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Business Plan for Building New Business: “Esther” Accessory Product
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Abstract

The purpose of this business plan is to develop business guideline for “Esther”. In
preparing this business plan, analysis of strengths, weaknesses, opportunities and threats of the
business, including competition analysis. In addition, a survey research was conducted with 500
consumers in Bangkok. Questionnaires were used as a research instrument. Statistics used in
analysis including frequency and percentage. The analysis showed that the most strength of
“Esther” is the flexibility of business operation while its weakness is the owner lack of business
experience and design skill. The opportunity is the growth of accessories market and a threat is
competition. When considered in the feasibility of investment in this project under the initial
budget of 48,900 Baht. NPV value was 2,705,046.64 Baht. IRR value was 479%and payback period
was 0.339 years.
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