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Advisor: Assoc. Prof. Suchard Tripobsakul, Ph.D.

ABSTRACT

Coconut leaf straw. Currently, it is still in the product development stage.
Which has been carried out to research the glue that will be used with the product.
In the future, there are still things that need to be studied, including cleaning raw
materials. Film used to coat products Machinery used for production which must be
machines that are specifically designed only There will be 2 types of sales: in front of
stores or various partnerships, in boxes (1 box has 100 pieces) with a price of 289
baht per box, and sold in the form of production orders. The total production order
must be 1,000 pieces at a time, with a long-term goal of focusing on profits from
selling all products at 25% of sales. The investment can be returned within no more
than 3 years.

Currently, the world is transitioning to an era of conservation. In some
countries, there are campaigns to encourage people to conserve the environment
more. Either by proposal or by force of law. But there are still some countries where
consumers still don't give much importance to conservation. Although those
interested in conservation are in the minority. But the rate of increase in those
interested in conservation There is an increasing rate. Therefore greatly affecting the
nature of this business. From competitor analysis Competitors can be divided into
two types. These are domestic competitors that are indirect competitors and
competitors abroad that are direct. by indirect domestic competitors Similar products
are being sold. They just use different types of main raw materials, such as bamboo,
paper, Krajood trees, etc. They are sold by exporting abroad. But there are few sold
in the country. As for direct competitors abroad There is a highlight of the product
that the cost is not very high. With a process that uses relatively few chemicals. and

uses mostly natural materials and raw materials that are waste. Therefore, if the



concept of this business can be applied and elevates the product to even more
quality By fixing the disadvantages of the prototype. Whether it is a leak caused by
incomplete welding of the work piece Appearance that does not convey cleanliness
The smell of dry leaves that remains and mixes with the drink makes the drink
enjoyable. It will be a strong point that can compete well with other competitors.
From the evaluation of the feasibility of business operations, it was found
that an investment of 2,384,000 baht has a net present value (NPV) of
6,798,595.34899. The internal rate of return (IRR) is equal to 55% and the payback

period is 3 years.

Keywords: Coconut, Straw, Conservation
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2.4.2.2 Auansdoused 2

viaon@aleau viaonaunuad \uaesaildnuasTan wiaansowuldluiiuuy
Fenfu tufefinszuenth vieufuAvenudy Wunasaflawnsohnduuldllls 153
nauAnda isusteideAednyurnsldou imnemnisluAueiesduiiunu Wuldld
iuslaaadinnuiihdusnienasnyssaniluiiuseeg o

¥

2.4.3 guA e (Substitute Product)

'
a a a a

yngsianndndufnfanmadeniifldutiseyindsssumynuiaefiiaud
VNAWNULUUREINY INLAYADAINTAANINEDN BUAMALIUABVIADANAERN LN 2
fuslandansdafniu Performance finasananafinanunsavild uazdslsifivasnainan
madenlaflazsvaunussagaildian 3nusufuidemnisienasninnatafinisian

Fuyuiien viliaunsaassuyulunisdndevesiUsznounslan

2.5 Jadendniiinasionnudnsa (Key Success Factors)

2.5.1 Yadendnidnasonudniad 1

Hadousnaensimudusnulidnenn awisafiouriuraeanaiainlugues
GG mﬂmiaaumugﬂﬁ’]ﬁLﬂamiﬁffu‘%ﬂﬁ%ﬁuamﬁﬁLmlL?Jﬂiﬁll‘%ﬂﬁisuaaLfi]’wamm‘i%’a
w meutiuaelivaanainTaamauny Foveannszaty wuh fuilaawaludsadeatud
vaeanszwiuinsdesgs wnudluaiesiuliiduaiu vilfdesand

Faurnnanunsesiamun Ul dnan i nimvaonnsEay wasiadusET
Jisuwilatiunasananain Afledranunsoudily Pain Point vesduilaals

2.5.2 Yadondnidnanenudnsail 2

Hadefians Aonswaundunuliiniiduwuy Tneduluundsfiussmeduio us

IPAUANUNNTBININTHERDE 19U Funudeumenllain Junuiinduvedluliivi

e

dinNdunu F9e139ETUMUTATIRvRLAS0IRALLE

)}

=b.

(% [
v Y v

flatiu MnLs1aunsawA ldaunnsasvasduuulinvule ausmilnazilenia

ARRAIALINTU



12

2.6 A3UUszIAUARYINNITIATIZAEMN TN
g3favesdumMIINTagmawnutdiugisluniseysnuiu denunsaiulavulaon
11n seladevangedns Wy annwindenvedaniudeuly dnsinsgaiugvesdaivulan
nsaduayuInNnInsy Fedadumantzdmalrgsfiadumainiagmaunuiiloniayssay
ANUANSIANLINTY
1 < v ' a Aga Ao ' £4 1 a A Y
agalsiudaue ganalndgudendalianunsaevugliegananafniiuywdldiu
ag e wAnluAueeTy Aslumnaunsariliduauaunsanaununsidau

a v A 1 a & 14 o & = (%
waradnle NazdehgsnatulilszauarudusaluaTomudd



una 3

n1sUsTiNENTWLInaaNN1e Ty
3.1 asdydnualniegsna

= v o ¢ a
AN 3.1: $13 YanwiunINgINg

=7
\\ 7T e\
aauu:ws“ﬁié.- =

avysninuasin

3.2 denAld wusha wazidivune
3.2.1 3davied (Vision)
dlanBnduduazuinsnnuzniiveseulne Woduyadlvituugnilne
Tdmanalan
3.2.2 fusAa (Mission)
1) a$aduiuazuinsludiiinuneinuendalinniy ileLiiayan
2) wAnAuATTinaA M ldumsgi ieas1smusulaliguslan
3) fagatinvisndivassndiesndensuaunznin edunslavanly
gapn9UsEInA
4) asnanunsentnisanudrylunisaanisldvezannatainliiu
Funidenmuanunzni
3.2.3 1y (Goals)
3.2.3.1 Whmnesvezdu (12 T)
1) vinsiTeuagAnfunsruinnsnaniionisnisuanaudiin

sosnsldiaiasdnvisely uagyidemeniBudlatodeniduegrestunuiuiuy



14

(%
Y a

2) M5 Ingauiavihanldiviuau loua n1 asiedeuiu

TngRuvdnegislungnin emingivivnzauuasdaanmnniian
3) 111 Consult LiieverUsnwITosnsaseudnsae
8) a$rapdesdnslneanydndunisantuey
5) 4NN UINATUAYUTINT
6) Aunulilaneu 2
3.2.3.2 \mngssezeny (3-5 U)
1) yhlviduinszargegauniusmomnsiununludssinelneli
mm‘?iqm
2) deponnansnailuvedinnalseing
3) LA IHARYeLASEITNS

4) TarwauduaATEIuenY Event fng q Adeatun1seusng

3.3 n1sUszfiugaudanazyndounadgsng
3.3.1 SWOT Analysis

3.3.1.1 9aud3 (Strength)
1) 77 INGTTUYIF 100%
2) daransEnusean nwIneNtio
3) Lidowee
0) [¥¥ngaufiduvesvideieangaamnssumanens

3.3.1.2 In8ou (Weakness)
1) nauvedluliius
2) iwsngAuedosiuou
3) MalAnsesFnmInanlsie

3.3.1.3 Tan1a (Opportunity)
1) annglandowhlvguslnavunaulanisoydnsiniu
2) MIATUALUIINIFUA
3) uwnlumseyinduasnsvingpannssudaudiiuannty

4) Julagimlainelulszinalne



15
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ALt suladalnau (Um) s1elamal (V)
Manager 25,000 300,000
QC Fumuazingau 20,000 240,000
f¥nto 18,000 216,000
;:I@JLLaLﬂ%ﬁﬂi 15,000 180,000
Packing &uAn 15,000 180,000
AUTUTOAIEUAN 15,000 180,000
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4) 197annuAAY
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7.2.1 finamauwnuyandaguugns (Net Present Value: NPV) vadlasanisiluuan
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36013 Fuiildawmu (Um)
ANES LAY DONLUULASDITNS 1,000,000
ANBEI N9 300,000
Argunsaldmiurhanuazenluaeni 100,000
ANAANZLUBUUITEN 80,000
ANRISIIFBUDUNLY 50,000
AnieAlddelinnan 500,000
ATIngAU (@mSuEud) 50,000
334 2,080,000

7.4.2 Uszanaunissele

elaaNNITVENRBA L UNENE1ISNEIAN UIINTIENSHINARFUAIN
1 a v A = a o Y} AN o ¢
AUsENoUNTSEIRIT e msuAzIATRsluUS AT W TAUsEAIUASTLS Ines1Avieves

a v I | ' vo &
duAazeg 0.5 vmsdenig lagazdszanamynelasal

ANS9N 7.2: hdnIN15UTEUNIUT8 LaRBLA o ULATUAIUI LI INLN 8 AUAN

Suihneiuddde @uiiew) swlaredou (Um) | swladed (Un)
100,000 50,000 600,000
200,000 100,000 1,200,000
300,000 150,000 1,800,000
583,334 291,666.667 3,500,000

nA1579 7.2 wWhrnefaneniednsusielalulusn Ae 3,500,000 U tagdeen

F9BUAN 583,334 JusaLABU
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wraasele U7 1 7 2 UN 3 I a I 5
Nd9AUAN
5 3,500,000 5,250,000 7,875,000 11,812,500 | 17,718,750
WUsEnauNIg

7.4.3 Uszanainseuyudun

a v Y a
A3199 7.4: wansuuingau

NS 39A7 (UaLAD)
A 20,000
117 Food Grade 30,000
Tunzndn (nsdi$ude) 5,000
U379 10,000
33U 65,000

e e ndualigvedluriiauninidy Asdslianansaasuneavidendunulaedis

Faiau iluiisawanisuszananandeyailaaauaiy Supplier wintiu

d‘ 1 a
A1397 7.5: wanes1e318lun1susIig

. . Runou 534 (Umeig U
P T (RoAu) o) (U maad)
Manager 1 25,000 25,000 300,000
QC Fumuazingau 2 20,000 40,000 480,000
pﬁ%’ms‘??a 3 18,000 54,000 648,000
p}j@mm%ﬁm 2 15,000 30,000 360,000
Packing @uAn 3 15,000 45,000 540,000
AUTUTOAIELA 2 15,000 30,000 360,000
59U 224,000 2,688,000




7.4.5 NM5USTAUANYINY
7.4.5.1 AANEN19INITHANN
ANIIENINITAAN FLUIAN 10% V9980A8FBLAUN AIUA LGN

NSNAA MULARLLABUILTTNUALLDUARIT

d‘ 1 v
A1519% 7.6: wansAlgIeNIINITRaIn

$IUNT Algane (UmA)
Boost Post Facebook 170,000
IniNIAlelawun 10,000 (ASa5ie1)
Aldneglunseanysianidun 170,000
33U 350,000

7.4.5.2 Aranssadlng waganlddnedu q

MINA 7.7: wansanldangasisaulan

318713 SLABU (VM) 578U (UM)
A 5,000 60,000
A 30,000 360,000
AdumasLin 799 9,588
334 35,799 492,588

7.4.5.3 AdausIAAUNSNE

[

AlLdoUTIATREUNTNgnaanaten1slty 5 U Tl
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39813 endunind | ewgnsldow | Andensiended
\3eedng 1,000,000 5 80,000
CRGEEEAERIY 300,000 5 10,000
gunsaliAvaveningau 100,000 5 18,000
I 1,400,000 108,000

7.4.5.4 méRulalfyana
TusurenvnSuT e auAlanan Lazdadusmiseusos d1dudesdl

v a

msdenBRuldifyana lngdnsinidiltoyanil

M1399 7.9: wamidnsnsdulaifunng

lyans 8n5INE
< 300,000 UM gnLIU
> 300,000-3,000,000 U 15%
> 3,000,000 un 20%

winsglidulumuinnuauld vidnasdeadan8tuldtfiuanasgf 20% el
7.4.6 M3UTTNIUNITIUNNNTRY

7.4.6.1 msUszanunsauilsvinyu
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318015 Ui U1 Ui 2 Ui 3 U a Ui 5
YonvY - 3,500,000.00 5,250,000.00 7,875,000.00 | 11,812,500.00 | 17,718,750.00
UYL - (780,000.00) (1,169,962.50) | (1,754,943.75) | (2,632,415.63) | (3,948,623.44)
flstugu - 2,720,000.00 4,080,037.50 6,120,056.25 9,180,084.38 13,770,126.56
Alganelunsvelarusmg

AMI18119N150AN 350,000.00 525,000.00 787,500.00 1,181,250.00 1,771,875.00
Alganglun1TusnIg - 2,688,000.00 2,688,000.00 2,688,000.00 2,688,000.00 2,688,000.00
Aldangansseyulag - 492,588.00 492,588.00 492,588.00 492,588.00 492,588.00
AdeusIA - 90,000.00 90,000.00 90,000.00 90,000.00 90,000.00
mlsneuinag - (837,588.00) 347,449.50 2,124,968.25 4,791,246.38 8,790,663.56
A8 - - 52,117.43 318,745.24 958,249.28 1,758,132.71
lsaws - (873,588.00) 295,332.08 1,806,223.01 3,832,997.10 7,032,530.85
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#1319 7.11: PN IUSNINNTTNUY
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0N Vi 0 Ui 1 Uil 2 Uil 3 Ui a Ui 5
Aunsne
Aunindnyuieu
Nuan 500,000 (373,588.00) (78,255.92) 1,727,967.09 5,560,964.19 12,593,495.04
NUaAIIU 500,000 (373,588.00) (78,255.92) 1,727,967.09 5,560,964.19 12,593,495.04
duninglanyuiou
Lﬁ%m‘-ﬁjﬂi 1,000,000.00 920,000.00 840,000.00 760,000.00 680,000.00 600,000.00
ﬁﬁwmmazm@i’mqﬁu 100,000.00 82,000.00 64,000.00 46,000.00 28,000.00 10,000.00
21ANSLINU 300,000.00 290,000.00 280,000.00 270,000.00 260,000.00 250,000.00
i'suﬁum%’wamlajmguﬁau 1,400,000.00 1,292,000.00 1,184,000.00 1,076,000.00 968,000.00 860,000.00
wiiau
minnsen - - - - - -
shuviiay - - - - - -
AUTDUIVDY
mlsavay - (873,588.00) 295,332.08 1,806,223.01 3,832,997.10 7,032,530.85
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d‘ a
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370013 Ui 0 Ui 1 Uil 2 Uil 3 Ui a Uil 5

AANIIUALLUUY

ﬁﬂiﬁj‘ﬂ% - (873,588.00) 295,332.08 1,806,223.01 3,832,997.10 7,032,530.85

FINTLUARUANIINAITANTUIU - (873,588.00) 295,332.08 1,806,223.01 3,832,997.10 7,032,530.85

NINTIUAINY

Aunsnganas 1,400,000.00 ) X - - -

FIUNTTUARUIINNTAINY 1,400,000.00 - - - - -
AAINITUIAN Y

AIUVDUINUD 2,404,000.00 - - - - -

ﬁumqm% 1,004,000.00 (873,588.00) 295,332.08 1,806,223.01 3,832,997.10 7,032,530.85

RUFAALIIA - 1,004,000.00 130,412.00 425,744.08 2,231,967.09 6,064,964.19

Nuanuangen 1,004,000.00 130,412.00 425,744.08 2,231,967.09 6,064,964.19 13,097,495.04
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7.4.6.4 M3Useaun1sUTeIiiulaTIngg
1) 1A% Weighted Average Cost of Capital (WACC)
WACC = (wﬁ%uﬁiaﬁuamu X onide) X (1-n81FAYAAR) + (du
YAAVBIFNBRIUAIYU X NaMOULNUTIRAWT)
WACC = 0 + (1,400,000/2,404,000 X 46.81%)
WACC = 27.26%
WACC dwsin 27.26% Ferameunnuiinnawiaiuminnindl WACC

I3 A
wfunsamuinuiaula

»CN
)
=D
¢

PR

2) 3As1e9 NPV IRR
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JEUBIRIAUIU
NITLARU\ITYLLIAN 0 1 2 3 il 5
NITUAR AT 3,500,000.00 5,250,000.00 7,875,000.00 11,812,500.00 | 17,718,750.00
NTZUARUARDDN -2,334,000.00 3,534,188.00 4,825,750.50 5,799,831.75 7,197,653.63 9,231,086.44
NTTUANRUARTIY -2,334,000.00 -34,188.00 424,249.50 2,075,168.25 4,614,846.38 8,487,663.56
K = ms1Auu0iuyu 14.03%
NPV 6,493,783.13806
IRR 57%

INMIFIUIAATIZAT Net Present Value: NPV fldviniu 6,493,783.13806 deiianduuan wansliiiudnnisayuly
ganatidinariily Ssmseuimsamu

MMFUATIEIAN Internal Rate of Return: IRR SiAnuvinfy 55% dedidnnnninduyunisnisiu uandiiuinsamudy
Trafily JemsAANITaImu

3) AA1IIAN PB
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AN 7.1 WAASTEEELANAUNY

SEEELIATRLI
nseuARuNsERELAN 0 1 2 3 4 5
N3z uakuandl 3,500,000.00 5,250,000.00 7,875,000.00 11,812,500.00 17,718,750.00
nszusiuaAnaan -2,334,000.00 3,534,188.00 4,825,750.50 579983175 7.197.65363 9,231 086.44
nszuaduansI -2,334,000.00 -34,188.00 424,249 50 2075,168.25 4,614,806 38 808766356
nszualiuanaz i -2,334,000.00 -2,268,188.00 -1,943 938,50 131,229.75 4,746,076.13 13,233,739.69
N3 LR S ELA LY
16,000,000.00
12,000,000.00

0 1
-2.000,000.00

PB =(1,943,938.50 / 2,075,168.25) + 2 = 2.93

d!dly

srggIAAUUIAIINAY 2.9 U FllAtesninergnisasuinisatwinisaauly
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7.5 M1531ATILNAMEEIIINNTAU

7.5.1 @onun1saiund (Base Case)

AN5197 7.14: hanganuieluan1unisaiuni

Base Scenario

Ysznnselad 1 2 3 il 5

seleannss
3,500,000.00 | 5,250,000.00 | 7,875,000.00 | 11,812,500.00| 17,718,750.00

NANEUAT (UN)

gonv1eUusnaatlin 3,500,000 Vv waziuladu 50% ynd

7.5.2 @0MUNI0INANGR (Best Case)

= sl
M990 7.15: LLa@I\‘lEJ@W‘U']EJGLUGQ']Uﬂ'ﬁﬂJﬂV]?jW

Best Scenario

Usznnsglad 1 2 3 il 5

sreldannnsds 3,500,000.00 | 5,250,000.00. | 7,980,000.00 {12,049,800.00 |18,074,700.00

NANAUAT (UN)

gan18UwsNAWdAN 3,500,000 UM warluuneUiinsiulnveseanveLiu
Whnanenasely

7.5.3 anunsaiiadsnedian (Worst Case)

A ¢ Y
M50 7.16: LL?WNUa@mqﬁliuaﬂ’]uw]immjﬁqEW]@@

Usznnsng oy 1 2 3 a4 5
3'181(;11?0’]ﬂﬂ’15ﬁ?<1 2,000,000.00( 3,000,000.00 | 4,500,000.00 | 6,750,000.00 | 10,125,000.00

NARAUAN (UN)
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