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ABSTRACT

This project is about the company named TJJL .we discusses around objectives,
scope of project, and background of the existing Company. And the literature introduced
the Internet and e-commerce, and the reason behind why the web site is created, service
provided, benefit of body armor and web site and benefit of customers. The existing
system was presented with existing business process, and current problems. The
marketing strategy followed by target market, marketing analysis, SWOT analysis,
competitor analysis, strategic marketing plans which included mission, goals, market
segmentation, and 4Ps. And we discussed security system, payment system and cost and
benefit analysis with break even analysis, and competitive advantage, business future
plan in proposed system. Finally, we introduced about web prototype design and
development. That included with the principle and process of web design. Site map, the
goal and techniques of web design.
www.tiilthaiand.com was created by this project to fulfill the requirement and
solve the problem which included product catalog, update product information,
membership system and news release system.
Creating online shop was not easy and the difficult part was the analyses and
plans to manage the web site. I would like to use this project to guide staffs as well as
the employee who would operate the systems. It is a good chance to develop TJJL
company existing system, and make their customers order and purchase more
conveniently. And find new customers for increasing the sales volume.
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I.

1.1

INTRODUCTION

Background of the Project
Nowadays, electronic commerce is the buying, selling, marketing, and serving of

product or services on computer networks. Its electronic business application aimed at
commercial transactions. E-commerce is the Commercial communications and
management through electronic methods. Such as: electronic data interchange and
automated data collection systems.
Today it includes things that may more correctly be termed "web commerce". The
purchase of goods and services over the World Wide Web via secure (Https, a special
server which encrypts confidential ordering data for customer protection) with
e-shopping carts & electronic pay services, like credit card pay authorizations.
Meanwhile Business to Government electronic ecommerce is rolling along.
There is one company named TJJL located at Nongkahem. They have been serving the
Body Armor Manufacture community since 2000. Meanwhile, they also produce the
body armor for Thai Government. I got the information from the Marketing manager
Ms.Premsinee.

1.2

Objective of the Project
The overall aim of this project is create a website to provide an e-commerce

system for TJJL Thailand in order to achieve the following specific objectives.
The objections of this project are:
( 1)

To analyze, design and implement an online web-based computers system
to evaluate

1

(a)

On line purchasing of body armor by customers at other locations
within Thailand and all over the world.

(b)

Precision of information regarding body armor products and
services.

(2)

Using a business to customer (B2C) e-commerce system enables the
company to gain the benefits of:

1.3

(a)

Increased sales of products

(b)

Bring better known to a wider group of potential customers

(c)

Increased efficiency in conducting sales in an e-commerce mode.

Scope of the Project
This project is concern with Body Armor Electronic Ordering Information

System. It also facilitates the customer for ordering body armor on the internet. The
users are anyone who wants to order the product such as the public, government, and
agencies. We divide our system into 2 parts as follows:
The Back Office System:
It is designed to be a value added system that will support application

performing functions.
Inventory Information Function
When the staffs log on to the system, they can add, delete, search and update
location of product in department store in the database.
(1)

Add inventory information: it allows staffs to input new record of
products that are located in each floor of department store such as
2

ID_product, Name, description, and location.
(2)

Delete Inventory Information: it allows staffs delete the record that it was
not located or not sell in department store.

(3)

Update Inventory Information: it allows staffs to update record in case
the product location is changed and the new product information coming in
department store.

Update Application Information Function
This function allows staff to update new information at back office to show it on
front office immediately. It is convenient and saves time because staff will not
go to change information in source code. They just input information in the text
field, which were provided.
(1)

Promotion information: it allows staff to update new promotion
information to show it on front office immediately.

Front Office System
The application is designed to perform the following functions:
( 1)

Promotion Information: special service or special option for customer to
make decision.

(2)

About us: see the history and store directories.

(3)

New & Schedule: see news & schedule of store.

(4)

Service point: see any service points in each floor in store.

3

1.4

Company Profile and Its Industry

Vision:

Be the leader innovator and provider of quality safety products and
services which protect and improve people's health, safety and the
environment.

Mission:

1.5

1.6

Provide the benefits of protection and safety to their customers.

Company Objectives:
( 1)

The highest quality of Body Armor licenses

(2)

Deliver just in time around the world.

History:

TJJL has been established since February 7, 2000 with capital one million baht
and raise up to twenty five million baht on May 30, 2003. We are specializing in Body
Armor. Our factory is located at Nongkhaem and office at Narathiwatrajnakarin Road
with motto "Protect Life Low Price Made By Thai's".
The Company Limited has been providing quality Body Armor since our
founding in 2000. Meanwhile, they also produce the body armor for Thai Government.

1.7

Company detail
Employments:

They have 20 employees in the office, 10 workers in 2
warehouses, 10 technicians.

Suppliers:

The highest quality of Body Armor licenses by Dupont® Kevlar©

Customers:

The government of Thailand who want to purchase body armor
4

stuffs. For example, police station.

1.8

List of TJJL products:

Tablel.1. View of products.
~

~

Hard Armor Plates:

Chest and Back insert plate 1Ox12 inches.
Conjunction with soft armor vests.
Various composition of Kevlar, ceramic.

Body Ann or Jacket:

4 pieces of bullet proof sheets.
The jacket made of
Nylon-Polyester textile.

NIJ Standard Level III and IV
NIJ Standard Level II
Lightest Weight only 1.2 Kg.
Approximate Weight 2 Kg.
Price : USD 250
Price : USD 360

~

~

Bullet Proof Vest No# 222:

Practical use for the police officer in
dangerous work. The vest comes with the
portable radio pocket, 10x12 inches hard
armor plate insert. And bullet magazine
pockets.

Military Vest No# 555:

Suitable for military use. Water
resistant, Bullet proof against
level III standard, front and back
insert panel of hard armor plate.
NIJ Standard Level IIIA

NIJ Standard Level II
Approximate Weight 5 Kg.
Approximate Weight 1. 9 Kg.
Price: USD 410
Price : USD 285

5

Tablel. l. View of products (Continued).

'ir

'ir

Concealable Vest No# 777:

Commando Vest No# 999:

NIJ Standard Level II

Use in Commando Team. Royal
Thai Police. The lasts design
with 12 accessory pockets
(Removable) and necks
protective.

Approximate Weight 1.8 Kg.

Approximate Weight 3.2 Kg.

Price : USD 270

NIJ Standard Level IIIA.

Designed for the inner outfit. The
concealable vest it is suitable for
investigation work.

Price : USD 410

6

1.9

Location &Contact
Our factory is located at Nongkhaem and office at Narathiwatrajnakarin Road,

Chong Nonsri, Yannawa, Bangkok 10120 Thailand.

Tel:+ (66)2678-2400 Fax+ (66)26782341

\\

E-mail: sumeth@tjjlthailand.com,

7

II.

2.1

LITERATURE REVIEW

What is internet?

The Internet is a super-network. It connects many smaller networks together and
allows all the computers to exchange information with each other. To accomplish this all
the computers on the Internet have to use a common set of rules for communication.
Those rules are called protocols, and the Internet uses a set of protocols called TCP/IP
(Transmission Control Protocol/Internet Protocol). Many people equate the World Wide
Web with the Internet. In fact, the Internet is like the highway, and the World Wide Web
is like a truck that uses that highway to get from place to place.
The Internet began in 1962 as a computer network for the U.S. military and over
time has grown into a global communication tool of many thousands of computer
networks that share a common addressing scheme. Unlike online services, which are
centrally controlled, the Internet is decentralized by design. Each Internet computer,
called a host, is independent. Its operators can choose which Internet services to use and
which local services to make available to the global Internet community. Remarkably,
this anarchy by design works exceedingly well. There are a variety of ways to access the
Internet. Most online services, such as America Online, offer access to some Internet
services. It is also possible to gain access through a commercial Internet Service
Provider (ISP).
2.2

What is e-commerce?

Electronic Commerce is an emerging concept that describes the process of
8

buying and selling or exchanging products, services, and information via computer
networks including the Internet. Kalakota and Whinston (1997) defined EC from these
perspectives:
(1)

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

(2)

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

(3)

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

(4)

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

EC the conducting of business communication and transactions over networks
and through computers. As most restrictively defined, electronic commerce is the
buying and selling of goods and services, and the transfer of funds, through digital
communications. However EC also includes all inter-company and intra-company
functions (such as marketing, finance, manufacturing, selling, and negotiation) that
enable commerce and use electronic mail, EDI, file transfer, fax, video conferencing,
workflow, or interaction with a remote computer. Electronic commerce also includes
buying and selling over the World-Wide Web and the Internet, electronic funds transfer,
smart cards, digital cash (e.g. Mondex), and all other ways of doing business over
9

digital networks.
The term commerce is viewed by some as transactions conducted between business
partners. Therefore, the term electronic commerce seems to be fairly narrow to some
people. Thus, many use the term e-business. It refers to a broader definition of EC, not
just buying and selling but also servicing customers and collaborating with business
partners and conducting electronic transactions within an organization. According to
Lou Gerstner, IBM's CEO: "E-business is all about cycle time, speed, globalization,
enhanced productivity, reaching new customers and sharing knowledge across
institutions for competitive advantage."
2.3

Classification of the EC Field by the Nature of the Transactions

EC is generally classified in terms of the nature of transaction. The following
types are well-known:
(1)

Business to business (B2B). Business-to-business refers to the relationship
between two or more businesses using the Internet for the relationship
channel. Most electronic commerce today is B2B.

(2)

Business to consumer (B2C). B2C is a popular form of e-commerce today,
in which a business sells directly to a consumer. B2C actually refers to the
retailing relationship between a business and the end consumer. With B2C,
the retailing part of the commerce is accomplished via the Internet.

(3)

Consumer to business (C2B). C2B is where the consumer takes the
initiative in the buying and selling relationship to contact the business. C2B
involves consumers naming their price for various products or services
10
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offered by businesses and are the smallest and least-developed sector of
electronic commerce.
(4)

Consumer to consumer (C2C). C2C - the process whereby consumers sell
to other consumers. Consumers are easily able to set up their operations and
develop an online presence with the support of a third-party provider. In
this electronic commerce model, the consumer initiates the selling to
another consumer using electronic commerce as an intermediary.

(5)

No business EC. An increased number of non business institutions such as
academic institutions, non-profit organizations, religious organizations,
social organizations, and government agencies are using various types of
EC to reduce their expenses (e.g. improve purchasing) or to improve their
operations and customer service.

(6)

Intra business (organizational) EC. In this category we include all internal
organizational activities, usually performed on intranets that involve the
exchange of goods, services, or information. Activities can range from
selling corporate products to employees to online training and cost
reduction activities.

2.4

The Benefits of Electronic Commerce

( 1)

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. For example, in 1997, Boeing Corporation reported a
11

savmgs of 20 percent after a request for a proposal to manufacture a
subsystem was posted on the Internet. A small vendor in Hungary answered
the request and won the electronic bid. Not only was the subsystem cheaper,
but it was delivered quickly.
(2)

Electronic commerce decreases the cost of creating, processing, distributing,
storing, and retrieving paper based information. For example, by
introducing an electronic procurement system, companies can cut the
purchasing administrative costs by as much as 85 percent. Another example
is benefit payments. For the U.S. federal government, the cost of issuing a
paper check is 43c. The cost of electronic payment is 2c.

(3)

Electronic commerce has the ability to create highly specialized businesses.
For example, dog toys which can be purchased only at pet shops or
department and discount stores in the physical world, are sold now in a
specialized www.dogtoys.com

(4)

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.

(5)

The Pull type processing enables expensive customization of products and
services which provides competitive advantage to its implementers.

(6)

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

(7)

Electronic commerce initiates business process reengineering projects. By
12
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changing processes, productivity of salespeople, knowledgeable workers,
and administrators can be increased by 100 percent or more.
(8)

Electronic commerce lowers telecommunication cost. The Internet is much
cheaper than VANs.

(9)

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

Benefits to Consumers
The benefits of Body Armor to consumers are as follows:
( 1)

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

(2)

Electronic commerce provides customers with more choices; they can have
several choices open to them from different ways with a variety of
products.

(3)

Electronic commerce frequently provides customers with more choices of
payment. Company web site provides ways of payment for customers such
as ATM payment and bank transfer. In some cases, especially with
digitized products, EC allows quick delivery.

(5)

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

(6)

Electronic commerce makes it possible for the costumers to participate in
13

virtual auctions.
(7)

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

(8)

Electronic commerce facilitates competition, which results in substantial
discounts.

Benefits to Company
The benefits of Body Armor to Company are as follows:
( 1) Electronic commerce Electronic commerce provides the company reduce
costs, especially paper based information such as catalogues that TJJL
directly launched to customers. Also company can reduce costs of fax,
long distance call from communicating and cording with their employees,
suppliers, and business partners, which are located in different countries.
(2)

Electronic commerce enables the company to advertise, promote and give
special offers directly to customers at low costs.

(3)

Electronic commerce allows the company to expend marketplace to both
local and international. The company can easily and quickly find more
customers; for customer they can access to company web site to search
for more information.

(4)

Electronic commerce allows the company to enhance relationship with
customers. The internet providers the company to use customers'
database to provide service according to their preference, and the dataset
14
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can be used for market research future planning.

2.5

The Limitations of EC

The limitations of EC can be grouped into technical and no technical categories:
Technical Limitations of EC

(1)

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

(2)

There is insufficient telecommunication bandwidth.

(3)

The software development tools are still evolving and changing rapidly.

(4)

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

applications and databases.
(5)

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

(6)

Some EC software might not fit with some hardware, or may be
incompatible with some operating systems or other components.

2.6

No technical Limitations
( 1)

Cost and justification. The cost of developing EC in house can be very high,
and mistakes due to lack of experience may result in delay. There are many
opportunities for outsourcing, but where and how to do it is not a simple
issue. Furthermore, to justify the system one must deal with some
intangible benefits (such as improved customer service and the value of
advertisement), which are difficult to quantify.

(2)

Security and privacy. These issues are especially important in the B2C area,
15

especially security issues which are perceived to be more serious than they
really are when 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 difficult task of convincing
customers that online transactions and privacy are, in fact, very secure.
(3)

Lack of trust and user resistance. Customers do not trust an unknown
faceless seller (sometimes they do not trust even known ones), paperless
transactions, and electronic money. So switching from physical to virtual
stores may be difficult.

(4)

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.

Despite these limitations, rapid progress in EC is taking place. For example, the
number of people in the United States who buy and sell stocks electronically increased
from 300,000 at the beginning of 1996 to about 10 million in fall 1999. As experience
accumulates and technology improves, the ratio of EC benefits to costs will increase
resulting in a greater rate of EC adoption.
The potential benefits may not be convmcmg enough reasons to start EC
Activities. Much more compelling are the business drivers that may force companies to
engage in EC.
2. 7

Internet Marketing

How significant is Internet marketing to business? Today, the answer to this
16

question varies dramatically according to who is answering. The word marketing has
two distinct means in terms of modem management practice. It describes:
( 1)

The range of specialist marketing function carried out within many
organizations, and such functions include market research, brand/product
management, public relations and customer service.

(2)

An approach or concept that can be used as the guiding philosophy for all

functions and activities of an organization. Such a philosophy encompasses
all aspects of a business. Business strategy is guided by an organization's
market and competitor focus and everyone in an organization should be
required to have a customer focus in their job.
Increasingly the importance of marketing is being recognized both as a vital
function and as a guiding management philosophy within organizations. Marketing has
to be seen as the essential focus of all activities within an organization (Valentin, 1996).
The marketing concept should lie at the heart of the organization, and the actions of
directors, managers and employees should be guided by its philosophy.
As Internet grows very rapidly, many companies have applied it as an integral
part of the modem marketing since:
(1)

It can be used to support the full range of organization functions and
processes that deliver products and services to customers and other key
stakeholders.

(2)

It is a powerful communications medium that can act as "corporate glue"

that integrates the different functional parts of the organization.
17

(3) It facilitates information management, which is now increasingly
recognized as a critical marketing support tool to strategy formulation and
implementation.
(4)

The future role of the Internet should form part of the vision of a
company since its future impact will be significant to most business.

Internet marketing or internet-based marketing can be defined as the use of the
Internet and related digital technologies to achieve marketing objectives and support the
modern marketing concept. These technologies include the Internet media and other
digital media such as cable and satellite together with the hardware and software, which
enable its operation and use. The term electronic commerce or E-commerce is often
used in similar context to Internet marketing and has become a standard term
recognized for business transactions conducted on the Internet. It is a term that
encompasses a range of business activities such as selling online, online bill payments,
home shopping/banking and improving market efficiency in dealings with suppliers and
clients (Hoffman and Novak, 1997).
2.8

Business benefits provided by Internet
The internet can be used to achieve each of the four strategic directions as

follows: (Dave and Mayer, 2000)
(1)

Market penetration. The Internet can be used to sell more existing products
into existing markets. This can be achieved by using the power of the
Internet for advertising products to increase awareness of products and the
profile of a company amongst potential customers in an existing market.
18
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This is a relatively conservative use of the Internet.
(2)

Market development: Here the Internet is used to sell into new markets,
taking advantage of the low cost of advertising internationally without the
necessity for a supporting sales infrastructure in the customer's country. This
is a relatively conservative use of the Internet; it does require the overcoming
of the barriers to becoming an exporter or operating in a greater number of
countries.

(3)

Product development: New products or services are developed which can be
delivered by the Internet. These are typically information products such as
market reports, which can be purchased using electronic commerce. This is
an innovative use of the Internet.

(4)

Diversification: In this sector, new products are developed which are sold
into new markets.

(5)

Name your price: this model allows buyers to set the price he or she is
willing to pay for a specific product or service.

(6)

Find the best price: According to this model, a consumer specifies his or
her needs and then the company locates the lowest price for that service or
product.

(7)

Dynamic brokering: In the digital age, customers can specify requirements.
These are Web created to service providers in an automatic invitation to
tender. Bids can be automatically offered, amended, and considered, all
without any additional input from the consumer.
19

(8)

Affiliate marketing: Affiliate marketing is an arrangement where a marketing
partner (business, organization, or even individual) has an arrangement with
a company to refer consumers to the company's Web site so that a consumer
can purchase a service or product. The marketing partner receives a 3 to 15
percent commission on the purchase price when a customer they refer to the
company's Web site makes a purchase there. In other words, a company can
create a virtual commissioned sales force.

(9)

Group purchasing: Discounts are usually available for quantity purchasing.
Using the concept of group purchasing, a small business, or even an
individual, can get a discount. E-commerce has spawned the concept of
electronic aggregation, where a third party finds the individuals or small,
medium enterprises (SMEs), aggregates orders, and then negotiates (or
conducts a tender) for the best.

(10) Electronic tendering systems. Large buyers, private or public, usually make
their purchases through a tendering (bidding) system. Now tendering can be
done online, saving time and money.
( 11) Online auctions: Many buyers can go to the site and buy any product by
auctions.
(12) Customization and personalization: These are not new models; in fact they
are as old as commerce itself! What is new is the ability to quickly customize
and personalize products for consumers at prices not much higher than that
of the no customized counterparts.
20

( 13) Electronic marketplaces and exchanges. Electronic marketplaces existed in
isolated applications for decades. But, as of 1999, there are thousands.
E-marketplaces introduce efficiencies to the marketplace, and if they are
well organized and managed, they can provide benefits to both buyers and
sellers.
(14) Supply chain improvers. One of the major contributions of E-commerce is in
the creation of new models that improve supply chain management.

2.9

E-Commerce Business Models
One of the major characteristics of E-commerce is that it enables the creation of

new business models. A business model is a method of doing business by which a
company can generate revenue to sustain itself The model spells out how the company
is positioned in the value chain. (Efraim, 2002)

2.10

Web Site Promotion
Promotion of the web site is necessary to generate traffic to the site. First, the

web is a large place: there are estimated to be over five million web sites and
approaching a billion web pages, so it is not easy for a company to distinguish its site or
easy for its users to find it. The idea "build a great site, and they will come" is not valid.
Effective promotion of a stand is necessary to attract some of the many show visitors to
that stand. The concept of "visibility" can be applied to both the trade show and the Web.
From those people noticing and visiting the stand it is then necessary to achieve a
successful marketing outcome. In the context of the trade show this is done by obtaining
a person's contact details so that marketing communications can continue. In the context
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of the web site the aim is similar: to capture the e-mail or company address of visitors
so that the type of direct marketing can occur. Web site promotion is not straightforward.
In fact it is quite different in detail from promotion in other media; all companies are

still learning what works and what does not.
To be able to promote a site effectively, it is necessary to have some technical
knowledge of how people find information on the Internet. Once this is understood,
appropriate online promotion methods can be used to direct visitors to the site. For the
effective promotion, online techniques should be combined with offline methods.
Online promotion uses communication via the Internet itself to raise awareness about a
site and drive traffic to it. This promotion may take the form of links from other sites,
banner advertising or targeted e-mail messages. Offline promotion uses traditional
media such as television or newspaper advertising and word of mouth to promote a
company's web site. (Dave, 2000)
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III.

3.1

The Existing System

Existing Business Process
TJJL currently uses offline to sell product both of domestic and international.

For local market TJJL use their sale peoples to contact directly with all official
departments in Thailand especially in Bangkok because most of the head offices are
located in Bangkok and also most of bidding from government is announced in
Bangkok. For the other customers when they need to know the information about body
armor, they usually see it on the magazine or newspaper. International customers are
known from exhibitions when the company installs showroom during exhibition. If they
need to order product, the body armor sellers will check schedule that available product
providing in the sales department. After that they will confirm the customer to order
their products.
3.2

Current Problem
Many problems face to TJJL Company.
For the organization
Most staff lack communication skills, high communication cost with customers

and suppliers abroad via long distance all or fax included many of DHL cost, when
product can't be found to meet local demand.
For existing system
( 1)

Wasted time
From customer check the information, and confirm the organization
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until the company replies to the customers, they will spend a lot of time on
waiting for response.
(2)

Difficult to update and modify
When someone needs to change the quantity of ordering, the seller must
find the customer history record from the sale department. If many
corrections occur it may affect the company's efficiency.

(3)

Difficult to handle a lot of information
Many problems such as, mistakes in calculation can occur easily due to
human error.

(4)

Easy to lose the information
Since they use the basic computer program, such as Microsoft Office word
processing and Microsoft Excel, then, when the computer got the virus
from the internet or company update the system, the customers' history
record in company is damaged or lost.

(5)

Customer's satisfaction is not fulfilled
Customers can't order or get the information about specified product that
their request.
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IV.

4.1

MARKETING SRATEGYT

Product Strategies and Market & Sales Strategic
Product strategies
TJJL provide the superior quality of Thai Ballistic Body Armor, exclusively

designed for all users especially in military use. All ballistic body armors are high
quality and durable. TJJL uses specialist form DuPont to control all production process
in the company factory and test DuPont always uses high and new technology and
better ways of managing and communicating. The body armor price is lower than
international price compared to the same level of protection but likely different material
inside.
Market & Sales strategies
TJJL is consistently maintaining its current market and growth. TJJL focuses to
find partner, wholesalers to cooperate with it via Internet. The company also tries to bet
satisfy customers, and is sensitive customers' pleasure by his or her expectations.
(Philip Koeler, 2003)

4.2

Target Market
TLLJ Company limited produces high performance of the products for the

customer which the customer is the agencies of the government. The others can't buy.
The products are limited to sell for only government. We are provided in all official
departments as follows.
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Table 4.1.

Official departments as follows:

De12artments division

,,
,,
,,
,,
,,
,,

The royal

The Royal Thai Air Force

Ordnance division

The Prime Suppression Division

The Department of Correction
The Tanning Organization

,,
,,
,,
,,
,,
,,

The Royal Thai Army

The Railway Police Division

The Border Patrol Police Bureau

The Narcotics Suppression Bureau

Royal Forest Department
Japan Embassy

Ministry of Defense

Form government of the market above, TJJL decides to target market in Asia,
and Europe because they are local merchants who know the market well and they
already have their own customers, so they just promote the new opportunity to their
customers. This way can increase TJJL brand is well known in aboard. And in the future
TJJL would like to promote its Thai Ballistic Body Armor around the world and the
company also adds more segmentation. TJJLthailand.com web is the infonnation
service web site to provide service to the company current customers and also new
customers.
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4.3

Market Segmentation
For the geographic segmentation, TJJL segments the market into Europe and

some countries in Asia areas. In long term, TJJL would like to promote its
TJJLthailand. corn web site and products that they are producing and proud of to
customers in other countries of Asia, Europe, and others.
Obviously many of our clients have been police, and military personnel (US
Marine Corps, US Army, Special Forces, US Air Force, US Navy, etc.). But you might
be surprised at the wide range of legitimate civilian needs for Body Armor.
(1)

Residents in high-crime areas who have given serious thought as to the
overall minutes that will elapse between the sound of glass breaking at 3
a.rn., and the arrival of police (regardless of the speed of police response
there are unavoidable time lags)

(2)

Homeowners who have suffered burglaries or home invasions

(3)

Security guards and armored car personnel

(4)

Business or property owners who must provide their own security

(5)

Convenience store clerks and owners (in fact one of the most dangerous
jobs in America)

(6)

Taxi drivers (and bus and limo drivers)

(7)

Restaurant I bar owners who must make late-night cash deposits

(8)

Business owners who must carry large amounts of cash for payrolls,
purchasing, auctions, bank deposits, etc.

(9)

Jewelry store owners and couriers who must carry valuable merchandise
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(10)

Emergency Medical Service personnel (EMS)

(11)

ATM repairmen (whether or not the ATM is empty, the criminal doesn't
know... )

(12)

Alarm system repairmen who must investigate tripped alarms

( 13)

Crime victims or witnesses who fear retribution from criminals, and
their accomplices

(14)

Victims of stalking

(15)

Attorneys in emotionally charged cases (e.g., divorce, child custody,
etc.)

(16)

Judges

( 17)

Process I subpoena servers

(18)

Merchant Marine security officers

(19)

Private boat and yacht owners - piracy has made a comeback on the
high seas

(20)

High-profile individuals, such as actors, who are the recipients of death
threats

(21)

Executive protection personnel I bodyguards

(22)

Embassy personnel overseas

(23)

Executives traveling abroad (or to some US cities)

(24)

Missionaries traveling abroad (or to some US cities)

(25)

War correspondents, journalists and photographers in "Hostile
Environments"
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(26)

Citizens with relatives overseas in dangerous countries

(27)

Private investigators

(28)

Bail bondsmen and bail enforcement agents

(29)

Auto repossesses

(30)

Concealed Carry License holders

(31)

Shooting range personnel and Concealed Carry License instructors

(32)

Competitive shooters - or ANYONE who uses a public shooting range.

(33)

Hunters

(34)

Motorcycle racers, rodeo riders, rodeo clowns (for blunt trauma impact)

(35)

Persons who perform abortions and have been targeted by anti-abortion

activists (we are pro-life in all senses of the phrase 'pro-life', but do not endorse
violence)

4.4

SWOT Analysis of the Company
The following SWOT analysis captures the key strengths and weaknesses within

the company, and describes the opportunities and threats facing TJJL Company.
Strengths
(1)

Strong relationships with raw material vendors

(2)

Authentic expertise

(3)

Lower price with the same quality compared to competitors, since TJJL
body armors are domestically manufactured but met international
standard

(4)

TJJL is licensed from DuPont in Thailand
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(5)

TJJL is the manufacturer therefore it can produce at low price

(6)

TJJL guarantees five years to every armor sold

(7)

TJJL is the leader in Thailand's market

(8)

TJJL is a member and partner of US Commercial Service, Israel Military
Industry, Dupont USA and Taiwan, who can support for both importing
cheap price of raw material and giving information for export.

Weaknesses
(1)

Their pricing for products is very high because body armor is very high
technology products and all material of products are imported from
abroad.

(2)

TJJL is inexperience in the international marketing.

(3)

A limited marketing budget to develop brand awareness.

Opportunities
(1)

International market growth. Europe and Latin America are booming.
Asia has slightly suffered but recovering.

(2)

Support policy form government on exporting domestic good.

(3)

TJJL joins new suppliers for new brands and innovative products and
brings them into Thailand

(4)

TJJL has good relationship with their suppliers all over the world and
they are maintaining their relationship over a long period of time

(5)

Increased sales opportunities from mail-order customers who use the
website to gain information
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(6)

Many countries in the world encounter war.

Threats

(1)

The internet is a threat as well as an opportunity. TJJL expertise is about
crossing borders, managing multiple markets, and the problems company
solves are being reduced on criticality by the growing availability of
information.

(2)

New competitors are developing in new markets. Particularly as the
European market grows, competitors developing in that area become
more significant.

(3)

The technology of produce and making the body armor is held by
oversea company, so TJJL Thailand has no ability to develop the new
product by himself

4.5

Strategic Marketing planning with 4 P's
Products objective
(1)

TJJL Company limited provides many types of products and there are
many types of raw material that the customers can choose.

(2)

They provide high quality body armor form specialized company with
reasonable price.

(3)

To provide body armor to with international standard for customers.

(4)

Differentiate product with services, design, packaging, warranties and so
on. And return policy, good service, time payment and financial and
insurance services linked to the product.
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(5)

The customers can order their own style specific for their agencies. They
can also see the figure of the products in the catalog or website of the
company

Product overview
There are many products as follows:
(1)

Protection System-Hard Armor Plates for protecting breast and back

(2)

Inner outfit-concealable vest no.777-Designed for the inner outfit

(3)

Body Armor Suit-Bullet Proof Vest, Body Armor Jacket, Military Vest

(4)

New Body Armor-Commando Vest

(5)

Fire Fighter Suit

(6)

E.D.O. & Flying Suit-Flying Coveralls

(7)

Chemical Protective Suits

(8)

Weapon

(9)

Accessories - Anti-Riot Helmet, Ballistic Helmet

(10)

Metal Detector-Hand Held Metal Detector, Walkthrough Metal Detector

(11)

Mobile X-Ray Truck-Mobile X-Ray Inspection System

(1)

There are many different prices of the products. The prices depend on the
type of products and the raw material or the order from the customer.

(2)

The price Compare with competitor so that company make maximize profits
in order to satisfy customers

(3)

Using lower price strategy to gain market share.
32

Place
As indicated, company products are not convenience products. So, TJJL chooses
direct channel to distribute company product. TJJL will use direct response marketing to
reach a targeted audience nationwide.
The company products are not en-mass produce. So TJJL would like to sell
products online.
Promotion Plan
(1) Advertisement on internet or newspapers, etc
(2)

Sales Promotion: includes trade fair and discounts and are linked to the
sales strategy.

(3)

TJJL also provide the convenient order from the internet, it makes some
customers to order goods online through all over the world. They also
provide the website to open their market by the ecommerce.

4.6

Positioning
TJJL Thailand .com is the company web site name that stands for its name in

Thailand and available for customers to visit 24 hours a day 7 days a week. It is an
effective communication channel, reliable, and business partners for company customer.
TJJL positions itself as leader of ballistic body armor in Thailand and the center for
B2B customers in Japan and Sweden. Being the first mover to develop service web site
for providing useful information of Thai ballistic body armor, when customers think of
Thai function of the web has been specially developed to meet the valuable and
beneficial Thai ballistic body Armor products, TJJL would be the largest provider of
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Thai ballistic body armor and information in English.

4.7

Competitor Analysis
In the past, TJJL is the founder for body armor so whenever the demand of body

armor of official departments in Thailand occurred, only one company is TJJL will get
those jobs to produce body armor to fulfill demand.100% market share will be for TJJL
Company. Nowadays the competitor's rivals for body armor market share in Thailand
TJJL market share. Then fall to 90% and the left 10% are combined with three
companied for competitors.
The direct competitors are
(1)

Shanghai DongWei Body Armor Company Limited a manufacturer for
ballistic body armor using iron as their main material.

(2)

LCAS provide ballistic protection against the full range of handguns

Strength:
(1)

Lower price of iron body armor.

(2)

Quality is standard.
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V.

5.1

THE PROPOSED SYSTEM

User's requirement
The prime requirement of Body Armor Electronic Ordering Information System

is that the customers should be able to do the ordering on line, the company staffs would
be able to operate the local computer and manage the data. First, the system will provide
the service to customers that they login to it; then, customers can choose the catalog and
the quantity they want, and they send the ordering list online, finally, the company will
leave a customer history record in the Database of company for further contact.
The requirement of Body Armor Electronic Ordering Information System is as
following:
(1)

The system is able to store all the necessary information.

(2)

The system should be easy to retrieve and modify the information.

(3)

The system should generate timely and comprehensive reports.

(4)

The system should reduce the numbers of source document and data
handing.

5.2

System Specification
Hardware Requirement
Client Site:
Processor

Pentium II 300 MHz (or above)

Ram

128 MB (Minimum processor and memory that can handle
application on Window XP)

35

Monitor

15 SVGA 800*600 (or larger)

Hard Disk

10 GB

Floppy Drive

1.44 MB

Server Site:
Processor

Pentium 4 2.6G MHz

Ram

512 MB (High power Processor and large Ram can run more
application at the same time)

Monitor

17 LCD 1600*1200 (Low Radiation, high solution, large work
space for designing work)

Hard Disk

160GB

Diver

DVDR/W

UPS

500VA- 1.2 KVA

Software Implementation
Operation System
(1)

Microsoft Windows 98

Web Application
( 1)

Macromedia Dreamweaver MX

(2)

Internet Explorer 6.0

(3)

FTP

Graphical Creator
( 1)

Macromedia Firework MX

(2)

Visio Professional 2000
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(3)

ACDSee 6.0

Document Application
(1)

Microsoft Word

(2)

Microsoft project

Presentation Application
(1)

Microsoft PowerPoint

Database Application
(1)

Microsoft Access 2000

Programming Language
(1)

HTML

(2)

ASP

(3)

Microsoft Visual Basic 6.0

Server Application
(1)

5.3

Microsoft Internet Information Server (IIS)

Database Design

The proposed system consists of 6 Database files, which store data as following:
( 1)

Customer files:
Stores information of the companies that customer ID, customer name,
address, telephone, e-mail address;

(2)

Product file:
Stores information about each type of products that product ID, product
name, specification, price;
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(3)

Supplier file:
Stores information of the suppliers that Supplier ID, Supplier name,
address;

(4)

Supply file:
Stores information of the supplies that Supplier ID, product ID, goes into
quantities;

(5)

Order file:
Stores information of the orders the company makes, that Order ID, order
date, customer ID, total quantities;

(6)

Order Line file:
Stores information of the products ordered and its quantity that Order ID,
product ID, ordered quantity.

5.4

Security system
Web pages are launched in the World Wide Web using internet as a tool to

communicate with all business partners. The web is composed of a number of servers
around the internet. Each server has web pages display infonnation and links to other
pages. These pages are written primarily using hyper text markup language (HTML),
and are identified by inform resource locators (URL). Users require Hyper Text transfer
Protocol (HTTP) to access the web pages. To secure the system, the secure HTTP
(S-HTTP) is provided for security service through the use of cryptographic algorithms.
The S-HTTP is used to protect HTTP traffic while the lower later protocols such as
TCP/IP also require a security. There is Socket Secure Layer or SSL to secure the lower
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layer protocols.
TJJLthailand.com uses Secure Socket Layer (SSL) to secure all transactions through
Microsoft internet explorer and many other browsers.
SSL provide major strengths to users. The key length generated in every
encryption that is long for 40 bits and 128 bits causing the difficulty in breaking the
encryption code during the transmission. Lastly, most browser support the 40 bit SSL
session while then resent browsers enable users to encrypt transaction in 128 bit session
that is stronger than 40 bit session. In addition, the utilization of S-HTTP and SSL
protocols in the systems provide authentication, integration and confidentiality to cyber
users.
As customers enter personal information, SSL encodes it so that it is available
only to them and TJJLthailand.com.
For back up data and all information in TJJL Thailand .com database, company
web site will back up all transaction including new registration for members to second
hard disk. So, the company will have two pieces of all information, first one is the
company server and another is the back up system to protect loss of data.

5.5

Payment system
The customers make payment which is two methods:
First, the customers can use bank account transfer by ATM Machine to pay for

their ordering products;
And second one is bank transfer. User can use bank account directly payment to
or from a nominated bank Account.
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Using ATM Machine to transfer that is Simple and convenient payment methods
bring advantage to any customer~oriented business. Capability to recharge account
before service disconnection, while saving time, drives customer satisfaction and
telecom operator profits.
Benefits of ATM
(1)

24 x 7 electronic transaction environments enabling a customer to instantly
recharge the account.

(2)

Privacy Guaranteed.

(3)

Payment identification guaranteed.

Second, the customers can transfer money via bank account.
Benefit of bank transfer
(1)

The seller simply makes bank account information available to you as a
buyer.

(2)

Once the listing ends, you immediately deposit money to pay for the item.

(3)

Shortly thereafter, the money appears in the seller's bank account.

(4)

The seller posts the item to you.

How it works
When the listing ends, you go through Checkout to get the information you need to
pay the total amount owed to the seller:
(1)

Select the Bank Deposit Express Payment method during Checkout.

(2)

On the Checkout: Submit Payment to Seller's bank. You can transfer the
funds to the seller's bank account or you can print the information and
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deposit money via a bank branch.
(3)

When complete payment for the item appears in the seller's bank account,
the seller will post the item to you.

5.6

Cost and Benefit Analysis
Cost benefit analysis is used to determine whether the project is economically

feasible. Numerous approaches have been developed to measure the value of proposed
project to an organization.
TJJL Company has the total cost of hardware, software, implementation and
operating costs. On the other hand, the benefit analysis will calculate from income,
which occurs from, this is web site operation.
Cost analysis
To establish the system, the company considers total cost analysis. There is one
time cost (development cost, set of personal computer and related software) and
recrudescing cost (maintenance and data storage)
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Financial statement

Table 5.1.

Cost ofTJJL Company.

Initial investment cost

USD

Hardware

3,120

1 set of computer
Modem
Software

2,645

Creating a www storefront

3,654

Total investment cost
O~rating

9,419

expenses (per year}

The equipment dilapidation

624

Hosting fee & domain name fee

120

Plugging into the Internet (12 month)

600

Maintain a web page ( 12 month)

720

Advertising and promotion

156

Management expenses

12,586

Other expenses

3,261

Total operating expense (per year)

18,067

Forecasting order and revenue
TJJL Company in year 2004 is the negative profit because the year 2004 is the
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beginning year. We invest much more cost to the website and company. On other hand
about the governmental budget buy ballistic body armor has been deducted. Therefore,
the sale volume is $ 206,665. (See Table 5.2) In the following year, we get profit around
$ 25,585. (See Table 5.2) The sales volume is about$ 385,981. (See Table 5.2) Cost of
administration will increase relatively to more online advertisement for company. By
2006, it will increase more sales volume and the number of viewing online and visitors
will increase. The number of orders would be increasing at year 2006, we will be
forecasting the sales volume as $ 492,656.

Table 5.2.

The sales and profit are shown in the following table:

2004

2005

2006

Revenue

$ 206,665

$ 385,981

$ 492,656

cost

$ 240,766

$ 356,944

$417,509

profit

$ -34,101

$ 25,585

$ 71,390

Income Statement Analysis
About TJJL financial statement is quite stable every year because the main market
is local. The company sells to official departments and the departments are based on
governmental budget. TJJL tries to execute information within limited time to save cost.
Project plan are completed. (Kathy Schwalbe, 2002)
View Table5.3 that NI is increased from year 2004 to 2005 because of the budget
from government is relatively increased at 2004 and stable in international sale.
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Table5.3.

The Income Statement for next three year. (End of the year)
Year 2004

Year 2005

Year 2006

Sales volume

$206,665

$385,981

$492,656

Cost of goods sold

$198,236

$302,825

$350,565

$8,429

$83,156

$142,091

The equipment depreciation

$192

$192

$192

Hosting fee & domain name fee

$120

$120

$120

$408

$408

$408

$1,052

$1,052

$1,052

Advertising and promotion

$3,513

$5,847

$7,512

Management expenses

$19,600

$25,300

$31,450

Other expenses

$17,645

$21,200

$26,210

Total operating expense (per year)

$42,530

$54,119

$66,944

Earning Before Interest and Taxes

$-34,101

$29,037

$75,147

$0

$3,452

$3,757

$-34,101

$25,585

$71,390

Sales:

Gross Margin
Operating Expenses:

Plugging into the Internet (12
month)
Maintain

a

web

page

(12

month)

Income taxes (taxes rate 5%)
Net Income
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5. 7

Break-even Analysis
It is planned to reach the break-even point by the beginning of the second year of

TJJL Company establishment. The company expects the profit to be increased stably
starting from the third year of the business operation.

600,000

$

500,000
..

-

~~

400,000
---

300,000

Revenue

-cost

200,000

~

~

-profit

100,000
0
-100,000

2004

Figure 5 .1.

5.8

2005

2006

~-e.111

Break-even Analysis.

Benefit analysis:
Nowadays, the internet technology offers wide ranges of advantages to both the

customers and the companies in doing businesses online, so almost every business tries
to develop its own Website to serve as another marketing channel. The Website can help
the company to create a good image and reputation, which can build trust and can attract
the prospective customers to the company. The information about the products can be
easily disseminated and updated to the customers in all areas over THAILAND and in
the others countries.
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Library.

For this project we have the primary benefit of this system. We created a
communicate channel in which customer can communicate with us all time, twenty four
hours a day and seven days a week that means the opportunities to expand to new
market, reach to new customers and make convenience for ordering who want to
purchase body armor online so that is increasing in sale volume.
There are some other benefits from this project as follows:
( 1)

Expand the target market global1y

(2)

High technology and good management image

(3)

Increasing the accuracy of online ordering and online message

(4)

Lower cost, paperwork cost, communication cost

(5)

Easy to update product information

( 6)

Faster order taking and order fulfilling processes

(7)

Increase the customer loyalty and recognition

Competitive advantage

5.9

(1)

High quality lower price

(2)

Many models to choose

(3)

Licensed form DuPont with full support

(4)

Positioning is leader which body armor in Thailand

(5)

High security

5.10

Future Plan

Current
TJJL Company should create web site to communicate with customer via
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electronic. Make better register system and ordering system for member. Collect all
information and evaluate business plan.
Future
(1)

Add more useful information about products

(2)

Aboard exhibition to be member of all related exhibition

(3)

Add more meta tag with search engine

(4)

Add URL into related web site

(5)

Development more companies when to cooperate

Here, we should mention that all TJJL target markets are all official departments
not only in Bangkok but also nationwide and international. One of the reasons is body
armor a product is registered only for the government officers. Every five hundred
million baht is allocated for body armor. The expectation for sale of body armor for year
2006.
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VI.

6.1

WEB PROTOTYPE DESIGN AND DEVELOPMENT

The Principle of Web Design
Nowadays Website is critical to the success of all the business. So, how do we

create Website?
Start with the basics:
(1)

What do we want to say to the visitors?

(2)

Decide what our page will be about.

(3)

Write or assemble our infonnation and gather ideas about what we want on
our site.

6.2

(4)

List sites we would like to link to.

(5)

What will those visitors find useful and interesting?

(4)

Whatever the purpose of our site.

(5)

What is the ONE most important message we want our website to convey?

(6)

What is unnecessary?

The Process of Web Design
After I determine the goal of website and set a complete plan of the whole site.

The following process will be achieved step by step in order to create our new version
of TJJL Thailand website (figure 6.3).
(1)

Design a new home page of TJJL Thailand, the navigation bar of the index
page content home, about us, body annor, services, news and ordering as the
link to each page in order to achieve different functions. We chose
48

Macromedia Dream weaver and Firework to deal with the organization of the
whole site and picture editing respectively.
(2)

One of the most important functions of the home page is login system, which
is called membership login. We should create the form which is provided to
new customer registration.

(3)

The product information will be represented in another page which can access
it from the link, named body armor at the navigation bar of the home page.

(4)

Ordering system, which is created by us, allows the customer, who is one of
an authority membership, to order the product. We use script language to
achieve this function.

(5)

After we finished every page, debugging the program and testing the page
linking are very necessary part of creating a successful web site.
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Figure 6.1.

The old version ofTJJL Thailand.
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Figure6.2.

Site Map.

From this figure, site map is designed as navigator to create the web site as
required. After deciding upon the structure of the site, customers can visit company web
with easily with systematic direction to get useful information and comfortable to use
with efficiency.
On TJJLthailand.com, visitors will find every picture in this web site save as JPEG
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file for small sizing and quick loading.

6.4

The goal of Web design
According to the old version ofTJJL Thailand (figure6.1), there is no membership

login system and ordering system as well. The company is hard to keep in touch with
customer by e-commerce method. And ordering products function is not provided by the
old version. So we will create the new one for ordering and register online so that it
convenience the customer who wants to purchase product.

TJJL

Figure6. 3.

6.5

The new design of the TJJL Thailand.

The techniques of Web Design
Techniques to keep audience to visit site
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(1)

Speed for change information in TJJLthailand.com web site.

(2)

Using customers' database to do marketing.

(3)

Make more activities such as adverting or do promote company web site
online.

( 4)

Easy to register and access the information.
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VJI.

CONCLUSION AND RECOMMENDATION

7.1 Conclusion
According this project, TJJL Company can develop an online website so that it
makes much more opportunity for expanding the target markets worldwide. This
Website acts as another marketing and distributing channel for the company. Then the
company can increase the market shares while lowering the costs of operation.
However, TJJLthailand.com has to deal with a lot of problems and limitations in
this online business. The major problems are out of register system and ordering system.
So, TJJLthailand.com should develop the effective business plans to increase the
international market and competitive advantage in order to efficiently compete with
more competitors.
So, for this project we aim to those who will register to company and who will
cooperate with TJJL. We find the best way to solve TJJLthailand.com's problems is set
to be communication between supplier and customer, easier to contact for others and be
online catalog for current and future customers. It can also decrease communication cost
in long distance such as to communicate with company suppliers, partners, and
customers abroad E-catalog decreases cost of paper catalog and it is effective and
cheaper than the old traditional style.
TJJLthailand.com is easy to use for customers. The web site provides color clearly
and comfortably. We will provide more useful information with newsletter via mailing
list and member page in web site. For members, they will get more benefit such as the
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quotation letter from company and also can consultation more details for products.
TJJLthailand.com web site will be good at commutations to serve more quick
response to customers with full information asked. The web site will provide comfort to
visitors and satisfy customers' needs.

7.2 Recommendation
Online business TJJLthailand.com web site also has a lot of problems and
limitations which are out of control, concerning with the lacking of the effective
payment methods for the online transaction. Recommendations for this web site are to
improve or reengineer web site every year or if needed so that meets requirement of
customers in order to get more feedback and response to improve our website.
On the other hand, the company should increase more product lines related to
products categories to compete with competitors.

7.3

Key to Success
(1)

Unique, cutting-edge designs.

(2)

Good relationship with customer.

(3)

Professionalism.

(4)

Attention to detail.

(5)

Comfortable, providing quickly services for buyer by using internet ordering
system.
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APPENDIX

A

WEB DESIGIN AND INTERFACE

TJJL
l

J.i1;;p,~;j j_

J.'.<·Yhl'

Figure A. I.
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Homepage.

B

Figure A.2.

Back End Log in.

57

Figure A 3.

Back End Working.
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TJJL

D

Figure A 4.

After log in.
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Figure A 5.

List of Body Annor.
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Telephone :

Ot.0160178

Figure A 6.

Customer Information.
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TJJL

D

Figure A 7.

Ordering.
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Figure A 8.
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Order List.

TJJL

Figure A 9.
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Register.

Figure A 10.
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Payment.

APPENDIX

B

E - PAYMENT & ATM TRANSFER
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IntemeH!isabfed Subnetwork
tn:msporf prr:11ocol)

Figure B.1.

ATM Network.
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1rade', ';c ' ;"
..._./

The TradeCard e-Value Chain

Figure B. 2.

Flow chart of E-payment.
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APPENDIX

C

REFERABLE MODEL OF E-COMMERCE
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Figure C. 1.
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Business Process Model for B2B.
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Figure C. 2.

Business Process Model For Retail (B2C).

68

BIBLIGRAPHY

English References

1.

Chase, Aquilano Jacobs.
McGraw-Hill, 1998

Production

and

Operations

Management:

2.

Efraim, Turban. Electronic Commerce: A Managerial Perspective. New Jersey:
Prentice Hall, 2000

3.

King, David. Jae Lee, Merrill Warkentin and H. Mihael Chung: Electronic
Commerce 2002: Prentice Hall International Inc, 2000

3.

Keat, Paul Gmanagerial Economics: Ecomomic Tools for Today's Decision
Makers. New Jersey: Prentice Hall, 2000.

4.

Stalling, William. Data and Computer Communications, 6th Edition NJ:
Prentice-HALL International Company, 2000

Website references:

1.

TJJL company website: www.tjjlthailand.com

2.

www.google.com

3.

http://www.nref.com/dictionary.html

4.

http://whitepapers.zdnet.co. uk/O ,3 9025944 ,39000468q, 00 .htm

5.

http://whitepapers.zdnet.co.uk/0,39025944,39000468q,00.htm

Au
69

