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Abstract 

 

Date:  June 3
rd

, 2011 

Course: Master Thesis EFO 705, International Marketing 

Tutor:  Johan Grinbergs 

Authors: Sasawan Heingraj (851007) 

  Varin Luenglertkul (840622) 

Title: The Important Factors influencing Brand Loyalty in Small E-Commerce 

Business: A Case Study of Thai Small E-Commerce Companies 

Problem: As the competitions in Thai e-commerce market are intense, price war is used 

as one strategy to compete competitors. To gain higher profit margins, brand 

loyalty is a key factor relating to companies’ success. However, there is a lack 

of knowledge regarding the important factors to build or enhance the level of 

brand loyalty among customers through entrepreneurs’ perspective. Therefore, 

the research question in this paper is “What are the important factors of brand 

loyalty connecting to Thai small e-commerce business success through an 

entrepreneur’s perspective?” 

Purpose: This paper aims to describe and analyze the brand loyalty strategy in Thai 

small e-commerce businesses, followed by a study of the important factors of 

brand loyalty that impact company’s competitive advantage. 

Method: The study is primarily based on qualitative research using entrepreneurs’ 

perspective approach. The five competitive forces model and the concept of 

brand loyalty strategy are applied. Data collected from literature review and 

five interviews. The interview questions are validated by using IOC approach. 

Conclusion: Brand loyalty can create competitive advantages and success for e-commerce 

businesses. Through entrepreneurs’ perspective, there are eight important 

factors which have a positive impact on brand loyalty. There is a connection 

among expectations, attitudes, trust, satisfaction and brand loyalty. By 

focusing on increasing customers’ expectations, high-quality, unique and 

creative products should be addressed. While contact interactivity and 

character play important roles in building trust, community and care are key 

factors to enhance customers’ attitudes. Along with customization, cultivation 

and choice in terms of the variety of designs, customer satisfaction can be 

generated. With all of the eight factors considered, brand loyalty can be 

potentially built among customers. 
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1. Introduction 

This dissertation discusses the importance of brand loyalty aspect in the context of Thai small 

e-commerce businesses.  As mentioned by Aaker (1991), brand loyalty is the core factor of 

brand equity, which mainly uses for measuring and evaluating the company’s brand 

performance.  Based on the study of National Statistical Office Thailand (2009) mentioned 

that almost 80% of the SME entreprenuers are using an e-commerce as a tool to expose their 

products to customers.  Moreover, by using an e-commerce can also reduce the company’s 

cost due to the low financial investment required, which can be implied to the recent high 

competition in the e-commerce business context.  Therefore, by focusing on the brand, 

especially on the brand loyalty, can provide the company with an advantage through the form 

of marketing cost reduction, trade leverage, and new customers’ attraction. (Aaker, 1991) 

Although, the use of brand loyalty on the Thai small e-commerce businesses is quite an 

important aspect in order to gain the customers’ attraction and trust.  However, there is a 

limited number of studies regarding the e-commerce area.  Most of the present researches pay 

more attention to the brand strategy regarding an international market such as the study of 

Wong (2005), which mentioned about the role of branding strategy in the international 

marketing, and had neglected the important of the e-commerce context. 

This chapter will firstly provide readers with the background of the brand loyalty towards the 

Thai small e-commerce context.  After that, the problem statement, the research question, the 

purpose, the dissertation’s target group, and the limitation of this dissertation will be 

mentioned.  These parts will provide the readers with the overview and the foundation of this 

dissertation 

1.1 Background 

The result of the U.S. unfolding financial turmoil and the global slowdown during the year 

2008 do not have a significant influence towards the East Asian region economy.  This is 

mainly because of the Chinese strong economics position, which performs an important role 

to counterbalance the slowing world’s economy (The World Bank Group, 2011).  Moreover, 

the government of Thailand, which is one of the South East Asian countries, has provided the 

increment of the capital regarding the state-owned Small and Medium Enterprise Bank (SME 

Bank), as well as instructed the State Financial Institution (SFI) to provide a guarantee to the 

SMEs in order to stimulate the depression and the national Gross Domestic Product (GDP), 

(The World Bank Group, 2011).  The government has paid an attention towards the Thai 

SMEs due to the crucial effect towards the national GDP.  According to the research, the 

national GDP is mainly comprised of the large enterprises, SMEs, other agriculture and non-

agriculture sector (Office of Small and Medium Enterprises Promotion, 2011).  The 

percentage of the mentioned factors can be shown in figure 1-1.  Therefore, the SMEs’ 

performance can have a vital effect towards the national economic condition.  However, the 

trend of consumers’ spending amount has been recently shrinking, especially in the clothing, 

personal accessories, and footwear products (Office of the National Economic and Social 

Development Board, 2008).  Thus, the SME entrepreneurs may have to consider other 



 

 

alternative mediums in order to expose their products toward both the existing and 

prospective customers.  The chosen medium has to be effective amongst the proliferation of 

products and services recently faced by the customers, as well as the cost effective function 

(Aaker, 1991). 

Figure 

Source: (Office of Small and Medium Enterprises Promotion, 2011)
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increment of the Internet usage between the year 2007 and 2010.  Secondly, the percentage

online purchases from the Thai website has been escalated during the mentioned years 

(National Statistical Office Thailand, 2004; National Statistical Office Thailand, 2007)
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brand’s associations (Ghauri & Cateora, International Marketing, 2010).  In this dissertation, 

the authors will focus on the core factor of brand equity, which is the brand loyalty.  The 

brand loyalty can provide the organisation with  a lot of advantages, such as the marketing 

cost reduction, trade leverage, and it can also be a source of new customers’ attraction. 

(Aaker, 1991) 

In conclusion, many Thai SMEs tend to apply an e-commerce as a tool to expose their brands 

or products to the customers due to the low investment required in order to generate the 

website and the wide range of customers’ accessibilities.  However, there is recently a limited 

number of research, which studies on brand loyalty strategy in the small e-commerce 

business through the perception of entrepreneurs. Therefore, this dissertation can provide 

both researchers and practitioners with some of the useful information for maintaining as well 

as enhancing the brand loyalty in order to compete in today’s business condition. 

1.2 Problem statement 

Brand strategy is a significant factor in order to provide a company with a distinction and 

competitive advantage.  Many researchers, such as Kapferer (2004) and Wong (2005), had 

already presented the importance of brand strategy in an international business context.  

Despite the importance of brand strategy, the use of e-commerce should be taken into 

consideration as well.  Since, many Thai SMEs are gravitated towards e-commerce due to 

many advantages received, which were mentioned earlier.  Therefore, the use of brand 

strategy in the small e-commerce enterprises should be thoroughly contemplated.  Moreover, 

based on the work of Aaker (1991), the authors noted that brand loyalty is the core factor 

regarding the branding strategy.  However, there is a deficient information, as well as current 

research mentioning about the the factors leading brand loyalty in Thai small e-commerce 

enterprises focusing on an apparel industry.  Consequently, the study of this dissertation can 

provide the recent researchers and companies with the information regarding the Thai small 

e-commerce businesses’ success by using a brand loyalty strategy as a measurement in order 

to compete in a new business environment. 

1.3 Research questions 

The main issue of this dissertation is “What are the important factors of brand loyalty 

connecting to Thai small e-commerce business success through an entrepreneur’s 

perspective?”  

The specific question derived from the above research issue is:- 

• What is the market condition in Thai e-commerce businesses at present? 

• How does the market condition affect Thai small e-commerce business enterprises? 

1.4 Purpose 

The main purpose of this dissertation is to describe and analyze the brand loyalty strategy 

used by Thai small e-commerce businesses, as well as to evaluate the main factors of brand 

loyalty, which affects a company’s competitive advantage.  Furthermore, the contribution 
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received from this dissertation will provide the useful information in order to maintain and 

increase the ability of competitiveness through the use of brand loyalty in the recent business 

condition. 

1.5 Target group 

The contribution of this dissertation can be beneficial to Thai small e-commerce 

entrepreneurs who want to increase the value of their brands and products through the brand 

loyalty aspect.  Due to the fact, that this dissertation is mainly focused on the factors which 

potentially impact brand loyalty towards the competitive.  Furthermore, the implication 

received from the five competitive forces can also be applied to other Thai e-commerce 

businesses apart from the small business context. 

1.6 Limitation 

Due to the fact that the primary data used throughout this dissertation was derived from 

conducting the interview over the telephone, as well as by sending the questions to the 

selected respondent via e-mail.  Moreover, the restriction for the primary data collection 

processes, which the authors had been confronted, was that the authors could not examine the 

respondents’ body language, eye contact, and the working environment.  The mentioned 

containment would lead to the irrelevant answers.  However, the authors restricted the 

mentioned limitation by sending the questions prior the proceeding of the interview in order 

to provide the respondents with the overview of the objectives and questions, as well as to 

provide the time for respondents to read and understand the questions.  The authors also 

inquired the additional questions when the confusion and irrelevant answers were occurred. 
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2. Literature review 

This chapter provides readers with the related literatures in order to provide a foundation for 

answering the research questions mentioned in the prior chapter.  The literature review 

consists of three major components, which are the nature and characteristics of small e-

commerce business, the subjects related to branding and brand loyalty strategies, and the 

adaptation of brand loyalty in e-commerce enterprises.  The first constituent will mention 

about the nature and attributes of a small e-commerce business.  The second part will provide 

the readers with various issues regarding the branding and brand loyalty strategies.  In this 

section, the authors will firstly introduce the function of branding.  After that, the concept of 

brand loyalty will be briefly explained.  The factors, which influence the brand loyalty, will 

be mentioned thereafter.  In addition, the literature regarding how to build the brand loyalty 

in an e-commerce business will be provided. The last section, the knowledge from the 

literature review will be summarized in order to provide the readers with the focal context 

towards our research problem. 

2.1 Small e-commerce business 

According to the work of Costa (2001) mentioned the reasons why most small enterprises 

(SEs) tend to use e-commerce as a medium to expose their products or services to their 

customers are firstly because the e-commerce requires low investment in order to generate a 

website.  Secondly, it can benefit the SEs by expanding the customer base to both the national 

and international contexts, which are transcedent to their target customers.  Not only 

expanding the customer base, but it also fosters suppliers to offer new kinds of services, as 

well as provides new opportunities for new forms of business.  As a result, e-commerce then 

becomes one of the leading mediums used in the present market competition. 

Moreover, most of the recent studies had provided the definition of e-commerce as an 

adjuvant for the new standard of selling and delivering goods through an electronic 

transaction (Mehta, 2008).  The e-commerce can also reduce the shopping time of customers 

because the customers can easily search the products through an online catalogue, which is 

directly provided by the entreprenuers.  After choosing a desirous item, the mentioned 

customers can pay for their products through two alternatives, which are firstly by entering 

the credit card number on the related web site or secondly by directly paying the money at the 

nearby bank after placing the order on the Internet.  The second process of payment, which is 

done through the bank, can be called as an indirect electronic commerce due to the fact that 

the Internet is only used for marketing and visual display by the vendors, as well as for a 

virtual comparison, selection, and ordering by the customers (Yu, 2001; Costa, 2001).  There 

are various kind of companies, which recently use the e-commerce as a tool to sell their 

products or services to their customers such as e-tailers, online manufacturers, fee- or 

subscription-based companies, online plane tickets agencies, online entertainment and 

professional services (Costa, 2001).  Furthermore, according to the study of Mehta (2008) 

provided an interesting fact towards the online consumers’ behaviour.  Even though the 

traditional customers are more concerned about the products’ prices, which also lead to the 

less loyalty regarding the brand, but the online customers tend to be less concerned about the 
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prices, have a stronger brand loyalty, and do more screening on the basis of new brand 

names. 

Furthermore, e-commerce also provides many advantages to both the entrepreneurs and 

customers, which are firstly due to the fact that e-commerce provides the customers with an 

unlimited open time and geography, thus the customers can shop online any hour or day of 

the week and can also ignore the time-zone differences.  Secondly, it can provide the new 

channels for delivery products because the products can be delivered immediately after being 

ordered through the web site.  Lastly, it can improve the customer services because most 

websites provide an interactive channel, where customers can give the feedbacks and 

comments regarding the company’s products or services.  These kind of interactive activities 

can help the company to provide a higher quality of products or services, personalized 

products or services to their customers, as well as increase a positive effect on the loyalty 

intention (Costa, 2001; Yu, 2001; Holland & Baker, 2001; Thorbjornsen et al., 2002; 

Mathwick, 2002 as cited in Portuese, 2006).  

Even though, the above understanding of the concept of the small e-commerce business has 

been globally accepted, but the definition of small e-commerce enterprises can be varied from 

the country of establishment as well.  The comparison of the small e-commerce aspects based 

on the country of establishment can be presented in table 2-1. 
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Aspects/Countries Thailand
*1

 U.S. Europe Japan 

No. of employees 
5 <100 10-49 20-49

*4
 

% of the firms 

regarding the 

small e-commerce 

77 63
*2

 99
*2 

>99
*2

 

% of B-2-C 

businesses 

82.6 8
*3

 20
*2

 5
*4

 

Major type of 

industrials 

Apparels Travel Apparels Apparels
*4

 

% of the Major 

type of industrials 

42 33 38
*2

 20
*2

 

% of Sales 

received 

9 4
*3

 N/A
*5

 N/A
*5

 

Table 2-1: The comparison of small e-commerce aspects based on country of 

establishment 

Source: (National Statistical Office Thailand, 2009; Costa, 2001; Rey, 2010; U.S. Census 

Bureau, 2010; Makipaa, 2008; Watershed Publishing, 2011; nVision, 2005; Ministry of 

internal Affairs and Communications, 2010; The Economist Intelligence Unit Limited, 2011) 

Remark: 
*1

 The data received are based on the study of the year 2009 due to the availability 

  of data collected from the National Statistical Office Thailand. 

     
*2

 The used data is based on the year 2010’s information. 
      *3

 The data received are based on the study of the year 2008 due to the availability 

  of data collection from the U.S. Census Bureau. 
      *4

 The used data is based on the year 2006 due to the availability of data collection 

  from the Statistic Bureau Japan.
 
 

      *5
 There is an unavailability of data occurred for the referred topics. 

Based on the table above, the authors noted that the sizes of small e-commerce enterprises 

have been varied from country to country.  However, the percentage of small e-commerce 

enterprises in each of the country’s market shows that these small companies would have the 

vital effect towards the countries’ market condition because according to the information 

presented in the table above, the percentage of the small enterprises is covered more than 

50% of the national market.  In addition, the authors also noted that apart from the difference 

in the size of the company, there are still some similarities occurred.  Therefore, these 

similarities can foster today’s e-commerce businesses to come up with a similar company’s 

strategy. 

2.2 The function of branding 

To understand the concept of brand loyalty, it is appropriate to start with the basic 

understanding towards the function of branding. Branding is one strategy that helps to 

differentiate the firm from another. Ghauri & Cateora (2010) pointed out that brands can be 
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used to convey companies marketing strategy and positioning to the markets.  A brand thus 

signals to the customer the source of the product, and protects both the customer and the 

producer from competitors who would attempt to provide products that appear to be identical 

(Aaker, 1991, p. 7). Apart from those functions, brands can lead to customer satisfaction and 

loyalty. Dyson et al. (1996, p.6) cited in Martensen and Grønholdt (2010) highlighted the 

relation between brands and customer emotions in writing that: 

[…] brands exist in the minds of their potential consumers and that what those consumers 

think of a particular brand determines the value it has to its owner. A brand’s foundations are, 

therefore, composed of peoples’ intangible mental associations about it. In placing a value on 

a brand, we are placing a value on the strength and resilience of thoes associations. 

Since a core business asset is stable customer, the brands are thus the biggest value generators 

in many companies (Ghauri & Cateora, International Marketing, 2010). Subsequently, 

building the reputation of a brand name can create competitive advantages and benefits for 

the firm. 

2.3 The concept of Brand loyalty 

Brand loyalty can be referred when a customer always buys the same brand (Ghauri & 

Cateora, International Marketing, 2010). Dick and Basu (1994) as cited in Jensen and Hansen 

(2006) suggested that brand loyalty leads to positive word of mouth and greater resistance 

among loyal customers to competitive strategies. Brand loyalty is one of intangible assets of 

brand equity. Aaker (1991) found that this well-managed intangible asset can bring value to 

the product and create additional customer satisfaction. Ghauri and Cateora (2010) 

emphasized that the more satisfied a customer is, the less inclined he or she will be to buy or 

even try a competing product. By reviewing the literature, it can be deduced that a number of 

benefits such as having large market shares and higher rates of return on investment can 

result from loyal customers. 

Research recently links the satisfaction with repurchase intention (Lambert-Pandraud et al., 

2005; Tsai et al., 2006; Yi and La, 2004 cited in Ha, Janda & Muthaly, 2010). This linkage 

also supported by Tuominen (1999) who emphasized that brand loyalty is derived from a 

favourable attitude towards a brand resulting in repeat purchasing the same brand over time. 

However, the behaviour of consistent purchasing alone cannot indicate brand loyalty. Dick 

and Basu (1994) as cited in Jensen and Hansen (2006) pointed out that a repeat purchase may 

be resulted from situational conditions rather than true loyalty to a product. A customer can 

buy a particular brand because of inertia or lowest-priced brand. Consequently, to approach 

true loyalty, Jensen and Hansen (2006) further argued that the attitude of customer is 

important for brand managers when measuring brand loyalty. Based on the preceding review 

of the literature, it has been revealed that to enhance and maintain consumers’ repeat 

purchasing behaviour, it is necessary to build favourable attitudes of consumers. 
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2.4 Factors influencing brand loyalty 

Brand loyalty will not generate value by itself.  Programs are needed to increase satisfaction 

and switching costs – to make sure that the customer base is protected so that the costs of 

regaining customers will not have to be incurred (Aaker, 1991, p. 29). According to 

Tuominen (1999), the brand loyalty can be generated by:- 

• A brand can create strong emotional bond such as uniqueness, memorable and 

reinforcing experiences.  

• A brand is used as self-expression, and to strengthen self-esteem. 

• A brand is used for perceiving superior features and attributes. 

• A consumer believes that consistent purchasing leads to special treatment. 

• A consumer considers that a new alternative is not worth due to high switching cost. 

• A consumer has a top-of-mind brand awareness by perceiving constant and arising of 

attention advertisment. 

• A consumer perceive buying convenience. 

According to Millward Brown’s the Brand Dynamics framework as cited in Hollis & Brown 

(2005), there are another eight areas of possible advantage that can create continuing demand, 

from basic awareness to intense loyalty as follows:- 

• A brand provides an acceptable level of product performance criteria. 

• A brand meets consumer needs better than competitive brands. 

• A brand comes to mind when consumer thinks about the category. 

• A brand is thought as a most popular brand in the category. 

• A brand is perceived as an appealing brand than the others. 

• A brand is considered better than other brands. 

• A brand is thought to be different from other brands. 

• A price is more acceptable than other brands. 

Apart from the abovementioned factors, Martensen and Grønholdt (2010) emphasize that the 

fulfillment of brand promise and credibility also create customer-brand relationships. 

2.5 How to build brand loyalty in e-commerce business 

Srinivasan, et al. (2002) identified that there are eight factors that impact brand loyalty in e-

commerce business : (1) customization, (2) contact interactivity, (3) cultivation, (4) care, (5) 

community, (6) choice, (7) convenience, and (8) character. Each factor is briefly discussed as 

follow:- 

2.5.1  Customization 

According to Srinivasan, et al. (2002), customization is “the ability of an e-retailer to tailor 

products, services, and the transactional environment to individual customers.” 

Customization offers potential for e-retailers to store and modify personal data and 

recommendations based on profile data (Alpert et al., 2003 cited in Cho,H. & Fiorito, S.S., 
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2008, p. 389). Cho & Fiorito (2009) also find that customizing features focus on providing an 

offering by basing on individuals’ needs and wants. One advantage of customization process 

is to be able to gather customers’ information. The customers can save and use this 

information for the next online visit. This can enhance customers’ shopping experience with a 

convenience and a feeling of personal service and care which can affect e-loyalty. Moreover, 

there is a research revealing that in the online society, standardized products can be 

considered as unappealing things. Subsequently, customized products will be more 

effectively meet those customers’ needs. (Moynagh and Worsley, 2002 cited in Cho,H. & 

Fiorito, S.S., 2008, p. 390) The same findings about the concept of customization was 

mentioned in the study of Srinivasan, et al. (2002). It was noted that “customization is 

opertionally defined as the extent to which an e-retailer’s web site can recognize a customer 

and then tailor the choice of products, services, and shopping experience for that customer.” 

2.5.2  Contact interactivity 

“The contact interactivity is operationally defined as the availability and effectiveness of 

customer support tools on a website, and the degree to which two-way communications with 

customers is facilitated (Srinivasan,S.S.,et al., 2002, p. 42).” Interactivity features such as live 

chat, interactive catalogs and three-dimensional (3-D) can make customer to visit a site 

longer. Moreover, there is a statistics shows that contact interactivity can give online buyers 

more control over their shopping experiences and draw them deeper into the buying process 

(Microsoft, n.d). Several researchers found that interactivity is beneficial to the relationship 

between customers and e-retailers (for example, Varadarajan and Yadav, 2002 as cited in 

Dholakia, R.R. & Zhao, M., 2009, p. 821; Deighton, 1996; Watson, Akselsen, & Pitt, 1998 as 

cited in Srinivasan,S.S.,et al., 2002, p. 42). This relationship is based on the proficiency of an 

e-retailer to provide sufficient product information with greater and faster information 

exchanges. (Varadarajan and Yadav, 2002 as cited in Dholakia, R.R. & Zhao, M., 2009, p. 

821) The advantages of contact interactivity also affect loyalty in e-commerce business. The 

study of Dholakia & Zhao (2009) revealed that the customer satisfaction can be enhanced by 

retail web site interactivity. This is because the interactivity helps customer receives more 

knowledge and recommendations from the seller regarding the customer’s tastes and 

preferences. With the increasing of tailored information will assist customer in choosing the 

exact desired products. (Alba et al., 1997 cited in Srinivasan,S.S.,et al., 2002, p. 43) 

2.5.3  Cultivation 

As noted by Srinivasan, et al. (2002), “cultivation is the extent to which an e-retailer provides 

relevant information and incentives to its customers in order to extend the breath and depth of 

their purchases over time.” Cultivation is expected to impact on customer satisfaction 

because proactively offering desired information can diminish the likelihood of additional 

search by customers. (Srinivasan,S.S.,et al., 2002, p. 43) A reserch from Berger (1998) finds 

that the more frequency of desired information that an e-retailer provides to customer, the 

more possibility the customer will come back to purchase.  (Berger, 1998 cited in 

Srinivasan,S.S.,et al., 2002, p. 43)  
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2.5.4  Care 

Customer care has long been a major requirement for organizations, which seek the so-called 

“sustainable competitive advantage” (Morris, 1996, p. 7), since customer care can lead to 

customer loyalty. According to Srinivasan, et al. (2002), long-term customer relationships 

can be built by paying attention to customers and facilitate them in both pre and postpurchase 

activities. Moreover, customer care includes no breakdown in service or showing that any 

occurred problems will be promtly resolved. In this study, care is “the extent to which a 

customer is kept informed about the availability of prefered products and the status of orders, 

and the level of efforts expended to minimize disruptions in providing desired srevices 

(Srinivasan,S.S.,et al., 2002, p. 43).” 

2.5.5  Community 

Online community is composed of members who share common interests and interact with 

each other to discuss topics, exchange ideas and seek support (Zhou, 2011), and in this way 

can be defined as “the online version of the brand community (Evans, Jamal, & Foxall, 

2009)”. As noted by Evans, Jamal, & Foxall (2009), more and more people who interact 

online are influenctial social groups that can affect consumer behaviour.  From the study 

(Evans, Wedande et al., 2001 cited in Evans, Jamal, & Foxall, 2009), a third of respondents 

like to use a virtual community to communicate with the company. More than half of all 

respondents also enjoy virtual comminities that companies provide on their websites. Evans, 

Jamal, & Foxall (2009) find that companies can strengthen the relationship with customers by 

providing the facilities such as chat rooms on a website. Balasubramanian & Mahajan (2001) 

as cited in Srinivasan, et al. (2002), state that these communities have the potential to increase 

customer loyalty. Frank (1997) as cited in Srinivasan, et al. (2002) also support this finding 

with the reason that the customer’s ability to exchange information and compare product 

experiences can affect customer loyalty since many consumers need other consumers’ advice 

and information regarding their desired products (Punj & Staellin, 1983 cited in 

Srinivasan,S.S.,et al., 2002, p. 44). Moreover, this communities are effective in facilitating 

word of moth, which can be a useful input for some customers. (Hagel & Armstrong, 1997 

cited in Srinivasan,S.S.,et al., 2002, p. 43). 

2.5.6  Choice 

According to Srinivasan, et al. (2002), many customers say that it is a good idea for one-stop 

shopping. This is because the customer can reduce the costs of time and inconvenience when 

dealing with multiple vendors. As a consequence, e-retailers should provide the wide range of 

products in the website to facilitate customers or form alliances with other suppliers to 

provide customers with greater choice (Srinivasan,S.S.,et al., 2002, p. 44). 

2.5.7  Convenience  

“Convenience refers to the extent to which a customer feels that the website is simple, 

intuitive, and user friendly (Srinivasan,S.S.,et al., 2002, p. 44).” As noted by Sinioukov 
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(1999) cited in Srinivasan, et al. (2002), facilitating customers with user friendly environment 

is the key to create a successful e-commerce business. The reason is that simple and logical 

website can minimize the customer effort to seek information. Moreover, a convenient 

website can also reduce mistakes that may be incurred when doing transactions. These 

outcomes can enhance satisfaction, which likely affect customer e-loyalty afterwards. 

(Srinivasan,S.S.,et al., 2002)   

2.5.8  Character  

The study of Chang & Wang, 2010 found that website design is an important factor, since it 

effectively affects both customer satisfaction and consumer perceived value. Srinivasan, et al. 

(2002) also support this finding by stating that creative website design can help an e-retailer 

build a positive reputaion and lead to positively perceived the quality of enterprises in the 

minds of customers. (Srinivasan,S.S.,et al., 2002, p. 44) Moreover, the character of website 

such as text, styles, graphics, colors, logos, and slogans or themes can enhance site 

recognition and recall (Srinivasan,S.S.,et al., 2002), even create positive customer’ attitudes 

toward a company (Henderson & Cote, 1998 cited in Srinivasan,S.S.,et al., 2002, p. 43). 

The reserach has revealed that the aforementioned factors potentially affect e-loyalty. 

Through consumer’s perspective, except from convenience, customization, contact 

interactivity, cultivation, care, community, choice and character were found to have a 

significant impact on e-loyalty. (Srinivasan,S.S.,et al., 2002, p. 47) However, their research 

has some limitations since the study does not control the differences across product and 

service categories.  

According to Cebollada (2004), the differences in product categories also impact brand 

loyalty. It has been revealed that in product categories, which need to be perceived by the 

senses such as touch or smell, brand loyalty will be greater in online channels, comparing 

with physical channels. The idea is that the effect of brand will be greater when there is 

limited information on an online store, especially in sensory product category. Alba et al 

(1997) and Burke et al (1992) as cited in Cebollada (2004) also find the correlation between 

information and brand loyalty. It is seen that when consumers have to take a decision with 

less information, they will grant importance to the brand and they much more likely to buy 

the same brand. The Internet consumers will minimize their risk by increasing loyalty. 

E-commerce becomes an important medium to small enterprises to expose their products. 

The main reason is that e-commerce requires the small amount of investment. Moreover, with 

the Internet and electronic commerce, small enterprises can generate more revenues by 

expanding marketplaces to both the national and international contexts. The advantages of e-

commerce come with intense competition. On the basis of the prior literature review, in the 

meantime, it has been revealed that brand loyalty is critical to small e-commerce business 

competitive advantage. By studying through consumers’ perspective, we can conclude that 

several researchers highlight the same factors in which brand loyalty are driven. However, 

there is a lack of knowledge in the field of brand loyalty in small e-commerce business 

context by taking the entrepreneur’s perspective. As a consequence, this dissertation will 
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focus on the important factors that affect brand loyalty through small enterprises’ point of 

view. 

  



 

Page | 15  

 

3. Conceptual frameworks 

The conceptual frameworks are consisted of two major parts.  The first section provides the 

readers with the concepts and definitions regarding the authors’ field of interest, which will 

be used throughout the dissertation.  The second component mainly focuses on the related 

conceptual frameworks and theories.  In this section, the authors will provide the interrelation 

between the brand loyalty and its related factors, which have an impact towards the Thai 

small e-commerce businesses’ competitive advantage. 

3.1 Concepts and definitions 

• Thai small e-commerce business 

The Thai small e-commerce business mentioned in this dissertation mainly refers to the 

business, which involves the maximum of five staff members.  Moreover, the authors will 

pay an attention towards the e-commerce businesses, which relate to the clothing, jewellery, 

and personal accessories industries; due to the fact that almost 45% of total small e-

commerce business is consisted of these categories (National Statistical Office Thailand, 

2009).  Furthermore, the authors will only focus on the Thai small e-commerce businesses, 

which have built their own products and brand and use the e-commerce context as a tool to 

expose their products to the target customers. 

• Apparel industry 

In this dissertation, the apparel industry consists of the Thai small enterprises, which mainly 

produce the clothing, jewellery, and personal accessories products. 

• Entrepreneurs 

Since, this dissertation is discussed about the small e-commerce companies.  Therefore, the 

entrepreneurs presented throughout the dissertation are referred to the owner of the 

companies due to the fact that these companies involve only the maximum of five employees 

(National Statistical Office Thailand, 2009).  Moreover, these entrepreneurs also have a 

major role in the decision making regarding the strategic, policy, and marketing subjects. 

• Brand loyalty 

Brand loyalty strategy normally relates to both the customers and enterprises’ perspective.  

However, in this dissertation the authors will mainly focus on the strategy, which refers to the 

enterprises’ viewpoint.  The factors, which the authors will use to measure the brand loyalty 

strategy relating to e-commerce business and the chosen perspective, are the behaviour 

measure, the switching costs, the measure of satisfaction, such as contact interactivity and 

community, and the commitment, such as customisation and the amount of an interaction and 

communication. (Aaker, 1991; Srinivasan,S.S.,et al., 2002). 

• Switching cost 

Switching costs in e-commerce business as defined in this dissertation are the costs that incur 

when customers grow familiar with one company’s website. As a consequence, the customers 

are not willing to bear the cost of finding, registering with, and learning to use a competitor’s 

site. Moreover, the switching costs will include all the costs that incur when changing a new 



 

Page | 16  

 

supplier from hashing out a new contract, transferring data to a new supplier and learning 

how to use a different product or service. (Porter E. , 2008)   

• Competitive advantage 

The use of a competitive advantage mentioned in this dissertation is to evaluate the selected 

industries’ performance amongst the Thai small e-commerce businesses, which is based on 

the use of the five competitive forces.  The five competitive forces are comprised of the threat 

of entry, the power of suppliers, the power of buyers, the threat of substitutes, and the rivalry 

among existing competitors (Porter E. , 2008). 

3.2 The related conceptual frameworks and theories 

In this disseratation, the authors will base on a series of interviews amongst five Thai small e-

commerce business in order to evaluate the level of commitment and satisfaction that Thai 

small e-commerce business attempts to commit and provide to their customers. Firstly, the 

authors will analyze the Porter’s five competitive forces in order to understand the 

competition and profitability within apparel industry in the environment of e-commerce 

business. The result of industry analysis can affect the positioning of brand loyalty strategy. 

Secondly, the brand loyalty strategies leading to favourable attitude and repeat purchasing of 

consumer in each company will be analyzed. Finally, the authors will combine the factors 

contributing to company benefit, and compare them with the factors influencing brand loyalty 

in e-commerce business from literature and theories. The main objectives of this research are 

to identify the important factors that connect to Thai small e-commerce business success and 

to study the potential factors that can increase loyalty and provide companies with a 

competitive advantage. 

3.2.1 The five competitive forces 

Nowadays, many companies have redistributed their organisations’ structure into an Internet 

technology.  This new technology can sometimes provided the companies with distorted 

market signals, thus the Internet used companies need to cautiously interpret e-business 

market behaviour.  Therefore, the five forces model is shaped to describe the competitive 

interaction within an industry.  Although, the suppliers, channels, substitutes, competitors, or 

market environment is changed, but the used of five competitive forces is still determined the 

companies’ profitability.  By analyzing the configuration of the five forces, which consist of 

customers, suppliers, potential entrants, substitute products and the rivalries within the 

industry, the authors can understand the industry competition and profitability. (Porter M. E., 

Strategy and the Internet, 2001; Porter E. , 2008) 
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Figure 3-1: The five competitive forces 

Source: (Porter E. , 2008) 

● Threat of Entry  

The new entrants play a significant role in industries because they bring new capacity and a 

desire. When the threat is high, the existing company may hold down its prices in order to 

deter new competitors. The threat of entry depends on the height of barriers to entry. If entry 

barriers are low, the industry profitability is moderated. There are seven sources that 

incumbents have relative to new entrants as follow. (Porter E. , 2008) 

 

Supply-side economies of scale 

The existing company can take advantage of scale economies. The lower production cost per 

unit due to the large amount of production can affect the number of new competitors. The 

economies of scale can deter the aspiring entrant because a new coming competitor has to 

face with a cost disadvantage. (Porter E. , 2008, pp. 9-10) 

Demand-side benefits of scale 

The demand-side benefits of scale can discourage new entrant if the customers are willing to 

purchase the products from incumbents rather than the new competitors. This can lead to the 

high entry barrier, which will have an effect on the number of newcomer. (Porter E. , 2008, p. 

10) 

  

Customer switching costs 

The switching costs are fixed costs that customers face when switching vendors.  Therefore, 

the higher the switching costs, the harder the new entrants will be able to gain customers. 

(Porter E. , 2008, p. 10) 
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Capital requirements 

The need of the large amount of capital requirement can deter new entrants. However, the 

attractive returns can be attracted by investors who will provide the funds that entrants need.  

(Porter E. , 2008, pp. 10-11) 

 

Incumbency advantages independent of size 

The existing company can get the big advantages over the new competitors from reaching 

such sources as proprietary technology, preferential access to the best raw material sources, 

the most preferable geographic location, brand identity, and a long term experience. (Porter 

E. , 2008, p. 11)  

 

Unequal access to distribution channels 

The disadvantage of the new competitors for the distribution channels is that there is limited 

distribution channel. The more scarcely the wholesale or retail channels, the more that 

incumbent has tied them up, the tougher entry into an industry will be. (Porter E. , 2008, pp. 

11-12)  

 

Restrictive government policy 

Government policy can play both advantage and disadvantage role in the barrier to entry 

depending on the present law and regulations. Government policy can heighten the entry 

barriers through such as licensing requirements and restrictions on foreign investment. (Porter 

E. , 2008, p. 12) 

Considering to the impact of the Internet towards the entry barriers, Porter (2008) pointed out 

that the Internet can reduce barriers to entry because the Internet is an open system and the 

use of the Internet expands rapidly. As Internet applications are difficult to keep proprietary 

from new entrants; moreover, companies have to face the difficulty in maintaining 

proprietary offerings, many more companies from many industries have come into 

competition with one another. 

● The Power of Suppliers  

The powerful suppliers can squeeze profitability out of an industry by charging high prices or 

shifting costs to industry participants. The supplier group is powerful if: 

• There are few suppliers in the industry and their products are differentiated. 

• There are high switching costs in changing suppliers. 

• There is no substitute for the products which supplier group provides. 

• The supplier group does not depend on the industry for its revenues. (Porter E. , 2008, 

pp. 13-14) 

The use of the Internet also has an impact on the power of suppliers. The Internet can give 

suppliers access to more customer. At the same time, all companies would be able to equal 

access to suppliers, and gravitated procurements to standardized products that reduce 

differentiation (Porter E. , 2008, p. 104). However, to maintain strong bargaining power, the 

suppliers need to possess differentiated products. (Porter E. , 2008, p. 111) 
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• The Power of Buyers  

The powerful customers affect industry profitability poorly by forcing down prices, 

demanding better quality or more service. The buyers may be powerful when: 

• There are few buyers in a market or each one purchases in a large-volume. 

• The products are undifferentiated. 

• The buyers face low switching costs when changing vendors. (Porter E. , 2008, pp. 

14-17) 

Internet technology provides buyers with easier access to information about products, 

suppliers and also the price, thus bolstering buyer bargaining power (Porter E. , 2008, p. 103). 

The buyer also reduce switching costs as Porter (2008) emphasized that buyer can switch 

suppliers with just a few mouse clicks away. However, high switching costs in Internet 

commerce will be incurred when a buyer grows familiar with one company’s user interface. 

And, the company provides more tailored offerings, better service, and greater purchasing 

convenience --- all of which buyers will be reluctant to find, register with, or learn to use a 

competitor’s site. (Porter E. , 2008, p. 107) 

• Substitutes  

Substitutes is the product that customer can purchase instead of the industry’s product. The 

high threat of substitutes can suffer the company profitability. The product diversification and 

differentiation can reduce the threat of substitutes. The high threat of substitutes depends on 

an attractive price and performance of substitutes, as well as low switching costs.  (Porter E. , 

2008, pp. 17-18) The Internet also has an influence on industry structure both positive and 

negative sides. Considering to positive side, the Internet can expand the size of the market 

whereas its negative trend is to create new substitutes by enabling new approaches to meet 

needs. (Porter E. , 2008, pp. 103-104) 

• Rivalry among Existing Competitors  

Porter (2008) pointed out high rivalry could limit the profitability of an industry. The existing 

competition is intense if there is a slow growth rate, numerous competitors in size and power, 

high exit barrier, and the large number of ambitious competitors who has a high commitment 

to a business. The companies normally set the strategy relating to price discounting, new 

product introductions, advertising campaigns, and even service improvements to maintain 

and gain market share. (Porter E. , 2008, pp. 18-19) Some of the existing companies may use 

price competition to compete competitors and it usually occurs in e-commerce business. 

Since Internet technology can reduce the differences among competitors as offerings are 

difficult to keep proprietary; moreover, the number of competitors is increasing due to open 

system, price discounting accordingly cannot be avoided. (Porter E. , 2008, p. 104) 

3.2.2  Brand loyalty 

Based on the work of Aaker (1991) mentioned that brand loyalty is the essential factor of 

brand equity.  Thus, in this dissertation the authors will pay a thorough attention towards the 

mentioned constituent.  In order to prevent the prejudiced result, all of the brand equity’s 

components will be roughly contemplated. 
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Brand equity is a set of associations and behaviour regarding the brand’s customers and 

channel members, as well as the related assets and liabilities such as a name and a symbol.  

These interrelations can provide an enterprise with an increased utility and the product’s 

value.  Moreover, it can also differentiate the enterprise’s products with other existing 

rivalries.  The brand equity is comprised of four elements, which are brand loyalty, brand 

awareness, perceived quality, and brand’s associations as presented in figure 3-2. (Aaker, 

1991; Leuthesser, 1988 as cited in Kapferer, 2004; Ghauri & Cateora, 2010) 

 

Figure 3-2: Components of brand equity 

Source: (Ghauri & Cateora, International Marketing, 2010) 

● Brand loyalty 

The brand loyalty is normally occurred after the customers purchase or has a use experience 

with the company’s products.  Moreover, it also plays an important role when the company 

faces with a new innovation or product offered from the competitors.  Due to the fact that the 

company will have a buying time, received from the loyal customers, in order to develop the 

competed product, as well as provide them with the more advantageous products.  Thus, the 

company should regularly measure the level of their brand loyalty in order to maintain their 

profitability and competitive advantage. (Aaker, 1991) The approaches that use to measure 

the brand loyalty can be shown as follow:- 

1. Behaviour measures: This approach is mainly about the repurchase rate received 

from an individual customer, percent of purchases, and the number of brand 

purchases.  However, the loyalty of customers can be altered depending of the 

type of products and the number of competing brands.  Therefore, the next 

approaches will be considered in order to provide the company with the more 

consistent measurement. (Aaker, 1991) 

2. Switching costs: The higher the switching costs is, the higher the level of brand 

loyalty.  This can be created through an investment on the company’s products or 

systems and the level of the risk of change perceived by the customers. (Aaker, 

1991) 

3. Measuring satisfaction: The company should regularly measure both the 

satisfaction and dissatisfaction received by the customers in order to distinguish 
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the level of brand loyalty.  The mentioned measurement needs to be current, 

representative, and sensitive to effect the current position. (Aaker, 1991) 

4. Liking of the brand: This approach can be measured when the existing 

customers still buy the preferred brand, even though the price has been marked up. 

(Aaker, 1991) 

5. Commitment: One of the key indicator that use to measure the commitment is the 

amount of an interaction and communication between the customers and the 

brand, as well as the level of an interrelation, the brand created, between the brand 

and the customers’ activities and personalities. (Aaker, 1991) 

In addition, in order to protect the customer base and maintain the level of brand loyalty, the 

following approaches should be taken into consideration (Aaker, 1991):- 

1. Treat the customer right: In order to maintain and enhance the level of brand 

loyalty, the company has to provide the customers with a positive interaction and 

a respect. (Aaker, 1991) 

2. Stay close to the customer: The company can gain the level of brand loyalty by 

performing an activity, which provides the customers to conceived that they are 

the enterprise’s vital customers. (Aaker, 1991) 

3. Measure/manage customer satisfaction: This factor can be maintained by 

performing a regular survey of customer’s satisfaction/dissatisfaction in order to 

understand how the customers feel toward the company and its products. (Aaker, 

1991) 

4. Create switching costs: The company normally tend to create or increase the 

switching costs to protect the existing customers from changing to other 

substitutes.  One way of creating a switching cost is to reward loyalty directly to 

their customers. (Aaker, 1991) 

5. Provide extras: The company can provide an extra service in order to make a 

good impression towards the customers such as an explanation of a procedure. 

(Aaker, 1991) 

 

● Brand awareness 

Brand awareness is a customer’s ability to distinguish or recognize a specific brand from a 

certain product category.  Therefore, to increase the level of brand awareness, the enterprise 

should associate the brand with the products, reliability, and quality. (Aaker, 1991) 

● Perceived quality 

Perceived quality can be construed as a customer’s perception of the quality of a product or 

service regarding its purpose or objective.  In order to enhance the level of perceived quality, 

the product development and differentiation should be applied.  Not only has it had an effect 

towards the existing products, but also provided the customers with a quality certainty 

towards a company’s brand extension as well. (Aaker, 1991) 

 



 

Page | 22  

 

● Brand’s associations 

Brand association normally connects a brand with a value or a customer’s attitude towards 

the product.  An excellence way to correlate the associations with the brand is to expose it 

with many related experiences and communications to strengthen the level of the brand’s 

association. (Aaker, 1991) 
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4. Method 

In this chapter, all of the methods performed regarding this dissertation will be thoroughly 

explained.  The first part of the chapter is discussed about the overview of the research 

design, which will be used throughout this dissertation.  The second part discussed about how 

the authors selected the topic for the dissertation.  After that the sampling issues will be 

mentioned.  This section mentions about how the authors selected the sample, as well as the 

reason why the authors selected the respondents and the criterion in selecting them.  The 

fourth part of this chapter mentions about the data collection process, which is about the 

primary and secondary data collection.  In this dissertation, the authors will collect the 

primary data through an interview with the entrepreneurs of five Thai small apparel 

companies who use the e-commerce as a tool to exhibit both their brands and goods to the 

customers.  For the secondary data, the authors conducted the information by using the 

literature review.  In addition, the scope of data analysis, which was performed in this 

dissertation, will be explained in order to provide the readers with an overview of the 

analytical procedure before receiving the research solution.  Lastly, the data validity and 

reliability will be presented.  This section mainly provides the readers with the result received 

from the IOC approach used in order to validate the interview questions. 

4.1 Research design 

In order to answer the research questions, a descriptive research approach had been applied.  

According to Ghauri & Grønhaug (2010) mentioned that the descriptive research approach 

consists of a structured framework and precise procedure regarding both the primary and 

secondary data collection.  Therefore, the used approaches throughout this dissertation were 

concisely described as follow:- 

1. Reviewing the literature: The first approach that the authors used in order to 

aggregate the related information relating to the area of expertise is by analysing 

the previous researches, articles, and journals in the areas of small e-commerce 

business and brand loyalty strategy. 

2. Selecting the conceptual frameworks of five competitive forces, related to the 

e-commerce environment, and brand loyalty strategy, based on the literature 

review: The selection of the Internet-related five competitive forces framework 

was based on the extension of Porter’s (2008) early five competitive forces and 

the latter version was also developed by Porter as well.  This model refers to a 

competitive advantage derived from the Internet based organisation.  Moreover, 

the elements of brand loyalty strategy that have an impact towards an e-commerce 

business were thoroughly used in order to identify the factors, which connected to 

the small e-commerce businesses’ success.  The concept of brand loyalty strategy 

was based on the works of Aaker (1991) and Srinivasan, et al. (2002).  In addition, 

all of the above frameworks were used to analyse both the recent Thai small e-

commerce market and the brand loyalty factors, which influence the success of the 

mentioned enterprises. 
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3. Conducting qualitative research: There were two approaches for conducting a 

qualitative research used throughout this dissertation.  Firstly, the analysis of the 

Thai small e-commerce business market was organised by using the related 

literatures.  Secondly, an interview was conducted on Thai small e-commerce 

enterprises focusing on apparel industries.  The advantage of qualitative is that the 

results can be viewed in a holistic way without an isolation derived from a related 

variable or hypothesis, provided researchers with the in-depth information towards 

a respondent’s personal view regarding the research topic, and it can enable the 

researchers to explore other missing concepts caused by other approaches 

(Bogdab & Taylor, 1975).  After that, the received results were matched, 

compared and analysed with the factors regarding the brand loyalty strategy 

mentioning in both the selected framework and the related literature, for example 

the correlation between the brand loyalty strategy and the enterprise’ success. 

4.2 The selection of topic 

Brand equity had been introduced to the authors during one of the courses provided by 

Mälardalen University and it is one of the tools that enhances the value of the company’s 

products, as well as increases both the uniqueness perceived by customers and the 

competitive advantage.  After doing some literature searched related to the referred topic, the 

authors noted that the core factor of the brand equity is brand loyalty.  Moreover, the brand 

loyalty can be contemplated from both the practitioners and customers’ perspectives.  The 

authors also found that since e-commerce engenders fiercer competitive market condition, 

thus how companies create loyalty, which will be perceived by customers, will be more 

interesting and challenging comparing to the result of loyalty received from the customers.  

Therefore, the scope of the dissertation was narrowed down to the brand loyalty based on the 

view of proprietors. 

Furthermore, the attractiveness of an e-commerce business is also caught the authors’ 

attention.  Hence, the review of the related literatures had been performed.  According to the 

literatures, the authors noted that there is a high level of competition occurred in the e-

commerce business due to the low costs requirement and the accessibility to a wide range of 

customers (Zorille Ltd., 2010).  However, by examining the Thai e-commerce business 

through the use of articles, recent researches, and literatures mentioned that most of the 

businesses are small size enterprises.  Hence, the scope of this dissertation was then narrowed 

down to the brand loyalty strategy of Thai small e-commerce business based on the owners’ 

point of view.  The reasons for choosing Thailand as a market target were firstly, it is the 

authors’ home country.  Secondly, many researches had been mentioned that even though 

there are a huge number of companies entered to the e-commerce business in Thailand, but 

the number of defunct companies had been increasing as well.  Moreover, the number of 

years for the e-commerce business operation is around one to one and a half years, which is 

quite short comparing to the traditional businesses. (Anonymous, Thai e-Commerce 

Association, 2010) 
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In addition, this dissertation also focuses on the small apparel industries, which produce their 

own brands, as well as products.  The intention to narrowing the subject down from the small 

e-commerce businesses to the small apparel industries was because firstly, according to the 

recent research, the authors noted that the small apparel industry has a largest proportion in 

the Thai e-commerce market.  Secondly, it is the authors’ self interests toward this kind of 

business.  However, the authors had faced with some difficulties regarding the abundant 

number of business provided and the various kind of company’s nature of businesses.  Most 

of them tend to be middlemen who import products from overseas or buy the products 

directly from the local manufacturers or the ones who provide quite a low cost product.  

These kind of industries do not pay much attention towards building the brand loyalty or the 

brand itself because they already offer their customers with a low price product.  

Consequently, the authors then only concentrated the area of interest on the companies who 

produce their own brands and products, as well as provide the customers with the premium 

quality goods.  By only focused on a small proportion from the selected industry can provide 

the authors with the possibility to answer the research questions within the time confinement. 

4.3 Sampling issues 

According to this dissertation, the two sampling issues had been referred; firstly, the selection 

of sample was stated.  The selection of sample section discussed about how the authors 

acquired the specific number of companies in order to fulfil the purpose of the dissertation, as 

well as to answer the research questions.  In this part, the authors also mentioned the briefly 

description of the reasons why these companies had been selected, as well as the nature of 

business of these companies.  Secondly, the choice of respondents had been addressed.  This 

part mentioned about the reason why the authors chose their respondents and who were the 

selected respondents, as well as the criterions for choosing them. 

4.3.1  Selection of sample 

Since, there are many Thai small apparel companies who use e-commerce as a tool to exhibit 

their brands and products to customers, thus the selection of sample was based on the 

purposive and non-probability sample.  These kinds of selection are often used in the 

qualitative research approach.  The qualitative research approach normally aims to 

understand, gain a comprehension, as well as create an explanation regarding the research 

topic (Ghauri & Grønhaug, Research Methods in Business Studies, 2010). 

In this dissertation, the authors purposely chose five Thai small apparel companies, which use 

e-commerce as the main tool to expose their brands and products to customers.  These 

companies produce their own brand and products, as well as focusing on the premium 

quality.  The selection of sample was derived from many sources due to the resource 

constraints.  The used sources were from both the government and the private agencies, 

which are the Office of Small and Medium Enterprises Promotion (OSMEP) and Thai SME 

franchise.  (The web addresses are www.eng.sme.go.th and www.thaismefranchise.com, 

respectively.) 
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In addition, the reasons for choosing these five companies are firstly, almost all of the chosen 

companies are the first movers in the Thai e-commerce market.  Secondly, all of them have 

focused on providing the unique products and building the distinctive brand characteristics in 

order to differentiate themselves from other competitors.  Lastly, by skimming through the 

chosen websites and other Thai e-commerce related interview articles, the authors noted that 

these companies are concerned about the customers’ satisfaction towards the companies’ 

products and services.  The companies always keep up with the customers starting from the 

pre-purchase, during the purchase, and the post-purchase periods.  Furthermore, these 

companies provide handmade products, which are leather hand bags and camera bags, as well 

as women’s clothes.  According to the literature reviewed, which mentioned earlier, that the 

average operational period for Thai small e-commerce business is about one to one and a half 

year, but almost the selected companies had already operated in the Thai market for 

approximately two years.  Therefore, the authors also noted that the approaches that these 

companies used in order to survive and compete in such a harsh market condition are very 

fascinating.  In addition, these companies were then selected from many companies, which 

operated in today’s market. 

4.3.2  Choice of respondents 

In this dissertation, the choice of respondents was based on the association with the 

knowledge related to the selected research topic.  Therefore, the chosen respondents are those 

who have been involved, knowledgeable, and competent in the selected area, and are willing 

to share their capabilities with others.  The criterion for selecting the respondents was 

established on the basis of their knowledge and competence regarding the activities or 

factors, which influence the level of brand loyalty towards the apparel industry in the Thai 

small e-commerce enterprises. 

Since, the dissertation was focused on the factors, which affected the level of brand loyalty 

that leads to the small e-commerce company’s success, thus the proprietors of both the brand 

and website had been selected.  The reason for choosing the owners as the respondents was 

because the authors concentrated on the small e-commerce business.  According to the 

literature review mentioned earlier, the authors noted that most Thai small e-commerce 

enterprises have the maximum of five employees in order to operate the business.  The owner 

of the brand is already included in the mentioned number.  Therefore, in such condition the 

possessors are normally the ones who create all of the company’s strategies and policies.  In 

addition, these owners are likely to be involved in organising the strategies, and having a 

direct experience in the pre-sale, sale and after sale activities with the customers, thus they 

will have the adequate information towards the relating activities, which use to enhance the 

level of brand loyalty. 

4.4 Data collection 

The data collection processes used in this dissertation is based on both the primary and 

secondary data.  The primary data is based on the results of interview received from the Thai 

small e-commerce businesses’ entrepreneurs and the secondary data is derived from the result 
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of the literatures review.  Moreover, the thorough explanation of the mentioned data 

collection will be explained in the below sections separating by the type of collected data. 

4.4.1  Primary data 

In the process of primary data collection, the authors performed an interview with the 

selected five of the Thai small apparel companies who use e-commerce as a tool to exhibit 

their products and brands to the customers.  The purpose of conducting the information 

through the interview was because the authors would like to understand and gain a 

comprehension toward the factors, which enhance the level of brand loyalty from the 

entrepreneurs’ perspective.  The above statement can be related to the work of Ghauri & 

Grønhaug (2010) mentioning about the objectives of performing the qualitative approach, 

which are the ability to gain an understanding and to create an explanation using various 

perspectives and opinions rather than providing the readers with the statistical solution. 

The questions used to perform an interview were based on the semi-structure format.  By 

using the mentioned format can provide the authors with an in-depth descriptive explanation 

towards the interview questions.  Since, the results received from the interview were based on 

the personal experiences and opinions, thus the measurement regarding the validity of the 

interview questions should be taken into consideration.  In this dissertation, the two forms of 

validity measurement had been used.  The first assessment was a face validity, which 

mentioned about asking for an opinion from others who have an expertise on the mentioned 

topic (Ghauri & Grønhaug, Research Methods in Business Studies, 2010).  However, the face 

validity can be seen as the weakest validity measurement due to the fact that it relies on the 

expert’s personal point of view.  Therefore, the authors then used the index of item-objective 

congruence or IOC approach, which is one of the quantitative technique that uses to measure 

the qualitative approach and it was firstly adopted by Rovinelli and Hambleton in 1977, had 

been used in this dissertation in order to support the face validity assessment.  According to 

Berk (1984) as cited in Turner & Carlson (2003), mentioned that the IOC approach is one of 

the most important assessments that should be done during a validation stage in order to 

corroborate the content of the interview questions.  This approach is done by matching the 

question and the question’s objective.  Moreover, the measurement is based on the evaluation 

of each question whether it clearly relates to the authors’ prospective objective or not.  The 

evaluation will be given by a content expert.  Furthermore, the expert will evaluate each 

question by using the ratings, which are mentioned as follow (Turner & Carlson, 2003):- 

Rating Description 

-1 
This number indicates that the selected experts “disagree” that the question is 

clearly measuring the prospective objective. 

0 
This number indicates that the selected experts are “uncertain” whether the 

question is cleary measuring the prospective objective or not. 

1 
This number indicates that the selected experts “agree” that the question is 

clearly measuring the prospective objective. 

Table 4-1: Table of IOC rating 
Source: (Annonymous, Watpondotcom, 2010; Turner & Carlson, 2003) 
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In this dissertation, the authors used three experts to evaluate the questions’ validity, which 

can be supported with the statement mentioned by Annonymous (2010) that the number of a 

used expert needs to be at least three people in order to effectively evaluate the provided 

questions.  If the IOC result mentioned in each question is more than 0.5, it means that such 

question is valid and can be properly related to the setting objective (Turner & Carlson, 2003; 

Annonymous, Watpondotcom, 2010).  According to Crocker and Algina (1986) as cited in 

Turner & Carlson (2003) mentioned that the IOC formula can be shown as follow:- 

Iik = 
�

����
��� � �� 

Where Iik is the index of item-objective congruence for question i on objective k. 

N  = The number of objectives 

�� = The experts’ mean rating of question i on objective k 

�  = The experts’ mean rating of question i on all objectives. 

Since, the interview questions used throughout this dissertation were constructed by using 

only one objective per question, thus the IOC formula that was used can be shown as follow:- 

Iik = �� 

The meaning of variables mentioned in the second equation can also be referred to the first 

equation.  

Besides, the face validity was done by the selected observer.  After received the assessment, 

the authors then provided the three chosen experts, who have an expertise in the marketing 

field, with both the interview questions and objectives related in order to evaluate the 

questions by using the IOC approach.  The questions and objectives were sent via e-mail to 

the experts prior performing an interview with the selected companies.  After received the 

feedback, the IOC value of each question was calculated.  According to the preliminary 

evaluation, some of the questions had to be rearranged in order to have a clearer and more 

appropriate relation with the prospective objectives.  The revised version of the unclear 

questions were sent to the experts for the repetition assessment.  Moreover, the ultimate 

validity measurement regarding the IOC approach will be mentioned in the following section. 

Not only considered about the validity of the interview questions, but the authors also paid an 

attention to the validity measurement of the answers received from the interview as well.  

Since, the answers received contained the respondents’ personal opinions, as well as 

experiences, thus the validity measurement regarding the collecting answers had to be taken 

into consideration in order to ensure that the information used throughout the dissertation was 

accuracy.  The demonstration in validating the finding received can be done by using the 

ability to map the interview results with the concepts or theories, which referred in the 

theoritical chapter that was mentioned earlier (Ghauri & Cateora, International Marketing, 

2010). 

The procedures used throughout this dissertation can be divided into two approaches; firstly, 

by conducting the interview over the telephone.  For this approach, the authors firstly asked 
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the respondents, who represented the six Thai small e-commerce enterprises, regarding the 

permission for conducting an interview, as well as asked for the time availability of the 

reciprocated respondents in order to perform the interview.  However, the authors received a 

permission from only five companies.  After that, the overall of the interview questions were 

sent to the respondents in order to prepare them with the ideas and the purpose of the 

interview.  The duration of the interview was approximately forty-five minutes to one hour 

per respondent because the authors were aiming for the in-depth information regarding the 

respondents’ personal experiences and opinions.  There were four respondents who 

performed the interview over the telephone.  All of the interviews were done in Thai in order 

to facilitate the respondents and provide them with the clearer understanding of the questions.  

The second approach, which used to collect the information, was by sending out the 

evaluated interview questions to the remaining respondent who had some difficulties finding 

the available time to conduct the interview via the telephone.  However, these respondents 

were willing to acquiesce in answering the interview questions.  Since, the authors’ intention 

is to conduct the in-depth interview, thus after received the answers, the authors also called 

the respondent when there were any further enquiries occurred.  Moreover, the interview 

questions were focused on the companies’ brand loyalty strategies, as well as the cause and 

effect received from the offerred activities provided by the entrepreneurs toward their 

customers.  Furthermore, all of the respondents, who participated in providing the authors 

with the mentioned information, were annonymous in order to protect their privacy. 

Moreover, the authors also took the integrality of the received answers into consideration.  

Since, the authors noted that all of the answers received from the five selected respondents 

were similar, thus there was dispensable to inquire an additional respondent in order to obtain 

other dissimilar response. 

In addition, the reliability concept used in this dissertation was concerned with consistency.  

The gathered information was obtained through a stable and consistent manner throughout 

the interview process.  The interview process involved the recording of data, and classifying 

the received data with the related topic (Cooper & Schindler (2003) as cited in O'Leary, 

2003).  Moreover, in this case the consistency was commensurate to the improvement of 

reliability.  The reliability used throughout this dissertation was maintained through the 

validation and standardisation of the interview questions, as well as the conformed condition 

when the interviews occurred, such as the constant of interview duration, continuancem and 

economic condition.  Therefore, the reliable measurement of the interview normally involved 

the practical requirements, which can be referred to the economic condition and the 

interpretability of researchers (Cooper & Schindler (2003) as cited in O'Leary, 2003). 

4.4.2  Secondary data 

There is a difference between secondary and primary data sources. According to Ghauri & 

Grønhaug (2010), secondary data is information collected by others, whereas primary data is 

original data collected by the authors. However, secondary data is also useful not only to 

solve the authors’ research problem, but also to better understand and explain the authors’ 

research problem (Ghauri & Grønhaug, Research Methods in Business Studies, 2010). In the 
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authors’ research, the authors began with a literature review by studying on and around the 

authors’ topic research. The purpose of doing the literature review is to study the previous 

research and identify a research gap. Also, the authors aim to link the theories in brand 

loyalty and the existent literature regarding the factors that impact on brand loyalty with Thai 

small e-commerce business. Subsequently, the authors collect data from textbooks related to 

brand equity, e-commerce and SME business. Moreover, research papers, articles and 

journals related to brand loyalty, e-loyalty and small e-commerce business available in 

Mälardalen University’s databases and online data sources as shown in the table 4-2 are also 

collected. 

Databases / Online 

data sources 

Paper type URL 

ABI/INFORM 

Global (ProQuest) 

Scholarly and trade 

journal articles, 

Dissertations, Business 

cases and Global and 

trade news 

http://ep.bib.mdh.se:3613/advanced 

Cambridge journals Journals  http://ep.bib.mdh.se:2053/action/ 

DiVA Master thesis, 

Dissertation 

DiVA 

Emerald Journals / Articles http://www.emeraldinsight.com/ 

Google Scholar Scientific articles http://www.scholar.google.com/ 

Table 4-2: Databases 

Source: (Own illusion, 2011) 

The authors used the following keywords and their combination for a literature search in the 

databases:- 

• Small E-commerce business 

• Brand equity 

• Brand loyalty 

• E-loyalty 

 

The authors’ topic aims to focus on the area of e-commerce and small business enterprise. 

Subsequently, the authors chose the keyword “small e-commerce business”. As the authors 

will analyze the factors that positively impact brand loyalty in Thai small e-commerce 

business, the keyword “brand equity” is used since brand loyalty is the core factors of brand 

equity. Moreover, to get an overview of brand loyalty aspects in the environment of e-

commerce business, the keywords “brand loyalty” and “e-loyalty” is added in our list. The 

authors combine the keywords throughout the research such as “brand loyalty” + “e-

commerce” in order to get functional results. 
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4.5 Data analysis 

To identify and define the research problem, secondary data need to be collected to provide 

valuable insights to the current problem. Moreover, secondary data also provide a comparison 

instrument with which we can easily interpret and understand the primary data (Ghauri & 

Grønhaug, Research Methods in Business Studies, 2010, p. 94). Subsequently, in this 

dissertation, the data analysis will be divided into two sections concerning to secondary data 

and primary data respectively. 

4.5.1  Secondary data 

The first section, the authors will collect secondary data relating to the market situation of 

Thai small e-commerce business. The five competitive forces will be analyzed in this part in 

order to give a narrative of competition within clothing, jewellery, and personal accessories 

industries in online environments. By understanding the industry structure, the authors will be 

able to describe how brand loyalty can influence competition in the world of electronic 

commerce.  

4.5.2  Primary data 

In the second part, the authors undertake the qualitative research to approach the research 

problem. Raffel, (n.d.) as cited in Malhotra (1999), states that “Qualitative research provided 

the fundamental understanding of people’ language, perceptions, and values.” Subsequently, 

by conducting semi-structured interview with five Thai small e-commerce businesses, the 

authors can study their perceptions about brand loyalty strategies and use cause and effect 

relationships to analyze the case of creating and retaining brand loyalty among customers. 

For the content of analysis in this part, the authors will use secondary sources to obtain a 

wider perspective to the work. The companies’ strategies will be linked and compared to the 

conceptualization and to the aspects of brand loyalty in the literature. The purpose of this 

linkage is to synthesize the differentiation of brand loyalty aspect between entrepreneur’s 

perspective and consumer’s perspective. Finally, the authors will investigate and conclude 

which factors affect brand loyalty in Thai small e-commerce business through entrepreneur’s 

perspective.  However, there are some concerns about the quality of interviewing and quality 

of data related to qualitative research. To obtain valid and reliable information, the interview 

questions will be validated by the experts who expertise in this area of topic in order to attain 

meaningful answers relating to the research objectives and avoid biases. 

4.5.2.1 Interview process 

In the beginning, the authors prepared the purpose of an interview and draft of the questions 

relating to the applied theories and literature review. The owners of five Thai small e-

commerce businesses initially were contacted via e-mail in order to explain an overview of 

the authors’ research and ask for the possibility to conduct an interview.  With one 

respondent’s time limitation, only four interviews were conducted over the telephone and 

were recorded with their permission. The authors selected to interview the respondents over 

the telephone because a telephone survey can quickly give the authors an overview of brand 



 

Page | 32  

 

loyalty’s strategies through entrepreneurs’ perspectives. According to Fisher, et al. (2007), 

telephone interviews should be kept short, so the authors initially sent the interview questions 

in both Thai and English languages to the interviewees as pre-coded element of the authors’ 

concerned topic one week before the interviews took place. The interviews normally lasted 

for forty-five minutes to one hour each. The authors basically used a same list of questions to 

all respondents for five Thai small e-commerce companies. However, some contingency 

questions were different due to the diverse nature of each business. The interviews were 

conducted in Thai in order to avoid misunderstanding about complex matters and be able to 

create friendlier environment with their mother tongue language. As a consequence, the 

findings and quotations presented in this dissertation were translated from Thai to English. 

During the interviews, the authors had left room for the interviewees to discuss their 

strategies or particular action towards brand loyalty amongst their customers. The authors 

also had an opportunity to explain some questions or issues in more details when the 

interviewees did not understand or got confusion about the concerned topic. The 

interviewees’ answers were repeated and summarized before introducing a new question in 

order to ensure that the authors fully understand the answers.  The authors avoid leading the 

interviewees to give the answers, which can fit with the applied theories and literatures by not 

expressing the authors’ opinion. All interviews were closed with thanks. Moreover, the 

authors also asked for the opportunity to follow up if some relevant details are needed 

afterwards. The authors had reviewed a recording and transcribed the interviews for five to 

six hours per each after interviewing had been discussed. The reason for doing this is to 

ensure that the authors had been collected enough intended information, which can be used in 

the analysis part. 

4.6 Data validity and reliability 

This section provides the readers with the quality of research regarding the measurement of 

the data collection process. The assessment of validity and reliability relating to the quality of 

research separates into the measurement of the primary data and the secondary data, 

respectively.  In the first section, the validity assessment regarding the use of IOC approach 

was thoroughly explained, as well as the reliable aspect measurement regarding the result of 

qualitative approach.  After that, the measurement of secondary data was provided.  In this 

section, the authors focused on the reliability of the materials used throughout the dissertation 

in order to provide the readers with the accurate and reliable information, as well as the 

dissertation’s outcome. 

4.6.1  Primary data 

According to the previous section, there were two assessments that used to validate the 

interview questions, which were firstly, the face validity.  As mentioned in the earlier section, 

the face validity of the interview questions was done by the selected observer.  This process 

was done prior sending out the questions to the selected experts.  Secondly, the IOC approach 

was performed and the result received from the mentioned experts was presented in table 4-3. 
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Interview Q. 

IOC ratings 
Overall 

IOC result 
Valid?

*1
 Expert 

#1 

Expert 

#2 

Expert 

#3 

1. How does the company provide the 

presale, sale and post sale activities to the 

customers?  

1 1 0
*2 

0.67 Yes 

2. What are the company’s strategies 

toward customers’ repeat purchasing 

behaviour? 

1 1 1 1 Yes 

3. How does the company enhance the 

customers’ expectation for the future 

purchase? 

1 1 1 1 Yes 

4. How does the company enhance the 

customers’ attitude toward the future 

purchase? 

1 1 1 1 Yes 

5. How does the company enhance trust 

that affect the future purchase? 
1 1 1 1 Yes 

6. How does the company maintain the 

existing customers when the increment of 

switching costs is occurred? 

1 1 1 1 Yes 

7. Giving the precedence to the eight 

factors. 
1 1 0

*3 
0.67 Yes 

8. How does the company encourage 

customers to recommend their website to 

other new customers? 

1 1 1 1 Yes 

9. How does the company differentiate 

their brand from the competitors? 
1 1 1 1 Yes 

Table 4-3: The evaluation of IOC approach 

Source: (Own illustration, 2011) 

Remarks: 
*1

 In order to measure the validity of the questions, the IOC value has to be more 

  than 0.5. 
        *2

 The third expert suggests that there are a lot of activities mentioned in the  

  question, which can cause a misunderstanding towards the respondents.   

  However, during the interview the authors had separated the mentioned  

  question into three separate parts. 

      
*3

 The third expert suggests that the answers received from the precedence can 

  be different depending on the size, nature, financial ability, and economic  

  condition, thus it will be difficult to evaluate and analyse from the results.  

  However, the aim of this question was to find out the particular reason why 

  the company, which operates in the same industry, pays attention to the  

  different factors. 

According to the table above, the authors noted that all of the IOC value regarding the 

interview questions were more than 0.5, which meant that all of the questions were valid, as 

well as had been properly related to the prospective objectives. 
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Moreover, based on the previous section mentioned that the qualitative approach normally 

provides researchers with the ability to gain an understanding and to create an explanation by 

using various perspectives and opinions received from the respondents.  Therefore, the result 

received when conducting the same interview with other companies in the different industry, 

as well as different market and economic conditions can provide the researchers with the 

different answers.  However, since the consistency was comparable to the improvement of 

reliability, thus by having done the research, which used the same validation and 

standardisation of the interview questions, as well as the conformed condition of the 

interview can provide the other researchers with the similar result.  In addition, the valid and 

reliable interview questions used to collect the information throughout this dissertation could 

have an effect towards the level of transferability regarding the result received from other 

researchers. 

4.6.2  Secondary data 

According to Fisher, et al. (2007), a critical examination on materials in the literature is 

necessary before putting them in the dissertation. The aim is to make sure that the data taken 

from the literature is strong enough to sustain the use. Consequently, the authors give priority 

on the reliability of the materials, so the authors elaborately search for the authentic and 

worth mentioned sources. The articles taken from Mälardalen University’s databases are peer 

reviewed. In general, articles in peer-reviewed journals should be more reliable than those in 

non-peer-reviewed publications (Fisher, 2007, p. 92). Moreover, the authors access the 

quality of the materials through considering the articles’ provenance, references, precision of 

the writing, the mixture of description and analysis and the research evidence. However, 

secondary data could have a number of sources of errors, or inaccuracy, including errors in 

the approach, research design, sampling, data collection, analysis, and reporting stages of the 

project (Malhotra, 1999, p. 114).  With some limitations and disadvantages, multiple sources 

of data are collected to evaluate and compare the strength of arguments with the critical 

literature review in the previous section.  
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5. Findings 

The contents mentioned in this chapter had been separated into two main parts.  In the first 

part, the authors presented the readers with an empirical data regarding the Thai e-commerce 

business condition.  The information was compiled from the related literatures, articles, and 

journals.  Moreover, the second part of this chapter mentioned about the data derived from 

the interview with the chosen five Thai small e-commerce enterprises. 

5.1 Thai e-commerce market condition 

The following information is derived from the secondary data regarding the Thai e-commerce 

business condition.  The thorough description related to the mentioned market condition can 

be separated into firstly, the overview of e-commerce in Thailand and follow by the 

government policy regarding the Thai e-commerce businesses.  After that, the SMEs and the 

adoption of e-commerce technology in Thailand will be thoroughly provided.  Furthermore, 

the authors also present both advantages and disadvantages derived from e-commerce 

business.  In addition, the trend of Thai e-commerce business will be provided, follow by the 

competitive condition in the Thai e-commerce market. 

5.1.1  Overview of E-Commerce in Thailand 

From the year 2000 to 2010, the percentage of Internet usage in Thailand has been increasing 

dramatically. According to Internet World Stats, there are 17,486,400 Internet users as of 

June, 2010 per International Telecommunication Union or ITU, increasing from 2,300,000 

users in the year 2000. In July 2003, the government even launched a 1 Thai baht 

(approximately 0.0224 EURO
*1

) per hour Internet access project to boost Internet use. 

Nowadays, the average Internet access charges in Thailand are under 10 Thai baht 

(approximately 0.2249 EURO) per hour for basic call-up connections while broadband 

connections cost 700 Thai baht (approximately 15.7459 EURO) and up per month. Internet 

use is expected to steadily rise resulting from lower access charges. (Global Technology 

Forum, 2007). From the statistics, it can be deduced that the opportunity to reach the 

technology of Thai people has been uplifting. At the same time, the percentage of online 

purchasing has been escalated from 1.25 percent in the year 2007 to 1.81 percent in the year 

2010. (National Statistical Office Thailand, 2004; National Statistical Office Thailand, 2007) 

By focusing on Tarad.com, Thailand’s leading e-commerce company, at present, it hosts 

216,095 online merchants carrying goods 2,437,276 items. (Tarad.com) It is becoming 

increasingly clear that the competition in e-commerce business in Thailand is intense due to 

more universal and less expensive information infrastructure. According to Arunee & 

Anongnart (n.d.), the first mover such as the web pioneer or large firms on the Internet would 

already have brand name recognition, cost advantages, and more experience in personnel 

training and web management and they have a major market share. Newcomer SMEs have to 

                                                           
1
 The exchange rate was derived from The Bank of Thailand as of June 10

th
, 2011.  The average selling rate was 

44.4566 THB per 1 EURO (the web address: 

http://www.bot.or.th/english/statistics/financialmarkets/exchangerate/_layouts/application/exchangerate/exchang

erate.aspx) 
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encounter a high competition. However, Arunee & Anongnart (n.d.) also pointed out that 

SMEs could have a competitive advantage over larger firms in terms of having personal 

contact with customers, making specialty products or services for customers, being in a local 

community, and targeting niche markets. 

5.1.2  Government Policy and E-commerce in Thailand 

The government of Thailand fully supports e-commerce by establishing Electronic 

Transactions Development Agency (Public Organization). The mission of Electronic 

Transactions Development Agency (ETDA) is to build both entrepreneurs and consumers 

trust and confidence, develop consumers knowledge regarding doing transactions on the 

Internet and address the measurement to support the development of e-commerce. (E-

commerce) Moreover, in May 2004, The Communications Authority of Thailand (CAT) and 

the SME Development bank, two state-owned institutions, cooperated with Datamat, a listed 

systems integrator, to provide low-cost software-on-demand service for small and medium-

sized firms. The aim of this service is to encourage small and medium size enterprises using 

information technology to improve their business processes. (Global Technology Forum, 

2007) 

According to a notification under the Commercial Registration Act (1956), e-commerce 

business operators are required to obtain a commercial registration with the ministry’s e-

commerce division. The purpose of the registration is to create, maintain and centralise data, 

statistics and records of e-commerce entrepreneurs in Thailand. The new entrants and 

incumbents must register within 30 days of the commencement of their business. The 

business relating to the following e-commerce activities are now subject to registration: 

offering goods or services for sale or purchase via the Internet, providing Internet service 

provider (ISP) services; providing web-hosting services; and providing electronic-

marketplace services. (Global Technology Forum, 2007) With the government support, e-

commerce in Thailand has been developed exponentially. These developments are also 

creating great opportunity for e-commerce solution providers and e-commerce related 

services. (Internet World Stats, 2010) However, an increase in the proportion of all Internet 

users reflects an aggressive marketing and price cutting by service providers. (MacroArt-

Online Business Story, 2008)  

Considering to the Internet business licence, the licence are divided into three categories. In 

the first category for the companies, which do not have their own networks, licence costs 

25,000 Thai baht (approximately 562.3462 EURO) for the first year and 20,000 Thai baht 

(approximately 449.877 EURO) for the next year. In this type, the capital requirement is low 

so it can encourage new entrants. Those in the second type own a small network but also 

lease capacity from others. This category requires an entry fee of 250,000 Thai baht 

(approximately 5,623.462 EURO) and annual fees of 3% of the applicants’ revenue before 

expenses. Providers who have large and dedicated networks are in the third category. The 

licence fee of this category costs 500,000 Thai baht (approximately 11,246.924 EURO), plus 

an annual fee of 5% of the applicants’ revenue before expenses. (Global Technology Forum, 

2007) 
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5.1.3  SMEs and the Adoption of E-Commerce Technology in Thailand 

Since, website creating needs its own server, which requires the large amount of capital, 

small and medium size enterprises likely use Hosting Service Provider to make their own 

website.  A web hosting service will allow the firms to lease the space on a server with an 

inexpensive cost. (Thai e-Commerce Association, n.d.)  By browsing on the Internet, it has 

been revealed that there are many host companies in Thailand. The customers can cross-

check the price, the quality and the information of web hosting with just a few clicks. 

Subsequently, the competition is intense in web hosting business. In the meanwhile, 

switching cost is an important factor in maintaining the existing customer and creates 

competitive advantage. Most of customers who already embedded their products and services 

in one domain scarcely change their suppliers. This is because some customers who have not 

used their own domain will face problems of changing the name of a website. However, the 

customers can reduce the switching cost by notifying their own customers regarding new web 

address. The larger switching cost will be incurred when there are a lot of users browsing the 

website or the users have feedback scores when doing transaction. This feedback scores 

which show the users’ credibility cannot be transferred to other websites. As a consequence, 

it is harder for new entrant to gain the customers. (MacroArt-Online Business Story, 2008) 

5.1.4  Advantages and Disadvantages of E-Commerce 

Although, e-commerce allows customers to conduct real-time, remote transactions without 

time or geography limitation, many Thai people still concern about payment security, 

payment accuracy and conditions of payment. This was shown in the research that buyers 

make a purchase online by using money transfer rather than credit card. Moreover, there are 

barriers of selling goods over the Internet as following: communication misunderstanding, 

information and business transaction security, speed of connection, language, maintaining 

and updating information, difficulty in tracking customers’ information, security for Internet 

payment systems and credibility.  (SMEs and E-Commerce - The Asia Foundation)  Apart 

from those barriers, e-commerce provides customers with greater convenience, better access 

to information, and more attractive variety of products. (Arunee & Anongnart, n.d.) The 

transparent information over the Internet helps customers in making appropriate decisions 

and fulfilling their requirements. (WebAustralia, 1996 cited in Arunee & Anongnart, n.d, p.2) 

5.1.5  The Trend of Thai E-Commerce Business 

According to Dr. Pansak Siriruchatapong, the Executive Director of National Electronics and 

Computer Technology Center or NECTEC, mentioned that almost the small and medium size 

businesses in Thailand tend to use e-commerce as a mean to penetrate the marketing channel 

and products and services publications rather than using it as a tool to patronize the 

administrative and managerial cost reduction (Anonymous, Thai e-Commerce Association, 

2010).  Despite the proliferation of e-commerce, the social network, such as facebook and 

twitter, will be the most attractive mediums in order to publicize and expose products or 

services to the target customers in the year 2011  (Anonymous, Bangkokbiznews.com, 2011; 

Amornrattanakul, 2011).  The reasons that many companies use the social network to exhibit 
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their products are firstly, because there is a tremendous number of social network users 

occurred in Thailand.  According to Mr. Phawuth Pongwittayapanu, the Managing Director 

of www.tarad.com, which is one of the forefront web-hosting pages in Thailand, mentioned 

that during the year 2010, the number of Thai social network users was more than two 

million people and such number tends to be increased in the following year.  Secondly, the 

advertisement costs in these social networks is quite low, thus the brands or goods, which are 

easily to distinguish by the customers, such as a brand of cars, cosmetics, and food or drink, 

normally use the social network to attract their customers (Anonymous, 

Bangkokbiznews.com, 2011; Anonymous, Prachachart Thurakij Online: 

www.prachachat.net, 2010). 

Furthermore, most of the Business to Customer or B2C industries who use e-commerce as a 

medium to trade their products to the customers are consisted of the following categories 

(Ministry of Information and Communication Technology, 2007; NSO: National Statistic 

Office Thailand, 2009):- 

1. Industies, which relate to computers, electronic devices and the Internet. 

2. Fashion, costumes, jewellry, and accessaries industries. 

3. Industries regarding the business services such as public relation, education and 

insurance. 

4. The industries, which relate to tourism, hotels and resorts. 

5. Motor vehicle industries.  

6. The industries, which relate to publication and office equipments. 

7. Other industries apart from the mentioned above. 

The percentage of e-commerce businesses separated by industries can be shown in figure 5-1. 
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Figure 5-1: The percentage of e-commerce business by industry 

Source: (Ministry of Information and Communication Technology, 2007) 

According to the figure above, the fashions, costumes, jewellries, and accessaries industries 

categories are comprised of firstly, textiles, handcrafts, clothings and leathers.  Secondly, it is 

the perfumes, cosmetics, and beauty accessaries and the last factor is jewellries and 

accessaries.  Moreover, the percentage of the above factors are 9.1%, 4.6%, and 4.3%, 

respectively. (Ministry of Information and Communication Technology, 2007)  

In addition, based on the study of Spark Communication Co., Ltd. (2011) mentioned that the 

products, which Thai consumers normally buy on the Internet are firstly, clothes and shoes, 

secondly, cosmetics and perfumes, thirdly, airline tickets, and the last one is hotels and 

resorts reservations.  The percentage of Thai consumers’ buying behaviour of the above 

products is presented in figure 5-2. 
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2. Many website owners tend to provide their customers with a discount and other 

related price promotional  campaign in order to provoke the sales amount 

(Pongwittayapanu, 2011). 

3. The introduction of group buying channel in an e-commerce business can also create 

an intense market condition.  This kind of channel acts as a wholesaler and normally 

provides their customers with a very low price, such as www.ensogo.com/thailand 

and www.dealdidi.com, comparing to their competitors and is likely to apply to the 

cosmetics and  beauty accessary industries (Pongwittayapanu, 2011). 

4. There are many brick and mortar enterprises who are aware of the importance of an e-

commerce and have recently entered to the market such as Centrals and The Malls 

group.  These companies can provide a much lower price comparing to their 

competitors due to the wide range of provided products, as well as having their own  

in-house warehouses. (Pongwittayapanu, 2011) 

In addition, the e-commerce businesses normally use a price competition as a main tool to 

attract the customers, as well as to gain the market share from their competitors.  Therefore, 

in order to survive in such a tough condition, the value added processes should be provided.  

The processes can be described as follow (Anonymous, Thai e-Commerce Association, 

2010):- 

1. The company should redefine their existing market. 

2. Or the company should resegment their existing market. 

3. Or the company should use a so-called “Sandwitch” approach.  This approach is done 

by upgrading the existing brand to the premium product segment, as well as creating a 

fighting brand, which provides the customers with the same products price comparing 

to such competitors. 

5.2 The data derived from the interview 

The following data was collected from an interview. The case description is divided into nine 

topics regarding the interview questions and the interview objectives mentioning in appendix 

A. The important contexts from respondents’ perspectives, which are relevant for further 

discussion in the analysis part, are transcribed. The derived data gives an insight into the 

companies’ activities and strategies towards brand loyalty among their customers. In order to 

protect the respondents’ privacy, the names of their companies in this dissertation were 

written under a pseudonym. 

5.2.1  The companies’ presale, sale and post-sale activities 

Regarding the presale activities toward brand loyalty in Thai small e-commerce companies, 

some similar activities are conducted among five respondents. In the presale stage, the five 

companies, Fredanan, Paul & Young, Zenetty, Vennar and Chimera, will provide the 

information of products at maximum level in order to attract customers’ attention and build 

trustworthiness in the minds of customers.  Some recommendations are also provided to 

assist customers in selecting the right products. Zenetty pointed out that in apparel business, 
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information in details is necessary, since customers cannot touch and try on apparel before 

purchasing. Therefore, the company helps customers to reduce their perceived risks, for 

example by providing size chart with guidance for customers, and also the details of fabric 

types with apparel care conditions. Besides the information on the website, Zenetty, Vennar 

and Chimera put an effort in building close relationship with customers. The authors found 

that social network such as facebook has been used as a tool to communicate with customers 

and create community within friendly environment. 

“We use social network to connect with customers and enable them to spot our movement. 

We will not only focus on selling products, but also create community in which customers are 

able to share their ideas or lifestyles (Zenetty, 2011).” Chimera (2011) also mentioned that 

“sometimes we don’t talk about the products, but talk about all sorts of things as friends do. 

We try to build friendship rather than buyer-seller relationship.”   

The presale activities also include building trust. Zenetty and Paul & Young indicate that 

since the companies do not have physical store, the characteristic of website is one factor that 

can build positive reputation. Subsequently, the companies give priority on webpage design, 

system quality and the security of payment process. 

Zenetty (2011) stated that “We build an online store which can offer customers’ experiences 

as the same as brick and mortar businesses. We create campaigns and fashion ads as 

physical stores do in a magazine. We also cooperate with e-commerce software provider that 

has an experience in dealing with customers in many countries such as Singapore and Japan. 

Many companies who use their service already have had brand recognition perceived by 

customers. These activities can create creditability and boost customers’ confidence.” 

During the stage of sale, all companies focus on providing fast and efficient transaction 

process. A friendly response also continually remains through this stage. Moreover, the five 

companies have bank accounts for serving Thai customers who prefer to transfer money 

rather than using credit card. Zenetty (2011) revealed that “According to our research, Thai 

people feel more confident and secure to transfer money and keep bank slip as a proof of 

purchase.”  

While most of the companies provide activities in the same track, Vennar takes precedence 

on its catalogue and packaging.  

“We creatively design our catalogues, and all of them are handmade works. These 

catalogues are sent to customers by post. Our customers will get customized catalogues with 

a handmade little gift, which its theme relates to our products in each collection. We also try 

to put an excitement into a handmade package and every package will be different, for 

example the company will perfume the package based on the packaging concept (Vennar, 

2011).” 

By focusing on post-sale activities, the companies pay attention on the process of delivery by 

providing on time delivery. The websites of Paul & Young, Zenetty and Vennar enable 

customers to check shipping status.  They will keep contact with customers to ensure that 
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customers are pleasant with products. However, they set the different purchasing policies and 

product guarantee. In apparel industry, some companies such as Fredanan, Paul & Young, 

Vennar and Chimera do not allow customers to change or return products but offer alteration 

or repair the products for free. Nevertheless, Paul & Young gives an exemption for the 

products, which have defect from cutting such as unequal leg. The product return is then 

accepted. The company will change the product to customers with a new one, along with 

providing them a full refund (Paul & Young, Brand loyalty strategy, 2011). On the other 

hand, Zenetty allows customers to refund or change products if customers get the wrong size 

or the products have any defect from delivering process after being proved (Zenetty, 2011). 

In addition, the companies will build close relationships with customers. Most of companies 

treat customers as friends rather than buyers. Vennar (2011) exposed that “We create 

customer database. On customers’ birthday, we will make a present such as a paper craft, a 

notebook, a birthday card or an ornament put in designed packaging made by our own. 

These gifts may not have the relevance to our products. However, customers may perceive 

values with our special care.” 

5.2.2  The companies strategies toward repeat purchasing behaviour 

Amongst five Thai small e-commerce companies, Fredanan, Paul & Young and Chimera use 

customization strategy to enhance customers’ satisfaction and shopping experience. Paul & 

Young (2011) pointed out that “The behaviour of online customers is mostly different from 

customers purchasing products in physical stores. The online customers normally will not 

change to new online stores. According to the company’s record, regular customers will 

purchase the products once a week and purchase every new launched product. The company 

also target niche market by offering made-to-order products according to customers’ 

specification. Most customers who require custom-made products normally wear oversized 

clothes, which are quite hard to find in the market. These customers also repeatedly order to 

make clothes.”  

Moreover, all five companies use newsletters to maintain customers’ purchasing rate. The 

companies will keep inform the existing customers about new launched products or a 

discount sale period. The newsletters will be sent to regular customers first. As a 

consequence, the regular customers will have an opportunity to order or reserve the products 

before new customers. As noted by Paul & Young (2011), “the names of regular customers 

also are remembered in order to create perception of special treatment to each individual 

customer.” 

Considering to the product itself, besides the quality of product that every company gives a 

priority, Fredanan, Paul & Young and Chimera also offer a variety of product designs in 

order to provide customers with greater choices.  

“We will not produce products in collection. On the other hand, we will provide a wide range 

of products for customers who desire to purchase many items of products. Subsequently, the 

customers will have more alternatives due to the diversity of both patterns and fabric designs 

(Paul & Young, Brand loyalty strategy, 2011).” 



 

Page | 44  

 

5.2.3  The companies approach to enhance customers’ expectations 

As per the interview, all five companies have the same approach to enhance customers’ 

expectations by maintaining the quality of products. Furthermore, the companies will 

continually come up with new products. All products will be elaborately designed.  Overall 

image in the websites including the models must look appealing.  

Vennar (2011) mentioned that “We enhance customers’ expectation by always creating new 

products. Moreover, our products are made from different materials in limited amount. As a 

consequence, the customers will perceive our movement, and then have an expectation and 

follow our updated products. In addition, we plan to constantly create innovative products 

with hand-making in order to provide customers with the perception of uniqueness.”    

Moreover, Vennar also launches “sneak-peek update” as a tool to stimulate customers’ 

expectation. The company revealed that “The sneak-peek update will slightly release the 

details of our new products. It can make customers become excited by creating such a buzz 

among customers (Vennar, 2011).” 

5.2.4  The companies approach to enhance customers’ attitudes 

To influence customers’ attitude, all five companies have similar strategy that is to create 

social network such as facebook and twitter for allowing customers to review the products 

before purchasing.  

“We allow customers to review our products or give a recommendation in our webpage. The 

products reviews will be kept open no matter the reviews are positive or negative. In case of 

negative comments, we will explain the situations and take responsibility to solve the 

problems. We will provide a quick response and reply customers’ mail regularly. Some 

customers who already received the products will take a photos and post in our webpage with 

compliment. This can be another way which increases other customers’ attitudes (Paul & 

Young, Brand loyalty strategy, 2011).” 

Apart from social network, Zenetty focuses on the design of webpage. “We create simple 

minimalist designed, user-friendly and easy-to-browse website. This is because website 

design can affect creditability and create customers’ positive attitudes (Zenetty, 2011).” 

Moreover, Zenetty also takes communication as a key to positively impact customers’ 

attitudes. “We create online magazine and culture-sharing zone in our website. Then, we will 

use them as a tool to interact with customers. Associating with customers in a friendly way 

will enhance positive point of view towards the company (Zenetty, 2011).” 

5.2.5  Enterprises’ strategies related to trust enhancement 

According to the interviews, all of the five enterprises normally provide a bank account for 

their customers in order to pay for the reserved products.  Since e-commerce is quite new for 

the Thai market, thus most of the Thai online consumers feel more comfortable when using 

the bank’s transferring service instead of performing an online purchase by using a credit 

card.  Therefore, in order to improve the level of customers’ trust, these enterprises tend to 
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focus on the following aspects.  The provided services are the first thing that they have taken 

into consideration.  The services normally occur during the presale, sale, and the post sale of 

the purchasing phases.  Not only have the companies provided the customers with the 

services directly related to the products, but also provided some additional services in order 

to contribute the customers with an extraordinary purchasing experience.  This can influence 

the level of trust, as well as the level of importance towards the companies, which is 

perceived by the customers.  The second element is the increment of the brands’ uniqueness 

and character.  This can affect the customers’ recognition towards the companies’ brands and 

products.  The last factor that all the five companies tend to focus is the enhancement of the 

website’s creditability.  The companies aggrandize the reliability through the design of the 

web, the presentation of the products’ pictures, and the thorough information regarding the 

companies, as well as the products provided on the website. (Paul & Young, 2011; Chimera, 

2011; Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 

5.2.6  The maintainability of existing customers in E-Commerce enterprises 

In consideration of the high competition in today’s Thai e-commerce market, all of the 

interviewed companies tend to sustain the high quality of the products and perform an 

incessant development of the design and products.  Therefore, these companies usually pay a 

particular attention to the production and products’ qualities.  Since, all of the interviewed 

companies provide premium quality products, thus the limited number of customers is 

occurred.  Moreover, the companies normally attempt to build a close relationship with their 

customers in order to maintain the existing customers’ base and try to please, as well as to 

provide the most appropriate products to their customers.  Furthermore, the products’ prices 

are also important for maintaining the existing customers because according to the 

interviews, these companies tend not to increase the prices.  However, they normally offer the 

customers with the higher products’ prices through the launch of a limited edition or special 

collection.  These products are provided occasionally and consisted of the higher quality 

materials, better design and innovation, and neater cuttings. (Paul & Young, 2011; Chimera, 

2011; Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 

5.2.7  The eight factors that influence the Thai e-commerce companies 

According to the interviews, the authors provided the interviewees with the eight factors, 

which can affect today e-commerce businesses’ performances.  The results from the 

interviews regarding the mentioned factors can be summarized as follow:- 

● Customization 

According to the proliferation of social network and the Internet usage provide the 

selected companies with the easier means to interact or contact with their customers.  

Since, these companies provide the premium quality products, thus almost all of the 

customers are the regular customers.  Therefore, by including some of the customised 

products in their collection can increase the satisfaction of their regular clients who are 

the main customers of the companies.  Since, these companies do not support the mass 

market, thus they will not confront with any difficulty in producing a few number of the 



 

Page | 46  

 

customised products.  Furthermore, by using the advantage received from the social 

network, such as the profile pictures presented on the facebook, can provide the 

companies with the better recommendation offered to their customers, which can 

effectively increase the level of customers’ satisfaction as well. (Paul & Young, 2011; 

Chimera, 2011; Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 

● Contact interactivity 

Based on the interviews, these companies also pay an attention towards the contact 

interactivity between the companies and customers.  The reasons are firstly, most 

companies have set a strategy mentioning that they will respond to their customers within 

24 hours.  Moreover, they also concentrate on other parts, which help to strengthen their 

brands and products’ recognition perceived by the customers.  Lastly, nowadays the 

interviewed companies use a social network, such as facebook, to exhibit their brands and 

products to their customers.  Therefore, one of the advantages received from this social 

network is that they will provide a notification every time the customers comment on the 

products’ pictures, as well as the questions posted on the website regarding the products’ 

detail and information. (Paul & Young, 2011; Chimera, 2011; Fredanan, 2011; Vennar, 

2011; Zenetty, 2011) 

● Cultivation 

Due to the fact that these companies are small and focus on the niche market, as the 

results of quality and price factors, thus the provided thorough information regarding the 

products and other promotional campaigns are important.  They believe that by providing 

the useful and interesting information related to the products is one of the most important 

factors, which can attract both new and existing customers to their websites.  Since, the 

companies endeavour to strengthen the brands’ uniqueness and character, they normally 

not follow or provide the customers with all of the information regarding the new fashion 

trend.  However, they are likely to apply and adapt only the trends, which are related to 

their products’ character in order to stimulate the customers’ hankering, as well as 

enhancing the modernity towards the new products launched. (Paul & Young, 2011; 

Chimera, 2011; Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 

● Care 

According to the interviews, care is likely to be one of the most important factors, which 

every e-commerce enterprises has to take into account.  As care is the element, which 

provides the companies with the ability to maintain their customer base and attract the 

new clients.  By providing an attentive service during the presale, sale, and post sale 

stages can increase the probability of the customers’ word of mouth regarding the 

companies’ products and services.  Besides, the word of mouth is one of the most 

powerful marketing tools used throughout the e-commerce market because the customers 

can easily interact or exchange information regarding the websites and brands in the 

mentioned context. (Paul & Young, 2011; Chimera, 2011; Fredanan, 2011; Vennar, 2011; 

Zenetty, 2011) 
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● Community 

All of the five companies provide an area where customers can have an interaction with 

both the companies and other customers, as well as a place where the customers can 

comment about their products and services can extend the customers’ assurance towards 

the companies’ products.  Moreover, the generated community also provides these 

companies with the ability to build a close relationship and a chance to get to know the 

advertent customers in order to offer the most appropriate products and services, as well 

as to properly meet the specific market demand. (Paul & Young, 2011; Chimera, 2011; 

Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 

● Choice 

The variety of provided products is the least important factor according to the interviews.  

This is because these companies provide the premium and high quality products, as well 

as trying to enhance the customers’ recognition towards their brands.  Therefore, these 

companies are aware that by providing the wide range of products can easily confuse the 

customers about the distinctive feature of the brands and the brands’ recognition. (Paul & 

Young, 2011; Chimera, 2011; Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 

● Convenience 

These companies offer many ways for their customers to contact or order the products, 

such as via telephone, e-mail, or directly post the dubious or requested information on the 

companies’ websites.  Hence, it will be more convenient for the customers, if there is any 

requisite information occurred.  Moreover, the interviewed companies still use the bank 

transferring services as a tool for their customers to perform an online purchasing 

payment.  Therefore, this can reduce the complexity of the ordering and payment 

processes faced by the customers. (Paul & Young, 2011; Chimera, 2011; Fredanan, 2011; 

Vennar, 2011; Zenetty, 2011)  

● Character 

According to the interviews, character is the most important factor, which all of the 

interviewed companies pay an attention to.  This is because firstly, unlike brick and 

mortar businesses, where customers can directly touch and feel the products, the online 

customers cannot try on the aspiring goods.  Therefore, the website can be seen as a 

displayed store, where the brands’ characteristics, uniqueness, and appearance have been 

provided.  Secondly, the customers can easily change to the competitors’ websites within 

a few mouse clicks.  Therefore, by providing the thorough information and appealing 

products’ pictures can attract more of the customers to their websites, as well as can 

increase the customers’ time spent.  Moreover, by emphasising on the important of the 

website’s layout can increase the creditability towards the companies’ brands and 

products.  This can have an effect towards the customers’ trust and assurance. (Paul & 

Young, 2011; Chimera, 2011; Fredanan, 2011; Vennar, 2011; Zenetty, 2011) 
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5.2.8  The encouragement of customers’ recommendation to new customers 

Based on the interviews, instead of having a strategy regarding how to stimulate the existing 

customers’ recommendation to other new customers, these companies are likely to focus on 

the products, designs, products’ quality, and uniqueness.  Moreover, almost all of the new 

customers have known the brands from the word of mouth received from their friends.  This 

can be the result of the satisfied customers and high quality products.  Moreover, the word of 

mouth is one of the most important parts to foster the e-commerce enterprises’ performances.  

Furthermore, due to the proliferation of the social network and Internet usage provide the 

companies with the easier tools for the customers in order to communicate and interact with 

each other. (Paul & Young, 2011; Chimera, 2011; Fredanan, 2011; Vennar, 2011; Zenetty, 

2011)  

5.2.9  The uniqueness and brands’ differentation 

Since, the authors focus on the small apparel companies that provide the premium quality 

goods, thus these interview companies have a tendency to provide a higher price comparing 

to other apparel companies who support the mass market.  However, according to the 

interviews, the companies discriminate themselves from their competitors by focusing on the 

following categories, which can be separated into the products and services, brands, prices, 

and the target market.  These companies concentrate on offerring their customers with the 

handmade and neat tailoring products, as well as the use of high quality materials.  The 

offerred quality can be compared with the ones provided by the brand name products, which 

have a store in many famous and premium department stores located in Thailand.  Not only 

had the companies paid an attention to the quality, but also concentered towards the provided 

customer services as well.  Due to the fact that these companies can reduce some of the 

unnecessary costs, regarding press release, marketing, and the shop related costs, thus the 

companies can offer more of the services, relating to the presale, sale, and post sale periods.  

The second category, which the companies focus to differentiate themselves from its 

competitors, is the contriving of the brands’ character and uniqueness.  The enhancement of 

the mentioned factors can have an impact towards the brands and products recognition 

perceived by the customers.  Even though the prices offerred by the interviewees are higher 

than other companies in the e-commerce market, but they provide their customers with the 

high quality products, which can be compared to other famous apparel brands.  Therefore, the 

customers can ensure that they will receive the same quality with the lower prices comparing 

to the famous brands due to the unnecessary costs reduction, which are mentioned earlier.  

The last element, which the companies contemplate in order to distinguigh themselves from 

their competitors, is by providing a limited numbers of products.  Due to the fact that these 

companies do not produce their products to support the mass market, thus the customers can 

assure that the quality and the design of the products received will not be similar with the 

ones offerred by the mass market providers. (Paul & Young, 2011; Chimera, 2011; Fredanan, 

2011; Vennar, 2011; Zenetty, 2011)   
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6. Analysis 

In this chapter, the market condition analysis based on the use of five competitive forces, 

which derived from Porter E. (2008) will be firstly described.  The reason for providing the 

readers with the Thai e-commerce market analysis is to provide the overview of the present 

trend of the business according to the enterprises’ point of view.  After that, the analysis 

regarding the brand loyalty factors, which influence the success of the Thai small e-

commerce business is provided. 

6.1 Market analysis 

To cope with an industry competition, the company has to understand the configuration of the 

five forces, which consist of threat of entry, power of suppliers, power of buyers, threat of 

substitutes and rivalry among existing competitors. The intense forces will negatively impact 

on company’s profitability, and the other way around. Understanding the industry structure is 

essential for company to position its strategy. 

6.1.1  Threat of Entry 

According to Porter (2008), entry barriers of the e-commerce market are relatively low since 

the Internet is an open system. Moreover, by considering Porter’s seven sources, which 

incumbents relate to new entrants, it can be deduced that the threat of new entrants is very 

high in Thai e-commerce industry. Since e-commerce business could be formed by low cost 

of investment, especially in small and medium sized enterprises (SMEs) who tend to use a 

web hosting service rather than having its own server, the economies of scale is hard to be 

realized as a competitive advantage in this context. A new coming competitor does not need 

to face with a cost disadvantage from an economy of scale of incumbents. On the other way 

around, SMEs might gain market share on specialty products by targeting niche markets 

rather than taking advantage from the large amount of production. This is because in an 

online business, it is difficult to maintain proprietary offerings due to transparent information. 

Subsequently, the differentiated products will help to shift competitors away from the price 

war. Moreover, new entrants to e-commerce business will not encounter the disadvantage 

concerning about unequal access to distribution channels. Since Porter (2008) pointed out 

that limited distribution channel can deter new competitors, unlike a conventional retailer, 

there is no such limitation in e-commerce business. In addition, with a government policy 

supporting by providing low-cost software for small and medium-sized enterprises, it directly 

aid newcomers to enter the industry. By focusing on the Internet business licence, the low 

licence cost can be considered as an important factor that encourages the potential entrants to 

make an investment in an industry. Furthermore, the government have founded Electronic 

Transactions Development Agency, enacted laws and launched many programs to help SMEs 

and support e-commerce business. Although Porter (2008) stated that the willing of 

customers to purchase the products from incumbents rather than new entrants can create a 

high barrier, it is hard to incur in online business where the buyers can easily compare prices 

and information to best fulfil their needs.  
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6.1.2  The Power of Suppliers 

In e-commerce business context, small e-commerce companies normally use Hosting Service 

Providers as suppliers to create their own website. Although Porter (2008) pointed out that 

the Internet can shift the power of suppliers because the suppliers can access to more 

customers, the suppliers still do not have much power in e-commerce business. Although 

Hosting Service Providers offer the services with lower costs comparing with creating server 

by companies themselves, it has been revealed that there are many hosts or suppliers who 

provide the space for the websites on the Internet. At the same time, they possess 

undifferentiated products and services, which customers can conveniently check the prices 

and compare the quality. Consequently, the service providers will normally offer the 

customers with competitive prices. From those factors, it is hard for suppliers to capture value 

by charging high price, or limiting quality or service. Although there are high switching costs 

to maintain bargaining power; for example, the suppliers provide users the feedback scores 

which cannot be transferred to other website, the customers are still willing to change the 

website if the suppliers raise their price aggressively. 

6.1.3  The Power of Buyers 

According to Porter (2008), Internet technology bolsters buyer bargaining power with easier 

access to information towards products, prices and suppliers. Considering to the value that 

buyers can capture in the online environments, it cannot deny that the buyers in e-commerce 

are relatively powerful. The buyers can compare prices and information without time or 

geography limitation. Therefore, they can change the suppliers with only a few mouse clicks 

away to find their best solutions and fulfil their requirements. Moreover, they can force down 

prices and demand better quality or service with low switching costs. 

6.1.4  The Threat of Substitutes 

According to the dissertation’s topic, the authors focused on the apparel industries that use an 

e-commerce as a medium to exhibit their products to their customers.  Moreover, the authors 

also noted that the apparel industries normally provide their customers with the products that 

advocate the customers’ self aesthetic needs enhancement.  Based on the work of Porter 

(2008), mentioned that a substitute is a company, which provides the same or similar 

products to the customers comparing to its competitors.  Therefore, in this case, the authors 

defined the substitutes as the companies, which provide perfumes, cosmetics, and beauty 

accessaries, as well as having use e-commerce as the companies’ marketing channel.  

Furthermore, the customers can easily browse the information regarding the products and 

prices throughout an enormous number of websites in order to find the cheapest and most 

worthwhile aspiring products.  The increment of the customers’ abilities to compare both the 

price and quality of the products on the net can be referred to the impact of, which most of 

the e-commerce businesses are likely to be confronted with, switching costs based on the 

study of Porter (2008) mentioning about the high threat of substitutes received in the e-

commerce business due to customers’ low switching costs. 
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Based on the study of the Ministry of Information and Communication Technology (2007) 

mentioned that the percentage of the perfume, cosmetic, and beauty accessary indutries 

regarding the e-commerce businesses is approximately 5%, which is the second highest 

industries in the fashion, costume, jewelry, and accessary category.  The mentioned 

percentage is about 4% lower comparing to the first place, which is textile, handcraft, 

clothing, and leather industries.  Since, there is a slightly different percentage between the 

number of products’ provideres, the customers can easily encounter with a distraction 

between the clothing and cosmetic categories, while searching for the products in order to 

fulfill their personal aesthetic needs.  Although, the percentage of the cosmetics and perfumes 

that were bought on the Internet is lower than the one regarding the clothes and shoes.  

However, the clothes companies still need to pay an attention to the intimidation that might 

receive from their substitutes due to the fact that most of the cosmetic and perfume 

companies tend to use the group buying channel, which provide customers with the much 

lower price comparing to the ordinary ones. 

In addition, the proliferation of e-commerce can create a new substitute threat, as well as 

expanding the size of the market due to the fact that the website is easy to create, needs a 

small amount of investment, and the tremendous number of both existing and future 

customers, as well as the purchasing power, which tend to be very appealing according to the 

entreprenuers’ point of view. 

6.1.5  Rivalry among Existing Competitors 

According to Porter (2008), the intensity of rivalry among existing competitors is based on 

the number, size and power of the competitors in the market.  Moreover, in the e-commerce 

context, the existing competition tends to be higher when comparing to the brick and mortar 

companies because the Internet normally reinforces the increasing number of competitors due 

to the reduction of a geographical constraint.  The mentioned concept of high intensity of 

existing rivalry can reflect the present condition of the apparel industries in Thai e-commerce 

context.  Firstly, almost all of the Thai apparel industries are the small businesses and also 

belong to the Business to Customer industry.  Therefore, the similar size and industry 

category of the existing companies can have an effect towards the level of the company’s 

marketshare, which in this case an insignificant different is occurred.  Secondly, since 

nowadays there are a lot of new generation customers arised in the market, thus they can 

attract both the national and international competitors to enter to the market.  This statement 

can be supported with the constant increment of e-commerce market during the previous 

years.  Not only those apparel companies have to face with the competitors who have their 

own products and brands, but they also have to face with the proliferation of affiliates who 

are the new kind of the e-commerce marketing channel, which is recently appeared in the 

Thai e-commerce business context.  Moreover, according to the expansion of Internet usage 

and information, it can reduce the company’s ability of products’ differentiation between the 

existing rivals due to the fact that the competitors can easily learn about the rival’s product 

information and imitate the product via the information mentioned on the Internet. 
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Furthermore, the extension of the e-commerce market can also have an impact towards the 

increment of price competition.  Since, there are a lot of competitors occurred in the market, 

many website owners tend to provide their customers with a discount and promotional 

campaign in order to increase the sales amount.  This can also increase the power of 

customers due to the fact that the customers can easily compare the price within the market.  

Not only the discount and promotional campaign that the rivals have to face, but they also 

have to confront with the group buying channel, which acts as a wholesaler.  This kind of 

marketing channel can have a major effect toward the market’s price competition due to the 

lowest price offered by the entreprenuers. 

In addition, in order to endure in the intense and high price competition, the companies have 

to provide the customers with the value added products.  The process of increasing the 

products’ value can be done by using many different aspects, such as by redefing and 

resegmenting the existing market or niche.  Moreover, these aspects provide the e-commerce 

companies with the similar result, which is trying to increase the companies’ competitive 

advantages in the today e-commerce business context. 

6.2 Brand loyalty analysis 

The following section presents an analysis of brand loyalty strategy through entrepreneurs’ 

perspective in Thai small e-commerce businesses by the measurement of brand loyalty and 

the approaches to protect and maintain the level of brand loyalty. Moreover, in those 

contexts, the important factors of brand loyalty in Thai small e-commerce businesses relating 

to companies’ competitive advantage will also be analyzed through a lens of eight factors 

generating brand loyalty in e-commerce business. 

6.2.1  The measurement of brand loyalty 

According to Aaker (1991), there are five approaches which are behaviour measures, 

switching costs, measuring satisfaction, liking of the brand and commitment used to measure 

the level of brand loyalty received from the loyal customers. In this dissertation, the activities 

used by Thai small e-commerce business companies will be connected to these five 

approaches in order to look inside which particular actions affecting e-loyalty. 

• Behaviour measures 

According to Aaker (1991), the level of brand loyalty can be measured by re-purchasing rate 

received from an individual customer, percent of purchases, and the number of brand 

purchases. According to the interview, all five companies focus on the activities enhancing 

the increment of re-purchasing rate and percent of purchases. However, the number of brand 

purchases is slightly mentioned without statistics data support. Subsequently, the presented 

analysis will not include the number of brand purchases when interpreting the findings.  

From entrepreneurs’ perspective, repeat purchasing behaviour and the increment of percent of 

purchases can be explained by offering customization in their practices. As noted by 

Srinivasan, et al. (2002), customization affect e-loyalty due to the ability of an e-retailer to 
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tailor the right products, services, and transactional environment to individual customer’ 

needs. The important incentive for customers to purchase repeatedly is to provide something 

that they fancy from the products. Since Thai small e-commerce companies focus on the 

niche market as their target, their products are produced in a small amount. Subsequently, by 

offering made-to-order products can increase the choice of products for customer in the 

individual level. For example, the company can offers custom-made clothes for customers 

who hardly find oversized clothes in the market.  The alternatives provided by company 

enable customers to easily focus on the things they want. These can lead to more efficiently 

transactions, and then appeal the decision of customers to repurchase products in the future.   

To maintain the level of percent of purchases, other factors focused by the Thai small e-

commerce companies are contact interactivity, cultivation and choice. There are several 

researchers found that the contact interactivity can be beneficial to the relationship between 

customers and e-retailers. As per an interview, it has been revealed that all five companies 

also focus on contact interactivity to build close relationship with their customers. They 

provide sufficient information with fast response. Moreover, the companies will give 

recommendations regarding the customer’s character and preferences. These activities also 

affect loyalty according to the study of Dholakia & Zhao (2009). With Alba et al., (1997) 

support, they pointed out that the customer satisfaction will be increased if the tailored 

information facilitate and navigate customers to choose their exact products desired.  

Srinivasan, et al. (2002) found that cultivation can impact on customer satisfaction since it 

can diminish customers’ extra effort to search for desired information. According to the 

interview, Thai small e-commerce companies use newsletter as a tool to cultivate customers. 

The companies will recognize regular customers and proactively offer desired information 

such as new launched products or items on sale. The benefit of newsletters is that the 

customers will be informed continuously with useful information. As a consequence, the 

newsletter will be one approach to invite customers to come back.  

Through entrepreneur’ perspective, choice is one factor to create repeat purchasing 

behaviour. However, the concept of choice from Thai small e-commece companies contrasts 

with the study of Srinivasan, et al. (2002). The companies concern that by forming alliances 

with other suppliers or providing the wide range of products as one-stop service will 

negatively affect brand recognition by customers. They would rather put an effort in creating 

the products with variety designs and materials to increase customers’ options.  

• Switching costs 

Aaker (1991) pointed out that the higher the level of brand loyalty results from the higher the 

switching costs. According to the work of Porter (2008), in e-commerce businesses, 

switching costs can be defined as the familiarity of customers toward one company’s website, 

and they do not desire to perceive risk from changing suppliers. It can be interpreted that the 

switching costs in Thai small e-commerce businesses are quite low, especially in the apparel 

industry. This is because there is intense competition in this industry. As a consequence, it 

has become the same standard for all companies to provide customers with the large amount 
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of information, products guarantee and the payment channel for money transfer so the 

customers do not have to take big risks to use a competitor’s site. Although, the switching 

costs do not have significant affect towards customers’ behaviour for brand loyalty in Thai 

small e-commerce businesses, Thai small e-commerce companies at a standstill give priority 

on character of the website as an important factor to generate switching costs by designing 

simple, user-friendly and easy-to-browse websites. The webpage design can help the 

companies to build creditability and customers’ positive attitude. Moreover, the character of 

website can also display the brands’ characteristics, which can link with customers’ 

personalities. In this context, switching costs that affect brand loyalty will be occurred when 

the customers are not willing to browse and purchase other companies’ websites. However, 

there is no statistics data collected from Thai small e-commerce companies regarding the 

level of brand loyalty increasing from the generation of switching costs. 

• Measuring satisfaction 

Aaker (1991) noted that the level of brand loyalty can be distinguished by measuring both 

customers’ satisfaction and dissatisfaction. And, the company should regularly practice the 

mentioned measurement. Thai small e-commerce companies also habitually examine 

customers’ satisfaction and dissatisfaction by using social network such as facebook as a 

medium to observe what customers are saying about the companies’ products. Besides using 

facebook for satisfaction measurement, facebook can be considered as a virtual community 

where customers can connect with one another. As a consequence, the positive attitudes 

toward the products from one customer can be transparent to the others, and then lead to 

stronger business brand and reputation due to the word of mouth. On the other hand, 

customers’ dissatisfaction can affect brand image harmfully since dissatisfied customers can 

express negative feedback directly on the companies’ webpage. However, the study of 

Balasubramanian & Mahajan (2001) as cited in Srinivasan, et al. (2002), argued that this 

virtual community is able to increase e-loyalty since customers have the potential to receive 

the useful advice and information regarding their desired products from other customers. Thai 

small e-commerce companies also realize the importance of social networking. They allow 

customers to review their products according to the fact. For the negative review, the 

companies will explain the situation and solve the problem with quick response.  

• Liking of the brand 

According to Aaker (1991), liking of the brand can be measured when customers constantly 

purchase the products even the price has been increased. Since five Thai small e-commerce 

companies are targeting niche market, they offer products with premium quality and well-

designed in relatively high prices. As per the interview, these companies mentioned that they 

do not have a plan to increase the prices. However, if the products are new limited collection, 

they will offer the customers with little higher prices. Although the offering prices of these 

five companies are more expensive than many other competitors, they still have regular 

customers who purchase their products once a week or every new launched product. It can be 

deduced that the customers have high level of liking of the brand. Thus, the products with 
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high quality, unique and creative designed are one of the important factors relating to 

customers’ brand loyalty. 

• Commitment 

As noted by Aaker (1991), the company should measure the commitment by examining the 

amount of an interaction and communication between customers and the brand, followed by 

the level of an interrelation between the brand and customers’ activities and personalities. 

From the interview, Thai small e-commerce companies have an interaction and 

communication with customers in the presale, sale and post sale stages via such as 

companies’ website, facebook, e-mail or telephone. By focusing on customers’ inquiry about 

products, the companies will respond to their customers within 24 hours. However, the 

relationship between these companies with their customers is not only being a buyer-seller 

relationship. Most companies communicate with their customers in a friendly way by not 

only discussing about the products, but also sharing their lifestyles. Subsequently, they have 

an interaction continuously.  

Considering to an interrelation between the brand and customers’ activities and personalities, 

it can be interpreted that the level of the interrelation is quite high, especially with the regular 

customers. There are a few activities which the companies do to form this interrelation. For 

instance, the companies will remember the names of regular customers. Moreover, a hand-

made little present will be sent to the customers on their birthday. These activities can 

increase value perceived by customers. Regarding the interrelation between the brand and 

customers’ personalities, the companies create this linkage by permitting customization or 

providing some recommendations to assist customers in selecting the right products regarding 

customers’ tastes and personalities. Therefore, it is expected that the activities that the 

companies have been provided to customers will lead to brand loyalty. 

6.2.2  The maintaining and enhancing of brand loyalty  

Nowadays, many Thai small enterprises are likely to enter to the e-commerce market due to 

an abundant benefits received from the the Internet market based condition.  This can actually 

create an intense competition amongst the business context.  Therefore, the maintaining and 

enhancing brand loyalty perceived by customers are crucial in order to compete in such a 

harsh condition, as well as to maintain and protect their customers base.  Since, the customers 

can easily switch or change to the competitors’ websites, thus by emphasizing on building the 

customers’ loyalty can provide the companies with the great competitive advantage.  

Consequently, the important determinants that use to increase and sustain the customers’ 

loyalty based on the work of Aaker (1991) can be presented as follow:- 

The first element, which Aaker (1991) had been mentioned, is that the companies should treat 

their customers with respect and provide the products that fulfill the customers’ expectancy. 

Care can be referred to one of the main factors that the five e-commerce companies has in 

common, which is firstly these companies concentrate on the period of delivery. The 

companies will ensure that their customers will receive the purchased products within the 
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concordant period.  Moreover, they also try to continuously and rapidly answer all of the e-

mails or messages, which were sent by their customers.  The mentioned strategies can be 

supported by Zenetty (2011) mentioning that “one of our intentions that we use to respond to 

our customers is answering all of the e-mail received within 24 hours”.  These services can 

increase the level of the companies’ consideration towards their customers, which is 

perceived by the clients.  Furthermore, all of the five companies also contemplate on 

providing the thorough products’ information, as well as retaining the products’ quality.  

Since, the five companies are concentrated on offering the handmade, high quality, and neat 

tailoring products.  Therefore, by maintaining the mentioned products’ elements can fulfill 

their customers’ satisfaction.  As mentioned by Vennar (2011) that “all of the products have 

the same quality because of the identical quality control used throughout all of the 

collection.” 

Additionally, all the interviewed companies try to treat their customers as friends rather than 

buyers through the use of social network such as facebook or other tools presented on their 

websites.  Besides, Chimera (2011) has emphasised on building a close and friendly 

relationship with their customers, even though such customers only purchased from them 

once. 

“We try to form a companionship towards our customers through the interaction and 

communication, in terms of a community, after the purchase.  This community will be about 

both the general topics and subjects related to the companies’ products”. 

Vennar (2011) also coddles their regular customers with the customized products, which can 

be supported by the following statements:- 

“Most sales normally come from the regular customers, so we will record the information 

regarding their interests and styles.  And those customers can find the products that related 

to their interests from all of our collection”. 

By performing a constant interaction with their customers and providing a customized 

products to their regular clients can provide the customers to conceive that they are vital for 

the companies.  The idea of enhancing the importance perceived by the company’s patrons is 

one of the means used to maintain and enhance customers’ loyalty.  This can be referred to 

the work of Aaker (1991) mentioning that two ways of increasing the loyalty are through the 

customer interaction and the enhancement of customers’ value. 

The third aspect, that helps to retain the customers’ loyalty, is by measuring or managing 

customer satisfaction, which is about understanding the customers’ attitudes toward the 

companies and products (Aaker, 1991).  Unlike brick and mortar businesses, e-commerce 

enterprises tend to measure their customers satisfaction by inventing a community area where 

both buyers and sellers can exchange their point of view regarding the companies’ products 

and services.  The above concept can be properly supported by the statements received from 

Paul & Young (2011) mentioning that, “we allow customers to comment or provide a 

recommendation on our website.  And all of the comments will not be removed whether they 
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are in a negative or positive manner.  If the negative comment is occurred, the company will 

constantly explain about the mentioned situation directly on the website”. 

Furthermore, Vennar (2011) gave the interview mentioning that “the company will provide a 

special gift, which is a handmade product related to each of the new collection launched, to 

their regular customers.  This special gift is enclosed within the handmade cataloque 

regarding the new collection”.  Since, the major customers of the five companies are the 

regular customers, thus by providing a special present can also increase the customers’ 

loyalty towards the products and brands.  This concept can be supported by Aaker’s (1991) 

idea mentioned that by providing a reward directly to their loyal customers can be one of the 

factors that help to create the company’s switching costs in order to maintain their existing 

customers base. 

In addition, the last element that use to maintain and increase the level of loyalty is by 

providing the extra services in order to enhance a contentment towards the customers.  The 

extra services can be done in many different ways such as by providing an explanation of a 

procedure or any astonishing services regarding the companies’ products or services (Aaker, 

1991).  According to the interviews, all of the five companies focus on providing their 

customers with some additional services such as by providing a size chart with guidance for 

their customers, as well as the details of fabric types with apparel care conditions.  Due to the 

nature of business, some customers may require an advice given by the sellers.  Thus, by 

communicating through the companies’ websites and the social network can provide the 

companies with the useful information in order to recommend the most appropriate products 

regarding the buyers’ styles.  Furthermore, Vennar (2011) has been recently concentrated on 

providing their customers with an exciting experience towards the delivery process.  This 

concept can be supported by the following statements, “we try to put an excitement into a 

handmade package and every package will be different, for example the company will 

perfume the package based on the packaging concept”.  Therefore, by providing their 

customers with the above additional services can have an impact towards the increment of the 

brands loyalty due to the enhancement of products’ expectation perceived by the customers. 
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7. Conclusion  

According to the Thai e-commerce market condition towards the small apparel industries, the 

overall trend of the market condition tends to be in a negative way regarding low entry 

barriers, powerful buyers, high threat of substitutes and numerous competitors.  Since, e-

commerce requires quite a low amount of investment, new coming competitors can expect 

little retaliation from the incumbents. This can be supported by the fact that the new entrants 

do not have to come into the industry on a large scale. Moreover, there is no limitation on 

distribution channels in e-commerce business. In addition, Thai government is recently aware 

of the important of the small business and e-commerce towards the national economics, as 

well as trying to reinforce the use of e-commerce in order to compete with the national, 

international, and multinational companies. Moreover, e-commerce also provides the 

customers with a lot of power to negotiate or specify the aspiring products due to the low 

switching costs occurred during the buying process.  Consequently, the expansion of e-

commerce and the Internet can also foster the use of price competition, which can provide the 

customers with an advantage due to the fact that the customers can compare both the 

products’ price and quality throughout the market in order to receive the best offering.  Even 

though, there is an intense competition among both the existing rivals and the companies’ 

substitutes, but the e-commerce is recently the most attractive medium for the small and 

medium, as well as the large enterprises.  The reasons of an allurement are because the low 

investment require and the ability to expand the market in both the national and international 

context without any consideration towards the geographical constraints. 

From the market condition analysis, it can be identified that Thai small e-commerce 

enterprises should generate or enhance the level of brand loyalty among customers. Since 

apparel industry competitions in online environments are intense, price war is used among 

competitors to gain more customers. However, this strategy will diminish companies’ 

profitability. Subsequently, having loyal customers will give the companies’ competitive 

advantage. This is because the loyal customers will give e-commerce companies the benefit 

by spreading positive word of mouth and having repeat purchasing behaviour.   

As the purpose of this research is to describe and analyze Thai small e-commerce companies’ 

brand loyalty strategy, as well as evaluate the important factors of brand loyalty leading to 

Thai small e-commerce companies’ success, the chosen literatures highlight the approach to 

measure the level of brand loyalty, as well as allow the authors to pay attention towards the 

factors that impact brand loyalty in online environments.  

Through the lens of the measurement and maintaining, as well as enhancing of brand loyalty 

by Aaker, the present research has identified that the important factors which are 

customization, contact interactivity, care cultivation, community, character and the high 

quality, unique and creative products, and choice in terms of the variety of designs have 

potential to affect brand loyalty in Thai small e-commerce businesses.  

By targeting niche market, Thai small e-commerce companies can generate higher profit 

margins. However, the companies’ value proposition should be greater than offerings in the 
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mass market. Customization can increase the value of individual customers by recognizing 

them and tailor them with the right choice of products. Contact interactivity is also positively 

impact on brand loyalty since the high level of interaction can lead to closed relationship. 

Along with care, the companies can both maintain their customer base and attract new 

customers by providing no breakdown in service and promptly respond customers. Another 

factor is cultivation, the advantage of cultivation is that the companies can help customers 

minimize the time for searching the desired products. This advantage can appeal to customers 

to visit the sites again. Considering to community, by using social network such as facebook, 

the companies can examine customers’ satisfaction and dissatisfaction. Moreover, loyal 

customers can extend positive word of mouth, which will benefit the companies. Choice is 

another factor to motivate customers’ repeat purchasing behaviour. By offering customer 

with variety of product designs will enable customers to access the entire range of 

companies’ products. To create trust and positive attitude, character of the website is 

important factor that has an influence on customers’ perceived value. Lastly, the high 

quality, unique and creative products will differentiate the brand from other competitors. 

These factors can potentially create strong bond between customers and the brand. 

In addition, by continuously measuring and maintaining, as well as enhancing the customers’ 

brand loyalty can provide today’s e-commerce companies with a constant performance in 

order to survive and retain existing customers in the new and competitive market condition. 
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8. Recommendations 

According to the above research, the authors noted that the customers’ loyalty is the most 

important factor in order to maintain the success of Thai small e-commerce businesses.  

These companies should concentrate on providing their customers with the products or 

services that can satisfy and enhance their customers’ expectation in order to sustain their 

existing customer base.  Therefore, the continuous development regarding the provided 

products should be considered due to the fact that the information related to the companies’ 

products can be easily found by their competitors.  Since, the customers can conveniently 

switch to the competitors’ websites, thus by creating some excitement and differentiation 

toward the companies’ products can also create and increase a customer’s brand loyalty.  

Furthermore, the authors also noted that there are some similarities toward the Thai and other 

e-commerce enterprises, which are operated in the other part of the world.  Therefore, the 

result received from this dissertation can not only advocate the Thai small e-commerce 

companies, but also provide other small e-commerce businesses with the appealing 

information in order to survive in such the harsh market condition.  As a result, the brand 

loyalty can have a significant effect towards today e-commerce enterprises due to the creation 

of the characteristic and distinctiveness the entrepreneurs have been created toward the 

customers’ perception. 

Regarding the further research, since this study aims to find the important factors of brand 

loyalty relating to company’ success through entrepreneurs’ perspectives, qualitative research 

has been conducted to link company’s brand loyalty strategy with the concept of brand 

loyalty in the literature. However, there is no statistics data supporting customers’ 

repurchasing rate and the percent of purchases. Moreover, the number of brand purchases 

through customer based approach should be collected so as to measure these factors 

effectively. Therefore, it would be interesting to analyze these factors with quantitative 

research in order to strengthen the results of the authors’ findings. 
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Appendix A 

The purpose of an interview  

The authors will conduct two sections of semi-structured interviews with the respondents. 

The respondents will be asked to think of brand loyalty strategies in their real working life. 

The authors will find out how the respondents build brand loyalty among customers. What 

and why particular actions have been done to retain customers and create company success?  

Section 1 

The authors as the interviewers conduct the interview by having the following topics as a 

schedule to remind the interviewees of the main issues that need to be covered by them.  

● The presale, sale and post-sale activities that company provides to the customers. 

● The company strategies toward repeat purchasing behavior among customers in terms 

of enhancing customers’ expectations, attitudes and trust. 

● The company strategies toward the raise of switching cost. 

● The approach that company uses to measure satisfaction and dissatisfaction toward 

the company’s products. 

● The activity that company uses to maintain existing customers, even though the price 

has been marked up. 

● The way that company differentiates its products from its competitors. 

Section 2 

The interviewers have an assumption that each company can be different by its nature, even 

though it is in the same industry.   In order to evaluate the main factors that affect brand 

loyalty of each Thai small e-commerce company, the interviewers will ask the respondents to 

give precedence regarding customization, contact interactivity, cultivation, care, community, 

choice, convenience and character as in the table below.  Moreover, the respondents will be 

asked for an argument about their choice.  This is in order to find the particular reason that 

makes each company in the same industry focuses on the different factors. 

Factor Description in brief 

Customization: The website enables customers to order products and 

match their individual needs. 

Contact 

Interactivity: 

The website has interactivity features such as live chat, 

interactive catalogs and three-dimensional (3-D) to 

enhance customer shopping experience.  

Cultivation: The website proactively sends relevant information to 

extend the breadth and depth of customer purchases. 

Care: The website takes good care of customer by keeping 

inform about the availability of customer preferred 

products, minimizing disruption in providing services 

and delivering products on time. 
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Community: The website has customer community that customers 

can share experiences and gather useful information 

about the product with other customers. 

Choice: The website provides a variety of product so that 

customer can shop as a one-stop shop. 

Convenience: The website is convenient to use by having intuitive 

navigation. 

Character: The website design is attractive and looks appealing. 

 


