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ABBREVIATION

TOT
TT&T
NTT
BTO
PCT
CCOs
CCS
BCG
CAT
LAN
DCN
TA
ISDN
ATM
FR
MOTC
PTD
NCC

= Telephone Organization of Thailand 
= Thai Telephone & Telecommunication Company Limited 
= Nippon Telegraph and Telephone Corporation 
= Build-Transfer-Operate 
= Personal Cordless Telephone 
= Confirmation Collection Offices 
= Customer Service Center 
= Boston Consulting Group matrix 
= Communication Authority of Thailand 
= Local Area Network 
= Data Communication Network 
= Telecom Asia
= Integrated Service Digital Network 
= Asynchronous Transfer Mode 
= Frame Relay
= Ministry of Transport and Communication 
= Post and Telegraph Department 
= National Communications Commission
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