
แ น ว ท า ง ก า ร ส ร ้า ง ต ร า ส ิน ค ้า ส ำ ห ร ับ เว ็บ ไ ซ ต ์ธ ุร ก ิจ ใ น ป ร ะ เท ศ ไ ท ย

ว ิท ย า น ิพ น ธ ์น ี้เป ็น ส ่ว น ห น ึ่ง ข อ ง ก า ร ศ ึก ษ า ต า ม ห ล ัก ส ูต ร ป ร ิญ ญ า ว ิศ ว ก ร ร ม ศ า ส ต ร ม ห า บ ัณ ฑ ิต  

ส า ข า ว ิช า ก า ร จ ัด ก า ร ท า ง ว ิศ ว ก ร ร ม  ศ ูน ย ์ร ะ ด ับ ภ ูม ิภ า ค ท า ง ว ิศ ว ก ร ร ม ร ะ บ บ ก า ร ผ ล ิต  

ค ณ ะ ว ิศ ว ก ร ร ม ศ า ส ต ร ์ จ ุฬ า ล ง ก ร ณ ์ม ห า ว ิท ย า ล ัย  

ป ีก า ร ศ ึก ษ า  2 5 4 4  

I S B N  9 7 4 - 0 3 - 0 8 1 6 - 3  

ล ิฃ ส ิท ธ ิ้ข อ ง จ ุฬ า ล ง ก ร ณ ์ม ห า ว ิท ย า ล ัย

4 4 1 8 0 7



A GUIDELINE FOR BUILDING BRANDNAMES FOR THAI COMMERCIAL WEBSITES

Mr. Kunakorn Srangsriwong

A Thesis Submitted in Partial Fulfillment of the Requirements 

for the Degree of Master of Engineering in Engineering Management 

The Regional Center for Manufacturing Systems Engineering 

Faculty of Engineering 

Chulalongkorn University 

Academic Year 2001

ISBN 974-03-0816-3



Thesis Title 

By

Field of Study 

Thesis Advisor

Mr. Kunakorn Srangsriwong

Engineering Management

Assistant Professor Suthas Ratanakuakangwan

A GUIDELINE FOR BUILDING BRANDNAMES FOR

THAI COMMERCIAL WEBSITES

Accepted by the Faculty of Engineering, Chulalongkorn University in Partial 

Fulfillment of the Requirements for the Master’s  Degree.

^ ( ^  (Xa— • Dean of Faculty of Engineering

(Professor Somsak Panyakeow, D.Eng)

THESIS COMMITTEE

............... ?.!ไ!ไไ........................................ Chairman

(Professor Sirichan Thongprasert, Ph.D)

Thesis Advisor 

(Assistant Professor Suthas Ratanakuakangwan)

(Associate Professor Chuvej Chansa-ngavej, Ph.D)



IV

คุณากรณ์ สร้างศรีวงศ์ : แนวทางการสร้างตราสินค้าสำหรับเว็บไซต์ธุรกิจในประเทศไทย 

(A GUIDELINE FOR BUILDING BRANDNAMES FOR THAI COMMERCIAL 

WEBSITES)

อาจารย์ที่ปรึกษา : ผศ. สุทัศน์ รัตนเก้ือกังวาน, 120 หน้า, ISBN 974-03-0816-3

วิทยานิพนธ์ฉบับนี้ม ีวัตถุประสงค์ในการนำเสนอแนวทางในการสร้างตราสินค้าเพื่อนำมา 

ประยุกต์ใช้กับเว็บไซต์ทางธุรกิจในประเทศไทยโดยขอบเขตในการสืกษาจะสืกษาการสร้างตราของร้าน 

ค้าปลีก online ที่ขายสินค้าประ๓ ท หนังสือ เพลง ภาพยนตร์ เคร่ืองใช้ไฟฟ้า และสินค้าIT โดยกลุ่มผู้ 

บริโภคคือ ผู้ท่ีอยู่'ในสาย'วิชา วิทยาศาสตร์, เทคโนโลยี, สารสนเทศ, และในวงธุรกิจท่ีอาศ์ยอยู่ใน 

กรุงเทพฯ และปริมณฑลมีการคืกษาระดับปริญญาตรีขึ้นไปที่มีอายุระหว่าง 20-39ปี การคืกษ'าจะ'ใช้การ 

คืกษากรณีคืกษา (Tohome.com) เพื่อหาคุณสมบัติอันนำไปส่ความมีชื่อเลียง จนท้ายสุดเป็นตราสินค้า 

ที่ประสบความสำเร็จสินค้าหนึ่ง แล้วนำไปเปรียบเทียบกับปัจจัยในการสร้างตราสินค้าของ Philips 

Kotler เพื่อหาแนวทางในการสร้างตราสินค้าเพื่อนำมาประยุกตํใช้กับเว็บไซต์ทางธุรกิจในประเทศไทย

จากการคืกษาได้ข้อสรุปว่าแนวทางการสร้างตราสินค้าของ Philip Kotler นั้นต้องคำนึงถึง 3 

ประเด็น คือ สิ่งที่ผลิตภัณฑ์นำเสนอ เอกลักษณ์ของตราสินค้า และการโฆษณา โดยอาดัยข้อมูลจากแบบ 

สอบถามพบว่า สิ่งที่ผลิตภัณฑ์นำเสนอของเว็บไซต์ที่จำเป็นต้องมีคือความถูก และความละสวกสบาย 

และต้องคำนึงถึงคุณลักษณะอีก 8 ประการคือ ดัวสินค้าเอง ราคาสินค้า ความปลอดภัย การขนส่ง การ 

บริหารเงินชองลูกค้า(เช่นการผ่อน) การจัดกิจกรรมส่งเสริมการขาย และบริการหลังการขาย ในส่วนของ 

เอกลักษณ์มีหน้าที่ในการสร้างภาพลักษณ์ของตราสินค้า พบว่าเครื่องมือในการสร้างเอกลักษณ์ที่ Philip 

Kotler นำเสนอคือ การต้ังช่ือ การสื่อความหมาย คำขวัญ โลโก้ และลัญลักษณ์ต่างๆ มีการใช้ในส่ือ 

online อย่างแพร่หลายเช่นเดียวกัน และจากแบบสอบถามพบว่าสิ่งเหล่านี้สามารถละท้องAภาพลักษณ์ 

ของสินค้าได้จริง เราจึงสามารถนำเครื่องมือเหล่านี้มาประยุกต่ใช้กับเว็บไซต์ได้ ในส่วนของการโฆษณา 

Philip Kotler ได้ให้แนวทางในการโฆษณาหลักๆไว้ 4 ข้อสำหรับสื่อใดๆ เราจึงลามารถนำหลักดังเกส่ามา 

ประยุกต์ใช้ได้ แต่เราพบว่า website ต่างจากสินค้าท่ัวไปเพราะมีการใช้สื่อในการโฆษณา online ซ่ึงใน 

วิทยานิพนธ์ใด้ทำการสืกษาถึง E-mail marketing และแบนเนอร์โฆษณา online โดยทำให้เราทราบถึง 

การทำ E-mail marketing ท่ีดี และตำแหน่งในการวางแบนเนอรีโฆษณา online ที่เหมาะสม

ภาควิชา คุนย์ระดับภูมิภาคทางวิศวกรรมระบบการผลิต ลายมือซ่ือนิสิต...̂ ''''....'ณ์->.. 
สาขาวิชา การจัดการทางวิศวกรรม ลายมือช่ืออาจารย์ท่ีปรึกษา...
ปีการศกษา 2544



V

m  4371602921 MAJOR : ENGINEERING MANAGEMENT 

KEY WORD : Brandname / Internet/ Website/ Branding/ Marketing

KUNAKORN SRANGSRIWONG: A GUIDELINE FOR BUILDING BRANDNAMES 

FOR THAI COMMERCIAL WEBSITES

THESIS ADVISOR: ASSIST. PROF. SUTHAS RATANAKUAKANGWAN,

120 Pages, ISBN-.974-03-0816-3

This thesis aims to present the guideline for building brand names for Thai 

commercial websites. The scope of the study is based on the online retailer, which sells 

books, music, movies, electronics, and IT products. The target customer groups are in 

science, technology, IT, and commerce related fields. Their age ranges between 20 to 39, 

with a bachelor degree or over, who live in Bangkok and in the suburb area. เท studying, the 

case study, Tohome.com, is selected in order to find out the success factors in building a 

successful website. Then, the discussion between these factors with Philips Kotler’s steps in 

building a successful brand is established to find out the way to generate the guideline.

The result is that Philip Kotler’s steps are concerned with three factors: product 

offering, brand identity, and advertising. เท product offering, we can conclude from the 

questionnaire that the website should offer inexpensiveness and convenience. Additionally, it 

should be concerned with these 8 attributes: product, price, security, logistics, money 

management, sales promotion, and after sales service. According to brand identity, Kotler 

suggest the tools to strengthen and project the brand image as Naming, Owned Word, 

Slogan, Symbols, and Logos. These tools can also being used online and the result from the 

questionnaire shows that it does reflect the brand image. As for advertising, Kotler draws a 

conclusion in advertising for any media, which we can adopt to be used with the online 

advertising channel of website. เท this thesis, The study of using E-mail marketing and online 

advertising banners is done. This will enable US to understand the way to establish good E- 

mail marketing and to position the banner.

The Regional C enter for M anufacturing System Engineering Student's Signature
Field of Study: Engineering M anagem ent Advisor’s S ignature......
A cadem ic Year: 2001



Vi

A C K N O W L E D G M E N T S

My foremost appreciation goes to Assistant Professor Suthas 

Ratanakuakangwan, the Thesis Advisor. He gave me alternative ideas to solve the 

problem in this thesis.

Special thanks go to Khun Prasan Osathananda and Khun Saprang 

Palasatien who assisted me with the information and guided me about marketing 

concepts. I would like to thank TDRI for offering me the information about the using of 

websites in Thailand. Particularly, I am grateful to all of my lecturers who delivered their 

knowledge and experience to improve my management skills. เท particular, I would like 

to thank Professor Dr. Sirichan Thongprasert and Associate Professor Dr. Chuvej 

Chansa-ngavej who were so kind to be part of a committee.

Lastly, without the continual encouragement and support of my mom, dad, 

brother, and my special friends throughout the entire course of the study, my thesis 

would have not been accomplished.



C O N T E N T S

ABSTRACT (ENGLISH)..................................................................................................................V

ACKNOWLEDGEMENT................................................................................................................. vi

CONTENTS....................................................................................................................................vii

LIST OF TABLES........................................................................................................................... xii

LIST OF FIGURES........................................................................................................................xiv

CHAPTER 1 INTRODUCTION................................................................................................................................. 1

1 .1 Ba c k g r o u n d  o f  t h e  Re s e a r c h .............................................................................................................1

1.2 St a t e m e n t  o f  t h e  Pr o b l e m .....................................................................................................................2

1.3  O b je c t iv e  o f  t h e  Re s e a r c h ................................................................................................................... 3

1.4 Sc o p e  o f  t h e  Re s e a r c h ............................................................................................................................3

1 .5  Ex p e c t e d  Re s u l t s .........................................................................................................  3

1.6 R e s e a r c h  Pr o c e d u r e ................................................................................................................................4

CHAPTER 2  THEORETICAL CONSIDERATION AND LITERATURE SURVEY................................. 5

2.1 W h a t  is B r a n d  N a m e ? ................................................................................................................................5

2 .2  C o n s u m e r  m a r k e t s  a n d  b u y in g  b e h a v io r .......................................................................................6

2.2.1 A M o d e l  o f  C o n s u m e r  B e h a v io r ....................................................................................... 7

Page

ABSTRACT (THAI)..............................................................................................................iv

2.2.2 Major Factors Influencing Consumer Behavior 8



2 .2 .3  The Buying Decision Process...........................................................................10

2 .3  The A natomy OF Brand.......................................................................................................12

2 .4  Kotler’s main steps in developing a strong brand..................................................... 14

2.4.1  Develop the Value Proposition........................................................................... 15

2 .4 .2  B u il d in g  the B r a n d ....................................................................................................................18

2 .4 .3  Tool for Building the Brand Identity................................................................19

2 .4 .4  Evaluating A Brand’s Effectiveness....................................................................20

2 .5  The law of the proper name............................................................................................. 22

2 .6  Example of related literature........................................................................................ 23

CHAPTER 3 RESEARCH METHODOLOGY................................................................................................... 26

3.1 Study the characteristic of Thai's commercial websites.......................................... 26

3.1.1 O b j e c t iv e ...................................................................................................................................... 26

3 .1 .2  Study Method..........................................................................................................27

3 .1 .3  Information Gathering..........................................................................................27

3 .2  Select and study the case study (Tohome) ...................................................................29

3.2.1  Objective..................................................................................................................29

3 .2 .2  Study Method..........................................................................................................30

3 .2 .3  Criteria in selecting the case study...................................................................30

3 .2 .4  Information Gathering..........................................................................................31

viii

Page

3 .3  Discuss THE RESULTS WITH K o t l e r ’s STEPS 34



ix

3.3.1  Objective................................................................................................................ 34

3 .3 .2  Study Method......................................................................................................... 34

3 .4  Es t a b l is h in g  THE GUIDELINE................................................................................................................ 35

3.4.1  Objective................................................................................................................. 35

3 .4 .2  Study Method......................................................................................................... 35

CHAPTER 4 CHARACTERISTICS OF COMMERCIAL WEBSITES IN THAILAND....................... 36

4.1 Defining the Commercial Websites................................................................................. 36

4 .2  A b o u t  the p r o d u c t .................................................................................................................................36

4 .3  A bout the customer...........................................................................................................39

4 .4  Conclusion...........................................................................................................................45

CHAPTER 5 CASE STUDY.....................................................................................................................................47

5.1 Reasons for selecting Tohome as a case study.......................................................... 47

5 .2  Ba c k g r o u n d  OF THE COMPANY............................................................................................................ 47

5 .3  A nalyze THE CASE STUDY.....................................................................................................48

5.2.1 Pr o d u c t ......................................................................................................................................... 48

5 .2 .2  Pr ic e ..........................................................................................................................54

5 .2 .3  Place (Distribution Channel) .............................................................................. 59

5 .2 .4  Promotion.................................................................................................................61

5 .2 .5  C o n c l u s io n .................................................................................................................................. 62

5 .4  Develop A QUESTIONNAIRE.................................................................................................................64

Page



X

5.4.1  Product Benefit (Offering) ................................................................................. 65

5 .4 .2  Brand identity......................................................................................................... 76

5 .4 .3  A d v e r t is in g .................................................................................................................................. 79

5 .5  Conclusion........................................................................................................................ 85

CHAPTER 6 KOTLER’S STEPS IN DEVELOPING A STRONG BRAND...................................88

6.1 Developing THE Value proposition................................................................................. 88

6.1.1 C h o o s in g  a  B r o a d  Po s it io n in g ......................................................................................... 88

6 .1 .2  C h o o s e  a s p e c if ic  p o s it io n in g ............................................................................................ 90

6 .1 .3  Choosing A VALUE POSITIONING..............................................................................91

6 .1 .4  Developing THE TOTAL VALUE PROPOSITION.......................................................... 92

6 .2  Building the brand .............................................................................................................. 92

6.2.1  Choosing A BRAND NAME........................................................................................ 92

6 .2 .2  Building positive associations.............................................................................94

6 .2 .3  To o l s  fo r  b u il d in g  th e  b r a n d  id e n t it y ...........................................................................94

6 .2 .4  Ev a l u a t in g  o f  B r a n d  Ef f e c t iv e n e s s ...............................................................................96

6 .3  C o n c l u s io n ................................................................................................................................................. 97

CHAPTER 7 DISCUSSION AND CONCLUSION......................................................................................... 99

7.1 T he  GUIDELINE......................................................................................................................99

7.1.1 Define target group and product that we want to sell on Internet...... 99

Page

7 .1 .2  Po s it io n in g  th e  p r o d u c t 101



XI

7 .1 .3  U se  b r a n d  m a p p in g  m o d e l  to  e x a m in e  th e  w e b s it e  o f f e r in g ............................ 101

7 .1 .4  Es t a b l is h in g  THE BRAND IDENTITY......................................................................................104

7 .1 .5  Run  p r o m o t io n  C A M PA IG N ................................................................................................... 104

7 .1 .6  C o n c l u s io n ................................................................................................................................105

7 .2  C o n c l u s io n ...............................................................................................................................................107

7 .3  L im it a t io n  a n d  S u g g e s t io n  fo r  FURTHER IMPROVEMENT........................................................108

REFERENCES.................................................................................................................................... 110

APPENDICES..................................................................................................................................... 113

A p p e n d ix  A: Q u e s t io n n a iRE1..................................................................................................................... 114

A p p e n d ix  B: Q u e s t io n n a ir e 2 ..................................................................................................................... 115

BIOGRAPHY.......................................................................................................................................120

Page



L I S T  O F  T A B L E S

Ta b l e  3.1 : T he  s t r a t a ......................................................................................................................................28

TABLE4.1: G o o d s  AND S er vic es  Pu r c h a s e d  o n  In t e r n e t  in  P e r c e n t ......................................37

TABLE4.2: R e a s o n s  A g a in s t  In t e r n e t  Pu r c h a s e ................................................................................. 38

Ta b l e  4 .3 : T e s t in g  o f  In d e p e n d e n c e  o f  G e n d e r  a n d  t h e  p r o d u c t  t h a t  c u s t o m e r  b u y

FROM In t e r n e t .........................................................................................................................................42

Ta b l e  4 .4 : T e s t in g  o f  In d e p e n d e n c e  o f  O c c u p a t io n  a n d  t h e  p r o d u c t  t h a t  c u s t o m e r

BUY FROM INTERNET................................................................................................................................44

TABLE 5.1 : T o h o m e ’s BANK ACCOUNTS......................................................................................................... 55

Ta b l e  5 .2 : CONDITION OF USING INTERNET Ba n k in g  a t  T o h o m e ........................................................56

Ta b l e  5 .3 : Pe o p le  w h o  s h o p  o n l in e  if th e  pr ic e  o f  t h e  p r o d u c t  is t h e  s a m e ....................... 65

Ta b l e  5 .4 : Pe o p le  w h o  s h o p  o n l in e  if th e  p r ic e  o f  t h e  p r o d u c t  is a  l o t  c h e a p e r ...........65

Ta b l e  5 .5 : Pe r c e p t io n  t o w a r d  th e  pr ic e  o f  T o h o m e ’s p r o d u c t s ............................................... 66

Ta b l e  5 .6 : Pe o p le  t h a t  h a v e  ever  s h o p p e d  o n l in e ............................................................................. 66

Ta b l e  5 .7 : Pla c e s  w h e r e  c o m p u t e r  is u s e d ............................................................................................67

Ta b l e  5 .8 : R e a s o n s  f o r  s h o p p in g  o n l in e ................................................................................................67

Ta b l e  5 .9 : R e a s o n s  a g a in s t  In t e r n e t  p u r c h a s in g ............................................................................. 68

Ta b l e  5 .10 : Pr o d u c t s  p u r c h a s e d  o n  th e  n e t ...................................................................................... 69

Ta b l e  5.11 : Fa c t o r s  c o n c e r n e d  w h e n  s h o p p in g  o n l in e ................................................................70

Ta b l e  5 .1 2 : PAYMENT METHOD......................................................................................................................... 70

Ta b l e  5 .1 3 : Fa c t o r s  in  s e le c t in g  a  p a y m e n t  m e t h o d .......................................................................71

Ta b l e  5 .14 : Pe r c e p t io n  in  In t e r n e t  s e c u r it y ........................................................................................71

TABLE 5 .15 : Pe r c e p t io n  o f  T o h o m e ’s s e c u r it y ....................................................................................72

Ta b l e  5 .16 : Pe r c e p t io n  in  T o h o m e ’s s e c u r it y .....................................................................................72

Ta b l e  5 .17 : Fa c t o r  in  s e le c t in g  d e liv e r y  m e t h o d ............................................................................. 73

Ta b l e  5 .18 : Pe r c e p t io n  t o w a r d  T o h o m e ’s d e liv e r y  s e r v ic e ....................................................... 73

Ta b l e  5 .19 : Pe r c e p t io n  t o w a r d  T o h o m e ’s v o u c h e r ........................................................................74

Ta b l e  5 .20 : Pe r c e p t io n  t o w a r d  T o h o m e ’s v o u c h e r ........................................................................74

xii

Page



P age

Ta b le  5.21 : Pe r c e p tio n  t o w a r d  To h o m e ’s p r o d u c t ......................................................................... 74

Ta b l e  5 .2 2 : Pe r c e p t io n  t o w a r d  To h o m e ’s a f te r  s a le s  s e r v ic e .................................................. 75

Ta b le  5 .23 : A n o t h e r  p u r c h a s e ................................................................................................................... 75

Ta b l e  5 .24 : Re l a t io n  o f  w o r d  To h o m e ................................................................................................... 76

Ta b le  5 .2 5 : Pe r c e p t io n  t o w a r d  th e  r e la t io n  be tw ee n  To h o m e  a n d  s h o p p in g  a t  h o m e . 76

Ta b l e  5 .2 6 : Pe r c e p t io n  t o w a r d  th e  r e la t io n  be tw ee n  To h o m e  a n d  c h e a p  p r o d u c t ......77

Ta b l e  5 .2 7 : Pe r c e p t io n  t o w a r d  th e  r e la t io n  be tw ee n  To h o m e  a n d  S e c u r it y ...................77

Ta b l e  5 .28 : Pe r c e p t io n  t o w a r d  t h e  r e la t io n  be tw ee n  To h o m e  a n d  d e liv e r y  SERVICE... 77

Ta b le  5 .2 9 : Pe r c e p t io n  t o w a r d  th e  a b o u t  To h o m e ’s n a m e  (s h o r t ) .........................................78

Ta b l e  5 .3 0 : Pe r c e p t io n  t o w a r d  th e  a b o u t  To h o m e ’s n a m e  (s im p l e ) .........................................78

Ta b le  5.31 : Pe r c e p t io n  t o w a r d  th e  a b o u t  To h o m e ’s n a m e  (u n iq u e ) ....................................... 79

Ta b l e  5 .32 : POSITION OF BANNER................................................................................................................... 80

Ta b l e  5 .33 : S ize  o f  BANNER............................................................................................................................ 81

Ta b l e  5 .3 4 : Pe r c e p t io n  t o w a r d  b a n n e r  a n im a t io n ...........................................................................81

Ta b l e  5 .35 : Pe r c e p t io n  t o w a r d  p o p -up  w in d o w ................................................................................. 82

Ta b l e  5 .3 6 : E-MAIL READING BEHAVIOR1......................................................................................................83

Ta b l e  5 .3 7 : E-MAIL READING BEHAVIOR2......................................................................................................83

Ta b l e  5 .38 : E-MAIL READING BEHAVIOR3......................................................................................................83

Ta b l e  5 .39 : E-MAIL READING BEHAVIOR4......................................................................................................84

Ta b l e  6.1 : C o n s id e r in g  f a c t o r  in  s h o p p in g  ONLINE..........................................................................91

Ta b l e  6 .2 : T he  DIIFERENT be tw ee n  Ko t l e r ’s steps  a n d  th e  r e s u lt  fr o m  t h e  c a s e  STUDY. 9 8

Ta b l e  7.1 : T he  COMPARISON BETWEEN To h o m e , K u d s o n , a n d  Pa l m  c o n c e p t ......................103

Ta b l e  7 .2 : T he  d if f e r e n c e  be tw ee n  t h e  g u id e l in e  a n d  K o t l e r ’s s t e p .................................. 106

xiii



xiv

L I S T  O F  F I G U R E S

Page
F ig u r e  2.1 : M o d e l  o f  B u y er  B e h a v io r ...................................................................................................... 7

F ig u r e  2 .2 : F ive -s t a g e  m o d e l  o f  t h e  b u y in g  p r o c e s s .....................................................................11

F ig u r e  2 .3 : T h e  r e la t io n s h ip  be tw ee n  t h e  e le m e n t s  o f  a  b r a n d ..............................................14

F i g u r e  3.1 : S T E P  OF STU D Y IN G ...................................................................................................................................................2 6

FIGURE 3.2 : Ste p  IN STUDYING THE CHARACTERISTIC OF T HAI’S COMMERCIAL WEBSITES............ 27

F ig u r e  5.1 : T o h o m e  MAIN PAGE.....................................................................................................................49

F ig u r e  5 .2 : B r o w s e  p r o d u c t  c a t e g o r y  a t  T o h o m e .......................................................................... 50

F ig u r e  5 .3 : D ig it a l  c a m e r a  p a g e ............................................................................................................... 50

F i g u r e  5.4 : C a r t  p a g e ...................................................................................................................................... 51

F i g u r e  5.5 : U S E R  LOGIN AND REGISTRATION P A G E .................................................................................. 52

F i g u r e  5.6 : B r a n d  M a p p i n g  o f  T o h o m e .................................................................................................. 63

F ig u r e  5 .7 : G e n e r a l  b r a n d  m a p p in g  fo r  c o m m e r c ia l  w e b s it e ................................................... 86

F ig u r e  7 .1 : S u r in t h a is il k .c o m  AND K u d s o n .c o m .............................................................................100

F i g u r e  7 .2 : P a l m c o n c e p t .c o m  AND K u d s o n .c o m .............................................................................102


	Cover (Thai)

	Cover (English)

	Accepted

	Abstract (Thai)

	Abstract (English)

	Acknowledgements 

	Contents


