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Abstract

E-Marketing provides various benefits
to the organization both current and future.
It is considered as new media, which became
the center for the seller to meet the buyer.
The buyer could search for information of the
similar product from various sources to
compare price and quality easily without
having to waste time and money on traveling.

In addition, electronic communications also help

to increases the efficiency of work, reduce
paperwork and other expenses. Communicate
via web page and electronic system also help
to improve after-sales service to be fast and
more convenience. Internet is considered as
an important channel of marketing communication
for the business apart from other marketing

communication toals.
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CAT TELECOR
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3. NIARIAMITIAVNNEBIANNIERng
(E-mail marketing) MIRAALUIIMHLUBUYDS
Sim Aiiiemelawon Tsldi unsugane
hfsgnénrune E-mail Lﬁmﬁwﬂiuﬁwﬁmw
Tunnaedoryaldederimds Lmewum Bt
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sdedelFuresdnTldnniv nagnsnisYhame
Tugm Cyber wmumnﬂﬁm“[mm E-mail marketing
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A3onlunnsvin E-mail marketing @o Foeiu
Tohgnénfiauuiriazsy E-mail Aidel) &
azim E-mail gaatsfiaznmedu sudunie
E-mail guzld

#10819 E-mail marketing

4. MIWAAME E-marketplace Ao ANA
NANTIVTINEUA LA IIUAMIDLTIN T8N
WoifudonanelunaTe-medudnazniniiu Tne
JUkuugey E-marketplace aziuniauinisiu
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eyagafinunzfoyndudnsetesdnluldlil
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seningineiu ganeiuiundn (B2B-Business
to business) 30 NIIFNTIBULL %mﬁwwhl
Elwuﬂnﬂ (B2C~ Business to consumer) °21\1
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4.1 B2C E-marketplace Aa Aaanae
fudr3zniregiieiiudn (Businessmsg
Tufsauialy (Consumer) [EUR IR LR
newdnwoilianwoemiowiuu foutmend
(Shopping mall) mwalngfisssodlidende
Fudanimdneine melusesdurorild Tne
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(Shopping cart)
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4.2 B2B E-marketplace ARANGTIEWAN
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n3tenelusaadnemil
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saulovl (Online inquiry) (usiu Tneu3nsdnuoe
# tnauriversazfiuuind wie dediumaus
srgluaniuladiliuins

5. nnaaselnidwyidiade (Mobile

marketing)

Mobile marketing  ifunagnsaunis
amauwalmivimalulagnielnsdwiedennld
'lumiﬁam'smsmmﬂnunquLﬂmmﬂﬂuﬂgﬁuwuﬁ
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5.1"SMS" (Short message service)
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5.2"MMS" (Multimedia message service)
vimsdeomnsrde Sedfie Sfwinans
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5.3"IVR" (IVR Marketing) 52UD IVR &9
13106119
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Tnsdtwrl (Swnrameudioysiendes Judumstiudin
T¥aremin mmsmm%’umsﬁ’mﬂﬁmaaﬂ 24
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(Customer relation management) Tudnwoe Call

Interactive voice response
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5.4"WAP marketing” N13ARIAAIY
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5.6 NNIAAMAIL Mobile blog

o

'[amjaqnWiﬂWﬁinﬂ‘luﬁi}iJUuLwﬂTuIaa W
muuv]mm’mrgmnw‘lw‘rhmﬂiwmm M
Al#Bunesifiaui WANEN T mmn‘ssu’l*nm Todinng
wmmLwasaqiumﬁmmsmmnﬂmmﬁmm
Wil MImaeadnnIaiingandaiaNE ALY
ol Shnismangelmidediondnla
ﬁqwqﬁnﬁmmﬁuﬂnﬂﬁﬁﬁﬁmiﬁﬁLﬁu’ﬁm“fitﬂﬁau
waaltannids dwmuﬂiuwmv[wﬂ‘[uﬁﬂquu Wui
uﬂiwmmv'ﬂ‘naumaitmnwmu 17.5% 9Nt 2550
WL 13.41 dweu dewiesienwld
Wisuinitomutedu aaedi@nnsedndiodn
nnqﬂﬁ‘nﬁqﬁfn:fmmnﬁ%wmwu'[ﬁl.ﬂ%auénnaqwﬁ
il aednIgInasineg Feufluspninmalulad
Wy w‘\'iaLﬂuﬂizTa-m“lunﬁmﬁmu 3
fomaszdniud  wasnaldaeanndnus
ffugnén E-marketing faldindugluuumayinag
pvwangUiuuniklaeiinslfiedediediimaoiind
finen Fivmadedhandielumsyinmata 1w
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(Personalization) m33nsnaMusush (Privacy)
ngNLA3ETNe (Personal network)  wawilavemy
fudedniu (Public commentary)
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advertising) nslasonnune Rich media N3
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#olla (Mobile marketing)
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