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ABSTRACT

This Business Plan aims to study the planning of the
women's bra brand includes the current situation analysis
that might affect the malika brand in the future such as
marketing planning and Product design. In addition, there is
a business plan for develop product line. Moreover, this
research will analyse main strategy of marketing such as
4Ps, Porter five forces etc.
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5.2 WHUNAYNSNITHAR A0 uaum's‘d UMY

1)ﬂ'm°l§ﬂs\1mﬂama'mnssu USHNLaanI masw‘[mq
YIYYAAMNTTY (Supply Chain) 8819A5U2905 TBln1SUSNS
mﬂ%aﬂmumumsumu Tagsaununinauluununang ¢
LWasmﬂuwmmﬂmmwammummmmwﬁimuﬂmwmm
Winzay sauaeprsasraaserislunisensiuingniuiieu
A8 9 wenantlusuAnusEN VLmJﬂ'rssumamunﬁwam"LU
SIUSZINAAISITUSTUWAARATNITBUNNS | wazan ey
‘[amamqmsmmﬂ 'iammmmmu’tuamﬂuﬂswmu
Lﬁswﬁm 21TeU (AEC)

2) druwnaluladansaumea Uswmuaam Tanszaminga
Uselevuvaanalulagd@sdaunaleiinnisg WGNL!']S“’UU Quick
Response Marketing System (QRMS) 6liélI:lJ‘lA!“UEJaJaLﬂ&J’Jﬂ‘U
AUAILATNIVIY IﬂEJﬂ’]'iLﬂ‘U“UE)SJaﬁ]’]ﬂ’i’]uﬂ'lIﬂEJG]NLL‘U‘U Real
Time mwTwuswwuaam 'mmsauwauamnmﬂﬂiﬂumu
NMIINUKNUNARAUAY  LiielvaunsaneuaLesiu A7
WAsULUA9E199IASIVDIRNAN  LATHOUAUDIAIIUADINIS
VOIHUILNADETUYIIN

“3) du Logistic Uswwuaam "Lﬁﬁmiﬁmmsuuu
Logistig wazAdsAuAT LivatuNug1yluns 9 aﬂmauﬂwawi
WN Lwawmuﬂmﬂiuammwmmu LaE A5 ATIANY
mmmaqmsmaaaﬂm Taedusn1sanad auﬂﬂwmaﬂmm
UsyLnd ARDA 7 'Ju

4) mumiwmmﬂmmwLLaummmywamﬂmm U‘%ﬁ’m
Jaan mwumsmmmmmwium YURBUNISURURIY
LwaaswaumLLauU'smstmmUaaﬂﬂa lasumnulinigla
AININAT ALY 19\&]']ﬂﬂﬁ]ﬂ'§’iﬂ‘l/l‘l]’i°l&“l/l°’l UQUG\LW@'SﬂU’]VL’J%‘I
ﬂmmwmmﬁmwamﬂmfm mm%mmmﬂaaﬂmmﬂa way
asaindusunse wssaudvesiaan duialaenseiu
N’J"UENN‘USIﬂﬂ FUAINT AU IAUABNITAANANTENUAD
Fawnasy wazlusuantadniasiaunduslmdundndud
yatulu (Green Label) wazlasunissusesnanimumnanlan
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SU (CoolMode) NARNUNLEAINISUADYANY
arsuaulaeanlun (Carbon Footprint)

5.3 WNUNAYNEN19NISHULAZN15A9NU (Financial
Strategy)

USENlaan, 1N1SUSHISULEUIENI9NISRUDENS
SAUABULALSEANSEIY NSauUsulasuuleuny ldanmans
mmuauﬂumamfavmwsm ‘mﬂmaam ANANISANTUIUY
‘vmLLaumuumammumammuum

mnaumuavusmsmammmﬂ wazlasumnuiisuanng
uslna Useneufuuleuie nrseanaiilianudsuiuanad
ANSHARN LLauﬂ’l’iﬂWLNUQ’]HVI&JH’]?USuﬁ’]umuE}‘c’JN@[ﬂa‘UﬂﬂU
Supplier  WagHINT MUY AI8ANNIINTBVDIRD VLAY
ﬂmmqﬂa}ﬁumwuﬂmu UsEnauuanIUENaNSRuT
ISRAIGER VI’]I‘ViL‘UE)ﬂJu’JWEm’]‘IJﬂ’IWLLauﬂﬂﬂﬂWWbluﬂﬂiLL%QGUu
YU ENagluseauNiuag

aum%’lumsmu Aldanausnisy

auummummu ArldssusnISy

1. WUAMUISULSA 991U 2,000,000 UM (Hydn)

2. Usummms ﬂ’]'iel‘tN‘U‘lJiug,ﬂmGL‘IJﬂTiaQ‘VIUL'ilILL'iﬂ

sflmaumma 1 mg 200 UM YUM1 1000 F7
auA 5 Uy SAUNIAUAUAT 5000 YU
SAIUSIANFUAT (mumu) 1,000,000 umn

*agU Laua\muaumaamwﬂ 1,000,000 UMMAIU
Uszananssgls 3 euusn (Figure 3)

M15199 5.2 US%N’]mﬂ’]i'ﬁ’]EJVLé]J 3 1RauULsN

- = a = = =
518115 o 1 Ao 2 \aun 3
JUIUAUAT  55Yasia 1 55uarial 55 yasie 1
= 1 U U U
nAaInee T T
wala (yn)
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119U = 119U = 119U =
1650 YA 1650 YA 1650 YA
s8R 1500 U 1500 U 1500 U

U

Usguiasie 2,475,000 2,475,000 2,475,000
1Taa1nnns
Y19 AUA

o WUADUNUNIIU 914U 4 AU 25,000%4 = 100,000 U19(
mmau)

. Numauwumm 3 1oy 11aA U= 300,000 U

« ANVUAIAUAN (3Lﬂ,§1u) 30,000 U

- ANPRNYUUANAT 19MUA = 10,000 U (5 uru-

. s18lanenun(5000 Yn/3 o) = 7,425,000 U

. *lsennsuisAusn nawinaTleee < 6 085,000
U -

A15199 5.3 ANlY918 Yszunaunissiel

swasiie. Y2018 0 Y2019 L S

s1ela 30,600,000
viaviua(ld 29,700,000 U
RAAYDNY - U

)

f15199 5.2 A998 Uszunaunissied (#19)

NAaMAWAT 3,960,000 4,080,000 < AuALAYNY
U UM 1,600,000
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Ruien 1,200,000 1,200,000 < + - OT,special
WUNIU UM UM commission
240,000
VYA 120,000 120,000 < + - acident
U UM 100,000 U
9ONWUU 40,000 40,000 <1Y4
AuA U U collection
A1N15MaIn 6,500,000 8,000,000 < radio spot, bill
U U board, online
channels
saus1ele 17,880,000 17,160,000
VAN UM U
Al

5.4 wu2N9IUATSHMUISSAY (Future Plan or
Development Plan)

é’m%’ﬂu% 2563 Uu Mausun dimnnglunisaiiuy
SEQRIONY!

1) m'sﬁum&uwsuﬂ 1aann uusend 91nn15UNASaY
maqsﬁmammn TngangsnwIAMNasuULsRte U 2561
Uz 2562 MuN mmai:ﬁmavl,ﬂLsﬂum‘ma%mf]ﬁumma
ATULASYFNY Toeldulauranns o UIILNTLAUNA LATYHND
Tummu LwammﬂwLﬂﬂmiﬂiumumwﬂmmﬂuﬂiuwm
Felluaneulovrefivszauanudne wazlivssauanudnse
ilnsuslnanmelulsamadulnldimsadndonsindy, 8
naliensnsiiulnves uSEmaulnl@ieadntioswintiuds
ANNINATABATINSIAULANINAMNAIALAYSIN WA luve
WeNUN1e usEnladnisusuanailgatgmnienisnainadine
TraenmdasinuanIznanndalinseiesdiu  wazld U
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Usummmimmﬂnuaamsmmﬂiuﬂummﬂﬁm liNea319nS
FusTunusua
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Sguna waz vasRNUsEmAnIaIUsemdlnegaziingg iule
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aﬂwmv%vaam usiagalshmuanulauiesig 6 Yemenia
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melulszmazEuATunIIUsIv @ tadnisaatuanglunng
LG\‘UIG]“U@Q srelagnnisvisnususdaaninelulsemalin
Soway 10 mmmwmLaﬁumﬂmiﬁumiwswLmuimm
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A9IN15Y0ITEFU  INBapNAUAT N UALDY ﬂummmmms
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velunsidaduannelduususiaanvieiie  1Wudnves



38

mandslunisiiaeenvanazunisverenuiilunsin
Wi1gauALlvinsaunay LLavmmﬂaqu'ﬂﬂﬂTume]muu,av
ENLUuﬂﬁsaiﬁdﬂﬂiiu%Tumiﬂauﬂﬁ (Brand Recognition) WINS
Lﬂmmmmsﬂ,mstuﬂuaamuu U1951U81998UsEaUAIY
d159 ¥ ue199zUszauNaTINYL |

vsmlaiulouelunisiinisdise  esnwszauaIy
11150 UNNITUVITUNNNENITAANN  LATENINLINRDNNANTS
Wasuulawanalulad LAZAIIUABINITVDINUTLNA L8y
wilunsiimungyuuy wamﬂmm‘immswmmﬂmmwmm
aumﬂﬁﬂsuﬂsgsuumaumswamLLavmiﬂgpﬁmu”lw
UsuamﬁmwmuuaammmuﬂmmmmﬂmﬁuaqmsaaEJu,au
wmuﬂumimmﬂsﬂﬂLLauaﬂmumuLUuamm 1AAN1A99LAN
AVUILU  RWIZNBYINATNVI8AZWAILT  IAglinng
UszauuUnudIenIsnan waziiensnafagglnade

miaswmmnisu’(uwgmmmmmu‘lu

USEN avumsaﬂmmm%LL@vwmuwwamﬂm%‘Tuﬂﬁ
aswmmnssu‘[mq VOIWANNUNYATULY V1IN TUYBIN
nﬁuuiwuq maﬂﬂaaaﬂqumﬂssuwuﬂmmL‘Uaauuﬂaﬂﬂ
2819590152 'smmm”lezjuwuauﬂ Iﬂauwauamsr\mmwma
’Lumwmummamsqm IWeMAn Az ALA, sULLuuaum
52uRe uNTuvDIRUAN Lwalwaaﬂﬂamﬂummmaqmsmmw
USlAANADALIAT  UBNINUUNIIUSEN® m"lmummwm
W UUD IR UAT f\]’]ﬂﬂ’]S‘VIUS‘lS}‘VlVLﬂﬂﬂ‘l‘:}’]LL‘I/\I“U‘L!“UENLL‘USuﬂﬁl’N5]
Tunauglsy wu wusua Vicgoria secret szNLUuwmmqmu
LLW%wuawmuTu wonAINTULEY  MeTaamdaiinisAnen
Lﬂmﬂmmﬂu wazgnsnIsHanivag winidsulvidennans
ﬂ‘Uﬁ’i’iu LAy mmmaamssuamusiﬂ;llm o linAn S uTives
HAaANINANUNUANE LLauLUummﬂﬂ%mawyﬂm WAy
aaﬂﬂaamuamavmmﬂ"lu{]awummmmﬂ%mju‘lu



39

uni 6
unasy

wamsmmmswLLau'amsumauammumaumi

dansiBanagnsvasdunuysuynsiaan | fisinsneunulagas
WAILLUSUARLAN u,avaumLwaslwmqmummmmmiﬁumw
USLNALATNNIIUS ENIIRMBINISANEINISAaIR  LliNeNazveeY
nan g aninsneginusemdlne wasveneseludusemna
WwoutulueuIan Tagvinn1seuNye 1 SWOT analysis 1u
nsindsgeeaugandsloniduazguassa  uazidnloduAng
u,mLwamuwmmwamﬂmeyﬂmmmmmuaaummntwiuﬂﬂ
wUe 91nns1E SWOT viliusenmuaeanulauioulunis
TRIRETTIRY, wpmen wear retailer meﬂuﬂ%uumwmmm
selvalifeduidusnnuann  Aaiududvesiadnideianiu
TUfinnuduendnuaivesusus  waswaunauailulaiiais
Lwaauaammmmmsgjmw‘uﬂﬂﬂLLamﬂwuﬂﬂﬂLﬂﬂ brand
Loyalty Tuamﬂm mumsaswmwaﬂwmm SIUDINISUSNNS
NngedldIudANTas19AUTDAULAY Undedeliu
WUSUALIAANT BAAIY



40
Bibliography

Kotler, P., & Armstrong, G. (2013). Principles of Marketing:
Student Value Edition. Prentice Hall. (BOOK)

Pittaya, V. & Vipada. (2014) Digital marketing influencing
consumers’ response in approaching  marketing
information. The journal of business Srinakarinviroj
university, 5(1), 80- 96.

Sukjarean, W. (2016) Customer behaviour. (BOOK)The
statistic data of consumer who buy women wear come
from Thammasat university, 2015.The data number of
women in Thailand in 2017 come from Official
Statistic Registration System.



41

UsInRAngI
%n-ANA uEnnEs UAing
AR, 3 @91nAU 2538
anunnm Weesne/nawmile/Ussindlng
wua krit. mune@bumail.net

UszannisAnuen
WA.2543: 159158 UATUII¥ING 1AL
WA.2549: 15 5o uduURINg1AY
WA.2551: 1595gUa1UARINYIAL
WA.2554: 15958 UNINBSHINY1aY
WA.2558: UNNINYIFUNFINN (USEYey1n3)



N INGIABNTUNN
4 - 2. :{ = = g (=Y I3
Tannavitmienseyynldansluinedwus / arsinus

nMsdansuUndia awivanuduiussnouns

¢ JUN. LD Wl
A a . / :
QW) RO ogtuend.. 139,01, 90.10
b X ( ks
puu.... bwYamey fua/ugng.,. bUEY
d =2
R e I bBINY. saluswedlg, 230

szAuUSan [] w3 mw [ ]wen

wé’mjm NSAANITUMIVATS @I neuiunyszneunis

............................................ oL Ll

AMY NISES9L1UBNESNALAE N1SUSUISARANS

Beinluilifendn “fougalWldavs” dhenis way
UVNINBIAENTUNW. FIDEIAVN 119 auUNTEIIY 4 Uemszlum lwanaedng

njawNIvIuAS 10110 FealuiliFendt  “dldSueynalildans” 3nionis

a/

Houa I WlGans uazdlasvounalildavs anasiduandulaeiteniusiolli

Vv q

2/ 2s = i

70 1. deuanalilidnsvetuserintuaivassduanufidviusiivifor Tunuasing /

WNTNUSTRGEY ... N U — k.
teiledudamilovesnisfinyimnandngns nsdanisumiingn. vesmivedengam

v

(walUiiseni “drsfinusd/Anendnus” )

1o 2. founnbilidndanasBusenlifldsueuqnaliliavslneynmanmasuununas it e

q @

segzhalumahastinus/Anendnus Fesududlissafiesnisvg saudas VB LS
AeansnIuYy Iidiuaduriediune Wiusdemisuinanndvanduidiu sygeliisuldaviiag
wivuaReulvegvitieenslafendelifile litwimuavdofiesnediy wensnsevnaylely

anwalyinuaufeIny

Sy W 2/ [

99 3. wnnsaiddadand ‘Lui‘]ay,mﬁméwﬂuaﬁﬁwuﬁ‘ﬁwmiwuéswﬁw@awﬂmiﬁlﬁé’fﬁw%ﬂu

yrnaneweniif wisssindlasveyanlildavsiuyaeaneenta visllivndadasduy ey

e
a a oa o

avans suituvnigsueygalildavsliausntauiuesnigr weuns vislawanls deuqali

WavsBuveniuRnuasualdrndomeundlésuoynaliliavsluamudemesine ARnTuurdlesy

u

L7 7
o) at

U llIENSIEY



Al 7}

Fuanilvhuaesadu earulustafioniu edugldounaziinlaternuludyanilavaziden
2/ =3

ui FeldasaneiieBolnlliUudrdgymontiwenu wazifusnunlidhaazatu

a97e.... ... Houn e nldans

Al
(W 0qq) %mms )

-

ata............. | Hlasvounnvleans

&

(e1asddgsnn  vands)

enemsdtinredyaiagNuinisieus

(n3.fyaun Wawaswug)

FRIAMUARTIZNITASIIANUDIGINAUALNTUTSAINS

(®1R71588795 WiaLUWRILAR)

HBTIUNTVENGAS





