop new markets and distribution channels.
Publishers using the web need to determine how to convert proprietary online
information services into open, pay-per-page services targeted to specific customer
segments, translate print-based publication and market expertise into online services
focused on defined interest areas, and implement services that enable publishers to
receive payment for corporate, professional and individual copies of copyrighted
publications.
In case of distribution channel, The software industry has been a pioneer in using
the Internet for product distribution, which is digital product. Some electronic
distributors selling a few groups of product are very successful. Typically, specialty
stores sell books, CDs, flowers, software & hardware, automobiles and clothing that are
both of physical and digital products.
Developing New Online Products/Services

Web allows for new product & service to be created and/or for existing product to
be customized in innovative ways. Such changes may redefine organization, mission
and the manner in which they operate.
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Education and entertainment are two areas where new online products have the
potential to do well because of the interactivity enabled by the Web. In the case of
education, students can do research and receive instructional material from anywhere
without having to physically go to a particular city or academic institution. The longer
term potential of education on the web the creation of new products that enhance the
transfer of knowledge from not only companies that are currently in the business of
long-distance learning but also from major academic and research institutions.
In the case of entertainment, players can play games against other game players
scattered all over the world. Users will be able to download software and play others
online without regard to the actual where about of each player. These opportunities are
major revenue opportunities for the game providers, both existing and new entrants, and
a new form of entertainment for consumers.
2.4

Benefits and Limitations

The Benefits of EC

The innovations in human history encompass as many potential benefits as EC
does. The global nature of the technology, low cost, opportunity to reach hundreds of
millions of people interactive nature, variety of possibilities and resourcefulness and
rapid growth of the supporting infrastructures result in may potential benefits to
organizations, individuals, and society. These benefits are just starting to materialize,
but they will increase significantly as EC expands. It is not surprising that some
maintain that the E revolution is· just "as profound as the change that came with the
industrial revolution" (Clinton and Gore 1997).
(1)

Benefits to Organizations
The benefits to organizations are as follows:
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(a)

Au

Electronic commerce expands the marketplace to national and
international markets. With minimal capital outlay, a company can
easily and quickly locate more customers, the best suppliers, and the
most suitable business partners worldwide.

(b)

Electronic commerce decreases the cost of creating, processing,
distributing, storing, and retrieving paper-based information.

(c)

Electronic commerce allows reduced inventories and overhead by
facilitating "pull" type supply chain management. In a pull-type
system the process starts from customer orders and uses just-in-time
manufacturing.

(d)

The pull-type processing enables expensive customization of products
and

services,

which provides

competitive

advantage

to

its

implementers.
(e)

Electronic commerce reduces the time between the outlay of capita
and the receipt of products and services.

(f)

Electronic commerce supports business processes reengmeenng
efforts.

By

changing

processes,

productivity of salespeople,

knowledge workers, and administrators it can increase by 100 percent
or more.
(g)

Electronic commerce lowers telecommunications cost.

(h)

Other benefits include improved image, improved customer service,
new found business partners, simplified processes, compressed time,
increased productivity, eliminating paper, expediting access to
information, reduced transportation costs, and increased flexibility.
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(2)

Benefits to consumers
The benefits of EC to consumers are as follows:
(a)

Electronic commerce enables customers to shop or do other
transactions 24 hours a day, all year round, from almost any location.

(b)

Electronic commerce provides customers with more choices; they can
select from many vendors and from more products.

(c)

Electronic commerce frequently provides customers with less
expensive products and services by allowing them to shop in many
places and conduct quick comparisons.

(d)

In some cases, especially with digitized products, EC allows quick
delivery.

(e)

Customers can receive relevant and detailed information in seconds,
rather than days or weeks.

( f)

Electronic commerce makes it possible to participate m virtual
auctions.

(g)

Electronic commerce allows customers to interact with other
customers in electronic communities and exchange ideas as well as
compare experiences.

(h)

Electronic commerce facilitates competition, which results m
substantial discounts.

(3)

Benefits to Society
The benefits of EC to society are as follows:
(a)

Electronic commerce enables more individuals to work at home and to
do less traveling for shopping, resulting in less traffic on the roads and
lower air pollution.
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(b)

Electronic commerce allows some merchandise to be sold at lower
prices, so less aftluent people can buy more and increase their
standard of living.

(c)

Electronic commerce enables people in Third World countries and
rural areas to enjoy products and services that otherwise are not
available to them.

(d)

Electronic commerce facilitates delivery of public services, such as
health care, education, and distribution of government social services
at a reduced cost and/or improved quality. Health-care services, for
example, can reach patients in rural areas.

The Limitations of EC
The limitations of EC can be grouped into technical and non-technical categories.
(1)

Technical Limitations of EC
The technical limitations of EC are as follows:
(a)

There is a lack of system security, reliability, standards, and some
communication protocols.

(b)

There is insufficient telecommunication bandwidth.

(c)

The software development tools are still evolving and changing
rapidly.

(d)

It is difficult to integrate the Internet and EC software with some

existing applications and databases.
(e)

Vendors may need special Web servers and other infrastructures, in
addition to the network servers.

(f)

Some EC software might not fit with some hardware, or may be
incompatible with some operating systems of other components.
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As time passes, these limitations will be lessened and overcome. Appropriate
planning can minimize their impact.

(2)

Non-technical Limitations
Of the many non-technical limitations ofE-Commerce are as follow:
(a)

Cost and justification, the cost of developing EC in-house can be very
high, and mistakes due to lack of experience may result in delays.
Furthermore, to justify the system, one must deal with some intangible
benefits, which are difficult to quantify.

(b)

Security and privacy, these issues are especially important in the B2C
area, especially security issues that are perceived to be more serious
than they really are if appropriate encryption is used. Privacy
measures are constantly improved. Yet, the customers perceive these
issues as very important, and, the EC industry has a very long and
difficult task of convincing customers that online transactions and
privacy are, in fact, very secure.

(c)

Lack of trust and user resistance, customers do not trust an unknown
faceless seller paperless transactions, and electronic money. So
switching from physical to virtual stores may be difficult.

(d)

Other limiting factors, lack of touch and feel online. Some customers
like to touch items such as clothes and like to know exactly what they
are buying.
(1)

Many legal issues are as yet unresolved, and government
regulations and standards are not refined enough for many
circumstances.
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(2)

Electronic commerce is still evolving and changing rapidly.
Many people are looking for a stable area before they enter into

it.
(3)

There are not enough support services. For example, copyright
clearance centers for EC transaction does not exist, and highquality evaluators or qualified EC tax experts, are rare.

(4)

In most applications there are not yet enough sellers and buyers
for profitable EC operations.

(5)

Electronic commerce could result in a breakdown of human
relationships.

(6)

Accessibility

to

the

Internet

is

still

expensive

and/or

inconvenient for many potential customers.
The potential benefits may not be convincing enough to start EC activities. Much
more compelling are the business drivers that may force companies to be engaged in
EC.
Despite the fact that the E-commerce has many limitations, rapid progress in EC
is taking place. For example, the number of people in the United Sates who buy and sell
stocks electronically increased from 300,000 at the beginning of 1996 to about 5 million
in fall 1998. As experience accumulates and technology improves, the ratio of EC
benefits to cost will increase, resulting in a greater rate of EC adoption.
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III.

THE FEASIBILITY OF E-COUPONS IN THAILAND

For part one and two, you have learnt a lot about E-commerce; how it works and
it's potential in the next future. In this section, you will learn more about the Internet
market and E-coupon business in real situation.
3.1

Overview Internet Market
The Internet's overall user profile is changing radically due to its explosive

growth. A large portion of that growth is coming from the commercial sector, which
accounts for about half of all network traffic. About 35 percent of the traffic are from
universities, educational institutions, researchers and the rest is government or military
related.
According to the Internet Society, nearly two-thirds of Internet users work for
major corporations. In many companies, engineers and researchers have used the
Internet for years. But access is quickly extending to users in marketing, sales, and
customer service departments.
The Internet is an open electronic community where information is shared freely
and where geographic boundaries can be crossed with a flick of your computer's mouse.
:

As such, it's a wonderfully flexible business resource.
The Internet blankets the entire planet. There are connection points in over 150
countries and that number increases every month. The number of Internet users is from
20 to 30 million users. The Internet connects about 3.2 million computer hosts. It's clear
that the Internet offers an important and attractive new medium for information and
communication. And it's only going to get easier to access 24 hours.
The numbers revenue of E-commerce is increasing follow the net users that have
hyper growth rate. In Asia Pacific will be the second largest Internet market that have
revenues $ 1.649.8 in 2004 and percentage of total are 8% (Table 3.1). Despite the
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Internet in Asia pacific is well know in a few year that later than North America region,
Asia growth rate are double forward step. These are indicated that Asia Pacific have
potential market growth and will become big market sale volume in the future. The
Forrester reported following Table 3.2 and 3.3 show the hyper growth timing by
regional and countries. Asia Pacific will become the Internet virtual communication era
in 2003.8 and for Thailand is 2004.

Table 3.1.

The Total Global E-Commerce Revenues.
Global Summary
All numbers in US$ billions
Total Global E-Commerce Revenues
2000

2001

2002

2003

2004

% total

North America

sales
$ 509.3 $ 908.6 $ 1,495.2 $ 2,339.0 $ 3,456.4 12.8%

Asia Pacific

$ 53.7

$ 117.2

$ 286.6

$ 724.2 $ 1,649.8 8.0%

Western Europe

$ 87.4

$ 194.8

$ 422.1

$ 853.3 $ 1,533.2 6.0%

Latin America

$ 3.6

$ 6.8

$ 13.7

$ 31.8

$ 81.8

2.4%

Africa and Middle East

$ 2.2

$ 4.5

$ 10.3

$ 24.8

$ 52.6

3.8%

Eastern Europe

$ 1.0

$ 1.7

$ 3.2

$ 6.7

$ 16.0

1.1%

$ 657.0 $ 1,233.6 $ 2,231.2 $ 3,979.7 $ 6,789.8 8.6%

Total

Table 3.2.

The Hyper Growth Timing by Regional.
Hyper growth Timing
Regional

Hyper growth year

North America

2000.2

Asia Pacific

2003.8

Western Europe

2001.5

Latin America

2004.8

Africa and Middle East

2005.7

Eastern Europe

2005.5
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Table 3.3.

The Hyper Growth Timing in Asia Pacific.
Asia Pacific
Country

Hyper growth year

Japan

2003

Australia

2002

Korea

2002

Taiwan

2002

Hong Kong

2002

Singapore

2002

New Zealand

2002

Thailand

2004

China

2007

India

2006

Malaysia

2004

Philippines

2006

Indonesia

2008

Vietnam

2010

*Weighted average

*2003.8

Source: Forrester analysis

In Thailand the net users are increasing everyday. But mostly they are using
Internet for search or chat, in case of e-commerce it has a very slow growth rate. Most
net users are teenagers who haven't much purchasing power. They use net to search for
information for their report or case study, chat with friend and find new friend in a chat
room or web board, play game on net, download game music and free software, and
shopping. From the research, teenagers use net for search information before their
purchase product at the real store. But in the future they are the important target market
that have most purchasing power and use the Internet for purchasing product or service
and search product information. And then Thai net people have a trend to increase their
work hour to visit the cyber net.

28

In 1998-2001 the media agency, the consumer product companies and retailers are
interested in the Internet media, they are increasing 50% of Internet advertising budget.
Their target market has a trend to increase both using time rate and frequent usage.
3.2

Defining E-coupons

Retailers are combining an old marketing tool, the coupon, with the customercontact medium of the web to promote products to targeted audiences. Internet coupons
are prompting to take different approaches to their customers.
Retailers, grocers, and consumer goods companies are attracted to online coupons
because they are less expensive to distribute and can be aimed at consumers who have
expressed an interest in them. However, distributing coupons electronically in a way
that doesn't allow for tampering with their value has been a problem. Traditionally, the
IT people have shot this stuff down because of concerns about tampering.
The system requires consumers to download from the coupon web site an
application that holds coupons for a neighborhood. The system uses proprietary
encryption when the coupons are transmitted across the Internet. The coupons
themselves are deconstructed and stored in three different files, which can only be put
together by the software in coupon web site. And a coupon cannot be viewed in its
entirety on PC screen, which prevents copying. From the file on their PC hard drives,
users car then print out coupons that have bar codes, the user's Zip code and other
information useful for tracking and fraud detection.
In online, the visitors are to submit their zip codes and then offer a list of
supermarkets in their area that accept its coupons. But instead of waiting for the mail to
be delivered, users can print coupons complete with bar codes from their PCs. Online
coupons do drive price-sensitive brick-and-mortar consumer to Web sites. And the price
cuts don't subtract from the companies' bottom line, because the manufacturers
29
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subsidize them. The coupon web site in Thailand can download coupon by clicking at
word print coupon. It's different from other country that must key zip code and login
before printing coupon.
The information on the coupons gives us the ability to see regional sales trends.
That will allow us to build databases to target customers through one to one marketing.
Internet technology can be a more efficient way of distributing coupons than traditional
bull mailings or newspaper or newspaper inserts, which typically generate a 2% to 3%
return. Most Internet web sites are give Free for download software and does not charge
anything when customers print or download coupons.
Coupon web site are offered free of charge to consumers and be broadcasts, local,
regional and national subscribers. It's simply downloading the software from the
coupon web site and selecting from more than a dozen coupon categories, including
apparel, athletics, automotive, books and videos, computers, dining, gift etc.
Coupon web site can be printed from coupon web site at home, office or
anywhere that can connect to Internet. Coupons are available free of charge to multinational merchants and service providers, bringing them the same marketing benefits as
traditional print coupons, but with the added advantage of product information.
The advantage of Internet coupons over their paper counterparts is the advertisers
can more finely target their offers. Web site registration includes a consumer's database,
purchasing history and interesting information. That could help, say, a peanut butter
company use targeted coupons to lure users of rival brands and make relationship
between merchants and customers.
Internet coupons are also less expensive to distribute because there is no cost for
printing, postage or newspaper and magazine advertising. Early indications are that
Web coupons have a higher response rate as well. But there are problems along with
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savings. Some in the industry worry about fraud, such as consumers altering a coupon
they have downloaded.
Also, the thought of all that consumer information being tracked is likely to make
privacy and security too. Anyway online coupons are important as an increasing number
of consumers' move onto the net
For instance, Catalina Marketing Corp. in St. Petersburg, a company that
pioneered in-store electronic coupons has created a separate division called
Supermarkets Online, Inc. devoted to web coupons. The CEO of the new division said
that the Internet is a much better delivery system than traditional coupons. They set up
the ValuPage Web site (www.valupage.com) that has signed up 37 national
manufacturers and more than 7,000 supermarkets, handled 200,000 users during a
recent week. Shoppers there receive a weekly bar coded shopping list they take to a
local store. After presenting that list at checkout time, they receive "Web bucks"
(software that collects data and tracks customer behavior) good for any future purchase
at the store. In California tests last fall, many consumers said they would give some
information in return for personalized values.
For instant, Longs Drug Stores Corp., one of the nation's leading drug chains, is
hoping to cash in on consumer who clip their coupons from the Internet. Longs
Company was partnering with San Francisco based Planet U Inc. to offer promotional
savings on national brand-name goods. The convenience of "coupon clicking" will
eliminate the hassle of clipping coupons for shoppers at its brick-and-mortar locations.
Visitors to the Longs web site choose the products they are interested in and then
receive the coupons through the mail. Planet U said its ''U-pons" have generated
redemption rates that exceed 20% on a variety of national brands at supermarket chains.
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Traditional coupons, on the other hand, have average redemption rates under 2%,
according to the company.
From both company you can see that major retailers, manufacturers and direct
marketers are offering coupons on the World Wide Web not simply discounts for
buying online, but offers you can print out and bring to a store. It's another opportunity
for them to sell more products, make it different for their customers.

3.3

Analysis E-coupons in Thailand
Internet in Thailand has become very popular for the part 2 years. It has many

limited factors such as facility infrastructure both telecommunications, computer device,
etc. On the other hand Internet has many benefits such as it can communicate in 2 ways,
communicate coverage in the global net, can provide text information, graphic, sound
and interactive that make customer feel like saw and touch real product. There is no
time limit, so customers can access 24 hours and 365 days.
£-coupons market is the new category's web site in Thailand, eventhough coupon
paper is the traditional promotion marketing tools that many people are used to and
knew about it long time ago. The paper coupon will be sent to customers in many ways
such as by direct mail to their customers or by handing out in suitable places such as in
front of supermarket or entrance way to a department store. The limitations of coupon
paper are lower coverage or reach their customers, not flexible to update information
and have cost for printing coupon. At present, we see £-coupons on ATM machine.
Many banks try to provide other benefit for their customers. And the retailers try to use
these ATM channels to distribute their coupons. Most coupons come from fast food
product or convenience stores. In the part of digital coupon in web site we can break it
in 2 parts.

32

(1)

Coupon web site:
Coupon web sites provides only coupons for printing or downloading.
Coupon web site became the one new thing in Thailand. On the other hand
in foreign countries, these web sites are popular usage for discount product
or service. Now in Thailand, we have a few web sites for service in real
coupon web site. The famous one is siambonus.com, it provides coupon for
discount product and service. Siambonus have 13 categories and many
offers to their members or visitors. They have software to collect the
customer database's and are user friendly. This web site has income from
banner advertising, listing database and sale web pages for promote product
or service. About the service for coupon download, it's free for their
members and gives any information to their members who are interested in
coupon discount information.
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Figure 3.1.

Siambonus Web Site.
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(2)

Retailer web site:
The retailer web sites that provide coupon discount to their customer.
These coupons can use to discount when they purchase in online shopping
or bring to use at real storefront. Internet is medium interfacing with
customer that's two way communications. Retailers use these tools to offer
their service to customers such as call center, make relationship, direct sale
both of product or service and provide sale promotion. Coupon is a favorite
tool for marketers who want to appeal to their customer for purchasing
immediately. So, E-commerce is becoming useful for marketer too. Saves
the cost for creating and printing paper coupon, is easy for update, has lower
distribution cost and reaches their target market. EGV Theater is the one
who starts to try coupon gimmick first, it has a special offer for their
customers who see a movie program or buy a ticket.

Figure 3.2.

EGV Cinema Web site
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In the part of competitor, E-coupons market has both of direct and indirect
competitors. The direct competitors stay in the same industry or have similar product
such as web coupons online both local and international coupon web site and the web
shopping online that provide percent discount and coupon paper. The indirect
competitors are providing different product, but they provide in the same need such as
offiine coupons produced by the voucher gift of credit card or other product. For instant,
the American Express credit card sent a discount coupon to their customer for coupon
privilege. Although they have coupon discount, they can not provide the coupon that
customer is satisfied like coupon online.
3.4

Analysis Consumer Behavior in Cybermarket
(1)

The Online Shopping Experience
We must understand that the process of electronic payments fit into
the shopping experience. In the first step, the consumer browses for items.
Using a Web browser, consumers view an online catalog on the merchant's
World Wide Web page. The consumer selects items to be purchased. He
does this by comparing prices and gauging the best value based on brand
name, prices, quality, and other variables.
The merchant presents the consumer with an order form containing
the list of items, their prices, and total prices, which include shipping,
handling, and taxes. This order form may be delivered from the merchant's
server to the consumer's PC. Some online merchants may provide the
consumer with the ability to negotiate pricing
The consumer selects the means of payment. The different means of
payment include digital cash, electronic checks, or credit cards. The
consumer sends the merchant a completed order and a means of payment.
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The merchant requests payment authorization from the consumer's bank.
The merchant sends the customer a confirmation of the order shipment and
payment. The merchant ships the goods or performs the requested services
as per order. The merchant requests payment from the consumer's financial
institution. If the customers have £-coupons discount, they can use coupon
for discount price in process of order form.
(2)

Analysis customers want
The first mission is to gain the best possible understanding of your
online customers. People shop and buy online for different reasons than they
buy off-line. Some reasons for online shopping you can tum into

..

competitive advantages for your business. You will find what customers
want or need and what is the effecting them for repurchasing at online
shopping web site.
(a)

The customer's feeling is not safety. Crimes happen everyday in a

shopping mall. You should provide security and trust system in your web
site. For instance, include your telephone number in your e-mail signature,
ad, or storefront information. Most customers feel better talking to someone
about their order. In addition, offer to provide references from satisfied
customers, or include a few testimonial phrases in your marketing
information. Mail-order catalogs use testimonials to reassure their
customers.
(b)

Convenience is the best reason point that attracts customers to shop in

online web site. It's a lot easier to pull a chair up to the old PC and shop
from the den than it is to get in the car, fight traffic, burn up some gas, find a
parking space, and plunge into a crowd. Your attack should emphasize this
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;

convenience. Remind your customers about the difference. You might even
offer a "Fuel Efficiency Special" to emphasize the convenience and
economy of shopping at home.
(c)

About the service, the consumer respondents left shopping mall stores

without buying because they couldn't find sales help. Holiday times are
particularly tough for finding service. Your customers can avoid long
checkout lines, crowds, and shopworn merchandise by buying from you.
Remind customers that they can order twenty-four hours a day, seven days a
week without having to wait in line.
(d)

Information provided to customers, mostly consumers felt that the

salespeople in stores weren't knowledgeable enough. Information can be
your key advantage in the online marketplace. A store salesperson would
have to hunt for the product's brochure, and catalog salespeople don't
always have a lot of information about their products. You can satisfy even
the most research-minded consumer by providing all the information anyone
could want about your products.
(3)

Thai consumer behavior concern with the coupon.
Business concept was developed following the environment. Firstly,
we start at barter system that creates the production concept. And then
business cycle was developed to selling concept. Now we must concentrate
in customer-oriented concept because environment and consumer behavior
changed. Therefore, we must know about consumer satisfaction and
consumer need.
From accurate, effective decision making it often depends on the
quality of information provided. Marketing research plays an essential role
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in providing accurate and useful information. In today's hotly competitive
marketplace, the marketing concept has been gaining in importance. The
marketing concept states that the principal task of the marketing function is
to serve the interests of the customer rather than the interests of the
business.
Marketing research is the function, which links the consumer and the
customer to the organization through information. The information will be
used to identify and define marketing problems, generate, refine and
evaluate marketing actions, monitor marketing performance and improve
our understanding of marketing as a process. Much research is done to
measure consumer wants and needs. Other research assesses the impact of
previous adjustments in the marketing mix or gauges the potential impact of
new changes. Some research deal directly with the environment such as
studies of social values and business trends. When the viable opportunities
are uncovered, marketing research provides estimates of their size and
scope, so that marketing management can better assess the resources needed
to develop them.
From the concept and benefit of marketing research, I did a set of
questionnaires to survey the market potential and consumer behavior of
cybermarket. The research's objective studies in the feasibility ofE-coupons
of Thai people. The scope of the survey is to fit in Bangkok and suburban
because it's a good sample for net people. I use the survey method by
questionnaire, which uses 100 samples from all populations. This research is
useful for your business decision that you can see the result below.
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Age of responder survey depends on target group defined in 5 groups; 5% for age
less than 15 years old, 20% for age 16-20 years old, 37% for age 21-25 years old, 27%
for age 26-30 years old and 11 % for more than 31 years old. And mostly they are
educated in bachelor's degree level (see Table 3.4.).

Table 3.4.

Relation between Sex and Education of Responders.
Crosstabulation sex of responder

* education of responder
:

Primary

Secondary

Bachelor's

Master's or

school

school

degree

doctor's

Total

degree
Female

4

5

46

13

68

Male

2

0

21

9

32

Total

6

5

67

22

100

The consumer behavior about using discount card or coupon, most consumers (In
research 91 %) said that they used to use it. Nine percent didn't use discount card or
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coupon, they claimed that the discount rate was not interesting, it was difficult to use
and they didn't know about the discount card or coupon. The sixty- percent of who used
discount card or coupon, they use when they have a chance to use. Not frequent use is
31 % and usually use is 9%. The marketers must create frequency of use because
discount card and coupon have been demanded in market and has a potential to growth.
The kind of product and service that consumers use the coupon most is food and drink
because it's easily to use. (see Table 3.5.).

Table 3.5.

Kind of Product and Service Use with Coupon.

What kind of product are you using with discount card or coupon?
Frequency

Percent

Valid Percent

Cumulative Percent

24

24.0

24.0

24.0

3

3.0

3.0

27.0

Food & drink

38

38.0

38.0

65.0

Movies ticket

13

13.0

13.0

78.0

Book store

4

4.0

4.0

82.0

Hotel & resort

3

3.0

3.0

85.0

Other

5

5.0

5.0

90.0

Skip

10

10.0

10.0

100.0

Total

100

100.0

100.0

Consumer product
Electronic

There are only a few people who know about the coupon web site. It is a new
category of Thai web site. However they said that if they knew the URL to visit, they
would like to visit and download coupon.
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Figure 3.4. Pie Graph "If You Know URL, You Would Like to Visit?"

And the important factors that made coupon web site interesting are percentage of
discount rate, provided to end consumers. Some people offer many information
provided in web site, variety of web site means that several service, games and topics
for creating community in web site, beautiful of web site means that good layout or site
map and color range, its friendly user and other mention.
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From survey we found that half of the sample group play Internet as one of their
hobby.

Table 3.6.

Hobby of Responders.

Your hobby is watching TV or VDO

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

73

73.0

73.0

73.0

No

27

27.0

27.0

100.0

Total

100

100.0

100.0

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

13

13.0

13.0

13.0

No

87

87.0

87.0

100.0

Total

100

100.0

100.0

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

35

35.0

35.0

35.0

No

65

65.0

65.0

100.0

Total

100

100.0

100.0

Your hobby is play VDO game

Valid

Your hobby is exercise

Valid
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Table 3.6.

Hobby of Responders (Continued).

Your hobby is reading

Valid

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

52

52.0

52.0

52.0

No

48

48.0

48.0

100.0

Total

100

100.0

100.0

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

62

62.0

62.0

62.0

No

38

38.0

38.0

100.0

Total

100

100.0

100.0

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

65

65.0

65.0

65.0

No

35

35.0

35.0

100.0

Total

100

100.0

100.0

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

56

56.0

56.0

56.0

No

44

44.0

44.0

100.0

Your hobby is see movie

Valid

Your hobby is listening

Valid

Your hobby is play Internet

Valid
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Table 3.6.

Hobby of Responders (Continued).
100.0

100.0

Frequency

Percent

Valid Percent

Cumulative Percent

Yes

39

39.0

39.0

39.0

No

61

61.0

61.0

100.0

100

100.0

100.0

Total

100

Your hobby is shopping

VaLid

Total

There are many kind of web sites, in research survey for the net users are usually
visit to mail service & search engine, search engine, e-commerce shop, news,
entertainment and other by percentage of visit.

• search engine

Ill e-commerce shop
•news
•entertainment
•other

The percentage ornet user Yislred

Figure 3.6. Bar Graph" The Percentage ofNet User Visited."

About the frequency of playing Internet, the thirty-six percentages said that they
played Internet everyday and use 1-2 hours per time to connect (see Table 3.7).

44

However usage's net users are lower than other countries, Thai net users have growth
rate well than some countries.

Table 3.7.

The Behavior Usage Internet ofNet Users.

Crosstabulation frequency play Internet
Less than 1 hour 1-2 hours

* how much time to play Internet

3-4 hours

More than 4 hours

Skip Total

Everyday

3

19

IO

4

0

36

2-3 days

4

18

6

0

0

28

Once a week

5

12

2

0

0

19

Once a month

3

1

0

0

0

4

once a month

4

5

0

0

0

9

Skip

0

0

0

0

0

4

Total

19

55

18

4

0 100

More than
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IV.

E-COUPONS IN E-BUSINESS MODEL

If you want to live from E-Venture you need to set it up right, invest money into

your presentation and have sufficient support staff for customer care. It's still possible
to have a lower cost approach. You must have a real project when you will start up with
E-commerce. The target of the business plan is to identify the date when your
investment will pay back. Once you've also identified the risk for your undertaking, you
should review your business plan and possibly prepare two or three distinct plans.
(1)

An optimistic plan

(2)

An pessimistic plan

(3)

An intermediary plan

After your decision to go ahead, those plans can be used for the discussions
with investors and they are baselines for monitoring your actual performance against.
The structure of business plan should be studies and analyzed in many situations,
following this process:
(1)

Executive summary

(2)

Situation analysis (SWOT Analysis)
:

(a)

External (Social & Task)

(b)

Internal (Structure, Culture and resource)

(3)

The STP and target market

(4)

Product

(5)

Competitive analysis

(6)

Strategic formulation & Marketing strategy

(7)

Operation strategy (Business process)

(8)

Core competence

(9)

Financial projection & funding requirement
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(10) Implementation schedule
(11) The contingency plan
(12) The future plan
( 13) Appendices (financial statement)
For this project "The feasibility of coupon online in Thailand," I set a case of the
aboutcoupon.com to be the case study for everyone who would like to create a popular
web site in cybermarket.
4.1

Executive Summary

Aboutcoupon.com is a dynamic Thai company that creates a popular and userfriendly interactive web site. With the mission to be the leader of Thai e - coupons
online that provides the best way of the marketing promotion that offers cost efficiency
and also provides the way to approach customers, who are were educated and have
power to purchase. We try to analyze, develop and apply our business to be number one
on the mind of the customers. So, we use customized promotional programs for
developed our product and service to be the best for our customer.
Aboutcoupon is your personalized passport to savings. Print free coupons from
your own computer or find big savings from your favorite online stores. Just a quick
and easy download of aboutcoupon.com, and you never need to return to the web site.
Aboutcoupon continues to work for you whether you are online or offiine. And delivery
the savings you want when you need them. Choose from over a dozen savings category.
The number of Thai net users are 1 million in 1999 and will increase over 9
million in 2005. We consider this a big market value. Aboutcoupon.com was
established in early 2000. The company will introduce its web site to Internet users in
Thailand on January 2001. It's also very entertaining and informative. Besides being
trendy, fun and creative, aboutcoupon is meeting the demand of its diverse and dynamic
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users ( 16-40 year old), students and business people on our 15 categories. Aboutcoupon
has committed substantial resources technical know-how, capital, people and time to
build an informative, personalized and easy to use. In the future, aboutcoupon will
expand to cover most cities in the kingdom and develop to high technology.
(1)

The Business Idea
E - coupons means electronic coupons on web site that prefer free
discount coupons to customers who visit or are members on this web site.
Mainly, we provide discount coupons in a variety of categories such as food
& beverages, entertainment, computer & electronic, book & magazine,
shopping, clothes & accessories, health & medicine, sport & fitness, travel,
beauty, car & accessories and home & office decor and etc. We create a
community by setting a saving club where customers share ideas and give
opinions among each other and we also provide other interesting
information for our customer. Besides we are the intermediate between
business and consumers who use this web site for advertising and PR their
business.

4.2

Situation Analysis (SWOT Analysis)
(1)

Internal Environment
The internal environment aims to provide details to understand those
aspects of the organization that are of strategy importance. It covers
performance analysis and an examination of the key determinants of
strategy such as strength, weakness, and strategic problem. In this case,
we'll analyze the internal environment to be structure, culture and resource.
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(a)

Structure
Solution: The structure of a company is small with few employees, but
each has knowledge and a sense in e-business on their mind. The
administration management feels like a close family. The chain of
command is top to down and decentralized the responsibility of each
function.
Strength:

(b)

(1)

Good team work.

(2)

Flexible management.

Culture
Solution: the company's culture will support the cooperate strategy
and create sharing minds among employees.
Strength:
(1)

(c)

The employees, honesty and loyalty to the company.

Resource
Solution: the resource of this company is assets, skills and knowledge.
We should find the core competency to make our products different
from the competitors'.
Strength:
(1)

Highest discount coupons.

(2)

Have variety of discount coupons and cover all kind of
business categories.

(3)

Professional web pages design.

(4)

User friendly and regularly updated web site.
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(5)

The online coupons can open 24 hours and it is convenient
of customers to reach and get coupons.

(6)

Good financial and is supporting.

(7)

Equipment and infrastructure which is good enough to
operate my web site.

Weakness:

(2)

(1)

Limited financial budget.

(2)

Work can be overloaded because lack of staff.

External Environment
The external analysis involves an examination of the relevant element
external to an organization. The analysis should be purposeful, focusing on
the identification of threats, opportunities, strategic questions, and strategic
choices. An opportunity is a trend or event that could lead to a significant
upward change in sale and profit patterns and a treat is a trend or event that
will result in significant downward departure from current sales and profit
patterns which both of them should present and be potential. In this case,
we' 11 analyze external environment to be societal environment and task
environment.
(a)

Societal environment
The societal environment can be divided into four areas:
economic, social & culture, political & legal, technological.
(1)

Economic

Solution: The economic of Thailand is in the period of
crisis that it takes time to improve or develop. Import and
export businesses are very important in this period. So, the
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Internet is the best business tool to do business in the
globalization. Internet brings e-commerce that will change
the way business has been conducted. It will reduce the
role of the middleman and be the bypassing of the process
of business. The consumer can bypass the local stores and
purchase their goods from suppliers overseas. These
results are cost savings, reduction in transaction costs, and
improvement of product quality and customer service. In
the part of GDP and income of the people there is an
increasing trend that shows the purchasing power of
customers.
Opportunity:
(1)

E-business provides the new potential way or
channel to approach the customers in the new
economic.

(2)

Economic cns1s makes consumer behavior
change. When they purchase product or
service, they want cheap or discount product.

Threat:
(1)

In the economic crisis, the purchasing power
of consumers are decreased.

(2)

Social & culture

Solution: the users of the Internet in Thailand are now
highly

valued,

especially

the

younger

generation.

Currently, the Internet is not only a significant tool for
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information sharing among academic and students, but
also an alternative media and a new business opportunity
for Thais. The early adopters of the Internet were male
mainly. But now for the last three years, women have
gotten on the Internet more than men and they are
younger. The reason that the fewer women are log in to
Internet is probably due to cultural and work reasons. The
net people normally use Internet to communicate such as
e-mail, chat on net.
Opportunity:
(1)

The future trends of the Internet users are
increasing

dramatically

and

will

stay

connected for longer period of time.
(2)

Lifestyle
convenience,

changes,
fast,

consumers
and

safety based

want
on

technology which Internet can respond to their
need.
(3)

The trend of net user, they use Internet not
only to chat or e-mail, they use Internet for
shopping, dealing business.

(4)

People can afford to buy a PC because the
price has been dropping from time to time.

Threat:
(1)

Poor infrastructures in Thailand especially
hardware and software.
52

(2)

The majority of Thai populations do not own
computer, and computer users are mainly
residents in Bangkok rural areas.

(3)

Consumer

behaviors

use

Internet

for

information and a little use for purchasing
products or services.
(3)

Political & legal

Solution: The laws concerning Internet are in the stage of
consideration of the governor. The signature law and
payment law will be in use in the next 2-3 months. The
government has a policy to invest and support e-business.
Opportunity:
(1)

No tax charge on Internet market.

(2)

The WTO (World Trade Organization) and
government support business.

Threat:
(1)

Lack of legal both local and international
makes people not trust cyber market i.e.
hacker, payment.

(2)

Many law and cultures of business in the other
countries are all different. So, it's difficult to
understand and easy to misunderstand.

(4)

Technological

Solution: Thailand was an early participant in bringing the
Internet to Asia. The networking in Thailand began when
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virtually nothing existed in the country to establish a
viable computer network. Telephone density was low,
technical knowledge was scarce, and computers were
expensive. In the present time, much equipment especially
personal computer is cheaper and the telecommunications
infrastructure is improved and invested in information
technology and human resource by government or private
sector.
Opportunity:
Due to the advance of Internet technology, it

(1)

provides our web site with more attractive
functions to persuade the potential customers
to visit us and respond their satisfaction.
Threat:
(1)

Many hackers try to hack database of the
consumers while as the technology of security
development can not protect the system from
hackers.

(b)

Task environment
The task environment can be divided into 2 areas: ebusiness environment, evolution of e-business which include
customers, competitors and market analysis.
(1)

E-business environment

Solution: The Forrester Research estimates that e-business
sales over he internet in 1998 amounted to US$ 43 billion
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versus US$ 8 billion bought by customers. By 2003, more
than 90 per cent of the estimated US$ 1.4 trillion in ecommerce will be conducted between business and
International Data Corporation predicts that there will be
510 million people online in the world.
In 1997 the internet user population numbered 100
million worldwide, which 67 million were in the United
States. There are more than 1.5 million web sites.
McKinsery & Company estimates that E-Commerce sales
could grow to $327 billion by the year 2002. And the
internet population is younger, more affluent, better
educated, and mainly are male. They are more likely to
use the internet for entertainment and socializing, and
another users are 40 or older who use internet for
investment and serious matters. Generally the users use
internet for search information, identify what they want or
need and take order to purchase product or service by
using a credit card. The product is delivered by physically
(the delivery to customer's house or office) or by
electronically (the software can be download to a
customer's computer). The cyberspace population 1s
becoming more mainstream and diverse.
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Opportunity:
(1)

Because

of few

competitors

with

less

experience in discount coupon market we have
a good chance to be the leader in this business.
(2)

The Internet connection cost is reducing
rapidly or can even be free of charge in a very
near future.

Threat:
(1)

Difficulty in dealing with high reputation
companies.

(2)

Large amount of both direct and indirect
competitors i.e. discount coupons web site,
direct mail coupons of credit card company.

(3)

Businesses are not aware of benefits of
discount coupon.

(2)

Evaluation of e-business
(a)

The forces of industry competition
(1)

Existing rivalries
E-coupons market is a new segment of

online market. So, it has few numbers of the
competitors and a small rate of industrial
growth. That provides the opportunity for our
web site.
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(2)

Potential entrants
The new entries introduced to our

customer before the other competitor can
create customer knowledge and awareness
better, especially the domain name. Product
differentiation is the important factor for Ecoupons business, because the online products
are very easy to copy and they change fast. So,
we write the web page by language that can
not copy our web pages. It's just only look and
print coupon. And then we must usually
update the information and have a guarantee
for coupon discount.
(3)

Substitutes
£-coupons market has both of direct and

indirect competitors. The direct competitors
are in the same industry or have similar
product such as online coupons both local and
international, the web site for shopping that
provide coupons and coupons paper. On the
other hand, the indirect competitors are offiine
coupons such as the American Express credit
card sent discount coupon to their customer for
coupon privilege. Although they have coupon
discount, they can not provide the coupon that
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customer

wants

in

this

time

like

aboutcoupon.com.
(4)

Bargaining power ofbuyers
Buyers (means Internet users) have

much bargaining power even if they get
product free from producer because they have
many choices to choose the online or offline
coupons to advertise to their customer. They
have low switching cost that makes them not
loyal to this web site. So we must provide the
highest benefit and customer satisfaction to
our customer.
(5)

Bargaining power of suppliers
Suppliers, who are advertising on web

site, have much bargaining power because this
E-coupons web site is not well known or
popular. The suppliers have many choices to
approach their customers and they do not
understand the benefit that they'll receive from
E-coupons. So, in the frrst period we should
provide fee free for our suppliers.
(b)

Forecast of the Electronic Market
Many research institutions forecast the
B2C electronic market size will be increasing
up to $134,906 million in 2000 and expected
58

that the major items sold are apparel, gifts and
flowers,

books,

food

and

drinks,

and

computers. However, the bigger market items
are expected to be digitized goods and services
such as software, music, video subscriptions,
online games, and consumer fmance and
insurance (see Tables 4.1-4.3).

Table 4.1.

Forecast of B2C Electronic Market Size.

Forecasting Institutions

1997

2000

IDC

1,000

117,000

VSAComm

48

3,500

VeriFone

350

65,000

ActifMedia

436

46,000

-

775,000

Yankee

850

144,000

Juptier

45

580

E-land

450

10,000

-

228,000

USA

200

-

EITO

363

200,000

AEA/AU

200

45,000

1,170

23,200

Forrester

518

6,579

Mean value

469

134,906

Medium value

399

46,000

Killen & Assoc.

EU

Hambrecht & Quest

*source: Complied from OECD (1997 United: Millions of U.S. Dollar)
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Table 4.2.

Online Sales by Category (in Millions of U.S. Dollar).
1997

2002

Travel

911

11,699

PC hardware

986

6,434

Grocery

63

3,529

Software

85

2,379

Books

152

3,661

Apparel and accessories

103

2,844

Ticketing

52

1,810

Specialty gifts

100

1,357

Music

37

1,591

Videos

15

575

Toys

2

555

Consumer electronics

15

792

Health and beauty

2

1,183

485

2,689

Other
*source: Complied from Ander (1998)

Table 4.3.

Item Purchase Online (Number of Respondents: 645).

Order

Items

Percentage of

Count of

1

Software

58.0

374

2

Books

52.6

339

3

Hardware

48.5

313

4

Music

41.4

267

5

Travel

30.2

195

6

Video

15.6

102

7

Magazines

14.9

96

8

Electronics

14.0

90

9

Apparel

13.6

88

10

Flowers

13.3

86

11

Banking

12.1

78

12

Investments

11.8

76

13

Concerts

9.9

64

14

Quotes

9.1

59

60

Table 4.3.

Item Purchase Online (Number of Respondents: 645) (Continued).

15

Recreation

5.3

34

16

Autos

4.3

28

17

Generic

2.5

16

18

Insurance

2.5

16

19

Wine

2.3

15

20

Real Estate

2.0

13

21

Jewelry

1.6

10

22

Brand

1.2

8

23

Legal

1.1

7

24

Metals

0.8

5

Others

12.2
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*source: Complied from GVU Center's 10th WWW User Survey 1998.

4.3

STP and Target Marketing
(1)

The information for market segmentation
The 70% of Internet users in Thailand are between 12-29 years old,
20% are 30-45 years old and 10% are above 45 years old. In early 2000,
Internet users are about 600,000 and will reach 1,400,000 at the end of the
year. This trend will be continuing and grow double next year.

(2)

Market Segmentation
We classify market segmentation by demography and psychographic
variables that focus market on 2 factors. These bring to select the target
market of web site.
(a)

Demography Variable
We select to focus on age between 15-35 years old.
Because the target market is both female and male especially
Thai Internet users. The age roughly represents education,
power purchasing, life style, group of reference, etc.
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(b)

Psycho graphic Variable
The psychographic variable represents people's lifestyle,
which we focus on people who love to serf Internet regularly
and on shopping purpose.

(3)

Target Market
(a)

The internet user
The Internet users age between 15-35 years. They surflntemet,
love shopping, are very price sensitive, therefore, like cheaper
products and search for the best discount offer.

(b)

The customers who purchase advertisement (Advertiser)
This target markets are companies or shops who buy banners or
our coupon pre-designed web pages and companies or shops who
provide free discount coupons to our web pages.

Our Target Groups

(1)

Modem shop & product

(2)

Business professionals

(3)

Brand name shop or product

Forecast the potential target market inside Aboutcoupon.com

(a)

Web Site statistics:
Registered members: 110,000 members
Hit Rate: 2 million hits per month
Page View: 500,000/month
Unique Visitors: 30,000-50,000 per day

(b)

User Statistics:
Age: 16-22: 42%, 23-40: 40%, other: 18%
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Sex: Female: 57%, Male : 43%
Unique Visitors: 30,000-50,000 per day
4.4

Product

Aboutcoupon.com is the coupon online web site that provides free download or
print coupon both online and oflline. The customer can use this coupon for discount
products or services. It is growing rapidly, privately held company based in Bangkok,
Thailand. That is becoming the leader to provide money saving coupon and sale
incentives delivery to

cons~mers

over the Internet. And then provide the information

about product or service that it updates frequently. If the visitors wishing to redeem
coupons download the application, an icon located in the comer of the screen were
allow the customers instant access to aboutcoupon.com whether they are on or oflline.
Product Positioning

"aboutcouponcom" is the only Thai coupon web site where consumers meet
highest discount offers from major companies and shops. That's followed by our slogan
"Smart, Start Shop Here"

Product Positioning
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Figure 4.1.

Graph Compare Product Positioning.
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4.5

The Competitive Analysis

Siam Bonus.com
(1)

Product
This web site has only 7 categories for coupon discount provided to
customers to download. There are food and beverage, travelling, computer,
car and accessories, beauty and clothes, book and hot coupon. However,
they have only 7 categories, mostly famous shops and restaurants. They
have 6 columns of service for their customers. There are bonus program,
indexes, people and lifestyle, fun and game, join us and FAQ. On the first
page, they select to show only interesting topic, it's not specific in coupon
category.
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Siambonus Web Site.
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(2)

Discount Rate
Siambonus provides discount rate between 10-30%. They provide
many information about food or other product recommended, telephone
number to reserve seat and name's contact persons, when you select coupon
at the one shop.

(3)

Service
They have 8 main service provided to their customers:
(a)

Best buy: They sell product at lower market price and member can use
bonus point for discount price.

(b)

New and Indexes in business topic for people interested in business
and economic news.

(c)

Tips and short story about people's lifestyle such as beauty's tip and
love story.

(d)

Chat board was posted in many topics where people can share ideas to
the public.

(e)

Game, both of roulette game and slot machine game are funny and
challenging for players.

(:t)

Movies, the short story of new movie and comment from the critic.

(g)

Song and Movie, it's update song list in billboard chart, top 10 MTV
and top 10 hotwave for who're favorite in song listening and watching
movie hobby.

(h)
(4)

Horoscope, it does foresee story of life in the future.

Advertising & Promotion
They have "bonus program campaign" to attract their members and
visitors who are interested in award. They must collect bonus point to
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exchange for cash or gift voucher. For example, if you apply for a
membership of siambonus web site, you will get 100 bonus points. If you
login to web site, you will get 10 bonus points. This tactic can track the
customer behaviors.
(5)

Financial and vision
Siambonus.com is a small company that stays in the middle level of
budget investment, but they have a good vision and direction to grow. They
start setting up this web site earlier than other competitors. Thus, they are
well known in some groups and stay at the top of coupon web site chart.

Hellodiscou nt.com

(1)

Product
This web site has 18 categories for coupon discount provided for
customers to download, but customers can search coupon by region. That
makes it easy for customers. Then they show the number of shop in each
section including map shop that's convenient. There are restaurants, clothes
and accessories, entertainment, beauty and gem, travelling and hotel,
computer and technology, sport, car and decoration, secondhand car,
electronic and appliance, book and magazine, education, house and
decoration, hobbies, flower and gift, hospital and health, pet and other
service.
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(2)

Hellodiscount Web Site.

Discount Rate
Hellodiscount

provides

discount

rate

between

10-20%

and

information of discount in each season of department store or brand name
shop. And they provide address information, map and telephone number of
the shop.
(3)

Service
They have 6 main services provided to their customers:
(a)

Customers can shop online in this web site. And then they provide
credit term for their customer by AEON Card. They sell all products
at lower price than market price.

(b)

Because they have AEON support, it is easy for their customer to buy
by credit cards.
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(c)

Movie and music: they provide entertainment news such as movie
program, movie and music chart, hot story and star gross sip.

(d)

Variety news and activity: it provided information about hot news and
interesting activities each month.

(e)

Create community group by game, chat room, free for post advertising
or public news on web board, and open visitors to post any opinion.

(f)

Variety Zone: Product tip, new product introduction and secret of
health.

(4)

Advertising & Promotion
They have more than 40 webs linked to the alliance's web site. And
then they use banner and link exchange to other web site more than 120
links. That's the way to advertise tactic and make relation with other web
site and public. However, they must be careful about illegal or lower image
web site to join with them. They have activity to join with their member
such as questionnaire online for those who would like to answer their
questions, Q&A game and shopping quiz. They provide special coupon
discount offer on their member's birthday.

(5)

Financial and vision
They propose to provide coupon cover all Southeast Asia regions. The
strength of the web site is fmancially supported by a Japanese partnership
and AEON Company. They have 3 main services in business to customers,
customer to customer, and coupon that they have 3 concepts in web site are:
new and innovate product, quality and standard of product, and financial
service.
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Coupon please.com
(1)

Product
This web site has 24 categories for coupon discount provided to
customers to download. It's friendly user to find the interesting coupon. But
each category has only unknown shops. There are food, travel, arts and
gifts, auto and vehicle, book and magazines, baby and kids, electronic,
computer, education, gifts, finance, grocery, flowers, health and beauty,
home and furniture, office supplies, jewelry, movies and music, internet,
pet, sports, telecom, games and other service.
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Couponplease Web Site.

Discount Rate
Couponplease provides discount rate between 5-20% that isn't
attractive for the visitors.
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(3)

Service
They have 3 main services provided to their customers.
(a)

Customers buy the best book from this online shop.

(b)

Create community group by drawing attention from people lifestyle.
That's a car group, house group, pet group and consumer tip (The
topics for discussion and inform to the public such as how to save the
electronic energy).

(c)

They provide knowledge information about management skill to their
members who want to be a good entrepreneur in the cyber market.

(4)

Advertising & Promotion
Tell a friend campaign, if you tell a friend to be a new member, you
will get an award. And then they have a tactic to attract visitor to apply
immediately by providing couponplease weekly E-Zine and one the famous
book. They have web link with their alliance web site to promote this web
site in a short time.

(5)

Financial and vision
They would like to save the consumer budget by using coupon
discount. And in term of shop's owner, they would like to support market
strategy and management especially in E-Commerce business.
In term of financial investment, couponplease stays in the middle level
of financial capacity to support their business. They keep walking in their
business quite slow but make sure in many steps.
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4.6

Strategic Formulation and Marketing Strategy

Mission

To be the leader of Thai e - coupons online that provides the best way of the
marketing promotion that is cost efficient. And then provide the way to approach
customers, who are well educated and have power to purchase. Try to analyze, develop
and apply our business to be number one on the mind of customers. So, we use
customized promotional programs to develope our product and service to be the best for
our customers.
Objective
(1)

To expand e- coupons which have various products and services, much
more 1,000 coupons with in a year 2002.

(2)

Increasing number of visitors, increase 10% up every month.

(3)

Increasing market share 5% in the first year and raising 3% in the next year.

The Strategic

E - Business Model: Informediary
E - coupons are informediary because we provide coupon and information for our
customers who want information about product or service to compare price, find lower
price and get coupon for discount.
(a)

Activity
We prefer electronic Thai coupons web site where the consumers meet
highest discount from well known companies and shop and provide
information about the comparison price and create community between
buyers and sellers. The differentiation from the other competitors are the
highest discount coupons, the variety of product and service (we'll have
much more 1,000 well known shops to provide depth discount), the easiest
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to find information or use other service. And our coupons are unique and
personal because customers' names can be printed on.
(b)

Revenue
We get income from banner, sale database of customer, and
personalized web pages. We have low cost because the production and
distribution process can be done on Internet and can update information
quickly and frequently. In the first period, we give free advertising free
campaign for shops who want to advertise their products or services on this
web and they must provide depth discount coupons for us too. This strategy
is very useful because it can draw many shops to provide discount coupons
and customers go through selecting the variety of coupons.

(c)

Competence
Because informediary usually provides only information sent to the
consumers so we get attention of customers by giving free offer and try to
create relationship between customers and shops by providing information
that customers want or efficient database to shop. Beside giving the highest
discount coupons to attract new customers and retain customers, and we
sometime provide activity such as collecting point campaign.

(d)

Transformation
(1)

Customer: the customers accepted the value because it's free
and this product can response their need.

(2)

Supplier: the supplier pays a small budget per month for
advertising or communicating with their target market, but they
can receive more benefit than mass media i.e. television,
newspaper.
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(3)

Value reconceived: Many people know the coupon made from
paper. These coupons usually are sent to customers by direct
mail in coupons catalog or newspaper which consumers must
cut or carry it to shop for discount price. Now we use online
coupons that cut cost of production, is easy to improve or update
and very convenient. Coupons are containers coming from "
discount price - coupons paper - coupons online". We have a
future plan for personal coupons online that can add picture or
name in the coupon.

(4)

Value redefined: We provide free e-mail and many services such
as WAP service, the saving club and we send information or
discount coupons to customers by their request. And then we
provide free advertising for shop that gives depth discount rate.
All of this we change value, provided to customers and shop, to
become a high number of visitors, benefit of database and
advertising expense from shops.

(5)

Value repositioned: Usually coupons use for discount product or
service depend on volume discount and due date. Today online
coupons not only provide discount rate, it also provides
information service such as comparing prices between shop and
discount rate, information about shop and FAQ or community
between buyers and users.

Analysis the Consumer's Need

Core need's consumer is obtain the cheapest product or service offered in the
market. Therefore, the consumers try to search for discount coupon of products or
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services to get the highest reduction. According to this fact, we stimulate consumer's
want by providing them with attractive information corresponding to their core need. As
a result, the consumer would regularly revisit us.
Marketing Strategy

(a)

Product
( 1)

Product concept
Aboutcoupon.com is the coupon online web site that provides
free download or prints coupon both online and offiine. The customers
can use this coupon for discount products or services. It is rapidly
growing, privately held company based in Bangkok, Thailand. We are
becoming the leader to provide of money saving coupon and sale
incentives delivery to consumers over the Internet. And provided new
information of product and service. If the visitors wishing to redeem
coupons download the application, an icon located in the comer of
screen will allow the customers instant access to aboutcoupon.com
whether they are on or offiine.
Aboutcoupon.com wishes to save money customer's as much as
possible. From now on, our members will not depend on seasonal sale,
clearance sale, private sale or any sale anymore because you can use
discount coupons here. We let your customer buy anything cheaper
while sellers sell more volume, profit per unit decrease but total profit
increases. Due to their promotion campaign cost is unbelievably
reduce while reach consumer more and more, distance no meaning.
This creates a win-win solution in a long term for everyone.
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In a storefront or online catalog of aboutcoupon web site, we
will post the prices, model numbers, size, weight, color, and other
specifications of everything that our customers want to sell. And then
we provide organized information into logical departments like color
choices, specifications, and purchase options so customers don't have
to hunt for the information they need. And provided collateral
information such as product reviews, user tips, and Q&A sheets. If
we're marketing from an e-mail address, offer to send free
information about our products, or reports or guides about our service.
Offer discounts for online orders, or set up a sales club for regular
customers that gives them an extra 5 or 10 percent off all online
orders. Offering a lower price is a powerful incentive that helps
overcome any discomfort customers have when buying online .
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Figure 4.5. Aboutcoupon Web Site.
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(2)

Brand
"Aboutcoupon.com" is the name that was selected from the
purpose of product concept. It's related with product on this web site
and makes it easy for customers easy to understand and know that
aboutcoupon.com is the center of coupon on line web site.

(3)

Product line
Inside the aboutcoupon.com web site there is a variety of shops
shown in many categories. It provides 12 categories including:
(a)

Food & Beverages
Inside Food & Beverages Categories: We provide the
well-known restaurants for our customers. We group restaurants
by the kind of food & beverages that restaurant provides and the
location of the shop. This makes Internet users find information
or coupons very easily and conveniently. For example, if you
like to eat Japanese food, you must click on the Japanese button.
And then the servers will response to the list of Japanese
restaurants. It gives details such as the food recommendation,
map, location, style or picture of food and restaurant.

(b)

Entertainment

(c)

Computer & Electronics

(d)

Books & Magazines

(e)

Shopping

(f)

Clothes & Accessories

(g)

Health & Medicine

(h)

Sport & Fitness
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(i)

Travel

(j)

Beauty

(k)

Car & Accessories

(1)

Home & Office Decor
Moreover aboutcoupon.com includes service and creates

community among customers who love discount coupons. We offer
recipes, horoscopes, shopping tips and other information that is of
value to the customers. These topics are very useful to create a
community of coupon members club.
(4)

The member registration
We offer interesting information update to members by e-mail
and inform the new information. And then we provide benefit to our
members who collect bonus points to exchange the premium or
privilege to join our event activity such as the sweepstake. In the first
period, we use the market strategy to stimulate customers to hurry to
sign up by use the "early bird campaign. It's provided for customers
who are the first 100 persons, they will receive a premium set.

(5)

The sign-up for registration
We will bring this database to formulate the strategy and create
income. The customers can reject to be a member, we do not force
them. We think that privacy of customer is important. The information
that customer must fill in the registration form are:
(a)

Name

(b)

E-mail addres

(c)

Birthday date
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(d)
( 6)

Interest and hobby

Product Differentiation
Our coupon online can write the name of user that carries it and
use. That made consumer feel better and more privileged. Sometimes
it can be sent to other people for birthday gift or another occasion. We
have many product varieties, a lot of choice, high frequency, up to
date and high volume discount.
Our services have been proved to rapidly generate more traffic
to aboutcoupon.com and will be beneficial to advertisers. We
guarantee no pay if our customers are unsatisfied with the result of
advertising. Our online expert team will consult and assist our
customers in customizing their campaign including their message,
designing, and verifying their result to drive the achievement of their
target goal and investment.
We provide advanced technology that will make user familiar
with the environment that allows users to utilize their time effectively.
We offer effective online advertising that can access tremendous
number of Internet users in Thailand and deliver intelligent
communication to the right target group, customized campaign to
fulfill the requirement of each advertiser, and a campaign reporting
with effective and reliable tracking.

(b)

Price
(1)

Situation analysis
The price strategy is set up by main 2 factors that are internal
and external factors.
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(a)

Internal Factor
( 1)

Organizational factor
It' s looking for the strength or weakness points of

our company that will effect the price set up such as the
financial fund, cash flow, venture capital, etc.
Organization objective &goal, we must look at the
organization objective that focuses on max profit or high
sale volume. If we set maximum profit, we'll get high
price that makes sale volume decrease. In contrast, if we
set low price, we'll get minimum profit that makes sale
volume increase.
(2)

Cost
Cost of product relates with economic of scale. It

means that mostly high scale of production made lower
cost.
(b)

External Factor
(1)

Type of Customer
It refers to power of customer's negotiation or

demand and supply of market that is a factor of
negotiation power.
(2)

Competition
The high competition mostly uses lowest price

strategy or penetration market that brings the price war in
market. So, the only big companies can survivor.
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Setting price strategy
We are committed to offering consumers value-added service that will enable
them to get the best shopping deal online, as well as high quality. We set price strategy
based on 2 factors that are cost and competition.
( 1)

Cost - Based Pricing
Because of we are the new comers and have limited fund for
investment. So, we'll consider cost and price. It must yield high profit mark
up, should increase sale volume and bring big market share.

(2)

Competition-Based Pricing
We must consider the levels of pricing between other competitors.
And then we provide the product differentiation by offering better benefit
such as coupon information update, better service, consultant service m
marketing & problems. That makes them feel like we are partners.

Income
Normally, the income of web site comes from advertising fee and sale product or
service. Aboutcoupon web site does not sell product, but sells service especially
advertising. We can be classified in to 2 channels:
(1)

Banner

Inside Banner: We have 2 banner sizes:
(a)

Large banner size: 478*60, 15K
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Table 4.4.

The Impression Rate.
Section

Across all sections

Mainpage

Channel Section

Table 4.5.

No. of impression

CPM

<=100,000

230

>100,000

210

<=100,000

270

>100,000

250

<=100,000

310

>100,000

290

The Monthly Rate.
Section

Rate/month

Mainpage

20,000

Channel Section

15,000

Table 4.6.

The Click Through.
Section

Baht/Click

Across all sections

8

Mainpage

10

Channel Section

12
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(b)

Table 4. 7.

Small banner size: 120*60, 5K

The Monthly Rate.
Baht/Month

Section
Mainpage

12,000

Channel Mainpage

8,000

Price Guarantee
We guarantee that your banner will be clicked upon at least 2 % of the time that it
is displayed. For example, if advertiser wants 150,000 impressions on the main page,
advertiser will be charged for 260 CPM, which means advertiser will get 3,000 clicks
guaranteed for the 150,000 impression (2%*150,000). Therefore, the advertiser will
have to pay 20,000 baht only.
(2)

(c)

Click through web page (coupon package)
(a)

Detail of store & product

(b)

Picture of store & product
(1)

Logo

(2)

Map

(3)

Coupon

(4)

Set promotion package

(5)

Customer Database

Place
In the Internet, we stay at URL: www.aboutcoupon.com that is the

domain name of the web site. The name of the domain are related to the
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product and is easier to remember or understand. We host this web site at
Thai-Hosting Company because of the following reasons:

(d)

(1)

Reasonable price

(2)

Good service

(3)

Good traffic or band wit

(4)

High technology

Communication
In this paper, we'll call promotion strategy in term of communication
strategy that means the way to approach consumers.

Objective of communication
(1)

(2)

Communication Objective
(a)

Creating Awareness

(b)

Providing information & Creating Knowledge

Sales objective
(a)

Increasing sale volume

Budget
In the first period, we'll set budget followed by objective - task Method because
we have limitted budget. We'll select the communication tools based on cost efficiency
& target media only.

Tools
(a)

Online Tools
(1)

Web site link:
We'll select web sites that provide benefit to our customers.
We'll find our target market where they love to play net. But web site
links are not our competitor both direct and
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indirect.

So,

aboutcoupon.com is the best web site discount coupons such as
sanook.com, hotmail.com, yahoo.com, mweb.co.th, simplemag.com
etc.
(2)

Banner exchange:
We'll select web site from hit rate, number of visitor, or the one
which has a good trend in the future.

(b)

Offiine Tools
(1)

Radio Sponsor:
Using sponsor game called "aboutcoupon" and sometime must
call product in category that customer will know product and service.
When awareness & knowledge was created and consumer can
remember the name of the web site, the winner will get a value set
premium collection.
Channel- FM.88, FM 91.5, FM. 93.50, FM.102.5, FM.104.5
Air time - 3 month, mostly in prime time.

(2)

Sticker:
We use sticker display on car or store. If people don't know
about the web site "aboutcoupon", they were receive information. If
people know about the web site, they can recognize the name of the
web site and can remember the detail of the web site.

(3)

Postcard:
We use postcard instead of leaflet to inform information to
customers because it's attractive and interesting. Customers can kept
and send it to other people by mail. That is the way of double
communication strategy.
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(4)

E-mail:
We will send a message about the detail of the web site to
everybody by getting their address from free e-mail list such as "I 08109.com" or sale it from houselist.

(5)

Magazine:
We select magazine advertising by target media such as
shopping guide magazme, CLEO magazine, GM magazine, Ecommerce magazine, Marketteer magazine, etc.

(6)

Premium:
We use premium to communicate to our customers, usually to
remind the brand. The concept of this premium - product that can be
used, carried, seen. And then set value collection package such as Tshirt, hat, bag, etc.

The Sent Out Savings
The users would receive cash for telling their friends and family about
aboutcoupon.com. For participate in aboutcoupon.com users visit the added extra
section of the application and send out a special link to friends. The link is coded with
their ID number. For each friend who becomes an aboutcoupon.com user, one dollar
will be credited to their account. When that friend signs up another friend, the original
sender receives an additional $ 0.10 and so on up to four levels. These are no
sweepstakes, lotteries or chances attached to this program. It's just send out saving and
earn money. That's for establishing membership referral program.
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4.7

Operation strategy (Business process)
Because our company has limited budget and small term, so we have only 5

functions in our company. Sometime we must use outsourcing from other party that has
many experience or is more efficient than doing it by ourselves.
Function:
(1)

Marketing - make plan about marketing mix (4 Ps) followed by mission,
objective and strategy of company.

(2)

Customer Service - find new customer and retain member, take care and
resolve the problem from our customer both user and shop.

(3)

Web Programming & Design - create and improve web pages to be user
friendly, easy to find and update all the time.

(4)

Financial - control budget and manage income, especially cash flow.

(5)

Information & Database Support - collect and analysis information to
support another function.

(6)

4.8

Account Executive - sale team for advertising in aboutcoupon web site.

Financial Projection and Funding Requirement

Table 4.8.

Cash Flow Budget.
Initial

Yearl

Year2

Year3

Sales

-

4,200,000

5,800,000

6,500,000

CGS

-

90,000

100,000

150,000

Gross income

-

4,110,000

5,700,000

6,450,000

Opreating Expanses

60,000

80,000

100,000

100,000

Web hosting

50,000

20,000

20,000

30,000

3,000,000

500,000

500,000

1,000,000

Hardware & Software
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Table 4.8.

Cash Flow Budget (Continued).
Initial

Yearl

Year2

Year3

250,000

80,000

80,000

120,000

Interface with D base

-

20,000

20,000

30,000

Customer care

-

30,000

45,000

50,000

30,000

22,000

20,000

21,000

Marketing

-

750,000

800,000

850,000

Rent

-

300,000

300,000

300,000

Salary

-

1,200,000

1,350,000

1,400,000

Total

3,390,000

3,002,000

3,205,000

3,901,000

Profit

(3,390,000)

1,108,000 2,495,000

2,549,000

Web design

Training

4.9

The Core Competence
We have the strategic alliances or strong partner & relationship to provide new

special benefit or co- promotion especially brand name shop & inter - brand name.
Use high technology to develop our product from paper coupon to digital coupon. And
we can send ticketing & reserving online, we can insert picture in coupon that it's not
only name on basis.
Setting new technology or program for tracking customer, and generate the
database that we have to improve product and service. Create advertising and promotion
by tracking customer's behavior that makes customer satisfied and customize our
customer. Provide WAP Service, especially by requirement of customers. Using
"Customize Strategy", Customer can request coupon and then we send it back
immediately.
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4.10 The Contingency Plan

(a)

In case" Many New Competitors Entry"
We must create product differentiate and brand unique, using the new
technology for web site. Provide the best service to our customer such as
developing new product and service.

(b)

In case " Customers have awareness and knowledge about our web site
lower than our estimate in target"
We must evaluation every end of the campaign or every month that
we can estimate the efficiency by communication and sale impact. And then
we must increase frequency of media, find a new target media that can reach
and approach our target market.

(c)

In case" Incomes aren't following our expectation"
We must use direct personal contact to explain and attract our
customer by sale person or telemarketing strategy. If we find that customers
sensitive in pricing, we must set a promotion campaign and increase a
value-added package.

4.11 The Future Plan

It's upon the successful of operation and investment plan, you should develop the
next step both to maintain revenue growth and increase demand from the market. The
company would expand to English version of content. You should consider a new target
in our region and foreigner people who live in Thailand including the increasing number
of net people lifestyle in Thailand each year. The way to achieve the new target
opportunities and maintenance the customer loyalty would result in a better investment
and go through customize strategy. It means that the customer can request a coupon or
information that they request and send it back by auto systematic. The company must
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aims to expand a new coupon category and new segment customer need. However the
company doesn't forget to find the new alliance partnership and new relationship to
provide the new special benefit to our customer such as co-promotion campaign with
the brand name shop. The important thing is high discount rate that is the unique point
of the coupon web site. The result would increase sale revenue and the net profit
margin.
The web site offerings will also be changed because the company means to
provide enhanced values to the customers continually. For the product value, new
products will be added to the existing categories gradually. These products would come
from an in-house production and some outsource. We will develop the method of
coupon download from paper coupon to digital coupon which can be sent to the final
destination immediately. Moreover, as mentioned on the target market expansion, there
will be more products for the new potential target. For service value, the company
expects to give a better community to their customer to make them feel fun and privacy
to visit the web site. Thus, many new functions will be combined to the existing ones,
and increase interactivities with the customers in real time service. In Team support and
alliance partnership in the first year are just a few people, and after that we will hire
more up enough to our job responsibility in all operational units. However, we don't
forget to train our staff the new know-how and new technology. Moreover, the company
aims to keep good relationships with the existing partners and also create new partners.
These partners include the companies that could help operation support, upgrade image,
advertise to public and sometimes they can share the customers like shopping store web
sites such as the emporium.com.
For the promotion strategy, it is very important that the company must attract the
new target and maintain the loyalty of old target. Thus, the objective is to create

89

awareness and relationship at the same time. Additionally, the company must analyze
the media coverage that is effective enough to reach large amount of target audiences in
every campaign. If it's not efficient, the company must for a search new media that can
reach our target.
For the technology equipment support to our customer such as security system,
privacy system, tracking consumer behaviors program in deep detail, and friendly user
system. Most customers are sensitive in these issues that are important factors of the net
behavior. lfwe have more budget to invest, we must use the new technology to support
our product and service such as WAP Technology Service.
However, the company must always keep track of new technology and new
environment that are being changed, and then try to develop what is the best for itself to
bring the best value to the customers. Because we are staying in E-Commerce business,
we must keep in touch with new technology to improve ourselves all time.
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St. Gabriel's Library, Au

V. CONCLUSIONS AND RECOMMENDATIONS

5.1

Conclusions
E-coupons market is the new category's web site in Thailand. Although coupon

paper is the traditional promotion marketing tools that many people used and have
known about it for a long time. Coupon means ticket or paper document that producers
or retailers give to buyers which offer discount price, free sample, sweepstake, etc. The
method of distribution was hand out in suitable place such as in front of the office
building, of the real store or entrance way at a supermarket and department store or by
direct mail to their customers. But in case of coupon online (E-coupons) process's
different from traditional coupon that all distribution process has been transferred by
digital transaction. The system of E-coupons transaction has structure as same as ECommerce transaction, but E-coupons are digital product. It's convenience to transfer
data through the Internet (see Figure 2.3).
At present, we see E-coupons on ATM machine. Many banks try to provide other
benefit for their customer. And the retailers try to use these ATM channels to distribute
their coupons. Mostly E-coupons do not charge consumers, but they have income from
banner advertising and database of their members. Coupon web sites are offered free of
charge to consumers, local, regional and national subscribers. It's simply to download
the software from the coupon web site and select from more than a dozen coupon
categories, including apparel, athletics, automotive, books and videos, computers,
dining, gift etc.
In coupon web site we can print from coupon web site at home, office or
anywhere that can connect to Internet. Coupons are available free of charge to multinational merchants and service providers, bringing them the same marketing benefits as
traditional print coupons, but with the added advantage of product information. The
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system of coupon online requires consumers to download from the coupon web site an
application that holds coupons for a neighborhood. The system uses proprietary
encryption when the coupons are transmitted across the Internet. The coupons
themselves are deconstructed and stored in three different files, which can only be put
together by the software in coupon web site. And a coupon cannot be viewed in its
entirety on PC screen, which prevents copying. From the file on their PC hard drives,
users can print out coupons that have bar codes, the user's Zip code and other
information useful for tracking and fraud detection.
In online, the visitors submit their zip codes and then offer a list of supermarkets

in their area that accept its coupons. But instead of waiting for the mail to be delivered,
users can print coupons complete with bar codes from their PCs. Online coupons do
drive price-sensitive brick-and-mortar consumer to Web sites. And the price cuts don't
subtract from the companies' bottom line, because the manufacturers subsidize them.

In the part of digital coupon web site, we can break in 2 sections that are real
coupon web site and retailers web sites that provide coupon.
(1)

Coupon web site:
Coupon web sites provide only coupons for printing or
download form web. Coupon web site became the new thing m
Thailand. On the other hand in foreign countries, these web sites are
popular usage for discount product or service. Now in Thailand, we
have a few web sites for service in real coupon web site. The famous
one is siambonus (www.saimbonus.com), It provides coupon for
discount product and service.

92

(2)

Retailer web site:
The retailer web sites provide coupon or discount to their
customer. These coupons or discount can be used to discount when
they purchase in online shopping or use at real storefront. Internet is
the

medium

interfacing

with

customer

that's

two

way

communications. Retailers use these tools to offer their service to
customers such as call center, make relationship, direct sale both of
product or service and provide sale promotion. Coupon is a favorite
tool for marketers to

appeal their customer for purchasing

immediately. So, E-commerce is becoming useful for marketer. EGV
Theater (www.egv.com) is the one who starts to try coupon gimmick
frrst, its special offer is for their customer to see a movie program or
buy a ticket.
In the part of competitor, E-coupons market has both of direct and indirect

competitors. The direct competitors are stay in the same industry or have similar
product such as web coupons online both local and international coupon web site and
the web shopping online that provides percent discount and coupon paper. The indirect
competitors are providing different products, but they provide the same need such as
offline coupons produced by the voucher gift of credit card or other product. For
instance, the American Express credit card sends discount coupon to their customer for
coupon privilege by direct mail. Although they have coupon discount, they can not
provide the coupon that satisfied customers like coupon online.
In the part of benefit, E-coupons provide a lot of advantages. E-coupons are
becoming new efficient marketing tool for both marketers and retailers. This tool can
contact the customer and become the medium of the web to promote products to
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targeted audiences. Internet coupons are prompting to take different approaches to their
customers. E-coupons become the attractive and interesting tool because this tool is less
expensive to distribute and can be aimed at consumers who have expressed an interest
in them. However, distributing coupons electronically in a way that doesn't allow for
tampering with their value has been a problem. Traditionally, the IT people have shot
this stuff down because of concerns about tampering.
The information on the coupons gives us the ability to see regional sales trends.
That will allow us to build databases to target customers through one to one marketing.
Internet technology can be a more efficient way of distributing coupons than traditional
bull mailings or newspaper or newspaper inserts, which typically generate a 2% to 3%
return. Most Internet web sites give free download software and they do not charge
anything when customers print or download coupon.
The advantage of Internet coupons over their paper counterparts is the advertisers
can more fmely target their offers. Web site registration includes a consumer's database,
purchasing history and interesting information. That could help, say, a peanut butter
company use targeted coupons to lure users of rival brands and make relationship
between merchants and customers. Internet coupons are also less expensive to distribute
because there is no cost for printing, postage or newspaper and magazine advertising.
Early indications are that Web coupons have a higher response rate as well. But there
are problems along with savings. Some in the industry worry about fraud, such as
consumers altering a coupon they have downloaded.
The limitations of coupon paper are lower coverage or reach their customers, not
flexible to update information and have cost for printing coupon. Also, the thought of
all that consumer information being tracked is likely to make privacy and security too.

94

Anyway online coupons are important as an increasing number of consumers' move
onto the net.
From the research responder's age, it's defined in 5 groups: 5 % for age less than
15 years old, 20% for age 16-20 years old, 37% for age 21-25 years old., 27% for age
26-30 years old and 11 % for more than 31 years old. And mostly they educated in
bachelor's degree level. We found that the using discount card or coupon, the most of
consumers (In research 91 %) said that they used to use it. Only nine percent, who
didn't use discount card or coupon, claimed that the discount rates are not interesting,
difficult to use and they didn't know about the discount card or coupon. The sixtypercent of those who used discount card or coupon use when they have a chance to use.
Not frequency to use is 31 % and usually to use is 9%. The marketers must create
frequency of use because discount card and coupon have a demand in market and are
potential to growth. The kind of product and service that consumers use coupon with
mostly is food and drink because it's easily to use.
Inside coupon web site there are a few people who know and visit it. The coupon
web site is a new category of Thai web site. However they said that if they knew the
URL, they would like to visit and download the coupon. And the important factors that
made coupon web site interesting are percentage of discount rate, which provide to end
consumers. Some people offer too many information provided in web site, variety of
web site means several services, games and topics to create a community in web site,
the beauty of web site means good layout or site map and color range, its friendly user
and other mentioned.
About the frequency of Internet playing, the thirty-six percentages said that they
played Internet everyday and use 1-2 hours per time to connect. However, usage's net

95

users are lower than other countries, Thai net users have growth rate well than some
countries.
From the fact information, research and some my op1mon, I found that this
coupon web site market will grow and come soon in the Thai market. Now that we have
entered the second millennium we are experiencing one of the most important changes
in our lives; the move to an Internet-based society. Almost everything will be changed
at home, in school, at work, in the government even in our leisure activities. Some
changes are already here and they are spreading around the globe. One of the most
significant changes is in the manner we conduct business, especially in how we manage
the marketplace and commerce. We must prepare ourselves to go through the new
economic situation in the globalization era.
5.2

Recommendations

Now is a good time for you to start a new venture and to gain shares in the
growing markets pretty successfully. You can hope to get rich with your new business
ideas. On the other hand, there's much hype look at the stock market, where it was
enough for a long time to be a "dot com" company or to mention the internet
somewhere in your mission statement in order to have a stock price raising to the levels
nobody every dreamed 0£
This project towards a feasibility of e-coupons online in Thailand is useful for any
organization or entrepreneur who needs to add benefit to their business or create a new
business. At this time we are at an economic crisis and weak environment that do not
support the e-commerce and e-business. Although "dot com" business grow slowly, it
still becomes the essential factor in the new business model in the next few years. We
are waiting for the time to start, so we must study the situation, consumer behavior, elaw both local and international law and other factors that have influence over e-
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commerce such as new technology to support the business transaction. In addition we
must find an opportunity in the right time and the right place.
For the e-coupon business, we must understand the process of security system
because the customer's not feeling safe to do transaction through Internet. And we
should understand if electronic payments fit into the shopping experience and
customers' behavior. Because of people shop and buy online for different reasons than
they buy off-line. Some reasons for online shopping that you can tum into competitive
advantages for your business. You will find what customer wants or needs and what is
the factor effective them for repurchasing at online shopping web site. The convenient
point is the best reason that attracts them to shop in online web site. Best service and
more information provided to customers are important too. Further, e-coupon will be
developed, especially in term of security, for better use in the future.
In research we found that many people didn't know the coupon web site, but they
are interested to visit and prompt to download coupon from the web site. The consumer
behaviors are prompt to be changing. We must educate, create knowledge and build
awareness among them about E-coupons. I think E-coupons case may develop as in
case of mobile phone takes time to educate people. Although the number of net people
is still low, net people are increasing every minuet. For more details, the research about
consumer behavior is shown in Appendix C.
Thus, any organization should apply and adjust the coupon online for the
suitability and requirements of each job.
According to the limitation of time frame, an implementation of this project is not
completely conducted to obtain the result of the method application. Therefore, for a
better result, user should increase the sample size of research and look for more detail
from other sources.
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APPENDIX

A

COUPON WEB SITE AND EXAMPLE
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The example of electronic coupon web site.
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The example of retailer coupon web site.
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APPENDIX

B

RESEARCH AND INDEX REPORT
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Table B.1.

The Forrester Online Retail Index July, 2001.

Total dollars Avg. spent

Avg. spent

Total

Small-ticket items:

Software

$ 36.30

$ 112,759

$44.87

$140,151

Books

$ 35.87

$ 151,561

$37.46

$189,806

Music

$ 32.54

$ 118,318

$30.56

$125,145

Videos

$ 38.45

$ 109,814

$35.01

$94,291

Office supplies

$ 52.03

$ 82,716

$63.74

$149,538

Apparel

$ 70.35

$ 224,743

$66.54

$165,352

Footwear

$ 54.71

$ 67,656

$60.53

$49,579

Jewelry

$ 75.84

$ 88,198

$79.33

$66,079

Flowers

$ 56.04

$ 38,777

$51. 71

$45,225

Linens/home decor

$ 55.95

$ 72,479

$71.62

$55,673

Health and beauty

$ 45.33

$ 121,444

$39.39

$122,487

Small appliances

$ 53 .77

$ 35,620

$82.53

$48,121

Toys/video games

$ 49.04

$ 162,449

$43.18

$111,502

Sporting goods

$ 88 .02

$ 92,005

$78.12

$79,165

Tools and hardware

$ 49.05

$ 28,884

$76.89

$57,636

Garden supplies

$ 41.15

$ 16,961

$38.99

$25,980

Total small-ticket items

$ 1,524,384

$1,525,730

Big-ticket items:

Computer hardware

$ 185.44

$ 335,784

$222.90

$377,499

Consumer electronics

$ 149.82

$ 191,878

$173.59

$250,615

Appliances

$ 388.07

$ 45,704

$403.52

$50,414
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Table B. l.

The Forrester Online Retail Index July, 2001(Continued).

Avg. spent

Total dollars

Avg. spent

Total

$ 198.44

$ 46,740

$201.77

$56,018

$ 79.26

$ 88,680

$78.36

$130,540

Air tickets

$ 333.46

$ 746,170

$343.45

$681,784

Car rental

$ 210.04

$ 188,620

$224.67

$196,487

Hotel reservations

$ 200.27

$ 445,186

$229.99

$383,130

Other

$111.86

$ 365,567

$112.05

$373 327

Furniture
Food/beverages

Total big-ticket items

Total average spent

Total monthly online sales

$2,499,814

$ 2,454,330

$ 270.27

$290.01

$ 3,978,713

$4,025,544

Note: Due to changes in the methodology of the Index, beginning in April 2000,
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9%
•Notuse

•used
91%

Figure C.1. Normally, You Used to Use Discount Card or Coupon.

8%

•Usually

•Upon a chance

28%

D Not frequency

DSkip

Figure C.2.

The Frequency of Using Discount Card or Coupon.

10%
•Consumer product
• Eletronic product
a Food and drink

a Movies ticket
•Bookstore
•Hotel and resort
•Other
II Skip
38%

Figure C.3.

The Kind of Product That Consumer Use with Discount Card or Coupon.
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• Discount rate aren't
interesting
•Ifs difficult to use

D Didn't know about
discount or coupon

D Other reason
•Skip

Figure C.4.

The Reason Didn't Use Discount Card or Coupon.

7%

D Know
•Didn~know

93%

Figure C.5. Know Web Site That Can Download E-Coupon.

•Novisit
•visit

Figure C.6. If You Know URL Address ofE-Coupon Web Site, You Would Like to
Go to Visit This Web Site.
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2%

•usedto
•Didn't used to
98%

Figure C.7.

You Used to Download E-Coupons from Web Site.

•Discount rate not
interesting
•Not convinence to use
0 Difficult to download
OOther
37%

Figure C.8. The Main Reason of Using E-Coupons.
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Figure C.9. Age of Responders.
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Figure C.10. The Number oflntemet Users.
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60

50

• Infonnation in web
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40

CVariety of web site

30
C User friendly of web

20

site

10

•other
()

Figure C.11. The Important Factors of E-Coupon Web Site.
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•Mail service and
search engine

60

•Search engine
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CE-commerce shop

40
CNews

30

20

• Entertainment
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•other

0

Figure C.12. The Kind of Popular Web Site.
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•Secondary school
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20
10
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Male

Female

Figure C.13. Comparison between Sex and Education ofResponders.
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•computer

•Printer

60

a scanner
40

mModem
•Other

20
0

Figure C.14. The Kind oflT Facility and Appliance Use in Home.
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Figure C.15. The Frequency ofUsing Internet.
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