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PURPOSE OF THE BUSINESS PLAN 

This business plan is intended solely fo r informational purposes to assist ABSOLUTE 
CORP CO .. LTD. in planning a well business direction for 3 years accounting period 
starting from January 2008 to December 2010. It describes both macro and micro 
business area point of view to assist a company achieving both strategic and 
operatiorn1 I obj ectives. The information contained herein is believed to be reliable, but 
the management team makes no eprc enta ions or warranties with respect to this 
information. The financial proj ections that are part of this plan represent estimates 
based on extensive research and on assumptions considered reasonable, but they are 
of course not guaranteed. The contents of this plan are confidentia and are not to be 
reproduced with express written consent. 
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Executive Summary 

ABSOLUTE CORP CO. , LTD. was originally founded in August 2007 to 

market promotional products in Thailand. This home office company is a newly­

formed company that aims to sell selected range of promotional products including 

baggage, umbrella, garment and small imported promotional gadget to companies that 

need their logos to be imprinted on these promotional products prior to the 

distribution. 

The company pla s to use online marketing techniques through websites in 

order to draw inbound calls from customers rather than to advertise through 

traditional media such as magazine. The used techniques are globally known as 

Natural Advertising (Search Engine Optimization) and Pay Per Click Advertising. 

These techniques can best identifying the right potential prospects for the company 

and ensure the most profitable return on investment. Moreover the database 

management for outbound marketing reach will also be used to generate sales lead 

err and build loyalty for the company. 

* C:I l('"'C 1 nLn 

The company offers 2 production types for clients including OEM service and 

instant production service. For an OEM service, it requires 3-4 weeks production lead 

time. On the other hand, an instant production service can deliver the product within 7 

working days. The company also reserves a policy to take full responsibility for every 

error that derives from us . 

Since the company mainly acts as a trader where it buys products from Thai 

suppliers and sells to Thai business customers it therefore strongly commits to a 



teamwork framework among parties to widen the most profitable margin. To support 

the idea, it offers a strong supplier relationship strategy and highly motivated 

commission scheme to our employees. 

The company consists of 2 directors and is planned to have a total of 6 

employees by the end of 2010. Fallowing with the entire business plan, the company 

is forecasted to achieve 6 millions, 19.2 millions and 24.2 millions Baht in 2008, 2009 

and 2010 respectively. Once deducting expenses and taxes, the net profit will fall 

between 7%-9% in other words, ABSOLUTE CORP CO., LTD. is projected to 

achieve 466,650 Baht, 1,299,200 Baht, 2,077,740 Baht net profit in 2008, 2009 and 

2010 respectively. 

~ Q.. 
~ 

~ -= r-
l::li 

~ ROTH f,RIEL 

~ ~ LABO err 
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Company Overview 

This overview introduces the starting point for ABSOLUTE CORP CO., LTD. 

It shows how, when and by whom the company was originated from. It outlines the 

mission of the company, product to market, objectives for the plan and key successes 

for the company. 

Introduction 

Started in August 2007, ABSOLUTE CORP CO., LTD. was a newly formed 

home office company locating at 37/9 Pipat Place Building, Soi Popat, Silom, 

Bangrak, Bangkok, Thailand. It was registered as a limited company with a 500,000 

Baht capital. The company share was divided into 5,000 shares whereas each share 

had a Baht 100 value. There are 7 shareholders whereas the company shares were 

distributed as fo llowed: -r-
l:a 

R071t fi~U 

Name Share Percent 

Ekkarin Phipattiganun LABO 2,500 c 50% 

Kittinai Chairat 2,495 
969 

49.9% 
o! 

1 11at\~ 0.02% Ekkaphon Phipattiganun 

Kunjanut Chairat 1 0.02% 

J areeerat Chairat 1 0.02% 

Nuannapa Kanjanachet 1 0.02% 

Supapun Kitwattanatavee 1 0.02% 

Based from the company meeting report, the committee agreed to appoint Mr. 

Ekkarin Phipattiganun and Mr. Kittinai Chairat as directors for the company. 
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Our main business area is to sell promotional products to businesses m 

Thailand through the use of internet marketing strategy. 

Mission Statement 

ABSOLUTE CORP., LTD. intends to become a recognized promotional 

product distributor in Thailand who specializes on selective range of products 

including baggage, umbrella, garment and small imported promotional gadget. 

Market and Product 

ABSOLUTE CORP CO. , LTD. focuses to sell selected range of promotional 

products including baggage, umbrella, garment and small imported promotional 

gadget to companies that need their logos to be imprinted on these promotional 

products prior to the distribution. 

Objectives ABO NCIT 

This following business plan is outlined in response to support the company 

overall growth for the next 3 years. There are 5 objectives that the company needs to 

accomplish within the year 2010. 

• To operate a successful promotional product distribution company in Thai 

market, employing 6 employees by the end of 2010. 

• To achieve 24 Millions Baht net yearly sale and having 30% as the gross 

margin and 7-9% as the net profit by the year 2010. 

• To completely launch 4 product websites and 1 hub websites by the second 

quarter of 2009. 
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• To achieve 24,000 visitors per website per year with a 20% yearly growth 

until 2010. 

• To maintain average of 2% convers10n from people visiting websites to 

actually make inbound call whereas 20% must be converted to sales. 

Key to success 

In order to achieve stated obj ectives, there are 6 key strategic areas to emphasize 

that are essential for the company success: 

• Implement successful online marketing strategy through interactive websites, 

keywords marketing, search engine optimization and online advertising 

program. 

• Develop tight relationship with product suppliers which enable us to fasten the 

response to requisitions from prospects. -
• Develop a tight controlling program on the selling and administrative costs of 

the company. 

• Attractive commission scheme to both the company's selling and buying team. 

• Customers must perceive that we are a manufacturer of a particular product, 

not a trader. 

• Provide customers with distinguish promotional product designs not currently 

available in the market and sell at the reasonable price. 

5 



Product and Service 

This section explains what promotional products are and why we use them. It 

shows how the industry is structured and where is our current business position in the 

market. 

What is a promotional product? 

A promotional product can be simply defined as a merchandise given away for 

free of charge to the public in an effort to promote a business or increase interest or 

sales in products. The product is usuall imprinted or deco;ated with a company's 

name, logo or message. 1 

Why use promotional products? 

There are several objectives explaining why a company uses promotional 

products. Firstly, they can be used to boost sale of existing products and services. 

Secondly, they can be used to introduce new products and services. Thirdly, they can 

be used to promote goodwill, image and brand awareness. Fourthly, they can be used 

to generate sales leads. Fifthly, they can be used to stimulate employee productivity 

and performance. 

Due to their useful nature, promotional products tend to be kept and used 

frequently, leading to voluntary repeated exposure, recognition and recalling of the 

company's name and their message. That is why the use of promotional products has 

proven to be much more effective for personalizing the approach to the target.2 

1 Reference: http://en.wikipedia.org/wiki/Promotional_item 
2 Reference: http://www.promocan.com/ Dispstpg.htm7ID= 125 
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How is the industry structured? 

The promotional products industry 1s made up from two main business 

categories. The sample of structure is presented in Figure 1 

1. Suppliers make up the production end of the industry. They are firms that 

manufacture, import, convert, imprint, or otherwise process the wearable, 

writing instruments, recognition awards, business gifts, and other products 

offered for sale through the promotional products distributors. 

2. Distributors develop ~ <leas fo r the use of promotional products as an 

advertising medium, buy such products from suppr ers and offer a variety 

of value-added services to the promotion buyers, including unique product 

ideas, creative distribution solutions and insight on the different imprinting 

methods. 1 -r-l:=a····· 

ABO NCIT 

- Manufacturing oriented - Marketing oriented 
- Produce - Develop idea 
- Import - Buy & resell 
- Imprint - Value added services 

Figure 1: Industry Structure 

1 Reference: http://www.promocan.com/Dispstpg.htm?ID= 125 

7 



Where is our business area? 

ABSOLUTE CORP., LTD. does not just buy a product from one place and sell to 

another. Instead we also focus in providing the additional product ideas for the use of 

particular promotional items. Therefore our business area is to be a product distributor 

who has depth knowledge only on selective products including baggage, umbrella, 

garment and small imported promotional gadget. We distinguish ourselves by being a 

specialist in selected product areas whereas other companies will try to sell everything 

without actually knowing the products. We also provide customers unique product 

ideas, creative distribution solutions and ins ight on the different imprinting methods. 

Like no others, we strongly commit to the use of online marketing strategy as our 

main channel in acquiring prospects. 

ABO NCIT 
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Industry Analysis 

Industry analysis explains different perspectives towards promotional product 

industry in Thailand. This section includes the industry milestone, support from 

government, market size, market cycle, industry change and the impact from the 

change. 

Industry History 

The starting point of promotional products in Thailand came from the need for 

marketers seeking extra value to add on their products. In accordance to this, there 

were many collectors who loved to collect series of corporate characters. Mc Donald 

and KFC was the perfect example, when they added small merchandise into their 

product sets. 1 

'J=' -
It was really the market for collectors. However the life style of customers had 

changed during the past few years. For instance, instead of collecting those collections 

they tended to spend more time on computer. Therefore many sale and promotion 

departments decided to change their strategy by producing promotional products such 

as mouse pad, flash drive, mobile phone cleaner, computer soft case, etc. which were 

relevant and could practically be used in their life. 2 

Industry Support 

Due to the sharp growing of the industry, government started to realize the 

important of the industry towards the SMEs size business therefore they established a 

tradeshow that was known since then as a BIG fai r, Bangkok International Gift and 

1 Reference: http://www.bcm.arip.eo.th/content.php?data=409381_Marketing 
2 Reference: Gift Idea Premium (2007, November/December) p. 52 
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Home Decoration. The objective in arranging the BIG fair was to promote Thailand to 

be the central in producing and exporting gift and home decoration for the Asia region. 

It would mainly act as a channel for bringing the buyers from around the global to 

meet Thai exporters. 1 

Not only the tradeshow that were originated to support the SMEs size business, 

in fact there were many projects from Ministry of Industry Thailand, for instance a 

project to lift the SMEs industry standard, to arrange SMEs centers in 5 different 

regions across Thailand, to hel p coordinate for business partnership, to financially 

support and renovate the operating machine, to help promote the delivery network and 

packaging, to help managing the branch industry in different regions and the latest 

one was an initiation of a Smart SMEs project in order to improve efficiency 

development and management skill for SMEs entrepreneurs. 2 
-

r­
~ 

Since ABSOLUTE CORP., LTD. can relatively be categorized as a SMEs size 

business, we can therefore take huge opportunities from the support. 

Industry Figure 

The total market volume for promotional product was approximately 20,000 

Million Baht within 2007 by having United State 40%, Japan 14%, England 12% and 

44% was the market in Asia and local. This accounted to have 5,000 Million Baht 

local market value in Thailand and is considered as an acceptable market size to tap a 

small business size over. Mr. Jirabool Vittayasing the President of Thai Gift Premium 

1 Reference: Transport Journal (20/08/2007). <ifu BIG & BIH n'l~GjU Gl iN1Gl~'1<i<in'll<hl'lV1£J~~utlnoi1,iN~Gl-~'1min~ul-'\1lu 
Lmfl£J 
2 Reference: Daily Manager (30/07/2007) . 0W1. NUfliN. <i.VJ.L~mLn 1'1L<iiN L tJJJ ii 
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3388 
& Decorative Association revealed that the market fo r gift and home decoration was 

forecasted to grow by 3-5% the end of 2008 comparing to the same period last year. 1 

The statement incomes that were published by the Department of Business 

Development indicated that most of the companies that sell promotional products in 

Thailand could averagely make 30% gross profit for the past 4 years since 2003-2006. 

Out of the total sale volume, they normally had 20% for the cost of selling and 

administrative. After deducting all expenses and taxes the net profit would normally 

lie between 8-10%.2 

Industry Cycle 

Promotional product can be considered as a seasonal product due to the sale 

volume will have a similar trend structure in which the mega sale amount would 

derive from October onward and keep relatively low during February until May. The 

market volume of gift products in the second quarter of 2007 was considered as an 

average because it was not a selling season. Normally the selling session would start 

at the end of August every year. 3 

Mr. Jirabool Vittayas ing the President of Thai Gift Premium & Decorative 

Association said that many orders would derive since October because many 

customers would prepare end year gifts for their clients during this time. 4 

1 Reference: Industrial Design Network (11/ 09/2007). <1lJ1AlJ'll<iv'll1'qJ"1 GYv Lil1 l'l<i6l~v<J <i nmoi1P1'llilv'll1'C\!"1!Hlni1 20,000 
.:i1u ri'ut-:i BIG & BIH G)<ilAlJ Gi<il'lil 61 ~UAl 'll fl v'lli'qJ 'lG1 ~lJl<l'l61 Vi l l'lvjv 10% 
2 Reference: http://www.dbd.go.th/index.phtml 
3 Reference: Dailynews (19/04/2007) . L&i <im~i'vh~~ 'll&YJ~'i un<i lJrl~ul'\1 
4 Reference: Post today (17 /04/07). ~mVf11f1'l.fo~rn;jF\ 1 'lYJl'l m ~ oil'lcilu'lG)~m/'iiiLlJ 
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Industry Change 

In response to the situation, when we looked to the overall picture we would 

see that many companies heavily tried to promote sale to their target clients by using 

different kind of promotional products. 

This situation acted as a rescuer for Thai manufacturers when importers decide 

to reduce the order from Thailand. For instance, there was a baggage manufacturer 

who used to produce for export only. However as the market changed, to be able to 

response in this competitive environment, they decided to adapt material, design and 

production process in order to make them suitable for promotional product market 

which was considered as a new market for them. 1 

Industry Impact 

Mr. Jirabool Vittayasing the President of Thai Gift Premium & Decorative 

Association revealed that SME~ were facing the problem from currency fluctuation 

especially when Thai Baht had continuously appreciated. There would have a direct 

impact toward Thai entrepreneurs if government could not solve this problem. 

Approximately 50-100 entrepreneurs in the Thai Gift Premium & Decorative 

Association were expected to close down fo ll owing the garment industry which had 

previously faced the impact. Government could solve this problem by providing 

SMEs an easy to access low interest loan. Most of the problems did not derive from 

the shortfall in cash flow instead they were hardly provided a loan from commercial 

banks due to a too high qualification and lim itation from the bank. Therefore they 

could not expand themselves to invest in other markets. 2 

1 Reference: Weekly Manager (04/05/2007). V110G1mpfi"'l'l1m <'ln 'll'l.i;i 0tl f1J'IB?w1-'lfiLA~;iu 
2 Reference: Transport Journal (06/08/2007). i'i"'vAl.lol0 ;i;i n 
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Mr. Jukaramon Pasukwanit a Deputy Ministry of Industry revealed that base 

from the 400 SMEs who had closed down only 20% were actually impacted from the 

appreciation in Baht. Instead , they closed down because of the business cycle. Basing 

from the collected statistic only 30% of the newly launched companies could actually 

survive. 1 

Also for the fist quarter this year there was an impact from the rise in oil price 

to the overall industry. This was a major problem that leaded to many different 

problems because the oil price determined the very of other capitals. The main 

problem was such the rise in labor cost because most of the production especially this 

product categories required more human labors than the machine. 2 

ABO CIT 

1 Reference: Siam Turakij (28/07/07) . ti1L<HHil lJ:ll161 &l'"l6llll1~"'l ~-111VJLLil~ o!1 1.11lrn.1 
2 Reference: Weekly Manager (04/05/2007). V11 vGl'U\i ~i1::i~1m~ n 1i'!lfl vu ~1.i'lilA"1-'lfiLA~fl'U 
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Competitor Analysis 

This section outlines the competition point of view in both wide and narrow 

perspective. According to our business plan, though our main scope of competition is 

mainly focusing on the local market however what happens in the import and export 

can relatively indicate the local business direction. 

Impact from the Expansion 

After the Bangkok International Gift and Home Decoration tradeshow in April 

2007, there was a survey from Weekly Manager reporting that in order to cope with 

problems many entrepreneurs had to adapt themselves in finding new business 

opportunities. Many foreign buyers reduced their interest attaining the tradeshow in 

Thailand due to there were other tradeshows which were more attractive. 1 

-
Bangkok International Gift and Home Decoration 2007 exhibition was 

arranged closely to the exhibition in China and Hong Kong. Thailand was the first 

country that launch the event however many visitors chose to attain one in China and 

Hong Kong instead. Although they might chose to attain all 3 exhibitions however 

they would not make their decisions i Thailand because Thailand was the first 

country they visited. Therefore it was forecasted that Bangkok International Gift and 

Home Decoration 2008 exhibition would generate less order comparing to 2007. 2 

Meanwhile there was a warning to exhibitors to be careful of their products being 

imitated from visitors. Especially visitors from China, who always imitated the 

product design, produce them in China and sell back to Thailand. This caused a 

problem to competitiveness of Thai companies due to China had lower labor cost. To 

1 Reference: Weekly Manager (04/05/2007). vi1v.rufi511"'1 5lm~n il'll <i vli ~u'lfiAGJ-'lfitA~<iu 
2 Reference: Prachachart Turakij (05/04/07). ~olv<i<im1fu;nu"BIG &BIH" l1Unfau~nl-'\1n~ .. n~Ln~n-1U'l1h:!t1\ln\ILLVIU 
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avoid this imitation, we were recommended to acqmre a patent for the newly 

developed product design. 1 

Although ABSOLUTE CORP., LTD. current main business area is to locally 

target to Thai business buyers however this signal must be considered as a major 

competitive environment that can possibly further impact to the growth of the 

company if we wish to penetrate to export market. Since a promotional product does 

not require a depth technical skill to produce a piece like other branded products 

therefore apart from the continuously developed product design being offered by us 

however we can relatively say that it is very easy for other competitors to imitate our 

products as well. 

Direct Competitor 

Apart from those who sell similar promotional products to com_nanies that we 

consider them as our direct competitors, we also count product manufacturers as our 

direct competitors as well. This is because Thai market is totally different from other 

markets whereas in Thai market clients tend to seek for the cheapest possible price 

rather than adding the value for convenience ana idea generation from traders. 

Therefore most of the time that a project requires a pitch, a trader like us always lost 

upon the bidding price. 

Base from the information provided by Department of Business Development 

Thailand there are over 200 companies that operate in the same promotional product 

1 Reference: Dailynews (19/04/2007). L &'ie:im~1~1:,~1111~V1~':iun<iui'.I~ uF\ 1 
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business. See detail in appendix K. Samples given below arc some major competitor's 

analysis including their year of operation, company size, strength and weakness. 

1. P.S.S Premium Co., Ltd. 1 

Began : 28/8/20032 

Registered Capital: 10 Million Baht3 

Strength : Specialize in selling cheap dry chemical pen. 

Weakness : To quickly prevent the over stock situation or to overcome a 

high operating cost, it needs to make a very fast turnaround 

time by selling the product at a very lGw margin. 

2. MPJ (Thailand) Co., Ltd. 4 

Began : 28/8119995 

RegisterecLCapital: 5 Million Baht6 

Strength : Receive marketing support from ASIALINKS, a promotional 

product distributor in South East Asia. ASIALINKS is a 

contract distributor with Midoceanbrands, one of the largest 

promotional product distributors around the World. 

: Managing Di~ector.has long distance experience in China, a 

main manufacturing country for promotional product. 

Weakness : A fast expansion derives a business with a high investment 

and operating expense. 

3. Trinity International Co., Ltd. 1 

1 Reference: http://www.psspremium.com/ 
2 Reference: http://www.dbd.go.th/index.phtml 
3 Reference: http://www.dbd.go.th/index.phtml 
4 Reference: http://www.mpj-thailand.com/ 
5 Reference: http://www.dbd.go.th/index.phtml 
6 Reference: http://www.dbd.go.th/index.phtml 
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Began : 28/8/19922 

Registered Capital: 3 Million Baht3 

Strength : Specialize in selling products that arc manufactured from non-

woven fabric for instance a closet boxes, shelve that are used in 

the bedroom. 

: Has product available at Central Department store and 

Homework under the brand names "Elements" and" Agape' ". 

This can enhance a company reputation and goodwill for the 

company 

Weakness : Having high investment on marketing and branding different 

products which have not yet seem to be successful. Therefore 

being in this position can harm the financial liquidity for the 

company. 

4. Srisakol Bremium Co., Ltd. 4 

Began : 22/4/19925 INCIT 

Registered Capital: 1 Million Baht6 * ClOAO 

Strength : Specialize m database n"\anagement for catalog order 

distribution. 

Weakness : Although they can sell every promotional product however, 

the purchase that derives from catalog order normally has low 

in its volume. 

5. DASH International (Thailand) Co., Ltd. 1 

1 Reference: http://www.trinityinter.com/ 
2 Reference: http://www.dbd.go.th/index.phtml 
3 Reference: http://www.dbd.go.th/index.phtml 
4 Reference: http://www.srisakolpremium.com/ 
5 Reference: http://www.dbd.go.th/index.phtml 
6 Reference: http://www.dbd.go.th/index.phtml 
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Began : 29/411991 2 

Registered Capital: 2 Million Baht3 

Strength : A trading company that focuses mainly on the pen and watch 

product. It acts as only sole distribution for many brands such 

as STEPPEN, ebacus, EUROPA, senator, ice-watch, prodir. 

: The company owner Mr. Jirabool Vittayasing is the President 

of Thai Gift Premium & Decorative Association therefore he 

can priority gathers any useful information prior to other 

competitors 

Weakness : Having high investment on marketing and branding different 

products which have not yet seem to be successful. Therefore 

being in this position can harm the financial liquidity for the 

company. 

6. Thai Modern Bags Co., Ltd. 4 

Began : 29/4/1985 5 INCIT 

Registered Capital : 1 Million Baht6 * 
Strength : A bag manufacturer who can provide traders and customers 

with competitive selling prices. 

: A mile experience makes company a well known m the 

market. 

Weakness : Relatively low in product quality and does not always keep 

prompt delivery date. 

1 Reference: http://www.dash.eo.th/ 
2 Reference: http://www.dbd.go.th/indcx.phtml 
3 Reference: http://www.dbd.go.th/index.phtml 
4 Reference: http://www.thaimodernbags.com/ 
5 Reference: http://www.dbd.go.th/index.phtml 
6 Reference: http://www.dbd.go.th/index.phtml 
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SWOT Analysis 

After we have gone through the strength and weakness of each mam 

competitor, we then need to analyze our own also . So do the opportunity and treat that 

must be included in consideration. 

Strength 

• Due to a home office base therefore encourages flexible working turn around 

time. 

• Specialize in selected range of promotional products which encourage positive 

customer's experiences. 

• SEO knowledge from management encourages inbound prospects with no 

online marketing expenses. 

• A strong commitment between company and suppliers drive a teamwork 

framework. 

• Provide highly motivated comm1ss1on scheme to our employees can 

encourage en._ergetic working environment. 

Weakness 

• Low creditability gain from suppliers and customers due to a very beginning 

year of operation. 

• Small in its size with only 500,000 Baht limited liability. 

• A small unexpected accident can harm the overall business operation. 
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Opportunity 

• Instant production service can serve the changing procurement process that 

normally requires shorter lead time. 

• By using the similar online marketing technique, we can sell just about 

everything. 

Treat 

• A growing online marketing consideration encourages vast competitors in the 

future. 

Competitive Advantage 

After analyzing our main competitors we therefore can conclude that our 

competitive advantages over competitors are the ability to drive in prospects with the 

cheapest possible cost. In other words, a strong knowledge in online marketing 

strategy makes us different from the market. You may find details relating to online 

marketing implementation in Marketing Strategy section. 
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Customer Analysis 

The main customer characteristic is those searching to boost sale of their new 

and existing products and services, generate sale leads, promote brand awareness, 

stimulate employee productivity, etc. through the use of particular promotional 

products. 

They normally order products on behalf of companies rather than purchasing 

for themselves. Though it is required but it is not a must fo r them to purchase at the 

cheapest possible, instead they prefer to purchase from the company that provide 

better services and can simplify their work process. 

Since the purchase requires certain commitment from decision makers to 

product users, for instance a claim from the company to provide a free gift once a 

customer spends over a stated amount therefore they strictly commit to prompt 

delivery of goods and services from the seller. 

LA 0 NCIT 

If we closely indentify our target, we can conclude that our target has 

following behaviors 

• Business to business corporate buyers 

• Seek for OEM of baggage, umbrella, garment and small imported promotional 

gadget 

• Use internet to search information 

• Need an outstanding promotional product design 

• Count service as a consideration factors 

• The company locates in Thailand 
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Attached below are sample of compames that have following 

behaviors 

• Thai Airasia Co. , Ltd. 

• Volvo Truck & Bus (Thailand) Co., Ltd. 

• Novartis (Thailand) Ltd. 

• Rydeen Co., Ltd. 

• Chronoblaze Co., Ltd. 

• Idea Index Co., Ltd. 

ROT1t 

LABO NCIT 
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Marketing Strategy 

This section is the core marketing concept used to run the business. Our main 

emphasize lies on the communication of our products and services through websites 

and how we draw traffic by using the most efficient online marketing strategies. It 

also includes segmenting market, targeting market, positioning market, product 

strategy, sale strategy, pricing strategy and promotion strategy. 

Segment Market 

ABSOLUTE COR CO., LTD. has a principle to operate the business on the 

business-to-business model basis. After a distance experience we can conclude that 

this market can be aivided into 3 main different segments. 

Price seekers - They arc companies that seek for cheapest possible products. 

Although they normally buy in large quantities however they have a very limited 

budget for a piece of product. They often arrange a bidding committee to select a 

winning vendor for the project. This segment is suitable for manufacturers competing 

against each others. 

Product seekers - They are companies that seek for the product expertise. 

They expect to have a direct negotiation with vendors on the product details. They 

often have 70% product concept and how it should look after the production. This 

segment can be both huge quantity ordering and small quantity ordering. They are 

relatively price conscious and have a certain expectation for manufacturer's price. 

However it still depends on the offering choice they have. 



Convenience seekers - They are compamcs that prefer to purchase on 

convenience. They realize to additional expenses being charged on their ordering 

products. Although they can tolerate to higher expenses however they have higher 

expectation on services being received. They normally are well known companies 

who willing to spend additional charge in exchange for fast and prompt service. This 

segment can be both huge quantity ordering and small quantity ordering however you 

can expect for the second or third repeat purchases. 

Target Market \"ERS/ 
Following with the market segment written above, below are lists of 

characteristic and purchasing behavior of our target that we are focusing on. 

• Companies that seek to boost sale of their new and existing products and 

services, generate sale leads, promote brand awareness, stimulate employee 

productivity, etc. through the use of particular promotional prooucts. 

• Companies that seek for OEM manufacturers who sell baggage, umbrella, 

garment and smaU imported pr9motional gadget. 

• Companies that use intcrne~ to search information instead of traditional media 

such as yellow pages booklet and magazine. 

• Companies that seek for an outstanding promotional product design. 

• Companies that count service as one of consideration factors when making a 

purchase decision rather than the lowest price alone. 

After considering those written market segments in attached with the 

characteristic of company's target market, we can conclude that we consider all 
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segment as our targets but relatively weight company resource towards the product 

seeker segment. This is due to the specialist needed from customers to produce a 

specific product once they visit our website and actually make a call. 

Positioning Market 

Differentiating ourselves from other competitors in the market, we can clearly 

position ourselves as one of the best product experti se in selected range of items. In 

order to response to the corporate requirement, like no others we also offer customers 

with the instant production service where the fi ishing products can be delivered 

within 7 days. We therefore focus to be perceived as a particular product expert who 

provides a remarkable customizing service to individual customer. Diagram below 

shows the area we want to pos ition and differentiate ourselves to other competitors. 

The table is presented in figure 2. -r-
Service Oriented 

* 
ROT1t * ABSOLUTE CORP Co., Ltd. 

MPJ (Thailand) Co., Ltd . 

NCIT 

0 

* S I N C ~ Trinity !internationa l Co., Ltd. 

* l 
DAS H lntern at~na l (Th ail an d ) Co., Ltd . 

General 
Product Expertise 

................. ............................ .......................... ..... ............................... Specific 
Product Expertise 

* 
Srisakol Premium Co., Ltd. 

* * 
P.S.S Premium Co., Ltd . Thai Modem Bags Co., Ltd. 

Price Oriented 

Figure 2: Positioning map 
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Communication Strategy 

Our main communication strategy is to have a website that sell a single type of 

product can better encourage prospects to actually make a call to us. We drive 

prospects to perceive that we arc a specialist in particular product. This is considered 

as a strategic part that makes us different fro m other companies. Therefore the 

objective for implementing thi s strategy is to lead prospects to call us for purchase 

requisition or ask fo r more information. 

In order to diversify our produo-t categories, we will complete and launch 5 

websites by the end of 2008. The table is presented in figure 3. There are 1 hub 

website and 4 product websites including: 

www.absolute-corp.com : Hub website 

www.absolute-bag.com : Product website 

www.absolute-umbrella.com : Product website 

www.absolute-garment.com : Product website 

www.absolute-gadget.com 0 : Product website 

HUB WEB 

. ' ' 
PRODUCT WEB PRODUCT WEB PRODUCT WEB 

lc"'\'t 

~ •.. ~ i. ' "-:~··· / ' ' ., 
( 

Figure 3: Communication Structure 
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These mentioned websites will relatively have similar structure within the sites. 

Primarily they show picture of products, specification, product code, production lead 

time, payment method, promotion, imprint service, contact number, etc. 

www.abso/11te-co11J.com 

This website acts as our hub website. Relatively, it is the first touch 

point for customers who want to understand who we are and what we do. In 

brief, it does not provide any information relating to product details. Instead, it 

provides only the links to other 4-prnduct websites that are described in details 

below. Therefore the main objective for this website · s to identify our brand 

image towards customer's perception once they make their first visit to our 

company. 

JfWw.absolute-bag.com 

This website provides information about baggage. It describes that we 

are a leaaing manufacturer of baggage locating in Thailand. The products are 

such handbag, shopping bag, document bag, travel bag, etc. The objective for 

this website is to capture customer's interest when they are looking for a 

manufacturer or supplier who can produce them in bulk quantities. 

www.absol11te-u111brella. com 

This website prov ides information about umbrellas. It describes that 

we are a leading manufacturer of umbrellas locating in Thailand. The products 

are such one section umbrella, folding um brella, wooden or steel shaft 

umbrella, beach umbrella, etc. The obj ective for this website is to capture 
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customer's interest when they are looking for a manufacturer or supplier who 

can produce them in bulk quantities. 

www.absolute-garment.com 

This website provides information about garment products. It describes 

that we are a leading manufacturer of garment products locating in Thailand. 

The products are such t-shirt, polo shirt, jacket, cap, hat, pillow, etc. The 

objective for this website is to capture customer's interest when they are 

looking for a manufa cturer or suppli_er who can produce them in bulk 

quantities. 

www.absolute-gadget.com 

This website provides information about small imported promotional 

gadget. It describes that we are a leading importer of small promotional 

gadgets locating in Thailand. The products arc such small electronic appliance, 

worksite stationary, small gadget, etc. The objective for this website is to 

capture customer's interest when they are looking for an importer or supplier 

who can produce them in bulk quantities_. 

Online Marketing Strategy 

Since our main objective in developing websites is to influence prospects to 

contact us, therefore considering having professional website designs are priorities 

issue that we need to concern once it will describe everything about company's 

personality. The description of design may include everything relating to attractive 

product picture, professional layout, color, font size, tlash animation, etc. 
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After having attractive websites then we need to draw traffic to them. It will 

be useless for the company investing resources and find out that there is no visitor 

coming to visit our websites. This is considered as our main strategic implementation 

where we will invest our time and effort drawing the right potential prospects to our 

websites. From this step forward, we now need to place online marketing strategy in 

action. 

Online marketing strategy is considered as the most important marketing 

strategy to focus when the survival of the compa~:iy mainly relies on websites. Since 

there are numbers of online marketing implementation over the internet, however in 

order to convey with the company's available resources we have to select only the 

most appropriate techniques. There are 2 online marketing techniques that are selected 

and will be used during the company infancy period including: 

• Natural Advertising (Search Engine Optimi zation) 

• Pay Per Click Advertis ing INCIT 

0 * 
Web 
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Nowadays we can not refuse that it is very simple to find just about everything 

from a few click on our computers. Most of the times when we need to find out 

something, we start off our search with a special tool that is called "search engine". 

For instance, if we want to find a company that sells promotional products in Thailand, 

then we may type a phrase "promotional product Thailand" in a search engine tool 

and click enter. In less than a second, we will suddenly get list of information relating 

to companies that sell promotional products in Thailand. 

The 3 most popular scare 1 engmes m the World are search engines from 

Yahoo!, MSN and Google. They are used by million of people around the globe. In 

Thailand there is approximately 90% of Thai internet users use Google as their main 

search engine. 

~ -· 
This is considered as a very handful tool. However soon enough we will find 

ourselves drowning in a million list of information that we can hardly decide which 

one to select first. In fact we will actually end up selecting only information that is 

listed at the first 10-20 lists. 

We can ensure that every company need their websites to be listed at the top 

of every search engines, especially large companies who are willing to put online 

marketing implementation in place for their websites to be listed at the top of major 

search engines. Due to our limited resources, of course we can hardly compete with 

these large companies . However it does not mean that we do not have any online 

space to market our products at all. 
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Due to the majority of people around the World use English language as 

communication medium therefore most of keywords that arc being marketed in search 

engine will be written in English language. Although there is certain level of 

competition for Thai language however it is still far behind when compare to English 

language. Then why do not we target Thai keywords to Thai market while online 

market implementation in Thailand is still in the infant period? This is one of 

opportunities that we see by optimizing our websites to be li sted at the top 20 lists 

while we can. 

\\JERS/ 
This is why we choose the Natural Advertising (Search Engine Optimization) 

and Pay Per Click Advertising as our main online marketing strategies during the 

company infancy period. 

~ -
Natural Advertising (Search Engine Optimization) 

Natural Advertising (Search Engine Optimization) or commonly 

known as SEO is the process in which a website undergoes redevelopment to 

more effectively communicate keywords to search engines. It is the active 

practice of optimizing a web sjte by improving internal and external aspects in 

order to increase the traffic the site receives from search engines. By doing so 

it will enables om website to rank naturally higher on major search engines. 

Since there arc many search engines around the World, however the 

majority of web traffic is driven by the 3 major commercial search engines 

Yahoo!, MSN and Google. Although the algorisms that used to rank 
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information are not the same to all search engines but there are some factors 

that are quite similar to each others. 

META TAGS 

-------
WlHPR 

NAVIGATION 

DIRE(llJRIES PORT Al 
SUHMISSIONS 

Figure 5: Algorisms Checklist 

SITE STRUCTURE: 

KEYWORD ENHANEED 
CONTENT 

LINKING 

KEYWORD 
rlESEARCtl 

Below is a checklist of factors that we have to monitor within our 

websites to be able to rank higher in Yahoo!, MSN and Google. 

-r-
Keyvvord Tag l:=a 
Keyword is the most important element that we have to concern 

when making the SEO for a website. We have to carefully select a 

group Qf keywords that \Ve want our websites to be found. For instance, 

a website that se \ls baggage will need key\vords such "document bag" 

"travel bag·· '"calico bag" etc. However according to our online 

marketing plan. \Ve will rather emphasize on Thai keywords. Therefore 

the keywords can be such "fl5~billbeHlt'il5", "fl5~billb~'UV11\l", 

After keywords are selected then we must allocate these 

keywords around the website structure. Title tag can be the first 
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starting point. It is the tag that defines the title of the web page. It 

appears at the very top of the browser. Meta tag can be the second 

point to focus. The idea is similar to the Title tag but it does not appear 

on the page. It is written in the source code telling search engines about 

information provided within the page. Heading tag can be the third 

point to focus. It is simply the heading of stories that we talk about 

within the website. Finally if we expect to place some product pictures 

within the website, we better name them too. Of course search engine 

can not read the picture and tell us that this is a picture of baggage, 

umbrella or shirt. Instead they can read tho combination of texts for 

what we have named them to be called. Therefore Alt tag can be the 

forth point to focus. It refers to the text associated with an image. It is 

the alternative text for non-textual elements especially the images. 

When the keyword "m-::::1:i11 bf:l n~l'J" are placed at these tags 

and distributed throughout the page. Every time when there is a Thai 

prospect searching £ r document bag and be may type "m::::L111 

bf:lf1~l'J" for the search,. The major search engines such as Yahoo!, 

MSN and Google will be able to indicate that there must be 

information from this page that relates to " n'J::::Lillb£lf1Glfl':i". Then we 

can have a better chance to be placed at the top rank. 

Keyword Density 

The density of the keywords within the page is another concern 

when optimizing the page. For example, if we want to optimize the 
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word " m~billbflflr;:llf ' then we have to repeat this writing to different 

sentences around the page. When there is a same word continuously 

repeat in the same page, search engine will give higher important to the 

word. However we can not overdo it as some search engines may 

count it as a keyword stuffing and may abort our website to be listed in 

their search engines. 

Quality Content 

We mus provide a quality, different, fresh and relevant 

contents to what prospects are looking fo r. Imagine if there is a 

prospect searching for a promotional product supplier in Thailand and 

make his first visit to our website. Instead of finding information 

relating to promotional product, he finds in formation relating to other 

type of industry. We can ensure that it will be the last time that he 

makes his visit to our website. 

LA 0 NCIT 

* I ,inks from directories 
~o 

It is a mu. to have back links from websites that have relevant 

contents, directory websites with high page rank, government websites. 

It indicates how valuable your websites arc and will lead to a better 

rating from search engine. However if you have too much back links 

that come from irrelevant websites, they may be perceived as spam 

links and will be weighted at no rating. For instance, we may have a 

back link from health community website to our promotional product 

website. In this case it will not make any different to the rating in 
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search engme due to these 2 websites do not have any relevant 

information at all. On the other hand, search engines will provide some 

rating to links that come from website containing relevant information 

These are examples on how to develop a search engine friendly website in 

order to rank better in maj rn· search engine especially Yahoo! , MSN and Google. In 

fact there are over 200 algori thms for Yahoo!, MSN and Google that brought into the 

calculation. 

This type of online marketing activity requ~res a long journey contribution to 

the website and there is no guarantee for the success of our website to be put at the top 

rank. However as written above that the Thai keywords are still behind the 

competition comparing to the English keywords therefore still there are certain level 

of opportunities available in the market. The good thing about the SEO is that once 

our website is listed at the top, it will always be there and the best thi!lg is that it is 

free of charge. 

Base from our experience, ABSOLUTE CORP CO. , LC 'D. could drive traffics 

from approximately 14 visi tors per Clay to over 65 visitors per day within 3 months by 

using the SEO online marketing strategy'. Be ow is the statistic collected from one of 

our websites www.absolute-bag.com. The data was provided by Truehits.net2 the 

official website statistic provider in Thailand. We may sec that the total number of 

visitors increased from less than a hundred per month to over 2,100 per month within 

3 months starting from February 2008 to May 2008. The sample of table is presented 

in figure 6. 

1 Reference: Based from author's experience 
2 Reference: http://truehits.net/ 
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Figure 6: The result sample a er SEO is implemented 

Pay Per Click Advertising 

Pay Per Click Advertising can be simply defined as a type of search 

engine marketing where an advertiser pays a set amount every time the 

advertisement is clicked by a prospect. It is used vvhcn an advertiser pays for 

keywords to ensure his advertisements are placed at the top of search engine 

and usually highlighted and displayed to the right of the normal. The most 

well know Pay Per Click Advertising systems dq:ivc from 2 major service 

providers Google Adwords 1 and Yahoo! Search Marketing 2
. Again they 

belong to these 2 global search engine providers. 

This type of online marketing activity is totally different to the SEO 

marketing activities. We can directly generate our company advertisements to 

be placed at the top posi tion of search engines right away without modifying 

1 Reference: http://adwords. google.com/ 
2 Reference: http://sem.smallbusiness.yahoo.com/searcheng inemarketing/ 
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our websites. In exchange for using the service, of course there is a certain fee 

that is needed to be paid once a prospect click on the advertisement. 

We may wonder to the difference between Banner Advertising and Pay 

Per Click Advertising. Banner Advertising is more like an advertisement in a 

magazine where people who have purchased the magazine are indirectly 

forced to view the advertisement once they flip over the pages. On the other 

hand Pay Per Click advertisement will show advertisement only if a person 

searches for it. This is consjdered as the most effective use of advertising 

budget where we only publish and pay for those who are really looking for our 

products and services. 

For instance, we may want to generate the advertisement relating to 

baggage manufacturer therefore we have to set a condition with Google 

Adwords and Yahoo! Search Marketing that only a person who searches for a 

keyword "l'h'.h:Jl'U f1':i ~ l'Ul " can find our advertisement. If there is a person 

seeking for a "calculator" or "~encil", they will neve'r find us. Once a person 

has clicked on the advertisernent he w ill be leaded to our website. As an 

advertiser, we then have to pay Google and Yahoo! for such services. 

On the other hand, we will only pay for those who have a certain 

potential to buy our products. 

Is it expensive to use such service from Google and Yahoo!? Yes, it 

can be very expensive if our keyword is written in English. Imagine how many 
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companies around the globe that sells house, car, insurance, mobile phone, 

beer, craft, gift, table, spoon and even toothpick etc. It can be a very huge 

number. What if every car company including dealers, for instance want their 

advertisements to be placed on top of Google and Yah oo ! search engine. Then 

the price for placing the advertisement can be very high. We are certain that 

for a small size company like us will never be able to compete with those 

major global companies. 

However Google and Yahoo! realized to the problem that might occur 

therefore they tried to eliminate this concern by h<1vi ng the system to better 

estimate the bidding price according to target clusters being selected by 

advertjsers. Some important target clusters that have been taken into the 

calculation are such competition keyword, language, region publish period, 

position preference and click through rate. The definition for these criteria are 

as fo llowed: 

LA 0 NCIT 

Competition keyword: To select a phrase kcyvvord is cheaper than to 

select a single word. 

Language: To use local language is cheaper than to use international 

language. 

Region: To target local is cheaper than to targe t global. 

Publish period: To publish during off peak time is cheaper than to 

publish during prime time. 

• • -C' 1 d . 211 d 1 oth .. Pos1t1011 pre1erence: To ran < a verttsement at - pos1t10n is 

cheaper than to rank at 151
. 
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Click through rate: A cheap bided advertisement that has people click 

will rank better than an expensive bided adverti sement that does not 

have any click. 

According to the criteria above, we can for instance set our 

advertisement as fo llowed: 

Competition keyword: "l':hh'll'Ufl':i~:aih" 

Language: Thai 

Region: Thailand only RS/ 
Publish period: Monday to Friday 9.00am - 17.00pm. 

Position preference: 1st 

These combinations of criteria can lead our advertisement to a low 

competition market cluster. Base from our experience, ABSOLUTE CORP CO., LTD. 

would pay approximately 5-7 Baht per click only1
• If we set our budget not to spend 

over 2,000 Baht per month, we would suddenly have approximately 330 prospects 

visiting our website per month. Chart below shows the previous keyword 

advertisements that we implemented starting from 1st March, 2008 to 31 st March, 

2008. We can see that throughout the month there were 329 prospects visited a 

website and the average cost for 1 visit was 5.21 Baht only .. The sample of table is 

presented in figure 7. 

1 Reference: Based from author's experience 
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Figure 7: The result sample after PPC is implemented 

Imagine if we can draw a big number of visitors into our websites, but none of 

them expects- to purchase in bulk like the business are currently offering. It will be a 

real tragedy to the company. However by using Pay Per Click advertising, we can 

solve all these problems. This is because these visiting prospects are those who 

actually looking for a bag manufacturer, not something else. Therefore there is a 

higher possibility that they decide to i;urchase from us. 
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Product and Service Strategy 

Apart from the products themselves, we also provide customers services to 

imprint company' s logos on their products. This is considered as a standard service 

for corporate type of customers who wish to distribute these products to their 

customers for loyalty gain. 

Also since we are perceived as a manufacturer, we will provide an OEM 

service to those who do not want to buy our product design. Instead, they can provide 

us picture of product designs and we will produce according to their designs. In fact 

over 80% of new prospects ask for the OEM serviccs 1
. 

Although our providing services can be found easily fro m other suppliers 

however we still commit to a better product design when comparing to others. Also 

we are certain that a commitment in depth knowledge about the selected products will 

drive us different from the market. 

ABO INCIT 

Moreover, we will have our own sale team specialists to personally contact 

customers at their workplaces i ' they request a product or service presentation. 

Sale Strategy 

In order to close sale, it does not depend only the internal factors however it 

includes many uncontrollable factors such as other influencers that affect the decision, 

client' s internal process in delaying the issue of purchase order, etc . Therefore what 

1 Reference: Based from author's experience 
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we preferably do to motivate the closing is to inject the sale support allocation budget 

towards our sale and purchase team. 

Apart from the salary that a salesperson receives, he will also have a 10% 

commission from the made profit. The target for each salesperson is to generate 

120,000 Baht profit per month or the sale volume must relatively exceed 400,000 

Baht per month1
• This is the ideal target for our company to survive in the market. 

However imagine if the purchase team can not purchase goods at the sellable cost, 

after adding the mark up the sale team will not be able to compete with the 

competitor's price. his is considered as a chain effect that will affect all parties. 

Therefore in order to ensure that we have the most efficient selling and buying team, 

we will provide commission for every paiiy. Not only the sale team who receive the 

commission but the purchase team will have a 2% commission from 1:he profit also. 

This will automatically push them to work as teamwork, the purchase team to buy 

goods at cheapes~ price as possible and sale team to sell at the most profitable price as 

possible. ABO NCIT 

* 
Pricing strategy 

Since we are positioning ourselves as a designed product provider not just a 

normal OEM service provider therefore we will have a bit higher gross mark up 

comparing to competitors. The gross mark up for the company may vary depending 

on the products, quantities, lead time, risk, etc. but on the average we will quote our 

price with a 40% gross margin. When comparing to other competitors that normally 

has a 25%-35% gross mark up for their products , we are perceived as a little bit more 

1 Reference: Based from author's experience 
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expensive than others. Ho-vvevcr after a bargain from customers we normally end up 

quoting at the 30% gross mark up 1. In term of the company i tsclf however we still do 

not really have a keen mark up standard since our price quotation must rely on many 

different factors. 

Promotion Strategy 

ABSOLUTE CORP CO., LTD. will goes beyond the traditional business to 

business model whereas they normally do not provide any promotion for clients. We 

will provide them a free im rint logo 1 color 1 position for every order that meet the 

requirement. For instance, if a customer order a minimum of 100 pieces and the order 

value exceed 10,000 Baht, they will suddenly receive a free imprint logo. Moreover 

we will create a campaign such as if a customer places an order ovcx a 100,000 Baht 

value during a certain period of time, they will receive a free 30 days credit term. It is 

similar to marketing to consumer goods however we use different anger of business 

promotion and bring them to life. This is proven as a successful strategy during the 

past few months where we provide customers with a free imprint on their products. 

1 Reference: Based from author's experience 
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Operation Plan 

The operation plan explains daily business operation basis which includes the 

selling cycle, production process, customer retaining process, moral responsibility, 

relationship to suppliers and cost controlling plan. These plans are explained in detail 

and can be used to run the day to day business operation. 

Sale process 

After a successful onlinc marketing implementation for the 4 product websites, 

we will have a certain number of new prospects visiting our websites everyday. For 

the first visit, these prospects will then try to understand the contents and services 

being provided over the websites whether it is what they are looking for or not. Once 

they perceive that we are a manufacturer of a particular product they will suddenly 

have some own expectation that they can purchase at the manufacturer price. Then 

they will start making their first thought of calling us. However in order to attract 

them to actually make a call, it requires us to have attractive product designs, 

professionally contents and website layouts, etc. VINCIT 

* C::I lr,1=10/...0 

During a first discussion with a. prosp€ct over the phone, we will decide the 

action plan for the next step depending on the potential of specific requisition. For 

instance, if there is a prospect who is looking for a manufacturer to produce him for 

resells, we then will not take this prospect as a priority. On the other hand, we will 

send a salesperson to personally contact if he is a potential prospect and can tum into 

a client. It is very important for us to identify these prospects because in fact we are a 

trader not a manufacturer. We do buy product from one place and sell to another. If 
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there is another trader who wants to buy for resells, the possibility that the end user 

accepts that selling price will be very less. 

However no matter that he is a potential prospect or not, we will at least track 

his information record such as mobile phone number, company name and email 

address. This information will be collected for further approach. 

Once a prospect turns into our client, in other word when he agrees in business 

condition and issues us the purchase order then it is considered as the end of the 

selling process. See workflow in figure 8 below: 

CUSTOMER ABSOLUTE 

Prospectvish wehsrte ~-- Success 011li11e-1n~l1ke1i1141 
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Figure 8: Selling Workflow 

i yes 

A11 ~1uiJe a1}1H1i11t me111 

Issue IH ice quotation 

T1~lck1eco1 n 

tit) 

n 

* ~ 

How do we know which call is a potential one? 

SUPPLIER 

Firstly we must observe from the name of organization. We can 

easily notice if it is a well known company however it is a bit harder 
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for us to notice an unknown company. We also observe from the given 

requirement whether the prospect truly knows what he wants. For 

instance he may knows what he wants but he does not know what it 

will be used for, when it will be used, what quantity will be needed, we 

then may assume that he is not the one actually ordering the product 

for his company but rather for resells. 

Nevertheless there is no right or wrong for the above criteria and suggestion, 

instead it requires personal exper~ence for every sale person to learn along the way. 

Production process 

Once the purchase order is issued from a client, the we come to the 

production process. See Purchase Order sample in appendix L. As our business 

principle is not to be a manufacturer, we then will not produce the product by 

ourselves but rather allocate the production process to a selected supplier. 

ABSOLUTE CORP CO., LTD. mainly has 2 production processes for clients . 

• 
C' I I "'"' r 

First for those who select the product fror;n our websites or require an OEM 

production, these groups of client will have to wait for 3-4 weeks production process 

depending on the quantity or difficulty of the products. 

However if they prefer their goods to be delivered within 7 working days then 

instant production process will be a second type of service that they receive. We will 

produce a certain level of stock for some particular product designs in advance. We 
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estimate to reserve approximate 1 % inventory out from the total sale volume1
. Once 

they send us their logos and issue the purchase order, we just need to carry these 

products to imprint and deliver to clients within the agreed period. Normally the 

imprinting process takes approx imately 4 days therefore another 3 days are reserved 

for the contingency plan. However the drawback for this system is that customers can 

not select their own color, material and design, whereas it is pre provided by us. See 

workflow in figure 9 below: 
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Figure 9: Production Workflow !/18!l'il 

Outbound contact process 

As mentioned above that we will build our own database by collecting 

information from every call , especially mobile phone number and email. For every 2 

months we will distribute the email announcing for the new products and services. For 

instance, we may want to communicate our clients that we readily have a new product 

1 Reference: Based from author's experience 
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design that can be delivered to them within 7 days. Base from our experience, we can 

ensure that there is approximately 1-2% conversion rate after the message is 

announced 1• Instantly we can generate income without any additional cost. Of course 

this is not considered as spam mails because we only email to those who have 

previously contacted our company before. 

Moreover the SMS text marketing will be used during the occasional event 

throughout the year. Below are list of days the SMS marketing will be used: 

• New Year's Days "o • Chinese New Year's Day 
~ 

• Valentine's Day 

~ • Songkran Festival Day 

'J=' 
• The Queen's BirthDay -r-
• Loykatong Day l:=-

')T f,RIEl. 

~ • The King's BirthDay 

NCIT 
• Christmas Day 

• New Year's Eve 

We do not have a policy to use SMS to communicate a new promotion or new 

product instead we will congratulate the event, remind our company's name and add 

goodwill to the company only. 

• 

1 Reference: Based from author's experience 
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As mentioned that our main strategy is to attract prospects to call us instead of 

making the outbound call. It sounds very elegance for the new company but it is true 

if we really want to control our cost and widen the profit gap. 

Defected good and return policy 

Due to we do not produce the product by ourselves, we may sometime face with 

the uncontrollable factors such as late delivery and defected goods. In consumer point 

of view however we can not deny in taking responsibility for the production process. 

One of the reasons that they decide to purchase goods £ om us because they expect we 

can manage everything on agreed term. However if there is any problem that may 

derive, we reserve a policy to take full responsibility for every error that derives from 

us. 

Supplier Relationship Management 

We may Iilotice that although ABSOLUTE CORP CO., LTD. is a company that 

sells promotional products however we do not intend to sell everything like other 

competitors. We instead mainly focus in a limited scope of product ranges. Therefore 

a good supplier relationship man,age 1ent is m;iother issue that we can not overlook. 

For instance, our competitors may have requisitions of baggage product 7-10 times a 

month to one of their suppliers, while only 1-2 orders can actually be concluded1
• On 

the other hands, ABSOLUTE CORP CO., LTD. may have over 30-40 requisitions of 

baggage product per a month2
. Therefore it is a very critical issue to ensure that our 

supplier is willing to quote us prices every of our requisitions. In order to prolong this 

preferred relationship between our company and suppliers, we simple need to ensure 

1 Reference: Based from author's experience 
2 Reference: Based from author's experience 
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that we continuously provide them a certain level of orders every month. Therefore 

one of our purchase policies is not to buy at cheapest price but rather to purchase at 

the quickest win. 

Cost controlling Strategy 

The mark up for a manufacturer is normally h igher than the trader. Apart from the 

cost of good sold that is considered as the main cost, manufacturer also needs to spend 

for a huge overhead cost such as electricity, transp01iation, depreciation of machine, 

etc. However they require less investment to mari}:et their company. That is because 

no matter how, the goods must be produced at the manufacturer anyway. Out of 10 

requisitions that a manufacturer receives from prospects, 6 requisitions can actually be 

converted to sale 1
• That is considered as a high conversion rate coll1paring to a trader 

who can hardly compete when it comes to the final price quotation. 

On the other hand it is totally different to a trader because a trader like us must 

mainly focus on the marketing technique and focus our expenditure to acquire as 

much prospect as possible. By using the traditional way, a company may need to hire 

number of salespersons to outbo md call for prospects. However as one of our main 

strategies is to draw potential clients by using the website therefore it is very a 

strategic point to focus when we really need to reduce our main cost. 

Apart from a good relationship with suppliers that needed to be managed in order 

to get a better service and cost, we also have another cost controlling strategy. As 

mentioned above that we provide customers with the instant production service. By 

1 Reference: Based from author's experience 
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using this strategy, we may ask our suppliers to product goods fro m the use of stocked 

material that every manufac turers normally have. By doing so, we can create a win­

win situation whereas suppliers can clear there unproductively stocked material, on 

the other hand we can buy products at cheaper price and resell them at the premium 

price if a customer needs goods to be delivered in an urgent manner. 

Development 

Our main focus for the development in this business plan is to preliminary 

emphasizing on the product and website development. 

Product Development 

As we are living in the no boundary world, it is very easy for us to get a 

product design from just 1 click. Of course if it is 10 years ago, we may have to hire a 

product designer for developing an attractive product design. For promotional 

industry company in Thailand, there are rarely numbers of company who realize the 

usefulness of internet. We are not imitating the products because in order to imitate 

we must imprint other company's logo on the product as well. However what we are 

looking for is just the design of the product that we can convert to the sellable product 

design. After a through survey with competitor's website, we can ensure that there are 

very few companies who have uploaded the attractive product design over their 

company's websites. Although they may be able to draw certain number of customers 

to visit their websites but we can guarantee that there is not much prospects who 

actually make calls. 
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Website Development 

According to the project plan that we will instead drive prospects to call us by 

using the online marketing based strategies, it seem to have no cost at all except for 

our time devotion and contribution to continuously update the SEO algorism. We 

currently have approximately 66 visitors per day for a website 1 and expect to grow to 

96 visitors per day for this website after a 3 years time. Since our plan is to finish 

launching another 3 product websites by the second quarter of 2009 therefore after 

implementing similar SEO strategies to these 3 new websites, we therefore expect to 

have the same result. Chart below shows the total nu.tuber of visitors per month 

starting from March 08 to May 08. 2 
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Figure 10: Number of websit visitor 

1 Reference: Based from author's experience 
2 Reference: http://truehits.net/ 
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Management and Team 

ABSOLUTE CORP CO. , LTD. consists of 2 managmg directors, the 

company's founders. In this section, it contains their personal information and 

qualification to support the future business direction. Also it contains the qualification 

and job description for the coming employees that are planned to recruit since 

beginning 2009. 

Management 

Name: Ekkarin Phipattiganun 

Age: 25 

Sex: Male 

Marital status: Single 

Nationality: Thai 

Religion: Buddhism 

Education: 2005-recent Assumption University, Thailand 

ABO Master of Science in management 

Major Strategic Marketing Management 

1999-200:1 Assumption University, Thailand 

Bachelor Degree 

Major International Business Management 

1998-1999 International School of the Regent, Thailand 

Year 12 certificate 

1994-1998 Wellington High School, New Zealand 

5111 form certificate 
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1988-1994 Thewphaingann School, Thailand 

M.2 certificate 

Name: Kittinai Chairat 

Age: 25 

Sex: Male 

Marital status: Single 

Nationality: Thai 

Religion: Buddhism ERS/ 
Education: 1999-2003 Assumption University, Thailand 

Bachelor Degree 

Major General Management 

1988-1999 Assumption Collage School, Thailand 

M.6 Certificate 

Certainly that we need to set the remuneration package for management team, 

apart from the year end profit sharing each managing director will receive 30,000 

Baht as the based salary. 

Selling Team 

In response to inbound call traffics that are forecasted to increase every years, 

ABSOLUTE CORP CO., LTD. needs to reserve a number of sale forces to coordinate 

and response to prospect's requisitions. Therefore one of the 2009 company's 

objectives is to employ 2 salespersons and up to 3 salespersons by the end of 2010. 
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Details below are the list of job description and remuneration package for the Sale and 

Marketing Executive Position 

Job title 

Sale and Marketing Executive 

Qualification 

Male or Female 

23 years or older 

l year experience j n selling is preferable 

Vocational certificate or higher 

Good personality and interpersonal skill 

Good team player kill 

Have general knowledge about computer 

Job description 

To contact, coordinate and approach clients for product 

presentation. NCIT 

To dose sale with a Baht 120,000 profit target per month. 

To protect, maintain and extend the company reputation. 

Working hours 

Monday to Friday, 8 hours per day, 8.30am. - 17.30pm. 

Saturday, 4 hours per day, 8.30am. - 12.30pm. 

Working place 

Bangkok 

Remuneration package 

Baht 10,000 monthly salary 
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1, 000 Baht mo bile phone expense 

1,000 Baht Transportation expense 

10% commission based from the profit margin and collection 

Other benefits 

1 month bonus guarantee 

Probation period 

4 months 

Buying Team \\JERS/ 
As mentioned that ABSOLUTE CORP CO., LTD. will structure our 

organization to prom ote teamwork within the group. In order to support the increasing 

in procurement part, therefore we expect to have 2 purchasing positions by the end of 

2010. Details below are the list of job description and remuneration package for the 

Supplier Relationship Executive position: 
f,RI I._ 

Job title ABO NCIT 

* Supplier Relationship Executive o'. ~ 

9A ~ 2\.,.,. \~ GI 
Qual~fication ,,!/1a!l'il'tt&'.,. 

Female 

23 years or older 

1 year experience in procurement is preferable 

Vocational certificate or higher 

Good personality and interpersonal skill 

Good team player kill 

Have general knowledge about computer 
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Job description 

To contact, coordinate and keep good relationship with suppliers. 

To encourage the purchase of products at the most appropriate 

manner 

To protect, maintain and extend the company reputation. 

Working hours 

Monday to Friday, 8 hours per day, 8.30am. - 17.30pm. 

Saturday, 4 hours per day, 8.30am. - 12.30pm. 

Working place 

3angkok 

Rem uneration package 

10,000 monthly salary 

1,000 Baht mobile phone expense 

1000 Baht Transportation expense 

2% commission based from the profit margin and collection 

Other benefits INCIT 

* 1 month bonus guarantee al. -.'-
6 9 ot ~l\o'Yal 

Probation period U1B!JS'6\i\\t 
4 months 

Supporting Team 

Due to a small in its size therefore the main supporting function will consist of 

only 1 accounting position and 1 messenger position whereas the qualification and job 

description will mainly rely on the job itself We expect to have these positions at the 

beginning of year 2009. However the important parts are the structure of 
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remuneration packages that will be different from the selling and buying team. The 

remuneration packages will be as followed: 

Accounting Executive 

15,000 monthly salary 

1 month bonus guarantee 

Messenaer <., 

8,000 monthly salary S/ 
Baht 1,000 mobile phone expense 

I month bonus guarantee 

ABO NCIT 

58 



THE ASSUMPTION UNIVERSITY LIBRARi.. 

Financial Projection 

ABSOLUTE CORP CO., LTD. has outlined a business financial projection for 

the next 3 years starting from January 2008 until December 2010. It shows all related 

financial assumption needed for calculation. It also includes profit and loss statement, 

cash flow analysis, breakeven analysis and finally the net profit projection from the 

successful implementation of the project. 

Financial Assumption 

Listed below arc ma~n assumptions for ABSOLUTE CORP CO., LTD. used 

for the 3 years financial projection. The income and expense for the company will 

mainly vary depending on these factors. 

Website development related 

After the launch of first product website in January 2008, we also plan 

to launch the second, third and forth website in October 2008, January 2009, 

and April 2009 respectively. These websites are expected to have averagely 

24,000 visitors per year or 2,000 visitors per month and forecasted to grow 
I 

approximately 20% ever ear1
• See detail in appendix A, C and E. 

Head count related 

We do not hire any employee until the second operating year. At the 

beginning of 2009, we then start to recruit selling team which forecast to have 

3 full time sale executives at the end of 2010. For the buying team and 

1 Reference: Based from author's experience 
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supporting function, we expect to recruit at the beginning of 2009 and remain 

unchanged until the end of2010. See detail in appendix A, C and E. 

Sale related 

Base from our experience, we forecast to have a 2% call in conversion 

rate from a total number of people visiting a website 1 
. From those who 

actually make calls to us, we expect that 20% must be converted to sales2
. For 

the promotional product industry in Thailand the average case size for each 

order is 50,000 Baht3 therefore in order to hit the target sale each salesperson 

must make approximately 400,000 Baht monthly scye volume. These sales 

related assumptions are projected to maintain throughout the 3 years business 

plan. See detail in appendix A, C and E. 

Cost of goods sold related 

As the industry standard, the main cost is the cost of goods sold. The 

cost is forecasted to remain at 70% throughout the plan '1 • Sec detail in 

appendix i\, C at1d E. 
SI NC E l 9 6 9 ~Q\ 

';1tJ °' tta ~~ 
Selling expense related 

As mentioned in the plan above, eomm1ss10n 1s considered as our 

variable cost that varies depending on number of person in the selling team 

and buying team. Selling team receives 10% and 2% for buying team out of 

the gross margin making from their sales. If a salesperson achieves the target, 

1 Reference: Based from author's experience 
2 Reference: Based from author's experience 
3 Reference: Based from author's experience 
4 Reference: Based from author's experience 
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the company wi 11 pay 12,000 Baht as commission whereas 10,000 Baht is for 

the salesperson and 2,000 Baht for a supplier relationship executive. These 

commission schemes are proj ected to maintain throughout the 3 years business 

plan. See detail in appendix A, C and E. 

Admi11 istrative expense related 

Additionally there are several expenses that vary along the change in 

sale volume including gasoline, office telephone, office supply and office 

utility whereas we resQectively account them to be 4%, 1 %, 1 !/ii and 1 % from 

the monthly sale volume 1
. These variable cost pro£ortions arc forecasted to 

remain W1changed until the end of 2010. See detail in appendix A, C and E. 

We expect to have a major investment in the second ' car where we 

start renting Cor a proper office and will need a 300,000 Oaht fo r the office 

fixed asset investment. See detail in appendix D. 

LABO NCIT 

0 * Asset related 
~I lf"'ClOA. 

Since some clients may ask us to 2rovide them a certain credit term 

therefore at the year end we expect to have approximately 3<% fro m the sale 

volume remain rcce ivable2
. According to our plan, we also reserve a certain 

level of stock whereas it is accounted to have approximately l % from the sale 

volume3
. Sec detai l in appendix H. 

1 Reference: Based from author's experience 
2 Reference: Based from author's experience 
3 Reference: Based from author-'s experience 
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Liabili(r related 

ABSOLUTE CORP CO., LTD. normally asks for a 30 days credit term 

from suppliers. Although not all but most of suppliers are willing to provide us 

due to our continuously order placement therefore we projected to averagely 

have 5% payable at the year end 1• See detail in appendix H. 

Equity related 

Due to a small in its size, all profit made will remain as retain earning 

for the company until the end of 201 0. See detail in appendix l l. 

Income Statement 

The 3 years income statement consolidates all related incomes and expenses 

including both fixed and variable costs. Following with the entire business plan, the 

company is fo~casted to achieve 6 millions, 19.2 millions and 24 ,2 milli ons Baht in 

2008, 2009 and 2010 respectively. 

ABO NCIT 

Since we normally have 70% as our cost of goods therefore the gross profit 

will remain unchanged at 30% throughout the plan. The proportion for selling 

expense is expected to reduce over time from 13% in 2008 to 9% in 20 I 0. On the 

other hand the admini strative expense is forecasted to increase from 8% to 10% in 

2009 then drop down to 8% again in 2010. This is due to the expansion plan in 2009 

that reflect the increase in administrative expense. See detail in appendi x CJ . 

1 Reference: Based from author's experience 
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Cash Flow Analysis 

According to our plan, we project to make profit at the first operating year. 

Therefore we do not face any cash shortage in operating activities. For the financial 

activities the company does not require to borrow money from the bank, instead it is 

funded by the earning of the company. In 2009 also we put 300,000 13aht in a long 

term investing activities by acquiring a proper office to support the company growth. 

By having these activ iti es, we can ensure the positive change in avail able current cash 

on hand for daily business operation. See detai l in, appen,dix I. 

Breakevcn Analysis 

The b,reakevcn point for the company is to make approximately 60'%, 55% and 

42% from the ~otal yearly sale projection in 2008, 2009 and 2010 ·cspcct ively. For 

instance if the net sale projection in 2008 is 6 millions Baht, then the company 

requires to make approximately 3.6 mill ions Baht for the year to cover all the fixed 

cost. As long as we do no t load too much fixed cost in the business, we will be able 

to hit the breakevcn as fast as we can. See detail in apper\di.x J. 

Net Profit 

Once we deduct all expenses and taxes , the net profit will fall between 7%-9%. 

In conclusion we project to make 466,650 Baht net profit in year 2008, 1,299,200 

Baht in 2009 and 2,077 . 740 Baht in 20 l 0 respectively. See detail in appendix G. 
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Implementation Plan 

In order to achieve the above written business plan objectives, we therefore need to breakdown the planed strategies into action points or so 

called the implementation plan. We also provide the key performance indicator for each necessary action point. These action points will be used 

as a guideline for steps that should be done to successfully implement the written strategies. The implementation plan below demonstrates a 

single cycle of action point however some p lan may require a continuity of the same action point~cyclc . 

Product development WEEKLY ~ 
implementation plan 1 2 3 4 5 6 7 8 ~ Key Performance Indicator 

Market, internet, material survey .+-"' 
....::::::i 

Requisition discussion with supplier -------, 

Sample development 
·To generate at least 1 new product design per month 

Sampling approval 

Product communication in available channel 
~ 

Post product evaluation ........... 

-
Promotion development WEEKLY .¥ 

;I 

implementation plan 1 2 3 4 5 6 7 8 Key Performance Indicator 
CampaiQn creation ·To generate at least 1 new promotion campaign per 3 months 
CampaiQn approval ·To maintain average sale volume at 400,000 Bahl per person 
CampaiQn communication in available chan nel during February to May 

·._~§_n:JQ§illn implement§_tl_q_ri_ ___ ··· ·To extend average sale volume by 20% during June to 
--

January Post carnpaig_Q_f:'.~aluatio__r_l_ ____ ' u LI 

----------··-------·----

Supplier development WEEKLY 
implementation plan 1 I 2 I 3 T 4 I 5 l 6 l 7 l 8 Key Performance Indicator 

Explore new supplier information I I I I I I I ·To have 6 close suppliers per a product available by the end 
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Personal site visit for observation of2010 

General strenqth and weakness analysis •... ·To maintain relationship and good reputation throughout the 

Make first order olacement plan 

Post evaluation 
Continue order olacement 
Post evaluation 

>- tJ N /,'""/) 
WEEKLY Recruitment 

implementation plan 
--·· -- ··- ···-·· - · ---

Headcount needed analysis 
-·--- -· . ·- ·-·-~·-~_-, _______ -------------- ---- ----- -- . -------- ------ -- I -- ------·-- ·;; -----------·---- · 

I ·~~ 

2 3 4 5 6 7 8 Key Performance Ind icator 

Provide job description 
Propose remuneration packaoe 

· To employ 1 sale person , 1 purchase person, 1 accounting, 1 Job communication in available channel 
messenger in 2009 

Personal interview with applicant · To employ 2 sale person in 2010 
Welcome meetinq I 

· Turnover rate must maintain at least 2 years per person 
On the iob traininq 
Payroll svstem preparation :::..-vr 

~ Social welfare insu ra nce preparation 

Outbound contact c WEEKLY ~ 
implementation plan 1 2 3 4 5 6 7 8 J Key Performance Indicator 

-
Information preparation 
Database cleaninq and preparation 
Segment selectio n ·To acquire 2% inbound conversion from total collected list 

___ _ Implement !b_~()~~Q.~~S:_9 nt_§_~ ____________ 
Inbound cont2ct preparation_ I ---. -·-·--- --'_J _ - ------ -·------'---------- ------ ' 

· ·-· . .. . - -· - ---- - ---- ---- - - · ·--- ----- --------------- -· · .. ---- ---- ···-· · · ·-·-· ·-- ---------- - ·--·----·· ·- ···· - ··· ··-- - --

, Website d evelopment WEE KLY 

f----- ···· ------- - ----· ·-

1 2 3 I 4 5 6 7 8 Key Performance Indicator 

Domain name reqistration I · To launch baggage and umbrella website in 2008 

Hosting registration I · To launch garment and gadget website in 2009 

65 



I 
! 

Website structure preparation 
Information research 
Information preparation 
Information placement 

Consistency testing 
Launch 

SEO irnp !ernentat ion plan 
- - · - - .. - .. .. -- -

Keyword analysis and selection 

Rich content revision on website 
Exchange link submission 
Sitemap submission 
Search engine submission 
Monitoring and tracking visitors 

PPC implementation plan 

Register to PPC service provider 

Keyword analysis and selection 
advertisement development 
Set up the provider's system 
Monitoring and tracking visitors 

General sale and production 
i ~ ~-::'- I t~ : ~ 1 ,:- nt?. t io ;1 _ p ! ;; r~ 

Receive in-bound cal l 
ointrr;cnt 

uotation 
roval 

1 2 
. - -,- --'·'I. - •. 

IC"""'."..'l'T" 

~ 
I 1 2 
' 

~ 

..., 

. " ,., ...... 

WEEKLY 
3 

r - - -------. 
4 5 G 7 8 

~ - . . - · · --·· - . 

WEEKLY 

3 I 4 5 6 7 I 8 
' I 

WEEKLY 
:< 4 5 6' 7 " i; 

' . 

·To achieve at least 2% call in conversion from website visitors 

Key Performance Indicator 

'" ':.#-
. -- --

I 

·To achieve at least 2,000 visitors per website per month 
· To achieve a 20% number of visitors growth every year 

n.nl . -

~ 

~ Key Performance Indicator 

:::::, 

·To maintain the pay per click not to exceed 10 Baht per visitor 

Key F'_ l" rf c:rnn ance ln dic 3tor 
·To convert 20% from total in bound call to sales 

------------ -----; -- --- -------- - --------
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·To approve samp!e vvithin th e second week of customer first 
contact 
·To de::;ver c' vC:u ct v,;tiiin 30 days since the first con tact 
·To generate at least 30% gross profit 



Follow up call ·To control defected goods not to exceed 1 % 

Receive purchase order 
Product delivery 
Track customer information 
Requisition discussion 
Receive price quotation from 3 comparison 
Develop a product sample with imprint .. 
Issue f2U rchase order I 

,, 
I I I I I i I L 

~ Pro_dL1ct) C?~ process I I I -·· - ·- ...... . --·-- -- - --- L_ __ --- - J - . -- -- . -

I Follow up call for deliver 
I Quali tv control 

Product deliver 

I instant sale and production ~---· - WEEKLY I r1J!l - ! 
implementation plan I 1 I 2 3 4 ! 5 I 6 I 7 I 8 I c-i Key Performance Indicator 

Receive in-bound call I I ~ 
Arrange appointment 
Issue price quotation 
Receive purchase order 

Product delivery ·To convert 20% from total inbound call to sales 
Track customer information ~ ·To approve imprint within the first week of customer first 
Requisition discussion ~ contact 
Receive price quotation ~ · To deliver product within 10 days since the first contact 

i ___ Develqpa~ impririJsampli::~ _ _ . ···-··· __ __ ---· ··· ___ _ __ l_/r?l_A-ff--i..., .. ) ---r ;i-d ~~~l\\~l_-__ j : ~~ ~~~~~~t~ ~t 1 ~:~t9
30~

0

;sg~~~~0P~~~~~d 1 % 
ls."cL"? '''. :~ : '.''. ~e "'' 1 , ~Flit\ J lr>:tl. t1 \"lil , 1 '· , .,. _ ae,ec , . e ~~ " 

. . ..... - - "' t:r' u •• . - . 
C" 0 l'v ·'r pr" n1-::i r1., ~ , .. , .. : , .. _. I 1 1 

.Jv I C t:.: I ............ t t- ~• .._1u~1Vl I 

r---- ~r~:i~~t~~onn~~~cess . - - --- ----- - ----- -- I _ l _ ~-~~r··- 1---- T I ·i· ------1· - i I 

Product deliver 
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APPENDIX A 

2008 - Financial Assumption 

WEBSITE DEVELOPMENT RELATED: 

No. of Websites 

Website no.1 average visitor with yearly 20% growth 2,000 2,000 ..... 2,000 2,000 2,poo 2,000 2,000 2,000 2,000 2,000 2,000 2,000 

Website no.2 average visitor with yeady 20% growth 2,000 2,000 2.000 
\\'e~s:'.e r:o-' i:\'l.:::·<:gl' ,-;:;i:o:· w~'.:~ \'l'': ;,- 2r~ 1'n µ:·c1w::~ 

~$' II \\:: - -
IH ..Ill COll.\T RELATED: 

No. oi'CEO hend count 

No. of Sale and Marketing Executive head count 

No. of Supplier Relationship Executive head count 

No_ of Accounting Executive head count 

No_ of Messenger head count 

SALE RELATED: 

% Conversion call in to no. of visitors 2%, 2'% 2% 2% 2% 2% -2~'0 2% 2% 2% 2% 2% 

Conversion clie1~~ :o no. ofcali in '.ZU':u 2U'>u 2V-u 2(;'~ 0 2U'~u w~o 20•;0 2rl;u 20'>u 2U'~O 20% 

Average case size o ~poo I 50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 

A\·cr:!gc : ~:·ge~ :·o:· c1 s<!ie~jJerso:; 
•'.<,r, ,.,-,,-, 4c:c.oou c!CC,COG ..:;~;~ C: C:G 400.GC>O .lCC,OCO .:+OC,OOC -r. • - • 1J , v ~·· • I 

COST OF GOOD SOLD RELATED: : % Cost of goods to sa!es 70% 70'Yu 70% 70% 70% 70% 70% 70% 70% 70'% 70% 70% 

SELLING EXPENSE RELATED: 

% Commission for Sale and Marketing Executive 10% 

~ 
10% 10% 10% !0% 10% 10% 10% 10% 10% 10% 10% 

% Commission for Supplier Relationship Executive 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 2% 

ADMINISTRATIVE EXPENSE RELATED: 
0·o G<!:;,i'.'.::e (~c:: 1.'t.::·\· ~o:; ~:cs ,,, -:~. ~ • .: 0 ~ ._;n;. c:•: ,, _iliJ I I",, ~ 1"% I":, 1% l foc 1Ji llr co' ,, 10 ,,. ' ' 

TI _u :~ __ ~ 
1% in,, 1u.;, 

0 o Ol!1(.;c suppl; to sn!(s 111;) 1% 1% 1% ] 0;0 I":, !% l '~-o 1% 1% 1°/0 
0~_0ffice ut1lit\ to _snlc;; 1% 1% _!_~..._ 1% 1% 1% 1% 1% 1% __ , ___ ____!_!~ 1% --·------- .. -- .--·- - -· ---·------·- --------------- ---
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APPENDIXB 

2008 - Financial Projection 

1N: 
H J1111 Feb l\lnr ".:' "'" I ""··. Aur . ~1.'< ~· Jun~·-t· l '-1Jlt."~ Jul ~::';:y '~"·9~ 

No. of website visitors 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 4,000 4,000 

40 40 40 40 40 40 40 40 40 80 80 

I . 16 16 

Total call in 

i Tota l clients 

n~ c.,~~ ·:~~--:-~~~~·~~~:".\~:1~~:'.·t;:wc:a:9 .. -Q _; ,•_/~t'*:_~~~: ~-··:· ··'.:.:.l ~ :'J l..!f·:;;· · .. .;.<\,,. ,; ....'...!.~ . !.' · :~~: .,~."~.1W..:: .ii._~"i.":~ ... \:....!...!..:11 r. : l lii.W.t. ~ i ll :1 1 ! I,!,;;· 

. ~ . 

,.; ;.};·;: !" · -~~;r~1~_.;-=~<:J :. 

Sitlnry expense: 

CEO sa lary (FC) 

Total 

:· . ., .. ;' ·--

Sale and Marketi ng E:-:ecutive salary (FC) 

Total 

Supplier Re lationship Executive salary (FC) 

Total 
Accounting Executive sa lary (FC) 

Tomi 

Messenger salary (FC) 

Total 

Total salary expense 

Commission expense : 

S.-:!e <?~d .\!:!~:..:~:::~~ Fx:..' <: : :::\~ I \T) 

Total 

Supplier Relationship Executive (VC) 

Total 

Total commission expense 

Transportation expense: 

Sale and Marketing Executive (FC) 

Total 

Supplier Relationship Executive (FC) 

Total 

J :w 

30,000 

60 ,000 

Feb 

30,000 

60,000 

60,000 

.... 
""' (') 

=I 

:fl~l~l~I 

Mar 

30,000 

60,000 

~ 
~ 
m 

60,000 

Anr 

30,000 

60,000 

60,000 

Ma 

30,000 

60,000 

60,000 

ON1111'4\\\. 
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1m: 

Jun 

30,000 

60,000 

60,000 

Jul 

30,000 

60,000 

...... 
~ 

60,000 

Au 

30,000 

60,000 

60,000 

Sep •. '., I '., .. ·,· Oct ,-"', ·, .• L~t-~ -:.:; ·NQv~-.7.f..:~-J~~ ... :t:(::DecJ: 

30,000 

60,000 

60,000 

30,000 

60,000 

60,000 

30,000 

60,000 

60,000 

30,000 

60,000 

60,000 



Total transportation expense 

Mobile phone expense: 

Sale and Marketing Executive (FC) 

Total 
Supplier Relationship Executive (FC) 

Total 

Messenger salary (FC) 

Total 
Total mobile phone ex.pense 

\\'ehsite drn•Topmrnt rxprnse: 

Website development (F(') 

!'·1~;t! \\\'1J>it;• d ;· I 'L :l. l'! I: r\jh'l1'1' 

Oi:li:tr :1dn·r1i,i11 2 np• 'lh '\' '. 

Google Ad\'·.:Ords ( FC) 

i'otal onli11r :ldHrti~ in g l'.\PCllS\' 

Product development expClls r: 

Produtt development (F(') 

Total product developm en t c~pl'llSC 

Bonu s CXflCHsc : 

Sale and Marketing Executive salary (FC) 

Total 

St:p!)lie Re1ai:or.sh!p E:-;:c c~Hi\·e s;1 !a:·y (FC) 

Total 

Accounting Executive salary (FC) 

Total 

Messenger salary (FC) 

Tot~1l 

Totlll bonus expense 

W;" '?J;·:··· .: ., .,~'o (,:"" '"'"·~: ··...-'!" ~ 

~ .• _.~ . . .. ~ .. :ti..;.J;....;;,; 

\000 
~.nnn 

2,000 

2, 1100 

2,000 

2,000 

) 

) 

~t~ 

\~~ 
~~ 

* 
2,000 

2,000 

2,000 

2,000 

~sSUMp"'o 
,.... 

?. 
C') 

:::\ 

~ 

2,000 

2,1100 

:!,~lU:J 

2,000 

\1) 

~ 
m ,... 

2,000 2,000 

2,0 Ull 2,000 

2,000 2,000 

2,000 2,000 

:-..or.o 
1 n.rin ,1 

2,000 2,000 2,000 2,000 2,000 2,000 2, 000 

2,Ullll 2,00ll 2,0UU !,\JOU ~.uuo 4,()iJ() -UHIO 

2.000 -2 ,UVO 2,000 2,000 2,000 2,000 2,000 

2,000 2,000 2,000 2,000 4,000 4,000 4,000 

~ 

"' ' ~ 
~~JT;"IT! ~~~:.::.~:.: .. : .. ~:.~~~_::-~~~·J'.07E~:Z:5~:::W&v~r~~:·.~:r,·::::ag&d;ri'!ffl'CiffifW!!il1i 1 'If $!!! ¢ jg:: !!ii i!ll 9g:r $!!Ii 

N1111"~ 

72 



Gasoline expense: 

Gasoline expense (VC) 

Total 

Telephone office ex111.·nsr: 

Telephone office expense (V(') 

r.,t:i! 

(lf'.lt'i'-'i\i[ljil: 

Office supply expense (VC) 

lotal 

Accounting sen'ice expense: 

Accounting sc:·yice expense (fl) 

Total 

Oflici.: Rental expense: 

Office Rental expense (FC) 

Total 

Office utility expense: 

Office utility expense (VC) 

Tot11I 

Office fixed asset expense: 

On-lee fixed asset expense (FC) 

Total 

Depreciation expense: 

Dc;1r..:i.:it~'. 0:1 ex;;e::s~ ( FC) 

Total 

---··'-

16,000 

16,000 

4.nno ~ 
~ 

4,000 

4,UUU 

) -
'I • 

10 ,.000 -
3,oop ) , 

___, -
el~ -0 

°' -0 

4;000 

4,01),0 .... 

~ 

g, 

16,000 16,000 16,000 16,000 16,000 16,000 16,000 16,000 32,000 32,000 32,000 

16,000 ~ 16,000 16,000 16,000 16,000 16,000 16,000 16,000 32,000 32,000 32,000 

' 4.000 4.ono 4,non 4,000 4,000 4.nnn 4,000 4,000 8.000 8.000 8,000 
UlPll j , ! Ii. ~ I I i.l'il !' Ul!l!1 :--~.!11 Iii 

~ 

4,000 4,000 4,000 4,000 4,000 4,000 4,000 4,000 8,000 8,000 8,000 

..t,(JUU -i,UUU 4,UUO -i,OUO ..t,OUU ,A,U UO 4,000 4,000 .s,uuu s,uuu 8,000 

I 

:l,UUU 3,non 3,000 3,000 3,000 3, ~00 3,000 .J,000 3,000 3,000 3,000 

3,0UU 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,0110 3,000 3,000 

"' 4,000 4,000 4,000 4,000 4,000 4,000 4,000 4,000 8,000 8,000 8,000 

4,000 4,1100 4,000 4,000 4,000' 4,000 4,000 4,000 8,000 8,000 8,000 

~ 

~~ 
~ 

* 
.. --~.-~~-·--· ,,~~--- ~'.:.;,'...'..!....,_"''": ·""" 31000 31000 31000 31000 59000 59000 59000 
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APPENDIXC 

2009 - Financial Assumption 

WEBSITE DEVELOPMENT RELATED: 

No. of Websites 

Website no. l average vi.:;itor with yearly 20% growth 

\\'~8s::c :~o.2 c:\e :igc \':s::o: wi::~ :e;=: u g:·0\\·:;1 

\\ 

\\'l,:<'.L':'.<"'•.! \ :-:::;1:· \\":::: n::~:-\· :::"' 

HEAD COUNT RELATED: 
'-:"o 11fCFO !-:c-:!~'. C•'~;--· 

No. of Sale and Marketing Executive head count 

No. of Supplier Relationship Executive head count 
No_ of Accounting E:-:ecutive head count 
No_ of l\k~sc1:gcr h'-..'rrd rn:.rnt 

SALE IU:L\TF.D: 

~--o Conversion call in to no. of visitors 

% Conversion client to no. of call in 

Average case size 

Average target for a salesperson 

COST OF c;oon SOLD REL\ TED: 

% Cost of goods to saks 

SELLl:\G E:\PE:\SE RELATED: 
Co:~::~:!ss!o:~ i!:~C 1'li!r'.-\c:: '.g F'-.:cc~::i\'c 

% Commission for Supplier Relationship Executive 

.\ll.\11.'.;ISTR.\ Tl\T F:\ l'l·:.-.;sr-: Rf!..\ TEil: 

_i;!lJ(),:~ :u .:;:: 
0

-:, Telephone otlicc to sales 

Jan 

2,400 

~ 
$ 

IJ 

~I 
CJ) 

-..J : z 
f) 

~ 

·2c;,o ~ 

y2,0i!1 ' . 
>o,Q'o o ' 

400,000 

70%; ~ 

~ 
2~-o 

j~/u 

Feb 

2,400 2,400 2,400 

~(;~_:,J 

;a 
> 0 

.. t! CD 
0 

2% 2~'0 2% 

'.20% 20% 20% 

50.000 so,cno 50,000 

400,000 400,000 400,000 

70% 70% 70~/o 

2% 20,·o 2% 

~" ' ~ 1% 
r ~1% 

..,._,, 

1% 

1'1'• 

Jun;·-~Jill; 

4 4 4 4 4 4 

2,406 2,400 2,400 2,400 2,400 2,400 2,400 

2,C:L:C.: ~ :::,:._::.)\) : . ...:cu 2,400 

J ,.,, 

) 
~ 

2% 2% ~c 2% 2% 2% 2% 2% 

20% 20% 20% 20% 20% 20% 20% 

50.000 50,000 '0,000 50.000 50,000 50.000 50,000 

400,000 400,000 400,000 400,000 400,000 400,000 400,000 

70% 70% 70% 70% 70% 70% 70% 

2';-0 ~ 2% 21y() 2% 2% 2}0 2% 

.. -- " ""'·" - -
!% 1% 1% 1% \% 1% 1% 

( J:·:~::c supply !11 l" · l" ;, l 'Yo 

4 ~ 
2,400 .. ... 
7 'U" It: -,; v ;J:i 

[,J 

I~ 
~ 

15 
;.,..; 
c 
'.2 

I I~ 
'.2 
~ 

"< 
2% trJ 

20% ~ 
CJj 

50,000 
~ 
1-j ...... 

400,000 

70% 

2% 

...;·;u 

1% 

1% Office utility to S<!lcs l 1~-0 1% \% 1% 1% 1% 1% 1% 1% 1°/0 1% !% 
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APPENDIXD 

2009 - Financial Projection 

............. 
Aug .'"tcp I Oct I Nov Ike 

No. of website visitors 

Total call in 

l.l 8,46'0 "" 6,400 6,400 ~ 6) ,00 , s,490 8,400 8,400 8,400 8,400 8,800 8,800 8,800 

128 J 28 J 128 168 168 ~ 168 168 168 168 176 176 176 

:2() :2(1 3...f 3...f 3...f 3...f 3-t 3-t 35 35 35 i 
"-·· .. ·.·-~· =-~,.~,,.-·: ·"""'~'·'·""·,.·.· ~~., ....... ~ . ., ... ,,~"".' v~,.,~~~~·-,~~:'" :~!f!\'!*· .... •vt 4 ' }Pt'_ ,7' 1 1it 4 

"'. 7+··•1"·; .: ¥,#:A· LJ _?~lL'.1!'.. ·} tp 4..4~8/j _:4 A¥#. " '-}!';\*:. i~(J:B;.JJ!lt_J · J ~J¢(i:f2.1hL1 .. AA¥4 P_;12J: 1~?Silytt14l)f(b.f~1JL.fi 

·-··,~-~·~--~~"":- :,.,.,; ""~,~~....,........,.~··~ 

,..:;,. -:..~ . "..._ .i an ---• Fl'ii :\Lir .\ ir ,"\r:n .Jun .... . ..,. ..... l---c ~--- ~~ '. q_.. -~ . -
1 .. 1 \,,,.. ...:"IJ Od Nov 

S:1l:1ry expense: 

CEO salary (FCJ 

Total 

Sale c.r.d >.Iarketing Ewcu i: l\-e s<'12:·y (FC) 

Total 

Supplier Relationship Executive salary (FC) 

Tota! 

Accounting Executive salary (FC) 

Tota! 

:.. !essenger sai<~:-\ 

Tot;il 

Tot:d s:tf:1r_\- t'\Jll'!lSt' 

Commission cxpt·11sc: 

Total 

S~:pplier Relatio;,:;l::p Ex\!cuti\·i: ( \'C) 

Tnt•il 

Total commission expense 

Transportation expense: 

.J :u1 

30,bOO 

GO,O jl ll 

1,0,0·~ 

10,llOO 

10,000 

111,llil ll 

15,000 

15.llllO 

8,01111 

IflJ.nnn 

10,01111 

2,000 

2,0011 

12,000 

~~ 'ia:1: 

Fd> I 

.3 0,UOO 

G0,000 

10,1100 

10,000 

10,0011 

15,000 

13,0UO 

S,:JC8 

s~·r i'il o 
JOJ.1111n 

10,0()(] 

2,000 

2,01111 

12,000 

!\far Apr i\-l:n' 

30,000 .30,000 30,000 

G0,000 G0,0011 60,000 

10.CCJG l 0,000 10,800 

10,11011 20,1100 20,000 

10,000 I 0,000 10,000 

111,11011 10,11011 10,111111 

15,000 15,000 I 5,000 

15,0110 15,11011 15.000 

8, Ul:(~ S,000 s 8,0011 8,01111 8,IJllO 

lf1J,'1Jl!) I lJ.non ! 13.f!Ofl 

10,000 20,000 20,oon 

2,000 2,000 2,000 

2,0011 4,01111 4,000 

12,000 24,000 24,000 
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tS:R£%::\:t-~-: ::=··KR&i:::n· : ::_ ::tJZ%!1!ifJI+· WWJ1i1i1M#·#~Smt 

1!1~- ! t I I I I Jul Aug Sep Oet· Jun 

30,000 30,000 30,000 30,000 30,000 30,000 

60,000 G0,01111 G0 ,000 G0 ,000 60,00() G0,000 

10,GOO 10.000 10.COO 10.00(; 10,000 10,000 

20,000 20,0011 20,0011 20,000 20,0110 20,000 

10,000 10,000 I 0,000 10,000 10,000 10,000 

10,000 10,llllll lll,llllll 10,llllO 10,000 10,0110 

15,000 15,000 15 ,000 15,000 15,000 15 ,000 

1~00 1.5,000 15,000 15,000 15.000 15.000 

8,0li<' s,nc:1 8,000 8,00(: S.000 8,000 

8,11011 8,000 8,000 8,000 8,000 8,000 

l 13.(HJO 113.0ll() 113.fHlO 113,0(H_) 113,000 113,000 

211,01111 20,11011 20,000 20,000 20,000 20,000 

2,000 2,000 2,000 2,000 2,000 2,000 

4,000 4,0110 4,000 4,000 4,000 4,000 

24,000 24,000 24,000 24,000 24,0QO 24,000 

I 

30,000 

60,000 

10,000 

20,000 

I 0,000 

10,000 

15,000 

15,000 

8.C:J1: 

8,000 

113,000 

20,000 

2,000 

4,000 

24,000 



Sale and Marketing Executive (FC) 

Total 

Supplier Relationship Executive (FC) 

Total 
Tnt:d tr:1nspor1:11ion l' XJll'nse 

Mobile phone expense: 

Sale and Marketi ng Executive (FC) 

Total 

Supplier Re lationsh ip Executi ve (FC) 

Tot al 

.\ lc.~~i.: n gi.:: .~;! ; ; :: · \ t i·c..·) 

!'(l1:d 

Total muliill' phonl' n : p Cll !i l" 

\\"ebsitc development expen se : 

Website development (FC) 

Total website cknlopmrnl rxpcnsr 

Online advertising t•xprns c: 

Google Ad\vords (FC) 

Towl ouline ;1dve rtisi11g expense 

Product dt·,·c!op111 c11t expense: 

Product de,·e )op mer:\ l f'C') 

Tobi product dcYclop111rnt l'Xprnsc 

Bonus t•xpcnSl': 

Sale ?.t'.C \!arketi~1g Excculi\·e sa!uy (FC) 

Tut al 

Supplier Relati onsh ip Execu ti ve sa lary ( FC) 

To t;d 

.·\..:co ~; : ;: : ::g F:,.._·c:: ·. :\ 1.: ,...:: :· y 1i:c..·) 

T n t:1l 

.\:L'~:-.L' !~g..: r ~ ; : ;::ry ti l. .J 

T H!;d 

"f"q! :d hu1 111'" l'\f > l'!\~ l' 

1,000 

1,000 

1,000 

1,000 

2.000 

1.000 

l,UOO 

1.000 

~ 1 ,01)1) 

" " " 
) 

J,ll" :J.l 

3,00!l 

5,000 
) 

1s.qoo -
) , 

2.oou ~ 

6.ooo ) 

" 
) 

:2 .C[pQ 
6,onn 

'VI! .... 

~ 

1,000 

1,000 

1,000 

1,000 

2,oon 

1,000 

1,000 

'l,000 

1.111111 

!,(; 11ll 

3.nnn 

0 

2,f.::it: 

G,000 

2,ur.;o 

6,000 

* 

1,000 

1,000 

1,000 

1,000 

2,000 

1,000 

1,000 

1. 000 

1.0 11 11 

i, ;;:H) 

l ,!1'"11.: 

3.lhl l\ 

2,0Ut.l 

6,0011 

2,000 

6,000 

,... 

1,000 

2,000 

1,000 

1,000 

3.000 

1,000 

2,000 

1,000 

l.IJ Oll 

l, 111)() 

. .f.(100 

5,000 

20,000 

~ .000 

8,000 

2,000 

8,011 0 

1,000 1,000 

2,000 2,000 

1,000 1,000 

1,000 1,000 

3,000 3,000 

1,000 

~ 
1,000 

2,000 2,000 

1,000 ~~ 1,000 

1.01\ll 1. 000 

,, (;;::; i ,C;,a ; 

l,!J (l ll !J)~ l 

.t.oon -1. l lll.!J, 

2.0t:D ~. ooo 

8,000 8,000 

2, 000 2,000 

8,000 8,000 

OJVt11 '"" \. ">~ 

1,000 1,000 1,000 

2,000 2,000 2,000 

1,000 1,000 1,000 

1,000 1,000 1,000 

3,000 3,111 11) 3,000 

1,000 1,000 1,000 

2,000 2,000 2,000 

1,000 1,000 1.000 

! .IJOI) 1.ono !,0 00 

i. ui;:; t ,:;t;:, 

l ,\1 (; 1) \,!J OO l ,OUO 

> -1.nno .. urnn -1 .1 100 

:;l 2.000 2,000 2,000 
~ 8,000 8,000 8,000 
I 

f 
::; 2,IXlO 2,000 2,000 

-< 8,000 8,000 8,000 

1,000 1,000 

2,000 2,000 

1,000 1,000 

1,000 1.000 

3.000 : ••Ill 

1,000 1,000 

2,000 2,000 

1.000 1,000 

1,000 l .000 

i, i :i )iJ i,;:: ;;; 

!,(I i i '.\ I , llU <' 

-UlOO 4 ,llfltl 

2,000 2,000 

8,000 8,000 

2, 000 2,000 

8,000 8,000 

1,000 

2,000 

1,000 

1.000 

1,000 

2,000 

1,000 

1.000 

i,\Aii ; 

l .! HW 

4.\1\) i ) 

2,00U 

8,000 

2,000 

8,000 

10,000 

Zll,000 

10,000 

10.11110 

: ~. !::_:'; 

l:' .0 1111 i 
b, UUU I 
S.000 

53,0110 I 
_________ _........... __ ,.......,1o~..,......,_-, .. ~,.-.. ·--"'·'····- * , nw· it ,w;;rr. •ooo , 213.000 
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Gasoline expense: 

' Gasoline expense (VC) 51,200 51 ,200 5 1,200 671 200 : 67,200 67, 200 67,200 67,200 67,200 70,400 70,400 70,400 

Total 51,200 51 ,200 ' 51 ,200 67,200 67,200 67,200 67,200 67,200 67,200 70,400 70,JOO 70,400 
l 

Telephone office expense; f 1 

T elephone officl' cxj~C'li :>c (\ '() 12,8:):) 

~ 
!:,SGG 12,sno 16.800 16,SCC ~ 16,Sf:(! 16,800 16,880 :(1.S:Xl 17,6:10 17.600 '7,r,(:O 

l"oLll :··:: .. ,: J 2 .. '\>iH 12, .X ll!I l ,._s;;n ! 1,,,' '.l!!I I ( •.. "Pll : I ,,' ;l,l ll 1 (-.KOO t { •• snn i - .r.nr1 1 - . (,p(! 1 - . (, 0 I/ 

Onict· sllp]ll~ · t'\JH'!lSl' : 

Oi1ice supply i.'XjJens ~ l \ '( ) !2, S;)u_ !2,0UU 12,XUU l l\8U0 !6,0GU lo,8't.1U : H1,8UU lo,OOO l b,t:iliU 17,600 17,600 17,DOO 

Tot;d 1 2. ~!)_(1 12,0 1\11 l 2.SM I (i ,800 IG ,800 1 c;.son 16}:00 16.sno IG.Silfl 17.600 17,600 17,GOO . 
Accounting service expense: 

) ;.. - , 

. 3 ,QGO • Accoun ti ng service CX jJc nsc (FC) - J ,OOD 3,00U 3,000 3,000 J.OOiJ - 3,000 3,0UO 3,UUU 3,000 ),COO 3,000 

Total J,000 ) 3,000 3,000 3,000 3,000 3,000 1 3,000 3,000 3,000 3,000 3,000 3,000 
-, 

Ol'licc Rc11t:1I c . ..:1•c11 sc: 

O:::.:..:: Re :~:d CX j)1,: ::s;.; d"C) :ft·s:::b I 2f_:_cr:c 2:::.~:~;~; -'·','-"-''-' 20.':G:.: ::::!.:.~::;(: 2 ~::,:.::::0 :::D,:.::;:) ~:;,f;(;!; 20.DGU ~IJ,01)(.: ~G.OGU 

Tntnl I -20,000 ' 20,000 20,0(10 20,000 20,000 20,000 ' 20,000 20,000 20,000 20,000 20,000 20,000 

I ) 

Oflicl' util i ty cxpcusc : ~ 

Oflice utility c:-.:pemc l\IC) l :,~00 l '2, ~ ( : ~ : I 2,300 1<., SOO 16, SOO 16,'"'' ~ l6,800 16,800 16,SUO 17,600 17,600 17,600 

Total 12,SOO l 12,800 12,800 16.800 16,800 IG.8111! 16,800 16,SOO 16,800 17,600 17,600 17,600 

Office fixed assd t'i.:penH· : ' ~ ">~ I 
v 

O£:icc :ixcd <~SS\.''. ex~ie::se (F( ) 31.lf.1,000 

Total 300,000 * C' 
(\ 

l1t·11n·,·i:1t io r11•\ p 1·11s.- : 

?! ! 
···: : ,·'.:!:'.;•::1."•.;'·_··:,:::1·i :',!)(,;.; :'_::· ~ . : ; ... i.\Jcc \ ~.: :: ::· .:.:-· :' ,LiVV 5 _1"' :' . : J( : ~ ; :'_ i::;n ~ .::::: ; 5.:.:i;u 

; l\f\I\ - •l f'I O .- ., 

I 
--;;;- -~.--~~W:'J;7~?. : ·.r .. ~i' :-~f~ ~·;.~ .. ·· -:· :0 ::_ tfL.V.::::·1 
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APPENDIXE 

2010 - Financial Assumption 

• 
WEBSITE DEVELOPMENT RELATED: 

No. of Websites 

Website no. I average visitor with yearly 20% grmvth 

Website no.2 average visitor with yearly 20% growth 

\' 

II EAU COUNT RELATED: 

No. of CEO head cou:~t. 

No. of Sale and Marketing Executive head count 

No. of Supplier Relationship Executive head count 

No. of Accounting Executive head count 

No. ofl\ksscngcr hcud count 

SALE IU:L\TEll: 

Co:1\·e:·sinn ml! !!1 ~o nn. of\·!s!to:·s 

Cn:'.\\':-~'.n:~ c!:l·:~'. '.n 

.-\\·c:·<'.ge C<lSC S!ZC 

Aver<ige target for a sn:esperson 

COST OF GOOD SOLD REL\ TED: 
1~'0 Cost of goods to sales 

SELLl.\G EXPE:'\SE REL\TEll: 

n;, Cu:~:r~1:ss:o:~ .C::~!l.' \L::·'.-;t· :.:,_, E\ccuti\\'." 

Co:;:::.issior: for Supplier Relatior.sh!p Executive 

.\D."\!l.\!ST!\.\T[\-1: 1:.\l'L.'\ . ...;J-: E!-:1 .. \Tft): 

:,i 

2,880 

2,400 

~ 

~' ....., 

') 

-
L 
() , 

20<~ . 
C'"i'lf l 

' s.o;u8c 

-+00
1
0·00 

70% ~ 

~ 
2% 

.. ~~-.. 
h·h 

2,880 I 2,880 2,880 

2,400 2,400 2,400 

-
V' 
'XI 

' 

0 

20 ~. 2% 

50,CC;Q 50.00:) 

-100,CCO --WC,OC:O 400,0CO 

7U(>-o 70'% 70% 

~% 2% 

ff1. 
'I .. :;: .. : 

78 

, . .:..... ... ..-. ..... .... :;.. ~---~······-~ 
i\fav ,Juu *Au Sen ''""Oct 

2,880 
I 

2,880 2,880 2,880 2,880 2,880 2,880 2,880 

2,400 l 2,400 2 ,400 2,400 2,400 2,880 2,880 2,880 . 
2 _..t.;P : -

2n;. '" .. 0 2% ::_n-;, ::_n.n 20-~ 

:nn;; "" -
~ 

SC.COO 5C,OOO 50.000 50,0GC su.oc:n 1 

-lCC,OOC: -+::o.cc::_i -!00,C:OO -iOC,OOIJ .:fOU,OCG -+oG,CCO -100,000 400,000 

70% 70% 10•;.-o 7tY}·O 70°/0 70% 7U(~;> 70°/o 

~ I rY~ 11 

:~-,, - 2% - 2~·'o 

"~'" ]';;, ! 



APPENDIXF 

2010 - Financial Projection 

I No. of website visitors 

Total call in 

Total clients 

•1'1 • 

9,680 

194 

39 

I. ~ ' • ~ - ,. .........-..i • 

h·1J ;\far Apr i\lay ! ,_,, ,.,..Jmt"'~ 

\ =-
9,680 S ·9,680 "" I 0,080 I 0,080 ' I 0,080 

194 r 194 202 202 , 202 

39 39 40 40 40 

l> 
!J ;\lar .-\p! _____ i ''LI~ / .Jun 

1~ 

10,080 10,080 10,080 10,560 10,560 10,560 

202 202 202 211 211 211 

., ... ~~::r''~~-c:"'".,,."""-~~,_~·ac4.~ • *"fl·. t.~1;;;..,isf4_ J.Q!i k .§:. Q •. J e. 4-».t ./ 
40 40 40 

Ju l I Aug I Sep Oct ,,,_, _ 
~-· 

I 
.... .. --- .. ......._... · ·· · '""""')"-·· · · · · ·- -... ·-~~ · · 1nv · ··· ·· · sr 1 

~- ·r "'.· .• ~ .. - tdt ... W•·i [;' . a "tt:1l1<'•,; t .u+>·;, ,,,,;-., tw1Kiltt11t1· ~ - 't~' "KlJt!jiil gm@ ~u;$i!ljl r "iti@iti!J IUl?,'mll 

, ___ ·!_:_i_~ __ ;:: ___ !:::_:i~ 

.. .,: __ ·"'-~~:: ,.J_~ ~:_jfft~-1'.'~· ~:"'~-~ . ~---~'.-: '"~·· ... .....-...,, .. ~-,.:~·~:---~,,_,.,.,.._ -- ..,.,, I?C,;·-;~-:1:~l~~::.~· . ·_: :-:·--i:~~'T~~™""'4111 
I .J :u• I Feh I :\far· Apr I ;7:1y j, ·-Jun - Jul I Aug I Sep I Oct Nov ,,, ...... , .-..;...~·-j: 

I Salar)' expense: 

cr::o i:.ci I ~'-·H,(:r·· :W.0(:() :;::_ocn .. 
Tut;d (,~).000 (,(),[){)() ldl.0!10 ()(l,1100 (iU,!JOO (,11.(l()(l ()OJJflO ()().(](JI) (i(l,()()() (,(),(l()l) G0.000 (10 . 000 

' s~; e ::;:Li )d;;:·:..:c: i 1.~ E xe:.:~: \y:.: st;:~:·y 1JC) .:_:,c(;o 1C,C8U IC,000 

Total 30,000 30,000 30,000 30,000 30,0011 30,0110 30,000 30,000 30,0011 30.000 30,000 30,000 

Supplier Relationship Exernti\'c salary (FC') 10,oo·:i 10,000 10,000 10,000 10,000 10,000 10,000 10,000 10,000 10,000 10,000 10,000 

Total 10,U(lO llJ,000 10,000 10,00U 10,!lOll 111,000 I 10,0Ull 10 ,0()() I 0,000 10,000 10,000 10,000 

~ 
/\ccou:~:ing Execut ive s~bry (FC) I 5,000 II, 15.0CO 15,000 I 5,000 l 5,000 15,000 15,000 I \,000 I \,000 15,000 15,000 15,000 

Total !:',Wlfl 

~ 
! 5.ll!Hl l:',1100 ! 5,!lll!l ! 5.0ill) 15,000 l 5.!l!l() 15.llOO 15,000 l:',000 15,000 15,0()() 

~kssenger salary (FC) 8 ,& c_:~; s,uv:.; ' s.:.uuu 8,0UU 
' 8,liOU 8,0UO 

T,,i:iJ 8.(10() RJi711: 8.(l!Jll 8.000 8.(1110 I s.noo 8.noo 8J)(li) 8.1100 8Jl00 8,000 8,000 

Tot;d s:1hiry t'\J'('Tl''' 123Jlflll 123.000 ' 123.nnn 123.0fll) 12-J_oon 12.'.IHlll 123,000 123.000 123,!lOO 123.000 123.000 123.000 

l'\il<':\>t': .., v LJ u u \J 
.. 

luta' JU,UUU JU,UUU 

!>. ''· fJ,!Wil 6,(1<111 U.l l tl11 c,,uuu (J.(J!JU 6,UO!J 

Total commission expense I 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,000 36,0® 36,@6 

Transportation expense: 
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Sale and Marketing Executive (FC) 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 

Total 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 

Supplier Relationship Executive (FC) 1,000 1,000 1,000 1,000 1,000 J,000 1,000 1,000 J,000 1,000 
Tot:il 1.000 i.nnn 1,000 1.000 l.nnn 1,000 1JHlr1 1.nnn 1 nrin 1nnn 

,, "'' 'I' ' :l;1fin11 ~·, 1 ·•11'l' 4,U1J1i -i.•H 1(1 -1,' 4,UIJI• ..JJlll!I .J,lll •• 

l\.iobile phone expense: 

:-.. 
Sale and Marketing Execut i\'e (FC) 1,000 1,000 S 1,000 1,000 1,000 ) 1,000 1,000 J,000 1,000 1,000 

~ ~ ~ r ~ ~ ~ ~ ~ ~ ~ ~ 

SupplierRelationshipExecutive(FC) J,000 J,000 1,000 1,000 1,000 ~ J,000 1,000 1,000 1,000 1,000 
Tni:il 1.nn•1 ~ J .nnn 1.nnP 1."'1'1 1.nnn ~ ! .nw1 J _111111 1.oon ! .onn ! _1u10 

~ 
\!~·w.: 1 :gl':· ~a;,::\ · :iTl ;,:•:::: ~ .... ··:1:1 :. !":: }~-- J.:::::) . ,.. ! r:0t 1 

Total 1.11" \,0110 1.000 J.f!1 1·1 l,O(l(J l.l\ ~1f1 l.ll"ll l,(l l tt' 1 111ir1 

! <Jl:ll mo!Jik plill!H' t'XJll'll~\' ~. II!• _:,fllh) :" ,! Ji!fl ~ . :::."''·) .·.nn.u ~ :'.'li!il .:;: (ll :~.()Ill) :'.IH'!l 

\Vebs_ite deH!opmcnt expense: .;;;s .-- ,. ~ 

Website development (FC) M Cf) I .........-~ · 
Total website dr\'elopm C'n l C'X]H'llSC' ........ - I )).~:... _) z ,J .- ,'·-' 

Online ad\' ertising ~xpcns~; ) 

Go\)glc _·\(hnn !s (Fl) 1 :.cbG 1 ~. ono 2. ~:n~1 - .vv" - ~.ooo 2,00C _ ~.ccn ~ .ooo 2,c:rJ!: 2,000 

T u!:d nn lin ~· aCh"l'ffi'iill!!_ l' .\"PCll)l' I ~qwo .. S.0110 ~U)(JO s.nno S.000 s.nno ::> S,000 S,000 S.00(1 R.000 
I 

Prntluct dt·n·lopml·nr ex1H'll~l·: 

I ) 
Product development (f() I ,2,00P :2,000 2.000 2.000 2. 000 2,000 ..... 2,000 2,000 2,000 2,000 

Total produrt dl·,·dup1ncnt (' .\lll' llSt 8,000 8,000 8,0UtJ 8,000 8,000 8,000 ...,. S,000 8,000 8.000 8,000 

Bouus ~X!1l'nsc: ~ ~ -1 

Sale end ldarkc!in~ Execu:'''' scb·y (FC') ~ ,... 

Totrrl ~ v ~ 

Sup;1!'oc Rda::or»si»; p b"c::''·' ,,:,, y (FC) ~ * ~ V 
Tot:1l ? 

~ .'.:. "····· ONt111"\\\. 
------~..._ • • ev ., .. I ·et n. • _ m m1.• <1i1;i· E:?gj.J ·-- tJ{Hil1 f:!KJw. 
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r,ooo 
3,000 

1,000 
t .nnn 
-'.1)1111 

1,000 

3,000 

1,000 
l.llf)ll 

I .fl 

.::J):11) 

2,000 

8.000 

2,000 

8,000 

1,000 

3,000 

1,000 
1 !HHl 

1,000 

3,000 

1,000 
l.flflll 

I r ~ · , 

:'.OlJU 

:2 ,000 

8,000 

2,000 

8,000 

10,000 
31).0()0 

i0,UJO 

10,000 

;:;_:_:;:(_; 

\ :.n-:n 

·'•""'"· 
63.000 

°"'':'>.~_ .,,~,. 
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APPENDlXG 

Income Statement 

kTATEMEN 

Sales 

Cost of good s td 

Gross Profit 

Selling exp,··1se: 

Salary exrcnse 

Commission <.'Xpense 

Transportat1<'11 expense 

Mobik :·, 1
• '-'xpense 

Onlin'-' 

Product' \·t.'!npment ex1w1se 

Bonus ex; ·nse 

Total sell g expense 

Administra · c expense· 

Gasoline ··p1.mse 

Teleph,111c t< ice expense 

Office ..::x pense 

Accou11 1 \'ice expense 

Office' »xpense 

Office 

Office f1 

Deprecia: 11 \!Xpense 

Total ad1 .. i.~trative expense: 

Total S&A ex; :nse 

Operating pr. ;, {£BIT) 

Tax% 

Tax amount 

ROrff 

i ' :4' 
~ , _, 
~ -, 

' 2009 ~- ' 

l 9,2il0,000 

4_:_nr,.1111(1 ~io.ooo _ 
___ I_.~Oll , llO!I 5,7rl0,000 

1,3:?.6,000 

251,000 

.>3,000 

-15,000 

<J0,000 

24,240,(1111 

16,968,0, ,' 

7,272,flll'• 

J,476,()IH 1 

432,(l(J' 

48,0li(I 

60,(ii){I 

96,(il-I 

~---'_3,~0_00 ___ ~~·1. 

l ,')~4,000 2,271,!1 

71i8,000 969,1•" 

]'12,(100 242~ lf;: 

]')2,000 242,,1: '" 

36,000 36_, (1() 1
• 

210,000 240,! i' ' J 

I 'J2,000 212 I 

I 

I 3 10,0!)0 

[ __ ___ i0,000 

I ,lJ.'>OJ_!OO 2,032,~ 

, I.> 

1---~.-l'l_._ilfl(i 
3,904,000 4,303-8'' 

l,8:'6,000 2,968,2:1 1 

! I 30% J(;'' 

5)6,800 890,-l»c 

1,299,200 ,, \ ' 2,077, 
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APPEl\ )fX H 

Balance S:1ect 

Account Rec 

Inventory 

Account Pay: 

Accruals 

Retained Ea1 ·1i1 

Cash 

Account Re 

Inventory 

Total Currc-1 t 

,, 

SHEET 

... 
Gross Propl:1 · t & Equipment 

Less Accum1 J,_·preciation 

Net Property, 1 :11 & Equipmt::11t 

Total Fixed .\ ~ -..r 

Account Paya bk 

Accruals 

Total Currt"llt L lit ic-s 

Retained Ea min 

Total Eq11i1: 

, ~· 
I.'· • 

' 2 

< • 

B ob 

:; 
l 

500.(llLI 

500,0 () ll 

3% 

1% 

5% 

1% 

100% ]()'' 

; t .??·~ 1 i, 

. 2oos I iil \009 

J 8(1 r)(_J() 

60.0()() 

1,326.650 

300 000 

60.000 

360.000 

500,0()1) 

466.650 

966.650 

1,943,200 

I lJ2,0tlU 

2,711,200 

300,000 

240,000 

2.t (),O!Hl 

960,000 

192,(HHI 

1,1 :-2,llli'I 

5(1(i,()(1( 

1,29•J).OO 

l,7'JIJ,200 

•mmim~i illldlln~. m·••••r i••••••••W!'.!!J.:rL rmms-1, · 

AB INCIT 
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APPENI; .XI 

Cash Flow 
.., 

·1 ' 

w - I 200 

Net Profit 

Noncash adjustnk .', 

Depreciation 

Due to changes in · ,irking capital 

Change in accou :s receivable 

Change in ill\ --:n• 

Change in c1;..:...:dl: ·,; payabk 

Change in ace i: 

Net cash pnn-: 

Cash used to al' I: ; c fixed assets 

Financing Ac1i'i>'2 

Payment of cash d i\·idcnds 

Net cash provid1·1 1 i,_,. fim111cing activities 

(60.1· '') 

_1Q(I_: IJQ 

l ,2»9,200 2,rrr/ , 

l•0,000 ( di 

(39\000) !151,::' 

( l '2,000) 

fr)0,000 2:'2' 

Net change in ca:.. ~ rnd equivalenls 1---· 58Cd·:"O __ _::S:_56"'''-5::-:c'(:_I _ J-f- - - -'J.'_,<J. 

Cash and mu' ii;. , "' hcgln ni ng of th e year II--- 500,111;u--
·-----. ~·----· ---·-7 

1,0S6,650 l_'l.U_.· 

Cash and Sl'r 1 : a _t:_•~n~d~c~1f'-tl'-1r~i~·c~a'-r ______ ____ __. = 1086:<• 50 ·-=====l ,=9~=3=,2=0=0=----"2,,'-:."\ ~ .. 
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APPENJ: XJ 

Breakeven 

~ < 

N - -~ 

Revenue (l_OQ(l.r::JQ 19,200,000 - >, 

Total Costs 

Variable cost ·l.(J20_i':l)Q 15,036,000 \ 9,(l'ir,,8 

Fixed cost 83 l _! ,l)O 2,308,000 ::-'.,I 

Total cost ~:151,1:11 )0 17,3·14.000 21,2'/ 1,8 

evenues 3,613 3 · 10,642,075 <!!S 50, 
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APPENDIXK 

List of Coin rctitors and their products 

3SN ENTL 1' PRISE 
RUNGTA\. EVIWAT CO.,LTD. 
TWIN CU"' :)S INTERNATIONAL CO., LTD. 
KTP(THA ... /\ND) CO., LTD. 
LAMUR SHOP LTD, PART 
GREEN LEAF TOY CO., LTD. 
CRAFT COLLECTIBLES CO., LTD. 
SIAM INTER COSTUME CO., LTD. 
T.S. LASF'' ,I\: ACCESSORIES CO., LTD. 
VN. SPECJ\lLIZE PRODUCTS CO.,LTD. 
THAMM1'. ".ING CO., LTD. 
HAMILTO, CO., LTD. 
WORLD, ·1:SSORIES PRODUCT CO., LTD. 
PRO SPO! & PREMIUM CO., LTD. 
GRAND/ i) 'v\IORLD FASHION INDUSTRY CO., l,TD. 
CAP INTI \ATIONAL PRODUCT CO., LTD. 
SUNNT UNll ·ORtvJS 
GREEN GAR MENT LTD., PART. 
BLUESPOT <.1/\RMENT CO., LTD. 
TOP STA!~ l l~XTILl~CO., LTD. 
KRIENG . GlZO UI' G'AP AND SPORT LTD., PART. 
BLUE STAR MA R < l~T ING CO ., LTD. 
SRIPATT' \ W I NN l~ R LTD. PART. 
C.A.S. Ul' iRM CO., LTD. 
HOP-B00 l ., I JD. 
JINNAO T l1. 
CK ONE I.T D. 
THAI Ml 0 CO., LTD. 
SIAM FIJ\. !·: 1\U Ul;CTS CO., LTD. 
U-CHAT r ·1 :, rn i'vl llUILT LT D., PART 
NGURN1'' \ '(~ !! UC!< GROUP CO., LTD. 
LUCKY I TI .rn., l'AP.T. 
UNILUCI . , .\STIC CO.,LTD. 
PS SUST. '< :'!\Ol)IJCTS CO., LTD . 
PRIVILA' . :v1·1~Ri\AfIONAL CO.,LTD. 
KANCH/o, \VONG CO., LTD. 
YOUNG (I 1 ilNo\L GR OUP CO., LTD. 
SAPCHO · JC;c;/\GE GROUP CO., LTD. 
JARERNI :u1uUCTION CO., LTD . 
ARUNSI '\"' CO .. LTD. 
THONG I 1\ < ~; I \JTER CO .. LTD. 
CHOCK1' ' ~ i'li\STIC CO .. LTD. 
ROMAI\ :--. I!\!;\!, CO., LTD. 
NATALI' 
JAN DE\ 
S.V.SUPI 
K.T.S. SI' 
INTER c; · 
SAHACI: · 
KEEPOI' 
BONNY. 
LUKE4U 
PRACOI 
P.T.R. B, 
P.S.T. Pl\ 
SIAM B/ 
UNITED 

< 0. I.TD. 
' 1'1'iU\ 1 co .. 1:ro. 
~. C r l , I .TD. 
',iJlll l\o\GS CO., LTD. 

:rn 1s I.TD., PART. 
·rl : .RT I\ ADE CO., LTD. 
. I TD. 
,, .. \TION"AL CO., LTD. 

S :: 'i' I Tl)., PART 
0. ::1 ) 
' : : C > .. LTD. 

, , 11rs11\Y CO. , LTD. 
.. i~; :) .. LTD. 
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TRINITY I 
VN. SPF 
TP WO!\ 
NEXT!'! 
GREAT! 
TOYWO, 
BASIC C• 
COL UM 
TOYLA~ 

LEATH I 
THAI Fl\ 
SIAMAI 
LUCKY 
55 GIFT 
NICS ll\ ! 

TREND R 
T.C. AS' 
SANGI\· 
AUTHE' 
BIGHT! 
FIBER I 
WE-BE:. 
SPEARf\ 
P.M. PF.! 
NEWEi 
BIC PR' 
J & 0 I' 
SUP AC 
DASH! 
YODFi 
CHRIS'! 
MPJ (Tl 
BLISS ( 
THEPPi 
BANG!. 
U-MAc,· 
PORN!' 
PREM! 
DE RIC 
C&T c, 
S.O.R. ('1 
PIM Pl\ I 

B&Fl 
PREM!' 
N.C.PI 
EXECl' 
MAGI< 
T-COS 
BASIC 
ALLI ( 
PS SU< 
GIFT Sc 
IDIAMI 
DHAS: 

[L:"- ;\TIONAL CO., LTD. 
1z1 : l' iWUCTS CO., LTD. 
ROl>l CTS CO., LTD. 
·'.!'.SS ' 0. LTD. 
:!<.ii I 10.. LTD. 
OJ.; TD. 

.. CU, I.TD. 
J .\JE 1.1 I) . PART 
co .. 1:rn 
· DI \RY INDUSTRIES CO., LTD. 
I. ,1> ACCl:SSORIES CO.,LTD. 

I 1 . :·: · .. i'J\RT. 
., 1: .. 

:z ·, (. 1l92) CO., LTD. 
: : : C l~.\TIVE CO., LTD. 
1(i{;J c·, i .. LTD. 
if'\')'.J> rn.IALCO., LTD. 
!Zi !~HI R CO .. LTD. 

, I INY C 1 •• LTD. 
T CCI. 1. : l). 

G.\EI l\iNG CiO .. LTD. 
.. I CC1 , !,TD. 
\: Glrnl 11) CO., LTD. 
',! IZ\ , \'.IJ(Tl!AJLAND) CO., LTD. 
I I l I \ILJ\ND) CO., LTD. 
~:~ s (I l. LTD. 

. i·.· 11 \CO .. I.TD. 
1icn1I I I IAIL;\ND) CO., LTD. 
l'l !'\ !'!\ ISE CO., LTD. 

'J .. I I 1
• 

1. LTD. 
'. ) \ 11 1· ;AL) CO., LTD. 

';j\ . i ;occ LTD., PART. 
l\S . \ COMMl~RCAIL CO.,LTD. 

·,.. . [, r \ 

1 >J1 i. CO. LTD. 
, J I i J l. 

I.I\"-' I 10:-\J\L CO., LTD. 
· 'i" ) __ LT'.). 

Y ii '.'-;CU .. LTD. 
I. 'RT 

c 11' , C 1 •• LT!) 

, I l 

'I i'D. 
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