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Rueangdit, P. M.M., November 2018, School of
Enterpreneurship and Management,

Bangkok University.

Business Plan for Lingerie Mallika (26pp.)
Advisor: Dr. Worrawan Laohapolwatana

ABSTRACT

This business plan was conducted in order to define
scope of a business, study business about lingerie
business and to be a guideline before decision to run
a business.

This business plan includes information about
business environment analysis, production and
operation strategy, financial and investment strategy
and marketing research. Moreover, this analysis use
swot for collection information from sample of 200
people aged 18-30 and they live in Bangkok. |
educated about attitude for lingerie because lingerie
have specially quality for individual and it is so
delicate.
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ANN3.3: Product’s Positioning Map
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