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Abstract

Electronic commerce or e-commerce has not predominantly penetrated the
Thai market successfully because consumers do not trust the services and products
sold online. Therefore, an E-trader is required to create trust by establishing a strong
brand connection for its goods and services sold online. This e-marketing strategy
should be the key consideration for vendors operating on-line since it will create trust
and brand loyalty among potential consumers. The purpose of this research is to
educate and critically analyze the mechanism employed to enhance brand awareness
(E-brand) among online buyers. This will assist an e-commerce trader to successfully
conduct its business operation online.

Empirical evidence has been gathered by surveying internet users and e-
commerce vendors operating in Thailand. Historical data demonstrated that once a
consumer is satisfied with the product or service purchased on-line, the consumer tends
to repeat the purchase and transfer his/her knowledge about the product to others by
engaging in word-of-mouth marketing. There are 9 pivotal considerations when
operating the e-commerce business. These are Brand Positioning, Brand Image, Brand
Communication, Brand Awareness, E-Commerce System Quality, Trust, Content Quality,
Use and E-Commerce Customer Satisfaction. ‘Good Experience’ plays a significant role
in enhancing consumer’s decision in buying products on-line. Vendors should ensure
prompt delivery as guaranteed on the website. E-vendors should also ascertain secured
payment system that is both safe and trustworthy with a standardized device.

In conclusion, a business operating on-line is required to boost its business
operation by continuously implementing new technological techniques to improve its

website especially in terms of conveying its marketing and public relations strategy.
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Buyers will be intrigued in buying the product on-line when the message and the
information are transmitted clearly via picture, sound, multimedia etc. Furthermore, once
a consumer is satisfied with the service, he/she will engaged in word-of-mouth

marketing to promote the product for the on-line vendors.
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