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CHAPTER 1
INTRODUCTION

1.1 Background of Thesis

The company is a small food supplier founded as an SMEs family business about 20
years ago located in the central of Bangkok, Thailand by based on pork selling

business about 40 years ago. The company provides various fresh and dried food

products including meats, vegetables, fruits, cereal, bakery, Thai dessert and

seasoning. Therefore, the company is a one-stop service for purchasing fresh food

and dried food for cooking with various services such as trimmed food, and delivery

service. There are two main sources of the company’s income which are retail and

wholesale. The customers of the enterprise can be categorised into two key groups

as follows:
Number of
Business Relationship Customers
customers/month
. : e Hotels o 23
1) Business to Business (B2B)-
e Restaurants e 10
Wholesale
e Schools o 4
2) Business to Customer (B2C)- e Retail customers about 20 people
Retail per day

Table 1. The company's customers

The number of business customers in the previous table is on average from July to

November 2015. The business customer segmentation which shows the number of

business customer ratio in percentage is shown in the following figure.



Business Customer Segmentation

Schools
11%

Restaurants
27%

Hotels
62%

Figure 1. The company's business customer segmentation

The previous figure illustrates that Hotels customer category has the highest number

of business customers for the company which is about 62« Second is Restaurants
which obtains about 27+ of the total number of business customers. Next, the fewest

number of business customers is Schools that gets only about 11%.

The total sales volume of the company’s products and services from July to

November 2015 is approximately 15 million baht. The following figure shows the

company’s revenue from sales proportion from various customers.

Revenue from Sales Proportion
Schools Retail customer

5% 3%

Restaurants
14%

Hotels
78%

Figure 2: The company's revenue from the sales proportion



According to Figure 2, this figure shows that the hotel customer type has maximum

ratio about 78% or 11.7 million which is more than three-fourths of the entire sales
revenue. The second uppermost percentage of the entire sales comes from the
restaurant customer type which is approximately 14+ or 2 million baht, and the third is
the school customer group around 5% or 7.37 hundred thousand baht. Finally, the
retail clients who are mostly walk-in to purchase the company’s products at the
company’s store are about 3% or 5 hundred thousand baht The first three customer

types are the business customers that create the major sales revenue for the

company about 97+, nearly a hundred percentages. Therefore, the survival or growth

of the company highly relies on sales from the business customers which two of them

are the hotel and restaurant businesses depending on tourism.

According to BBC News (2015), a bomb ripped through the central Bangkok, the
capital of Thailand, on Monday 17 August 2015. The bomb killed twenty people and
injured more than 120 people. As stated by Vaswani 2015, this Bangkok attack can

be a main setback for the tourism not only in the central of Bangkok but also

throughout Bangkok and Thailand.

1.2 Statement of the Problem

Due to the Bangkok bombing in August 2015, the revenue from sales of the company

drops significantly in many months later. Since the Hotels and Restaurants locate in

the central of Bangkok near the bomb area, the number of tourists who are main

customers of the hotels and the restaurants decrease considerably. Therefore, the

food purchasing volume from the hotels and the restaurants also decrease
noticeably. This bombing incident makes overall revenue from sales of the company
drops extremely by starting from August to many months later as shown in the

following figure.



Sales Revenue of the Company in 2015
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Figure 3:The salesrevenue of the company from July to November 2015

As illustrated in Figure 3, the revenue of the company significantly dropped after the

Bangkok bomb incident in every customer segments. The largest drop is from the

hotels which the total dropped revenue based on July from August until November is

about nearly a million baht that the company loses in four months after the incident.

The following figure will display the sales revenue in each product category of the

company.




Sales Revenue in each product category in 2015

$2,500,000.00

The Bangkok bombing
\\3 . . —
$2,000,000.00
()
2 81,500,000.00
$
g
w
< 1,000,000.00
wv
I\\-——I\./.
8500,000.00
80.00 s ) \ .
July August eptem October ovembe
er r
—o— Pork 82,281,592.0 | 82,118,288.0 | 82,112,755.0 | 82,102,824.0 | 82,151,822.0
—— Chicken 8768,230.00 | 8702,665.00 | 8708,220.00 | 8562,336.00 | 8618,882.00
Vegetable&Fruit | 8168,770.00 | 8102,581.50 | 878,644.00 | 8128,711.00 | 882,453.00
Others 878,555.25 | 845,345.00 | 21,509.00 | 866,108.50 | B46,702.00

Figure 4.Sales revenue in each product category

In the previous figure, it can be see that pork product category has the most dropped
sales revenue after the Bangkok bombing incident more than a half million baht

about 6.4 hundred thousand baht. The total sales revenue and profits are shown as

follows:



Sales Revenue and Net Profit in 2015
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Figure 5. Sales revenue and profit of the company
The previous figure also confirms that the net profit of the company also decrease
significantly based on July from August to many months later. The company’s
average decreased revenue from sales ratio from August to November in the
following table is calculated based on the revenue in July that is the month before the
Bangkok bombing incident.

Customer segmentation Average decreased revenue
1. Hotels 3 -11.40%

2. Restaurants X -18.18%
3. Schools 3 -7.61%

4. Retail customers ) 4 -2.04v
Summation e 129

Table 2. The average decresed revenue of the company by the customer

segmentation

From the Table 2, the total decreased revenue from sales of the company is

approximately 12« The hotels and restaurants make the most decreased revenue

about 114« and 18.18% which are the two main customers of the company. These



two major customers have had direct effects from the incident. They have been
reduced the food material purchasing from the company. Thus, it makes the sales
revenue of the company dropped dramatically more than one and a half million baht
after the incident until now. Overall the company loses in revenue approximately 1.57
million baht and loses in profits nearly about 2.4 hundred thousand baht from both

direct and indirect effects of the incident in four months. The main root cause is from

the sales revenue drop of the hotel customers since the company mostly relies on
this business customer that are in the central Bangkok’s tourism industry having the

most directly affect from the Bangkok bombing incident. Moreover, the public

information from Ministry of Tourism and Sports presented that the percentage
growth of Thailand’s tourism industry has been fluctuating and has slightly

decreasing trend as shown in the following table.

Year
Month 2014 2013 Percentage growth
January 2,282,568 2,318,447 -1.55%
February 2,0753,04 2,367,257 -12.33%
March 2,018,008 2,322,200 -13.10%
April 1,934,841 2,057,855 -5.98%
May 1,670,860 1,943,968 -14.05%
June 1,491,300 2,061,782 -27.67%
July 1,896,098 2,145,173 -11.78%
August 2,084,839 2,355,660 -11.50%
September 1,869,491 1,995,343 -6.31%
October 2,207,775 2,054,548 +7.46%
November 2,425,123 2,378,112 +1.98%
December 2,853,476 2,542,380 +12.24%
Total 24,809,683 26,546,725 -6.54%

Table 3. Thailand tourism performance from January to December 2014

(Ngamsangchaikit, 2015,

Furthermore, the latest public tourist numbers summary report from the department
of tourism also supports that the tourism market has been fluctuating shown as

follows:
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Figure 6. Preliminary touristnumbers January 2014 - October 2015
(Newdot2 samartmultimedia.com, 2015

Based on the company’s revenue dropped from the Bangkok bombing incident and
the fluctuation in the tourism market which is the main market of the company, the
company has been considering alternative options of growing business to increase

revenue and profit.

It comes up with the problem that what should be the most appropriate solution for

the company in this situation to raise revenue for the short term. Therefore, the study

of consumers’ opinion, behaviour and marketing factors that influence the company’s
product and service purchase is necessary together with making a marketing plan for
achieving the marketing objective of the company and harmony with the marketing
competition in this marketing situation.

1.3 Current Situation

The current situation of the company can be divided into two major topics shown as

follows:



1.3.1 Industrial Overview and Trend

Regarding the information presented previously, tourism is one of the dynamic and

competitive industries that plays an important role in Thailand economy for a long

period of time. It can be said that the decrease of tourists who come into Thailand is

the most important factor that can significantly affect other industries related to the

tourism trends at that time. As tourism industry is very important, the government of

Thailand has indicated the strategic planning which aims to improve tourism industry.

However, the tourism policy of the government can be divided into five sections

which are (Tourismthailand, n.d);

The electronic activities related to tourism will be improved, such as providing
information about tourism trend in Thailand on the internet, or creating the

advertisement online by using E-tourism as a major technological system for
supporting the tourism trend of the country. Besides, the development of the

technological system, which related to the problem that can directly impact on
the technology in tourism marketing also be focused in order to prevent the

problem that can occur all the time.

Considering the development of human resource, especially, the skills and
ability of Thai people who works related to the tourism industry, and the

industries related. The government considered that highly potential of human

resource can support tourism business gained more profit, and also develop

the strength of the organisation that plays a role in tourism industry.

The plan for preventing all hindrances in the tourism industry which can
destroy Thailand’s tourism image in the eyes of tourists both domestically and

internationally. Therefore, the government considered promoting the

cooperation in all levels in order to support the country to be the tourism hub

of Southeast Asia.

The government considered developing a new strategic planning for
supporting marketing of tourism in Thailand, which focus on the growth of

tourism industry. In this point, it can be mean that the government indicated

the strategic planning for attracting foreign tourists to come into Thailand
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more and more, while the domestic travel also encouraged by motivating Thai

people to travel within the country.

e Due to the country’s economic problem, the government considered that
promoting the tourism industry can be an important tool that can increase

income for the country. However, the development of tourism industry and

other industries related should be done under the policy that approved by the

government of Thailand.

From the explanation, it can be said that the government of Thailand considered the
problem that occurred due to the situations that can directly impact on the tourism

trend in Thailand. So, the policies indicated are focused on the grow rate of people
who visit Thailand, and tourism within the country. However, focusing on the current

trend of tourism in Thailand can be said that, the number of tourist arrivals in

Thailand from January to May 2016 are unsteadily growing. The following figure

shows the growth of Thailand tourist arrivals between January to May 2016.

3200000

- - -

2800000

2600000

1

Jan 2014 Feb 20148 Mar 2018 Aprzitg May 2016

2400000

Figure 7: Thailand tourist arrivals (tradingeconomics.com)

From the figure, it can be explained that the number of tourists arrived Thailand in
May 2016 decreased from April 2016 about 180,000 people.

Moreover, consider the demand of hotel in Thailand can be explained that the growth

in average hotel rates in January to May were unsteadily growth. From the growth

rate in May was lower than the growth rate in January, which related to the previous

figure presented shown that the number of visitors in May was lowest when
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compares to 4 months previously. However, not only the decrease in the number of

rooms booked but the statistic showed the decrease in revenue from tourism

between January to May 2016 (Department of Tourism, 2016). Wattanacharoensil and
Schuckert (2016) said that the reduction in the number of guests staying at the hotels

can affect other industries related to the promotion of tourism, such as food industry,
wholesale and retail sector, as well as other marketing activities that directly related

to the hotel and tourism industry.

To clearly understand about the environmental analysis of Thai tourism trend and the
factors play a significant role in the business activities of the company, the analysis of
external environment should be used as a tool to analyse in order to present

information more effectively. The results of analysis can be explained in the next part.

1.3.2 External Environment Analysis

In this part, the analysis tool as PESTEL analysis which is an external environment
analysis tool used for presenting information about the factors that direct influence on

business operation. The results of analysis can be explained as follows;

1) E-Economic
Thailand falls into deflation since the beginning of the year 2016 up until now. The

economic impact is mainly caused by the political and social instability that occurred

in the country. Those are the factors that affect the confidence of investors and

making the country faced to the deflection because most revenues of economic

activities in the country have decreased. From the trade estimation of International
Monetary Fund (2016) shown that the terms of trade in Thailand are a tendency to
decrease, which can affect the long-term from the year 2016 to 2021. The following

figure shows the macroeconomic analysis and the estimation in
Thailand between 2013-2021.
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Frojections

2013 2014 2015 2016 2017 2018 2019 2020 2021

Real GDP growth {percent) 27 08 28 3.0 32 31 31 31 3.0
Contribution to growth

Damestic private demand 06 03 11 13 17 17 18 17 16

Public investment 0.0 <014 16 0.5 06 04 01 0.0 0.0

Net exports 08 36 0.3 09 <07 <06 «0.5 =05 0.5
Qutput gap (percent of potential output) 01 -21 -18 -14 <08 -02 0.0 0.0 0.0
Headline CPlinflation (peried average, percent) 22 19 <038 (1] 20 18 21 23 25
Headline CFPl inflation (end of period, percent) 17 06 -09 16 18 20 22 24 25
Core inflation (period average, percent) 10 16 11 0.7 11 16 2.0 24 2.5
Core inflation (end of period, percent) 09 17 0.7 09 13 18 22 25 25
Public sector balance (percent of GDP, fiscal year basis) 08 0.0 0.5 <03 -07 -08 -0.7 -0.2 0.0
Total public sector debt (end-period) 422 436 431 437 445 453 459 459 456
Current account balance (percent of GDP) =12 38 B0 78 59 42 29 21 15
Terms of trade (percent change) 1.7 08 95 17 =20 =12 =1.3 =0.8 0.7
External debt (percent of GDP) 338 347 327 323 318 316 309 a0l 293
Credit to the private sector by depository corporations 96 51 49 49 53 53 53 54 5.5

(end of period, percent)

Figure 8: Macroeconomic analysis and estimation in Thailand (International Monetary
Fund, 2016)

According to Lin, Tsomocos, and Vardoulakis (2015), the deflation can affect oil
prices and domestic food prices as well. From the figure presented above can be
seen that, the estimation of customer price index (CPI) of Thailand in 2016 to 2021
shown that, it is the tendency to increase accordingly. This also related to the analysis
of Mistry of Commerce of Thailand (2016) that, CPI of the country in 2016 will be

increased because of the rise of food process, whether fresh vegetables, fruits,

seafood, pork, including the increase of fuel and fares rose from the previous year.

2) Political Trends

Political unrest is one of the factors that directly to the tourism industry of Thailand.

The political crisis also impacted number of tourists who would like to come to

Thailand for traveling and other purposes. Number of international tourist who arrived

Thailand influence financial and business services in Thailand, especially hotel
business. Wan and Bramwell (2015) explained, most of tourism who make a plan to

travel to another country always considered to the situation within that country, while

political is one of the situation that can directly affect the safety of tourists. So, the

confidence level of visitor will increase or decrease depending on the circumstance

which can build trust with them, while political circumstance also be one of the
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circumstances that can also impact on the trust level. Moreover, the number of tourist
who visited Thailand also plays an important role in revenues of hotel. However, the

businesses related to the hotel activities also affected by the decline the number of
tourists as well, while the business about grocery or food which are firms that deal
with the hotel activity also affected by the number of visitors and the turnover of the

hotel as well Bjork and Kauppinen, 2016).

3) Legal and Regulatory Issues

The increase in minimum wage in Thailand also directly impact on the business
operation of all businesses in Thailand, especially, business related to services.
However, the increased of minimum wage can encourage employees would like to
work in the organisation property and more efficiently, but for the organisation side,
the organisation needs to increase the sale revenues to support the growth of fixed
costs monthly (Waisarayutt, et.al, 2014). Besides, for food and drink businesses,
there are a lot of legal, and regulatory issues should be considered. The main
regulatory issues that should be considered is about food safety and standard of
food, including establishment. Moreover, the establishment that had food production
activity also considered to the rule of food production rely on the GMP food safety.
While the location, standard of food production, machinery and equipment
manufacturing, as well as, welfare and protection of employees to work for the
organisation should be followed Thailand Food Act 1979, and The Thailand Labor
Protection Act 2008 (Wanwimolruk et.al, 2015).

4) Technological Advancements
The development of technology also supports businesses can operate and manage
their business more effectively. This is because the technology advancement can
help the entrepreneur knows how to introduce their products to society or target
customer properly (Schaupp and Belanger, 2014). Besides, the development of
social media also helps the entrepreneurs advertised their products or services into
the society more comfortably, because social media is one of the tools, that can help
them reach the target customers by providing the information about the products or
services in order to attract customers to pay more attention to the products or
services, which presented by the companies, as well as the cost of advertise through
social media also low (Rodriguez, Peterson, and Krishnan, 2012). Moreover, Kumar

et.al (2016) explained that the company can use advantages of social media in order
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to conduct a research regarding the social behaviour to be understanding about
consumer behaviour, while the results of research can help company knows how to

develop business strategy more effectively.

5) Sociocultural Trends
It should be known that a large number of people in society always search
information through the internet. So, it can say that the company should pay attention
to develop their communication tools to support the change of behaviour of people in

society nowadays. Not only the trend of information search that has been changed

from the past, the company also should pay more attention to the eating and
purchasing behaviour of people in society as well. As this report focused on the
business, which operated in Thailand, so, the most important information that should
consider by the company is eating trend and purchasing behaviour of people in Thai
society (Xianchai and Fishbach, 2014). According to Aoki, Akai, and Ujiie (2015),
nowadays, the taste and need of consumer in Thai society have been changed from
the past. This is because most of the consumers paid more attention to the food that
can help their support their good body and health. It means that the company which
does the business regarding to food service should understand about the factor that
can encourage people would like to buy foods from the company, such as the
organic vegetables, fruits, and meats, the cooking processes are safe or processed

that can help their body getting better, etc.

6) Ecological
Regarding ecological factors, the most important factor should be considered by the
company is the standard and safety of vegetables, fruits, meats, and other
ingredients, that used for cooking food to the customer. It can be said that the foods
and raw ingredients should select from the farm or company that has been accepted
by global standards, which is one of the factor influences confidence of customers
towards food purchased (Tan et.al, 2015). At the same time, the company that plays
a role in food and drink services also should pay attention to the outbreaks of animal
diseases that can affect the level of confidence of their clients, such as the company
should select the chicken meat that certified bird flu infection, buying meat through

the cleaning process and no additives, etc.(Thongplew and Spaargaren, 2016).
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1.4 Objective of Thesis

To assess the available strategic growth options, generate new marketing model and
implement it for a short-term plan which is appropriate in the business environment to

increase revenue and net profit for sustainable growth.

1.5 Scope of Study

1) Implement the marketing plan to evaluate the result of June to July 2016,
comparing with June to July in 2014 and 2015.

2) Data is collected from the samples who reside in Bangkok metropolitan area
(BMA).

1.6 Assumptions

Since the population growth rate between 2015 and 2016 is unknown so it is
assumed that equal to the population growth rate between 2014 and 2015 which can
be calculated from comparing between Bangkok population size by habitant in 2015
and Bangkok population size by habitant in 2014. Also, the Bangkok population’s
growth rate by migration is not known so it is assumed that is like the Bangkok
population’s growth rate by habitant and the growth of the Bangkok population is a

uniform distribution.

1.7 Expected Benefits
The benefits of this thesis can be as follows:

¢ Understanding consumers’ opinion and behaviour, as well as marketing factors
influencing consumers’ decision making of purchasing food and the company’s

products and services.

Increase brand awareness by using marketing strategies.

Maximising sales, revenue and profit by the most appropriate strategic option

Create a clear direction of how to get new customers and maintain the existing
customers, as well as be a guideline for other products and services of the

company.

Better in addressing and identifying potential issues.

Better in taking advantages of new opportunities.

Provide a structural effort measurement.
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CHAPTER 2
LITERATURE REVIEW AND THEORIES

2.1 Resource Based View Strategy

Resource based view (RBV) defined by Rothaermel (2012) is “a model which looks

resources like a key to superior company performance. The resource exhibiting VRIO

attributes will enable the company to gain and sustain competitive advantage” RBV is
a method to accomplish competitive advantages developed by Wernerfelt (1984
Barney (1991) supported that companies should see inside within the organisation to

search for the sources of competitive advantage by not looking only competitive

environment. The following figure shows the model that explains RBV as well as
emphasises the key points.

According to Jurevicius (2013), there are three main steps to acquire competitive
advantage as follows:

1.) Collecting and categorising the resources information
The company’s resources are divided into two groups which are tangible and

intangible resources. The tangible resource is a physical thing or visible to assess
such as machinery, equipment, land, building or capital. In contrast, the intangible
resources are things that have no physical existence. However, it can be owned by
the organisation such as trademarks, brand reputation and intellectual property.

2.) Resources Analysis
This step is to analyse and classify both intangible and tangible resources into two

clusters which are heterogeneous and immobile resources. First, heterogeneous

resources are the skills of the company that make the company different from other

companies in the market. Next, immobile resources are the firm’s static resources
which do not move from a firm to another firm at least in a short-run, such as process,
brand equity, and knowledge.

3.) VRIO framework process

In this step, VRIO process will use to identify and analyse resources. If the resources

exist through every criterion from valuable until organised to capture value, the



17

resources can be the company sustained competitive advantage (Barney, 1991). As
stated by Jurevicius (2013, the VRIO criteria are described as follows:
e Valuable: the resource should be valued by allowing a firm in order to exploit
the opportunities or guard against the threats.
e Rare:the resources can only be obtained by one or few companies.
o Costly to imitate: the resource is expensive to imitate or to substitute for a

competitor if the organisation would like to accomplish sustained competitive

advantage.
¢ Organised to capture value: the resources do not be intergraded in any benefit

for the frim unless it is organised to capture a value.

2.2 PESTLE Analysis

According to Cadle, Paul, and Turner (2010), the most commonly used methods to
analyse the external environment for a company is PESTLE analysis. This analysis

consists of six strategic areas considered as sources of changes which are Political,

Economic, Social, Technological, Legal and Ecological. After applying the analysis, a

company can obtain more understanding to create effective strategies for responding
the six drivers.

PESTLE

Analysis

Ecological @

Technolo-
gical

Figure 9: PESTLE Analysis
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2.3 SWOT Analysis

According to Humphrey (2005), Pahl and Richter (2009), SWOT Analysis is the

business evaluation method in its internal strengths and weaknesses along with

opportunities and threats existing in the market or external atmosphere. First of all,
strengths are the business competencies providing benefits over competitors.

Second, weaknesses are the business features that prohibit an organisation from the

excellent performing. Next, opportunities are events, forces, ideas and trends which
the company can gain for its advantage. Last but not least, threats are possible
events or forces outside the control of the organisation. They may be roots of

business troubles that the company has to plan for the prevention or decide for the
mitigation.

Strengths

SWOT

Analysis

Opportunities

Figure 10. SWOT Analysis

2.4 TOWS Matrix

Et al Weihrich (1982), Koontz and Weihrich (2009), Weihrich, Cannice and Koontz
2013), since SWOT analysis is static and rarely leads to obvious alternative

strategies’ development, TOWS matrix is introduced as a modern tool to analyse the
company’s competitive situation which leads to 4 distinct groups of strategic

alternatives. TOWS matrix is one of popular strategic planning methods that
frequently applies when developing a marketing plan. Both methods require to

identifying the company or product's strengths, weaknesses, opportunities and

threats. However, SWOT analysis aims to apply strengths and weaknesses to reduce

threats and maximise opportunity; whereas, the TOWS matrix matches the external
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opportunities as well as threats with the company’s internal strengths and

weaknesses. This TOWS matrix purposes to answer the 4 queries as follows:
1) Strengths and Opportunities (SO). ‘How can the company’s current strengths

help the company to capitalise on the company’s opportunities?’

2) Strengths and Threats (ST): ‘How can the company’s current strengths help

you identify and avoid present as well as potential threats?’

3) Weaknesses and Opportunities (WO): ‘How can the company overcome the

company’s current weaknesses by using the company’s opportunities?’

4) Weaknesses and Threats (\WT): ‘How can the company best diminish the

company’s weaknesses and avoid current as well as potential threats?’
The TOWS matrix’s four alternatives are based on the systematic analysis of the

external factors and the internal factors as follows:

Internal strengths (S)

e.g., strengths in management,
operations, finance, marketing,
R&D, engineering

External opportunities (O): SO strategy: Maxi-Maxi

(Consider risks also) Potentially the most success-

e.g., current and future ful strategy, utilizing the

economic conditions, political organization's strengths to order to take advantage of
and social changes, new take advantage of opportunities

products, services, and opportunities

technology

External threats (T): ST strategy: Maxi-Mini WT strategy: Mini-Mini

e.g., energy shortage, e.g., use of strengths to cope ©.g., retrenchment,
competition, and areas with threats or to avoid threats liquidation, or joint venture to
similar to those shown in the minimize both weaknesses
“opportunities” box above and threats

Figure 11. TOWS Matrix for formulating strategy

25 Ansoff Growth Strategies
According to Stone (2001), the Ansoff growth strategies or Ansoff matrix refers to two
keys influenced business growth which are markets and products/services. It

generates 4 alternative options of growth strategies for a company to select a choice
or choices for growth (Ansoff, 1989 as shown in the following figure.
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Present New Products/Services
Products/Services
VR — Product
arket Penetration
Present . Development
Low risk
Markets Moderate risk

Low reward
Moderate reward

Market Extension Diversification
New Moderate risk High risk
Markets Medium range of profit High range of profit

Figure 12: Ansoff Matrix (Ansoff (1989) and Ansoff Matrix, (2015))

As stated by Ray (2015), choice and strategy mention to the process of choosing one
option to implement in a company. For every company, growth is very important so

marketing is needed to identify, assess and choose market opportunities in order to

make sure that the company successes favourably in the market. Furthermore, the

Ansoff growth strategy provides a company various options which can efficiently

guide organisational growth. The four main options are discussed as follows:

1) Market Penetration: according to Porter (1985), market penetration is one of
the growth strategies which applies the core competencies of the current value chain.

Hence, the company can grow by increasing the sales volume of existing products
and services in the present market. As stated by Ansoff (1989)and Lynch (2003) there

are three different ways to the penetrate market that are acquiring competitors
customers, attracting nonusers of the product or service and convincing present
customers to purchase more products or services of the company by improving the

product or service quality, or applying marketing communications such as advertising.
This strategy is useful when the overall market is growing and attractive. The growing
market boosts the ability of the company to raise sales from their current customers.
For example, a beverages company sells a 6-pack, next a 12-pack, and then a case
(Dahl, 2010y, and Starbucks have started writing customers’ names of on coffee cups

to increase customers’ satisfaction (Blatchford, 2013).
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2) Market Extension: as stated by Keogh and Evans (1998) and Smallbone et al.
(1995, for this choice, a company is grown by identifying as well as developing new
market sections for the company’s existing products or services. This strategy is very

advantageous when the current market is standing in the case of growth and market
share expansions may be difficult to accomplish on account of other companies’

competitive activities. Though, developing new market is not necessary to involve in a
geographic market extension. The extension is various between locations or between
industrial divisions upon firms’ niche focusing and local market opportunities. For
example, Coca-Cola has been expanding their products reaching to Russia Ansoff
Matrix, 2015) and Starbucks are expanding coffee shops to all over the world

Blatchford, 2013).

3) Product Development: product development is another strategic choice for a
company in order to develop new products or services for the current market. This

strategy takes in significant new product or service developments which are not

minor changes in the present product or service. A company can use this strategy to

achieve excess production capacity, exploit new technology and respond competition
to protect or increase its market share including a continued reputation as a product

or service innovator (Lynch, 2003). For example, Arm & Hammer has been extending
to include sales of toothpaste (Ansoff Matrix, 2015) and Starbucks are introducing a

new premium coffee made with exclusive rare beans Blatchford, 2013).

4) Diversification: last but not least is diversification strategy that involves

seeking to raise profitability through higher sales volumes from new services or

products in new markets (Bowen and Wiersema, 2005) that companies diversify to
grow and sustain in the competitive market. Moreover, companies diversify in a case

of their objectives cannot meet through expansion, the reserved cash surpluses the
expansion needs, or the diversification opportunities can make more sale or

profitability than expansion. Furthermore, applying diversification is not only enrich

profitability and sales volume by differentiation or enhancing efficiency but also by

generating market power and restraining the intensity of the competition’s forces
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(Ansoff, 1965 and Penrose, 1959) For example, McDonald’s has been starting
McCafe Ansoff Matrix, 2015) and Starbucks plans to launch a new food range since
the firm is using a new product or service to tap into a new meals market Blatchford,

2013).

However, Bachmeier (Bachmeier, 2013) said that Ansoff's matrix has the major
limitation on growth in one side. Munro (Munro, 2014) also said that the method fails
to take external competitors into account. Tamara (K. H., 2015) concluded that the
model does not take every impacted market elements. There was a Michael Porter
work that concerns the external impact the model is the Five Forces. Therefore, the

gap or limitation of Ansoff can be solved by applying Porter’s Five Forces model.

2.6 Porter’s Five Forces Analysis

According to Porter (2008), Hill and Jones (2013, Porter’s five forces model efficiently
uses to analyse competition within the industry. The five forces comprise of existing

competitors, buyers, suppliers, new entrants and substitutes which are the sources of

changes in meso-environment and microenvironment.

Threat of
substitutes

Intensity
Bargaining rivalry Bargaining

power of among power of
supplier existing buyers
competitors

Potential
competitors

Figure 13:Porter’s Five Forces Analysis
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2.7 Marketing Mixes

According to Kotler (2000), Masterson and Pickton 2014), and Marketing and the
7Ps (2015), to support products or services, the 4Ps do not give enough scope
nowadays. Therefore, the 7Ps has been developed as a marketing mix that is

extended from 4Ps included Product, Price, Place, and Promotion by added People,
Process, and Physical evidence as follows:

Physical
evidence

Promotion

Figure 14 Marketing Mix (7Ps)

2.8 Key Performance Indicators (KPIs)

According to Fitz-Gibbon (1990) and Parmenter (2007), Key Performance Indicators
(KPIs) is an instrument to measure the performance of the organisation. KPls
provides the information to indicate the organisation successful in a right direction or
not and guide how to improve the result. The examples of KPIs indicators related to

marketing field are sales revenue, customer satisfaction and awareness.
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CHAPTER 3
ANALYSIS OF COMPANY BACKGROUND

3.1 Identify Competencies

3.1.1 Background of the Company

The company was established as a small fresh pork shop since 1976. The growing of
customer demand in other fresh and dried food products and the expanding
relationship with other food producers through many years push forward the
company can serve various fresh and dried food products. Therefore, the company
has been a small one-stop food supplier since 1996 founded as an SMEs family
business. There are many products of the enterprise such as pork, chicken, beef,
vegetables, fruits, cereal, bakery, Thai dessert and seasoning. However, the main
product type of the company is a fresh food product type, and the fresh pork product
is a leading product of the company since the company has a strong relationship with
a pork producer over 40 years ago. Furthermore, the company provides three
addition services to make customers more convenience which are food warming,

food trimming, and delivery service.

3.1.2 Organisation Structure

There are main four departments under the control of management department as

shown in the following diagram:

Management

Transportation Inventory Account Sales

Figure 15: Organisation structure

e The transportation department is divided into two divisions which are a pick-up
division and a delivery division. The pick-up division is responsible for

receiving and carrying products from the company’s supplier to the company’s
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store. Transporting the company’s products to the customers of the company
is a responsible of the delivery division.

¢ The inventory department is composed of two divisions that are stock-checker
division and product preparation. The stock-checker division has duties to
check and evaluate the stock of the company including packing the products.

The product preparation division is accountable for trimming and warming the

product according to the customer’s order.

e Account department is responsible for dealing with any billings of the

company including assessing the correctness of the bills.

e Sales department has a role in selling the products to the customer at the

company’s store.

¢ Management department is responsible for customer service and making the
contracts with suppliers and wholesale customers as well as manage and

control the operation of the company.

The organizational structure and culture in the current situation of the company are

described as a family business. The owner can order any suitable tasks to any
employees. However, the company also takes care of their employees like their family

members so the company’s employees willing to work hard and help each other to

make each job done successfully. The company realizes that operating in a customer
and market- driven like this industry, the achievement will not be occurred if the

internal company does not have the motivation and commitment from the employees,

their most valuable asset.

3.1.3 Review Organisational Resources

To review the organisational resources, Resource based view (RBV) concept is partly

applied according to the research scope as follows:

For collecting and categorising the resources information, the company’s resources

are categorised into two groups that are tangible and intangible resources. The

tangible and the intangible resources are described as follows:
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= 1 branch in 2 commercial buildings in pranakorn district of Bangkok. Each

building has two floors which 17 square wabh is the size of the building.

= 7 Machineries which are three fridges, a freezer, two meat grinders, a meat

slicer

= About 50 Equipment; for example, knifes, cutting boards, spoons, forkes,

plates, bowls, glasses, microwaves, rice cookers, frying pans, and stoves.

= 4 Motorcycles

= 4 Pickup trucks

= 10 million baht of a capital

= 24 employees

4 pick-up drivers
2 stock-checkers

3 billing clerks

2 salespersons

5 product preparation persons
3 administrators

4 deliverymen

1 Housekeeper

Intangible resources

»= Brand reputation

= Supply chain cooperation

The current human resource of the company is 24 employees. There are seven

position categories of employees in the company. First, the pick-up driver position that

is responsible for transporting goods from suppliers to the company’s shop has four

employees. Second, the stock-checker position has two employees. Third, the billing

clerk position has three employees. Next, the salesperson position has two

employees. Then, the product preparation person position has five employees. After

that, the administer position has three staffs who deal with suppliers and customers’

contracts and coordination including control the operation of other the company’s

employees as well as customer service and. Finally, the company has four

deliverymen who have responsible for delivering the company’s products to
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customers. In nearly future, the company may recruit new staffs to support the
business expansion through applying the new marketing strategy. However, the

company has a housekeeper who has a high skill for cooking various Thai and

Chinese menu. For financial resource, the company has the working capital and the

reserve money about 10 million baht that can support the expansion of the business.

3.2 Customer

3.2.1 Customer Segmentation

Customer Segmentation In 2015

School
4%

Restaurant
14%

78%

Figure 16: Customer segmentation in 2015

The customer of ABC store composes of business customer, which are hotels,
restaurants, and schools, and retail customer. Most spending customer is the hotel
group which is around 78% of the company’s sales revenue. The first runner-up is
restaurant customer that is about 14% of the sales revenue. The remaining are

school and retail customer which both get 4% of the sales revenue.
3.2.2 Customer Analysis

According to Ferrell and Hartline 2011), to analyse the current and potential state

with respected to customers in the target markets of the company, one of the useful
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method is 5W Model including Who, What, Where, When, and Why. This model has

been applied along with the interview from the company to analyse customer as

follows:

1.) Current and potential customers of the company

The current customers of the firm can be divided into 2 groups. First, retail customers

are the normal people who buy the company’s products from the company’s store
such as pork and chicken. The relationship between the company and this customer
is Business to Customer (B2C). Second, wholesale clients of the firm are Hotels,
Restaurants and Schools located in the central of Bangkok which the company
delivers the ordered products to the customer’s location. This business relationship is
Business to Business (B2B). However, the B2C is a small portion source of income
when compared to the B2B so, there is a large area of expansion more on the B2C
Therefore, the potential customers of the company can focus more on the B2C.
Moreover, the company can extend the delivery area to the farther area for reaching
more potential customers such as hotels, restaurants and schools in order to cover

the area of Bangkok.

2.) What do customers do with the firm’s products?
Since the products of the company are food products such as meats, vegetables,
fruits, cereal, seasoning, bakery, and Thai dessert, the company’s customers use the

firm’s products for cooking, serving and eating them. For the business customers like

hotels, they buy the company’s products for cooking and serving to the hotel’s

guests. For the schoals, they buy the products of the firm to cook and provide them to
their students. The restaurants which are the business or wholesale customer of the
company use the products for cooking and then serving them to their customers. The
last group of the company’s customers is retail customer group. This group mainly

comes from the people in the household sector who use the firm’s products to cook

for themselves and their family members.

3.) Where do clients buy the firm’s products?
The clients can buy the company’s goods at the store of the company located in the

central of Bangkok. Moreover, for the business customers, they can receive the firm’s
products at their location since the firm has the delivery service. However, there are

various ways to make an order with the company which are fax, call, Line application,
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Email and walk-in respectively. The customers can pay the company’s products at the

firm’s store or via the banks’ money transfer system to the firm’s banking account.

4.) When do clients buy the firm’s products?
Those business customers buy the company’s goods when they have or forecast

demand from their customers. For example, hotels will buy the company’s products
when they have the booking from guests. The sale contracts between the hotels and

the company are usually monthly contracts which the sale volumes are according to
the guests booking demand both room and event bookings, especially the demand of

breakfast included in the guests’ room booking. For school customers, they make the

contract with the company term by term according to the number of students in each

school customers. For restaurant customers, they also have the monthly contract with
the company according to their customer demand forecast. Apart from these normal

orders, there are some emergency orders; for instance, the hotel will immediately
order the company’s products after the hotel receives a special food requirement that
is out of the event plan such as the event owner doubles the number of planned

participants.

5.) Why do customers select the firm’s products/services?

In the business customer type, hotels, restaurants and schools choose the

company’s products and services mainly because the company can be like a one-
stop food supply service that has low-cost products, high product qualities and on-

time delivery service, especially the company can slice meats and vegetables

according to the customer’s design. They no need to order various companies to get
the food products one by one such as call a meat farm to order some pork, call a
vegetable farm to order some cabbage and call a seasoning shop to order some

pepper.

6.) Why do potential customers not purchase the firm’s products?
According to failing contract bids, potential customers do not purchase the products
of the company because the company is a small company, less credit when

comparing to big companies like Betagro and Makro. Moreover, the company is not

well-known enough. Many potential customers do not know the company since there
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is only a word-of-mouth advertising from the existing customers, no online advertising

or others.

3.3 Competitor Analysis

Well-known and big companies, as well as some others, are some of our direct
competitors. These statements following are the analysis that analysed from the

advantages of big companies that play an important role in the fresh and dried food

supply business in Thailand.

- They do not need much of advertisement.
- And they have their loyal customers.

- Easy to get to their stores.

- Food material catalogue clearly displays.
- Sale promotion is also clearly displayed.

- The business is more tangible.

- Online shopping.

However, consider the strengths and weaknesses of each competitor, that directly

impact on business operation of the company can be explained as the following

table.
SO, Strengths Weaknesses
brands
e The cost of business operation is ¢ There are no delivery
Makro

low because the company has

- ,
oodservice highly bargaining power.

¢ Has distribution power because
the company has large humber of
branches

¢ Has a variety of foods and

products.

e Effective management of human

resource

e As CP is a company that plays an

CP Freshmart important role in grocery products

services for the customers.

¢ The target customer that
considered the company is

not clear.

¢ The benefits of member
card are not good, which
cannot encourage people
to pay more attention to

register.

¢ The price of the product is

high when compared to
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Common
brands

Betagro

Producer

Fresh Food
Market

Strengths
in Thailand. So, products sale in

CP freshmart are reliable and

widely accepted by consumers.
e There are a lot of ready-to-eat
products sale in the stores.

e There is weaving service for
customers who wants to eat hot

foods.

e There company produced a
variety of product under their own
brand.

¢ The freshness of products is
reliable because the company
plays a role both producer and

seller.

¢ The products of the company are
easily to find because their

products sell in every well-known

supermarket.

¢ Quality and freshness of products

are accepted by customers.

¢ The price of products is low.

e Most of products sale are fresh.

e There are a variety of product

sale to the customers.

e The prices of product can

negotiable.

Weaknesses

other grocery stores.

e The number of the branch
is not cover all locations in
Thailand.

¢ The products of company

are setting high price.

¢ There are not much the
stores that directly opened
by the company.

¢ The brand of the company
is not widely recognised
among consumers in
Thailand.

¢ There is no promotion

offered.

¢ There is not much variety of
product offered by a
producer.

e The price of some products

is higher than other sellers.

e The quality of some
products is not meet the

needs of consumers.

Table 4: Strengths and weaknesses of competitors
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The analysis also showed the strength and weakness of each competitor that play a

role in grocery and food service in Thailand, while the well-known companies and

other producers should be considered and paid attention because they are playing

directly role in the food market in Thailand.

3.4 Competitive Forces Analysis

To analyse competition within the retail and wholesale food supplier industry

efficiently, Porter’s five forces analysis model is suitable (Porter, 2008 and Hill and
Jones, 2013). This model composes of five forces which are suppliers, buyers,
established competitors, new entrants and substitutes. The assessment of the micro

external environment for the company is explained as follows by applying Porter’s

five forces analysis model.

Risk of entry
by potential
competitors
[MEDIUM]

Intensity
Bargaining rivalry
power of among

suppliers established
[MEDIUM] companies
[HIGH]

Threat of
substitutes
[MEDIUM]

Figure 17: Porter’s five forces analysis for the current company

1) Intensity rivalry among existing competitors: High
The direct competitors of the company are other food supplier shops located in the

same area, the central of Bangkok, but the major competitors are Betagro and Makro

foodservice who are very well-known brand and have high credibility. The Betagro

which produce food products from their animal farms is large a company that have

many steps for making a contract, sometimes some customer cannot wait for the
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contract processing. However, Betagro Company Betagro.com, 2015) has products
that are related to animals only, not all about cooking ingredients like the company.
For the Makro foodservice (Siammakro.coth, 2015a) which is mainly a wholesale
distributor offering the full range of food including food equipment. Nevertheless,

some business customer concerns that the food from the Makro may not be fresh
since they have the huge food stock to sell retail at their stores also

(Siammakro.coth, 2015b) and especially the Makro does not participate in any bid of
the business customers. This competition depends heavily on cost, quality, delivery
service, contract time consuming, familiarity, and credibility. Therefore, the intensity

rivalry among existing competitors is at a high level.

2) Bargaining power of buyers: Medium

Retail consumers have a low bargaining power since they purchase in a small
amount and the company sales the products at the low price as controlled by the

government, department of internal trade under the ministry of commerce (Ditgo.th,
2015). High bargaining power of buyers typically comes from wholesale or business
customers such as Hotels, Restaurants and Schools. These can be concluded that

the bargaining power of buyers is medium.

3) Bargaining power of suppliers: Medium

There are various suppliers that the company made the contract and many supplier

choices that the company can choose to fulfil the customers’ orders. For example, if

the first chicken farm cannot sell the products that the company’s request, the

company will buy from the other chicken farm. As the company buys the huge

number of products from each supplier, the company also has enough bargaining

power to respond the bargaining power of suppliers. Hence, the bargaining power of

suppliers is medium.

4) Risk of entry by potential competitors: Medium

The potential competitors that have a direct effect on the company are the new
entrants settled in the same or near the central of Bangkok because the other new

entrants that set up in other areas tend to have a higher transportation cost. In
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addition, to entry this market, a new company is likely to have enough financial and
human resource including a strong relationship with suppliers and the new company

may take some time to create credit to attract business customers’ interest.
Therefore, in short term completion is low. Since this business does not use a high

investment cost like establishing a new factory or a large scale of infrastructure, the

probability of immediate and long-term competition is quite high. In summary, the

threat of new entrants is medium.

5) Threat of substitutes: Medium
The substitutes for this business can be retail grocery distributors like supermarkets.
Especially, Tesco lotus (Tescolotus.com, 2015) and Central food retail company
(Tops.co.th, 2015) nowadays have their own online shop. This is a very convenience
way for ordering products delivered to customers’ home. However, the substitutes sell

products at the expensive price as it is retail price and the products are not fresh
since they stock products long time including they cannot slice meats, vegetables or

fruits in any design of customers like the company. Therefore, the threat of substitute

products or services is medium.

3.5 Historical Sales

Since the store is traditional style, most operations were manually done. For
example, the product list and historical sales were on paper base. Collecting the past
sales records is difficult and take much time because it had been gathered from
many pieces of paper which reported orders individually each month. To simplify
various product for analysis, the products of the company were formed into four

groups as follows:
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Product

categories

Example

Pork

Pork Belly, Pork Blood, Pork Bone, Pork Cheek, Pork Collar, Pork
Ear, Pork Fat, Pork Head, Pork Heart, Pork Hip, Pork Intestine, Pork
Kidney, Pork Knuckle, Pork Leg, Pork Liver, Pork Loin, Pork Lung,
Pork Neck, Pork Net, Pork Skin, Pork Spare Rib, Pork Spleen, Pork

Stomach, Pork Sucking, Pork Tenderloin, etc.

Chicken

Chicken Breast, Chicken Broiler, Chicken Capon, Chicken
Drumstick, Chicken leg, Chicken Liver, Chicken Old, Chicken Skin,
Chicken Thai, Chicken Whole, Chicken Whole Organic, Duck Beaks,
Duck Boneless Breast, Duck Mince, Duck Neck, Duck Stick Wing,
Duck Whole, Duck Whole Wing, etc.

Vegetable

and Fruit

Apple, Banana, Bean String, Beetroot, Berry, Broccoli, Cabbage
Red, Cabbage White, Carrot, Cauliflower, Celery, Chili, Garlic,
Ginger, Lemon, Lime, Mango, Mushroom, Onion, Papaya, Potato,

Spinach, Sweet Leaf, Taro, Tamarind, Water Melon, etc.

Others

Beef, Duck, Fish, Seafood, Dried food, Thai Dessert, Bakery, etc.

$30,000,000.00

$25,000,000.00

$20,000,000.00

$15,000,000.00

$10,000,000.00

15,000,000.00

B-

Table 5: Product categories

Total Sales of each Product Categories in 2015

Pork, B
27,274,110.00

Chicken, B
7,791,078.00
Vegetable&Fruit, B
1,328,370.00 Others, 1$648,571.00
Pork Chicken Vegetable&Fruit Others

Sales of each Product Categories in 2015

Figure 18: Total Sales of each Product Categories in 2015
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From the previous Figure, pork product category created the highest sales which is
about 27 million baht followed by chicken, vegetable and fruit, and others,

respectively.

3.6 Review the Past Marketing Strategies

The 7Ps Marketing Mix can be applied to review the current marketing strategy which
includes Product, Price, Place, Promotion, People, Process, and Physical evidence

(Masterson and Pickton (2014), and Marketing and the 7Ps (2015). The marketing mix

of the company is shown as follows:

P1:Product P2:Price

1. Nearly 400 products of Local fresh 1. Retail price based on the

foods such as pork, chicken, beef,

seafood, vegetables, and fruits. Please
see the product list in the AppendixC.
2.Local processed foods or dried food

such as cereal, seasoning, jam, cheese,

butter, flour, rice and dried fruits.
3.Dessert such as bakeries and Thai

desserts.

department of internal trade under

the ministry of commerce (Ditgo.th,
2015
2. Wholesale price reduced 10%-15%

from the retail price

P3:Place
1. Sell and deliver the products through

traditional trade where the company’s
store is in the central of Bangkok,
Thailand

P4.Promotion

1. Sale promotion
-Pork and Chicken: discount 5 Baht

per kilogramme when a customer
buys at least 30 kilogrammes

-Pork and Chicken entrails: discount

3 Baht per kilogramme when buys at
least 10 kilogrammes

2. Advertising: natural word-of-mouth

from existing customers

P5: People

P6: Process
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1. Family business culture 1. Delivery service

2. Skilled employees

P7.Physical evidence

1) One branch of traditional retail and wholesale store on two commercial
building in Phra Nakhon district, which is in the inner city of Bangkok

Table 6: Marketing mix (7Ps) of the current company

3.7 SWOT Analysis

An evaluation of internal capability and external issues of the company would be

done by followed SWOT (Strength-Weakness-Opportunity-Threat) analysis as shown

in the following table.

3.7.1 Strengths
- Long-time experience as a food supplier with the service mind, especially in
pork products.
-Numerous local food products both fresh and dried food such as meats,
vegetables, fruits, cereal, bakery, Thai dessert, and seasoning.
-Low price. The company buys products from factories or producers directly, so
we got the possible lowest price for the products. Many customers choose us

because we can provide the lower price than other competitors the auction.

Wholesale Customers

Various - Hotels
Food The

Factories/ Company's - Restaurants

Store - Schools

Retail Customers

Producers

Figure 19: The supply chain of the company

-A strong relationship with many suppliers such as pork farms, chicken farms,

vegetable farms, fruit farms and dried food producers, and many business

customers such as Restaurants.
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-One-stop service for many kinds of services such as cutting, trimming, and

warming for making ready to cook food. This makes very convenience for

customers like everything at once.
-Delivery service which the company can deliver the products every day at any

time as customer’s requirement within 20 kilometres from the company’s store

and customers can pay at the destination.

3.7.2 Weakness

-Limited human resource for delivery, only in the central of Bangkok and not far
than 20 kilometres from the company’s store.

-Limited information access because of no website or Facebook page. The
customers can contact the company by walk-in, call, email. This makes

inconvenience for customers to see the products information and make the order
online as well as it looks like less reliable for new customers who search the

company name on the Internet and then get nothing.

- Atmosphere of the store is not attracting potential customers

3.7.3 Opportunities

-Lower oil price which the company can pick up and delivery the products at
lower price.

-Advanced technology, IT development including IT and online society.

- Thailand government promotes tourism which will increase the food demand
from Hotels and Restaurants.

- Travel life style, people love travel need convenience portable food to carry and
eat while they travel

- Live rush lifestyle, people are becoming more demanding to get everything
faster and more convenience including food service.

- Many transportation companies provide service at a reasonable price.

3.7.4 Threats

-Fresh food competitors nonstop expanding their service area and make them

know to more people.
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-Limited people knowing our shop, just well-known in a central of Bangkok by a
word of mouth.

- Terrorism, the major business customers of the company locate in the business
centre of Bangkok which vulnerable from attacking

-Increasing baseline labour wage.

3.8 Vision and Missions

Before the project, there are no vision and missions of the company. After the
interview the management group of the company, the new vision and missions of the

company are shown as follows:

New Vision
- To be a well-known one-stop food service that successfully grows monthly

revenue from currently 3.2 million Baht in 2016 to 5 million Baht in 2020.

New Missions
- To provide quality food in various products for consumption conformed to

customer satisfaction throughout Bangkok metropolitan area.

- To bring our customers the maximum benefits of high quality, great taste, and
convenience with a reasonable price.

- To be an excellent choice of the one-stop food service for ready to cook and

ready to eat food.

- To increase brand awareness in various channels through marketing
strategies.

- To search continually for new business opportunities.

- To create sustainable mutual benefits for customers, business partners,

shareholders and employees
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CHAPTER 4
RESEARCH METHOD AND DATA COLLECTION

4.1 Overview of Research Method

Create strategic
growth options
Assess the
options

Select the
option
Develop and
implement

Figure 20: Overview of the research method

1.) Create strategic growth options
To create strategic growth options for the company, TOWS matrix and Ansoff matrix
is going to be applied.

2.) Assess the options
Each strategic growth option will be assessed by using SWOT analysis, TOWS
matrix, and Competitive five forces analysis. This step is a proactive step which do
parallel with the market analysis process while waiting for the collecting questionnaire
completion. Therefore, when the survey result comes up with the most suitable
alternative, the project can proceed to the next step right away.

3.) Select the option
In this step, the most suitable option for the business environment is selected by
analysing the survey of consumers’ opinion through the market analysis process.

4.) Develop and implement the marketing model and its strategy
For the selected option, the new marketing model and its marketing strategy will be
generated by applying 7Ps marketing mix in order to increase revenue and net profit

for sustainable growth and implemented in a short-term plan.
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5.) Evaluate
For this step, the results from the strategy are mainly evaluated and reviewed by the
second market analysis after applying the marketing strategy, KPIs, and Payback

period.

4.2 Sources of Data

The sources of data for this project are from both primary data, and secondary data.

1.) Primary data
The collection of primary data is from making a survey by sampling under judgment
sampling for observing opinions, behaviours and marketing factors which influence

food purchasing. The target group is consumer who live or work in Bangkok. Their

data will be used in assessing strategic option, developing marketing strategies,

preparing the marketing plan for the company.

2.) Secondary data
Other data that uses for the analysis is the company’s background, marketing

planning, industry status, marketing completion situation and the business growth.

The data can be collected from relevance papers, researches, dissertations, news,

and academic articles for applying in preparing the marketing strategies.

4.3 TOWS

Et al Weihrich (1982), Koontz. and Weihrich (2009), Weihrich, Cannice and Koontz
(2013), TOWS matrix is one of popular strategic planning methods that often applies
when developing marketing strategies. Alternative strategic options of the company

will be created by formulating TOWS matrix analysis. The company is going to use
SO Maxi-Maxi strategy applied the strengths to maximise the opportunities, and ST
Maxi-Mini strategy applied the strengths to minimise the threats by the advice of the

business expert.

4.4 Ansoff Growth Strategies

According to Ansoff (1957 and 1989), and Stone (2001), the Ansoff matrix generates

4 alternative strategic options of growth for a company which are market penetration,
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product development, market extension, and diversification. However, the interesting
strategic opion for the company is diversification strategy because the interview with
a business expert and it can raise profitability through higher sales volumes from new

services or products in new markets (Bowen and Wiersema, 2005). Furthermore,
applying diversification will enrich profitability, sales volume, and generate market

power (Ansoff, 1965 and Penrose, 1959).

4.5 Five Forces Analysis

Et al Porter (2008), Hill and Jones (2013), Porter’s five forces analysis model can be

used to analyse competition within the industry efficiently. The 5 forces analysis is

going to evaluate feasible in the new market of each strategic option. This model
composes of five forces that are suppliers, buyers, established competitors, new

entrants and substitutes.

4.6 Marketing Analysis Process
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Topic Selection

Literature Survey

Research Problem

Research Hypothesis
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Definition of Variable and Concept

Data Collection

@«

Data Analysis

Figure 21: Marketing analysis process

According to Cant, Strydom and Jooste (2009), lamratanakul (2014) and Ruenrom
(2015), market analysis process should be applied by the scientific method. Scientific
method must have absolute procedures and systematic. Therefore, the procedure to
do marketing analysis is set as follows:

1.) Topic Selection is the primary step of a researcher to know the topic of
analysing and how it important.

2.) Literature Survey is the step to collect data to check this topic or its related
has anyone done it before and what is the conclusion. This step is to prevent
researcher to do duplicate topic unwittingly.

3.) Research Problem is the step of a researcher to set what is the main cause
and background of the problem and resolve it. If the problem is not resolved, what
will be the impact? To do the analysis, the clear research problem must be set in

terms of question or affirmative sentence.
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4.) Research Hypothesis is the step of a researcher to use his or her ability and
experience to predict the answer to the research problem in advance. This
hypothesis is separated into two categories shown as follows:

4.1) Statistical Hypothesis is written by using parameters relate with
research hypothesis. Statistical hypothesis can divide into two types shown
as follows:
4.1.1) Null Hypothesis (HO) is set with unbiased. When it would like to
reject, the null hypothesis always must reject first and then conclude
with another hypothesis.
4.1.2) Alternative Hypothesis (H1) is the hypothesis that always
opposite with Null Hypothesis. When applying with Alternative
Hypothesis, it must apply with Null Hypothesis.
4.2) Research Hypothesis is agreeable with objective or research problem
and leads to pattern and result of analysis.

5.) Definition of Variable and Concept is the procedure of a researcher to define
or set important factor scope in order to know the detail of variable research precisely
and reliably.

6.) Data Collection is the step to collect data. This step is very complicated to
collect reliable data completely. The content of this step is shown as follows:

6.1) Research Population is all of the units that a researcher focuses on the
analysis.
6.2) Sampling is the population unit that a researcher selects as
representative of all population.
6.3) Variable is the characteristic of many different factors that a researcher
focuses on the study.
6.4) Sampling Frame is the detail of location for the research population that
researcher would like to study.
6.5) Data is the document or evidence that is able to support the analysis
procedure. It can be divided into 2 categories.
6.5.1) Primary Data is collected from the direct sources and nobody
collects it before. The data are collected by questionnaire, interview,
investigation and test.
6.5.2) Secondary Data is the complete data that somebody collected
before. The researcher can be able to collect this data from some

documents and textbooks.
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6.6) Research Instruments is the tools to collect data such as questionnaire,
interview, and investigation.

7.) Data Analysis is after the process of collecting and monitoring data. This
procedure is analysing data by using statistic instruments. Later on, a researcher will
interpret the data and write it in form of research report.

8.) The Discussion is the last step to discuss the result of the analysis that the

researcher focuses on the study and then follow the implementation.

4.7 Payback Period

Payback period (Kinney and Raiborn, 2009) is a method to measure the time that is
required for cash inflows of a project to equal an original investment. A pack back will
be completed when a company has recouped to its investment. When the cash flows
or annuity of the project are the same as each period, the payback period formula is
described as follows:
Payback period = Investment + Annuity

Payback can measure a risk of a project by considering the timing of cash flows by
assume that longer time which it takes for recovering the original investment, the
more risk for the project since the more time for uncertain in the future. Moreover, a
longer payback period can slower returned capital for reinvestment other projects.
Therefore, a faster payback period, a lower risk and a more rapid that can be

invested in another project.
4.8 Risk Management

According to Wikstrand (2015), There are three key processes to manage the risk of
the project. First, risk identification step will apply Fishbone or Ishikawa Diagram
(Ishikawa, 1990) which is a useful method for representing relationships and
identifying potential risks. Next step is risk analysis which assesses the identified
risks from the previous step. One of the powerful risk analysis methods is the
probability-impact table or risk matrix (Olson and Wu, 2015) which obviously
describes the relationship between the events’ probability level and the threats’
impact level. Finally, risk control is included mitigation plans. The risks can be
controlled and responded by avoidance, transfer, reducing and acceptance (Walton
and Bellhouse, 2012).
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4.9 Ethical Approval

For the research method, the ethical approval is not requested in this research. In
this work, the company had approved the data, table and figure for using for

academic purpose only.
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4.10 Research Schedule
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CHAPTER 5

DISCUSSION

5.1 Creating Strategic Growth Options

To create the strategic alternatives, TOWS matrix and Ansoff matrix has been

applied as follows:

5.1.1 TOWS Matrix

Internal Factors

External Factors

Internal Strengths (S)
- S1: Long-time experience company

- S2: Low price from producers directly

- S3: One-stop service, various food product and

various service

- S4: Freezing storage

External Opportunities O)

- O1: Lower oil price so lower
delivery cost

- O2: Online society

- O3: Thailand government
promotes tourism

- O4: Travel lifestyle

- O5: Many transportation
companies provide service at a

reasonable price

SO: Maxi-Maxi Strategies
¢S102: Use

company to promote the shop in online society

long time experience of the

¢ S201.: Price of products sell by the company will
have a low price because the company has
purchasing power to control the price from the
supplier as well as not pass a middle man and
low delivery cost.

¢S103: Due

Thailand, the company can support food service

to some special festivals in

to customers, and the demand from the hotel’s

restaurant.
¢ S304: The extending of one-stop service to

provide new instant food since it can support
traveller customers to easily carry this portable

food and conveniently eat it without warming.

Table 8: Maxi-Maxi strategies in TOWS matrix analysis
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Internal Factors

External Factors

Internal Strengths (S)
- S1: Long-time experience company

- S2: Low price from producers directly

- S3: One-stop service, various food product and

various service

- S4: Freezing storage

External Threats (T)

- T1: Fresh food
competitors nonstop
expanding

- T2: Increasing baseline
labour wage

- T3: Terrorism

ST: Maxi-Mini Strategies

¢ SAT1: Although the number of fresh food competitors
and their ability becomes a major factor can directly
impact on the business operation of the company, the
company has freezing storage that can extend their
service to provide new frozen food product.

¢ S2T2: The rise of baseline labour wage also be one of
the factors that impact on the cost of production of the
company. However, the company can get low-cost
raw material since the company buy directly from the
strong relationship producer. The product price of the
company will be at a competitive price.

¢ S3T3: If terrorism happens, it can cause a high
negative effect to the company because of the major
business customers of the company, especially hotel
customers which are in the tourism sector, locate in
the business or tourism centre of Bangkok that
vulnerable from attacking. Therefore, the company
can extend their one-stop service to other sectors that
have less vulnerable from the attacking which is food
retailing sector by providing freshly cooked food

because local people need food every day.

Table 9: Maxi-Mini strategies in TOWS matrix analysis
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Internal Factors

External Factors

Internal Weaknesses (W)

- W1: Limited communication channel
- W2: Limited human resource in delivery
department

- W3: Limited information access channel

External Opportunities
©)

- O1: Lower oil price so
lower delivery cost

- O2: Online society

- O3: Thailand
government promotes
tourism

- O4: Travel lifestyle

- O5: Many
transportation
companies provide
service at a reasonable

price

WO: Mini-Maxi Strategies

¢ W102: Although the reputation of the company still
accepted among a small group of consumers by
word of mouth, the number of competitors that plays
a role in the food service business seems to increase
all the time. The company can increase recognition
of customers by using online communication
channels, such as website, social media, or mobile
application to communicate with target customers.

¢ \W205: The limitation of delivery service is one of the
factor impacts on food service of the company. The
company can use the service of a transportation

company to support delivery service.

¢ W302: As the company does not have its own
website or Facebook, it is one of the limitations of the
company’s information access channel that cannot
support people easily to contact to the company. So,
the company can develop its own website and
Facebook in order to provide more channels for the

customer to search for the company’s information.

Table 10: Mini-Maxi strategies in TOWS matrix analysis
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Internal Factors

External Factors

Internal Weaknesses (W)

- W1: Limited communication channel
- W2: Limited human resource in delivery
department

- W3: Limited information access channel

External Threats (T)

- T1: Fresh food
competitors nonstop
expanding

- T2: Increasing
baseline labour wage

- T3: Terrorism

WT: Mini-Mini Strategies

¢ W2T1: Since the company has a limited human
resource in the delivery position, the company should
apply delivery service management to bring the most
effectiveness of the limited resource for increasing

delivery area throughout Bangkok.

Table 11: Mini-Mini strategies in TOWS matrix analysis

5.1.2 Ansoff Matrix

Existing products New products

Product
Development

4]

[J]

=

g Market
o Penetration
£

=}

R7]

x

wl

4}

% Market

g Development
3

Q

2

Diversification

Table 12: Ansoff matrix

From the table, it can be explained that this model will analyse market and product to

develop four categories of strategy as follows:




52

1.) Market Penetration: This types, the company will consider the new market

communication, which can support people pay more attention to the products and

services provided by the company. The development of communication channels will

be done according to the market strategy and new product development that the

company would like to apply to the new target market and target customer. Moreover,

the company plans to create company’s website in order to provide information about
the company and its business to support people knows more about business,
products, and services provided by the company. Not only developing the website,
but the company also pay attention to use the most famous social media as
Facebook as a new communication channel that can reach a large number of people
every day. Besides, the company also plans to operate a direct sale for supporting
new or nearly opening hotel, restaurant, and school in order to increase the number
of customers monthly, as well as to release the products in inventory, especially,

fresh products.

2.) Product development: The development in this section will focus on how the

company can develop a new product, which can use the products that the company
has already stored in the storages or also be in the product lines of the company.
Also, the company will find the new product in order to sell in the store which can
encourage people to purchase foods or products from the enterprise. It can be
explained that the company aims to develop a new product by serving new products
to the customer, such as other poultry such as goose, partridge, quail egg as from
some customers requested in the interview, beverage, and fresh food menu set for
cooking e.g. suki, barbeque set. This is because the company would like to use the
products and sale by the company developed into the new product line, which can
help the company can increase income monthly. More importantly, the company
would like to provide more variety of products to support the change of customer
behaviour in society, which likely to change all the time according to economic and

social trend.

3.) Market development: In this process, the company focuses on the way to

present new service into both existing and new customers. The company
concentrated on the services that provided by the corporation and suffering to the
limitation, which can directly impact on the business growth of the company. So, for

the market development, the company will focus on the delivery service improvement
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that expands the delivery routes throughout Bangkok to support people who prefer to
buy food through a delivery service. The firm should present the products and
services by using the new communication channels, such as website, and Facebook,
so, awareness of customers towards goods and services by the company will be

increased.

4.) Diversification: In this strategy, the company aims to use the remaining

products in order to develop the new products and sell it to the new target customer.
It can be explained that the corporation will focus on the existing products and sale
by the company to develop into the new products for selling to the customers who
recognised or never known about the enterprise before. The company is mainly in
midstream of food service business but also be a partnership in the pork farm which
is upstream so the company aims to provide downstream which is provide ready to
eat food to the consumer directly. However, there is three type of ready to eat food
which are frozen food, instant food or open a new restaurant where sell freshly
cooked food product to the customers who prefer to eat the food product which more

conveniently.

5.1.3 Available Strategic Growth Options

The strategic option which selected from Ansoff matrix by the interview among
management group of the company and business expert is diversification because
the company has enough resource for taking a risk to get a high range of profit. From
the interview among management group of the enterprise and business expert, SO
strategy (Maxi-Maxi) and ST strategy (Maxi-Mini) in TOWS matrix are selected
because it applies the strength of the company to take advantage of an opportunity
and avoid threats. Therefore, the strategies that are diversification and come from
strength (Maxi-Maxi or Maxi-Mini) are S304 instant food, S4T1 frozen food, S3T3

freshly cooked food.

Establishing ready to eat food products and services is one of the best choices to
operate the business in Thailand. This is because most of Thai consumers buy food
commodities by considering convenience, reliable and reasonable prices. Although
the economic and political of Thailand still unstable and are not in good factors to

support business operation in Thailand, the retail food industry still plays a major role
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in Thai society for a long time. However, there is three main type of ready to eat food
which are frozen food, instant food and fresh cooking meal. Therefore, it confirms to
come up with three alternatives that have to be supported by the same amount of
company’s budget about 10 million baht. The three strategic options are establishing
a new instant food product line (S304), establishing a new frozen food product line
(S4T1), and establishes a new restaurant for providing freshly cooked food product
(S3T3).

5.2 Assessing the Strategic Growth Options
5.2.1 Option 1: The Company Establishes a New Instant Food Product Line

SWOT Analysis

SWOT analysis method is applied to evaluate the business both inside and outside

perspective which evaluates the internal business' strengths and weaknesses as well
as opportunities and threats existing in the external atmosphere. The SWOT analysis

for establishing new instant food product line of the company is shown as follows:

Strength Strong relationship with many suppliers such as pork farms,
chicken farms, vegetable farms, fruit farms and dried food
producers

Various food products both fresh and dried food such as meats,
vegetables, fruits, cereal, bakery, Thai dessert, fruit drink, and
seasoning.

An existing employee can cook Thai and Chinese food in
various menu

Weakness Does not have machine and equipment to make instant food

Does not have knowledge background and human resource for
making instant food product

Does not have enough space to support the production line

Opportunity Government supports start-up business

Live rush life style that people need everything fast and
convenience including food meal such as instant food that just
open the package then it readies to eat

Threat Many competitors

Hard to follow government process to get the FDA approved
(Newsser.fda.moph.go.th, 2016)

Table 13: SWOT analysis for option 1
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The SWOT analysis shows the potential of this alternative project for the company

through both internal capabilities and external issues of the company. The

information given by the previous SWOT analysis is applied to create TOWS matrix

and its strategies for this option as follows:

TOWS Matrix
Opportunities O) Threats (T)
O1: Government T1: Many
supports start-up competitors

TOWS matrix business
O2: Live rush T2: Difficult to
lifestyle follow government
process
Strengths (S) | S1: Strong relationship
with many food suppliers | S1S2S302: S3T1: seeking for

that can give low price

S2: Various fresh and
dried food products

S3: An existing employee
can cook Thai and
Chinese food in various

producing instant
Thai and Chinese
food in various
menu from low-
cost ingredient

new menu that the
competitors do not
produce before

menu

Weaknesses | W1: Does not machine

W) and equipment to make W1wW2w301: WI1W2W3T2:
instant food request financial hiding other
W2: Does not have support from the company to

knowledge background
and human resource for
making instant food
product

W3: Does not have
enough space to support
the production line

government to
purchasing or rent
the machine,
eguipment, space
as well as advise
government expert

produce the instant
food product for the
company

Table 14: TOWSs matrix for option 1

Segmentation

Group of people who consume instant food.

Target Market

The company should emphasise on the medium to high purchasing power's

consumers who are business owners, students, employees, and travellers because

these people would like convenience for carrying and having food while they travel.
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Therefore, the instant food which is a portable food with long lifetime that does not
need cold storage and just opens its package without warming then this food is ready

to eat easily is the answer for these people.

Competitive Forces Analysis

The analysis of competitive forces of this instant food option can be explained as
follows:

1) Threat of new entries: medium

Producing an instant food product is one of the businesses that had to support by
specialised knowledge, and take many resources of finance and time. However, it is
one of the food types that is becoming more popular nowadays. Therefore, the
number of a new entrepreneur who would like to do the instant food business seems
to be medium.

2) Bargaining power of suppliers: low

The company has the high bargaining power of suppliers because the company also
plays a major role in fresh food and grocery products in the market. Since the
company has the strong relationship with the fresh food suppliers and the company
buys the huge amount of fresh product from the supplier, the company has high
purchasing power to buy the fresh product which is a raw material to produce the
instant food product. Therefore, bargaining power of suppliers is low.

3) Bargaining power of buyers: high
As there are a lot of instant food producers in the market, the customers quite have
many choices to buy. So, the bargaining power of buyer is high.

4) Competitive rivalry: high
There are a lot of instant food suppliers existed in the market located in the same
area of the company. Therefore, the competitive rivalry is high.

5) Threat of substitute products: medium

The instant food product has a threat of substitute products in a medium level
because the main product of this business is a ready-to-eat instant product which can
be replaced by other ready to food such as frozen food and freshly cooked food at
the restaurant. However, for people who want to bring food to anywhere without a

refrigerator, the instant food is an only choice.



57

5.2.2 Option 2: The Company Establishes a New Frozen Food Product Line

SWOT Analysis

To evaluate the business in its internal strengths and weaknesses together with

opportunities and threats existing in the market, SWOT analysis is the chosen
method. The SWOT analysis for establishing new frozen food product line of the

company is shown as follows:

Strength Strong relationship with many suppliers such as pork farms,
chicken farms, vegetable farms, fruit farms and dried food

producers

Various food products both fresh and dried food such as meats,
vegetables, fruits, cereal, bakery, Thai dessert, fruit drink, and

seasoning.

An existing employee can cook Thai and Chinese food in

various menu

The company has freezing storage

Weakness The company does not have machine and equipment to make

frozen food

The company does not have knowledge background and

human resource for making frozen food product

The company does not have enough space to support the

production line

Opportunity Government supports start-up business

Live rush lifestyle that people need everything fast and
convenience including food meal such as frozen food that takes

a few minutes to warm it before eating

Threat Many competitors exist in the market

Difficult to follow government process to get the FDA approved

(Newsser.fda.moph.go.th, 2016)

Table 15: SWOT analysis for option 2

The SWOT analysis demonstrates the potential of option project for the company by

analysing both internal capabilities and external perspective of the business. By
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applying the information from the previous SWOT analysis, TOWS matrix and its

strategies for this alternative can be created as follows:

TOWS Matrix
Opportunities (O) Threats (T)
O1: Government T1: Many
supports start-up competitors
TOWS matrix business _
O2: Live rush T2: Difficult to
lifestyle follow in
government
process
Strengths (S) | S1: Strong relationship
with many food suppliers | S1S2S3S402: S3T1: seeking for

that can give low price

S2: Various fresh and
dried food products

produce frozen
Thai and Chinese
food from low-cost

the new menu that
the competitors
have not been ever

S3: An existing employee | ingredient in producing
can cook Thai and various menu and
Chinese food in various store in the
menu freezing storage
S4: Has freezing storage

Weaknesses | W1: Does not machine

W) and equipment to make WI1W2W301: WIW2W3T2;
frozen food request financial hiding other
W2: Does not have support from the company to

knowledge background
and human resource for
making frozen food
product

W3: Does not have
enough space to support
the production line

government to buy
or rent the
machine,
equipment, and
space as well as
advise government
expert

produce the frozen
product for the
company

Segmentation
Group of people who consume frozen food.

Target Market

Table 16: TOWS matrix for option 2

Emphasis on consumers who have medium to high purchasing power which are

business owners, students, employees, and people who live far from the restaurant

since the frozen food can be hoarded for a long time. However, it needs refrigerator

and warming before eating.
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Competitive Forces Analysis

The analysis of competitive forces for providing a new frozen food can be explained

as follows:

1) Threat of new entries: medium

Launching a frozen food product is one of the businesses that had to support by
specialised knowledge, and take much financial resource and time. However, it is
one of the food types that has been more popular. Therefore, the number of new

entrepreneurs who would like to do the frozen food business seems to be medium.

2) Bargaining power of suppliers: low

The company has a high bargaining power of vendors because the company also
plays a major role in fresh food and grocery products in the market. Since the
company has the strong relationship with fresh food supplier and the company
purchases hung amount of fresh product from the vendor, the company has high
purchasing power to buy the fresh product which is a raw material to produce the

frozen food product. Therefore, bargaining power of suppliers is low.

3) Bargaining power of buyers: high
As there are quite a lot of frozen food providers located near customer’s living area,
the customers have a lot of choices to buy frozen food conveniently. So, the

bargaining power of buyer is high.

4) Competitive rivalry: high
The store of each competitor mostly locates in the relatively separated area which
seems to be quite less competitive but the competitors existed in the market are big
business that settles in the business and trusted by customers for a long time.

Hence, the competitive rivalry is high.

5) Threat of substitute products: medium

The threat of substitute products is medium because the main product of this
business is ready-to-eat frozen product which can be substituted by other ready to
food such as instant food and freshly cooked food at the restaurant. However, the

food that can keep more than two weeks but can preserve taste is only frozen food.
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5.2.3 Option 3: The Company Establishes a New Restaurant to Provide Freshly
Cooked Food

SWOT Analysis

To evaluate the business in both internal and external, SWOT analysis is appropriate
because it is a method that can assess internal strengths and weaknesses among
opportunities and threats existing in the market. The SWOT analysis for establishing
new restaurant to provide freshly cooked food product of the company is shown as

follows:

Strength Strong relationship with many suppliers such as pork farms,
chicken farms, vegetable farms, fruit farms and dried food
producers that can give low price

Various food products both fresh and dried food such as meats,
vegetables, fruits, cereal, bakery, Thai dessert, fruit drink, and
seasoning.

An existing employee can cook Thai and Chinese food in
various menu

Weakness Does not have enough equipment for opening a restaurant

Limited space to support opening a restaurant

Opportunity Live rush lifestyle that people need everything fast and
convenience including food meal such as Thai a la carte that
just places curry over rice then it readies to eat

Cost of restaurant equipment is not high

Many transportation companies provide service at a reasonable
price

Threat There are many competitors open their restaurant in the
evening

Less number of people around the present shop

Limited people know the company

Table 17: SWOT analysis for option 3

The previous SWOT analysis demonstrates the alternative project potential for the
company in both internal ability and external viewpoint of the company. By applying
the information of previous SWOT analysis, potential strategies for this option can be

created through TOWS matrix as follows:
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TOWS Matrix

Opportunities O Threats (T)
O1: Live rush T1: Many
lifestyle that people | competitors open
need everything their restaurant in
fast and the evening
convenience
including food meal

TOWS matrix O2: Low cost of T3: Less number

restaurant of people around
equipment the present shop
03: Alarge T2: Limited people
commercial know the company
building at

business area is
selling

Strengths (S) | S1: Strong relationship
with many food suppliers

that can give low price

S2: Various fresh and
dried food products

S3: An existing employee
can cook Thai and
Chinese food in various
menus

S1S2S301:

serve various fresh
cooking Thai and
Chinese food in
various menus at
competitive price

S3T1T2T3: open
the Thai a la carte
restaurant at the
new location where
many people live
from morning to
afternoon, and
advertise the store

W1: Does not have
enough equipment for
opening a restaurant

Weaknesses
W)

W2: Limited space to
support opening a
restaurant

W102: purchasing
more equipment at
reasonable price
W203: purchasing
the building to
increase space for
the new restaurant

WI1T1T2T3: buying
well-known
restaurant
franchise

Table 18: TOWS matrix for option 3

Segmentation

Group of people who consume freshly cooked food.

Target Market

Emphasis on consumers who have medium purchasing power which are students,

employees, and business owners.

Competitive Forces Analysis

The analysis of competitive forces for the freshly cooked food is explained as follows;
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1) Threat of new entries: high

Launching a restaurant is one of the businesses that had a large number of
entrepreneurs who operated the business in the restaurant industry. It means that the
number of competitors that play a vital role in restaurant business in Thailand is high,
while the number of new entrepreneurs who would like to do the restaurant business

seems to increase continuously.

2) Bargaining power of suppliers:low

The company has a high bargaining power of suppliers because the company also
plays an important role in fresh food and grocery products in the market. So, the new
product development will be controlled the quality, especially, the price control more
effectively. Besides, some of the products are hard to control the price, such as fresh
products, the company has the high purchasing power to store those products in the
company’s inventory in order to control the price of the product to be stable and can

help the company can manage the profit properly.

3) Bargaining power of buyers: medium

As the location selected for establishing the restaurant will be in the social area,
where also had a big company located in, there are a lot of restaurants opened in this
area. So, the bargaining power of buyer is high because the customers have a lot of
choices to buy food every day. However, the company can sell at the lower price

since the restaurant has the company to supply at low price product.

4) Competitive rivalry: high
There are a lot of restaurants nowadays. The companies that play a role in the
competitive rivalry will be the company that plays a role in fresh food and grocery
products as well. For instance, Makro Food Service, the company both sell fresh food
and grocery product, as well as provide ready-to-eat freshly cooked food service for
the customers who would like to eat in the restaurant. So, it can be said that the

competitive rivalry of the company is high.

5) Threat of substitute products: medium

The threat of substitute products is decided to be medium since the main product of
this business is the ready-to-eat product. However, there are other ready to food

such as frozen and instant food that can substitute ready-to-eat freshly cooked food
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to eat at the restaurant. However, if the customers want to eat food that freshly cooks

daily, the food from the restaurant is the answer.

5.3 Market Analysis

Understanding behaviours and requirement of customers are the topics which are
importance and necessary. In this subject, it will focus on the study of consumers’
opinions and behaviours to find out that what is the most suitable strategic growth

option.

There are some related researches. For example, Walker (Walker, 1996) said that
Thai people had mostly ever eaten Central Thai food compared to other Thai regions,
and other countries. Kantamaturapoj (Kantamaturapoj, 2012) said also that every
Thai consumers’ group ate Thai food at most when compared to fast food or western
food. However, they did not compare Thai entrée over rice or Thai a la carte, and
made by order food as well as the data was collected a long time ago. National
Statistical Office of Thailand (The 2013 Survey on Food Consumption Behaviour,
2013) said that meat, followed by fruit and vegetable got the highest frequency of
food consumption. More than half of people did not eat canned foods such as frozen
food but the researcher noted that they were becoming popular. Nevertheless, this
research did not compare other ready to eat food types such as freshly cooked food,
and instant food. They also said that before purchasing food, the first thing that
people think is flavour, followed by hygiene. However, their research did not cover all
marketing factors in 7Ps. In addition, the past research did not emphasise on people

in Bangkok which are the focus group of the company.

To fulfil the gap in the past researches, the study will compare marketing factors that

influence purchasing of food in Bangkok. The information from analysing the data is

going to be applied in creating or improving the marketing strategies of the company
for effective support to consumers’ requirement and make a concordance of the

market situation. The researcher has specified the regulation for this research in the

following topics.
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5.3.1 Purpose

The marketing research had been arranged to fulfil the purposes as follows:

1) To recognise the needs of customers and potential buyers to create effective

marketing strategies.

2) To find out what will be the most suitable strategic growth option.

3) To raise accuracy and precision level in market communication.

5.3.2 Objective

This marketing research has the objective as follows:

1) To study consumption behaviour, opinion and marketing
factors influencing food consumers within Bangkok by focusing on
people who live or work near the current store’s area and in the
interesting areas for opening the new store. Therefore, the
guestionnaire will be distributed by hand to people who live and work in
the areas.

2) Tofind out what ready to eat food type that the people like the
most, where to sell, and what meal that people like to have ready to eat
food.

3) To collect opinions of customers about ABC store, new

services, and a new campaign.

5.3.3 Research Scope

The consumer research purpose to study consumption behaviours, opinion and
comments about ABC store including its potential service, and demographic

characteristics within Bangkok area.

Population

The interested population for this research is both male and female consumer groups

that work, live, or have activities in Bangkok. This boundary size is selected for two

reasons. First, it will promote local sales in Bangkok where the store of the company
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locates in. The logistic burdens both cost and time such as travel cost, delivery

charges, travel time, and delivery time will not have to pay much. Therefore, receiving

return customers’ opportunity will be high. Next, since the furthest positions in

Bangkok are not too far from the store, the company has an ability to deliver.

There are three steps for estimating population in the area by the following method:

a.

In considering the target population size, the people who live, have activities,
and work in the area which is the population size by migration will be the
interested population size. To find the size of population by immigration within
the area in the present, the first step is to find the percentage of Bangkok
population by habitant which compared to Bangkok population by migration.
The Bangkok population by habitant is the number of people registered live in

Bangkok but not include the people who migrate to Bangkok. As stated by
National Statistical Office (Service.nsogoth, 2016), the number of Bangkok
population by habitant in 2015 is 5,696,409 people. The number of Bangkok
population by migration in 2015 is 6,351,200 people (Service.nso.go.th, 2016).

Following is the formula to calculate the percentage of Bangkok population by
habitant.

The population growth rate can be calculated from comparing between
Bangkok population size by habitant in 2015 and Bangkok population size by
habitant in 2014 as shown the following formula:

Bangkok gI’OWth rates, - Population size in 2015—Population size in 2014—X100

Population size in 2014

According to National Statistical Office (Service.nso.go.th, 2016), the number of
Bangkok population by habitant in 2014 is 5,692,284 people that increased to
5,696,409 people in 2015. Hence, the Bangkok growth rate can be calculated

based on the previous formula as follows:

5,696,409 —5,692,284
5,692,284

x100

Bangkok growth ratev-

-0.0724%

Therefore, the Bangkok growth rate is 0.0724 percent.
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c. By assuming that the Bangkok population’s growth rate by migration is similar
to the Bangkok population’s growth rate by habitant and the growth of
Bangkok population is uniform distribution. The Bangkok population size by
migration in 2016 can be calculated from the following formula:

Bangkok population size by migration in 2016

Bangkok population size by migration in 2015
N 100

x(100 + Bangkok growth rate)

6,351,200
100

-6,355,798.27 persons

x (100 + 0.0724)

Therefore, the population size in Bangkok by migration is about 6,355,798.27

persons in the present.

Samples

Food consumers in Bangkok area had been randomly interviewed with the survey
method of convenience sampling since the exploration is the research type and the

size of the population is relatively small. According to Yamane, T (1967), the sample
size can be calculated from a simplified formula. A 95 percent of confidence level and

+ 5 percent of precision level are assumed for this equation.

N
" 14N(e)?

Where n is for the sample size, N is for the population size, and e is the level of

precision which is 0.05. The sample is calculated by applying above formula as

follows:

6,355,798.27
 14(34,109.82 )(.05)2

~ 6,355,798.27
 15,890.4957

n = 400 persons

Therefore, the sample sizes is 400 samples.

5.3.4 Variable

For this research, the variables are described as follow:

Dependent Variable: purchasing behaviour
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1) Source of fresh food purchasing and consumption frequency
2) Marketing factor related to fresh food purchasing decision

3) Opinion for type of ready to eat food
4) Opinion for food menu
5) Opinion for meal time

6) Frequently purchasing channel

7) Opinion for ABC store

8) Consumption behaviour for ABC store

9) Opinion for membership

10) Opinion for processed frozen ready to eat food
11) Opinion for ready to eat food

12) Additional comments

Independent variables: demographic characteristics

1) Gender

-Female

-Male

2)Age
-<20 years
-21-30 years
-31-40 years
-41.50 years
->50 years

3) Marital status
-Single
-Married without a child
-Married with a child
-Other...

4y Number of household member
-Alone

-2-3 people
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-4.5 people
->5 people

5) Occupation
-House Wife
-Student
-Government officer or State enterprise employee
-Private Employee
-Business owner
-Other...

6) Monthly Income
-< 10,000 Baht
-10,001-30,000 Baht
-30,001-50,000 Baht
-50,001-70,000 Baht
-70,001-100,000 Baht
-> 100,000 Baht

53.5Tools

The tool for this research is a group of the questionnaire. The questionnaire has been

approved about content validity, construct validity, and reliability by the thesis’s

advisor for making the questionnaire complete and cover all the objective.

There are three parts of the questionnaire.

Part 1. Purchasing behaviours

In this part, it asks about behaviours which include places, frequency, and marketing

factors related to fresh food and ready to eat food products’ purchasing. There are 6

close-ended response questions as follows:
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g.
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1) Source of food purchasing and consumption frequency for fresh food

and ready to eat food. The measurement scale is ordinal scale and a
multichotomous question has been applied.

2) The importance of various marketing factors that influence the

decision of fresh food product purchasing. The marketing factors in the case

of products which consumers realise the importance can be categorised into

7P’s of the marketing mix as follows:

Product: quality, variety, packaging, the variety of services such as warm,
boil, steam, fry, and quality of the butchery service such as cut and slice.
Price: the price of products.

Place: location of the store, various ordering channel.

Promotion: sale promotion such as giving a discount, various public relations
such as via social media, and website.

People: customer service

Process: delivery service

Physical evidence: atmosphere and cleanness of the store.

This question will be measured by interval scale with the scoring principle of

Likert scale in 3 levels from 1 to 3 while 1 is the not importance and 3 is very

importance. A multichotomous question has been applied.

3) Opinion for the type of food that respondents like the most among
freshly cooked food, frozen food, and instant food. The ordinal scale is a

measurement scale and a multichotomous question is applied.

4) Opinion for food menu that is the most favourite menu for respondents
among Thai a la carte food, made by order food, Chinese dim sam, Chinese
noodle, fast food, Japanese food, Korean food, steak, buffet, and full course.
The measurement scale is ordinal scale and this question is a
multichotomous question.

5) Opinion for meal time that respondents are likely to have a ready-to-
eat meal. The multichotomous question is applied and the measurement
scale is ordinal scale.

6) Purchasing channels that respondents regularly place an order. For

example, at the store, via phone call, fax, email, Line application, Facebook,
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and the store’s website, online market place. The measurement scale is

nominal. This question is a multichotomous question.

Part 2. Opinions, Perceptions and Behaviours of the ABC store

This part includes 12 close-ended response questions, and 1 open-ended response
guestion as follows:

1) Does the respondent know the ABC store? The measurement scale is
nominal and dichotomous question has been applied.

2) For the interviewee who knows the ABC store, how did the interviewee know
the ABC store? The measurement scale is nominal. A multichotomous question has
been applied.

3) For the interviewee who knows the ABC store, have the interviewee ever
purchased a product from the ABC store? The measurement scale is nhominal and
dichotomous question has been applied.

4) For the interviewee who knows the ABC store but never purchase a product
from the ABC store, why the interviewee does not buy a product from the ABC store?
The measurement scale is nominal. A multichotomous question has been applied.

5) For the interviewee who has purchased ABC store’s products, the respondent
is asked about their purchasing frequency of purchased ABC store’s products. The
measurement scale is ordinal and the multichotomous question has been applied.

6) What is the type of ABC’s products that the interviewee has purchased? A
multichotomous question is applied. The measurement scale is nominal.

7) Other purchasing channels of the ABC store that the interviewee know. The
measurement scale is nominal and the multichotomous question has been applied.

8) Satisfaction of the interviewee on various factors of the ABC store. This
guestion that is measured by interval scale with the 3 levels of Likert scale from 1 to
3 while 1 is unsatisfaction and 3 is very satisfied. A multichotomous question is
applied.

9) Overall satisfaction for the company. This question that is measured by
interval scale which has the 3 levels of Likert scale from 1 to 3 while 1 is
unsatisfaction and 3 is very satisfied. A multichotomous question has been applied.

10) The response of the interviewee if the ABC store provides frozen food. A

multichotomous question is applied and the measurement scale is nominal scale.
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11) The response of the interviewee if the ABC store provides instant food. A
multichotomous question is applied and the measurement scale is nominal scale.

12) The response of the interviewee if the ABC store provides freshly cooked
food such as Thai a la carte in entrée over rice menu. A multichotomous question is
applied and the measurement scale is nominal scale.

13) Additional comments. An open-ended question has been applied.

Part 3: General information of respondents

This part asks about demography or general information of respondents included 4

close-ended response questions and 2 open-ended questions.

1) Gender- A dichotomous question has been applied. The measurement scale is
nominal scale.

2) Age- A multichotomous question has been applied. The measurement scale is
nominal scale.

3) Marital status- A multichotomous open-ended question is applied. The
measurement scale is nominal scale.

4) The number of household member- A multichotomous question has been
applied. The measurement scale is nominal scale.

5) Occupation- A multichotomous open-ended question has been applied. The
measurement scale is nominal scale.

6) Monthly Income- A multichotomous question is applied. The measurement

scale is nominal scale.

5.3.6 Data Analysis

The questionnaires, which survey opinions, behaviours, and marketing factors
influencing purchasing of food products and the company’s products, have been

collected and verified the correctness. The answers to closed-end questions will be
scoring and coding for making data into the number that computer can understand.
Then, the result is going to evaluate in SPSS program (Statistical Package for the

Social Sciences) of IBM SPSS Statistics (2016) by followed the analysis step of
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Vanichbuncha (2016). Next, the statistical analysis table will be created for the data

translation and report the result. The statistics that apply for analysing the
guestionnaires are both descriptive and inferential statistics. For descriptive statistics,
it will compose of charts, tables, and numerical measures. The inferential statistics
include the hypothesis testing. Both statistics will describe the characteristic and

relationship of the collected data.

5.3.7 Result

I. Demographic factor

Gender

Frequency Percentage
Male 177 4425
Female 223 5575

Age

Frequency Percentage
20 years old or lower 16 4.0
21-30 years old 107 26.75
3140 years old 130 325
41.50 years old 76 190
51 years old and above 71 17.75

Status

Frequency Percentage
Single 145 36.25
Married but not having kids 91 2275
Married and have kids 164 41.0

Family members

Frequency Percentage
Alone 47 1175
2-3 persons 189 4725
4.5 persons 139 3475
More than 5 persons 25 6.25

Occupation

Frequency Percentage
Student 67 16.75
Government officer; State
enterprise employee 68 17.0
Private employee 190 47.5
Business owner 52 13.0
Housewife 21 525
Others 2 05
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Monthly income
Frequency Percentage
10,000 Baht or lower 37 925
10,001-30,000 Baht 106 265
30,001-50,000 Baht 129 32.25
50,001-70,000 Baht 70 175
70,000-100,000 Baht 34 85
100,001 or higher 24 6.0

Table 19: Demographic data

From the table shown that most of the respondents were 400 persons, most of them
or 223 persons (55.75%) were female, while 177 persons (44.25%) were male.
Besides, most of them were 130 persons (32.5%) had age between 31-40 years old,
followed by 107 persons (26.75%) had age between 21-30 years old. There were 76
persons (19.0%) had the age between 41-50 yeas old, while 71 persons (17.75%)
had the age 51 years old and above. Lastly, there were 16 persons (4%) had age 20-
year-old or lower. In terms of status shown that most of them were 164 persons
(41%) get married and have kids, followed by 145 persons (36.25%) and 91 persons
(22.75%), who single and married but not have children, respectively. Moreover,
regarding family members, most of the respondents were 189 persons (47.25%) had
family members between 2-3 persons, followed by 139 persons (34.75%) had family
members between 4-5 persons, while 47 persons (11.75%) living alone. Focusing on
the factor in terms of occupation, most of them were 190 persons (47.5%) who are
the private employee, followed by 68 persons (17%) who selected Government
officer/ State enterprise employee as their current occupation, while there are 67
persons (16.75%) who are the student, followed by 52 persons (13%) who are the
business owner. There were 21 persons (5.25%) who are the housewife. Lastly,
there were 2 persons (0.5%) selected others. Finally, regarding monthly income,
most of the respondents were 129 persons (32.25%) had a monthly income between
30,001-50,000 baht, followed by 106 persons (26.5%) had a monthly income
between 10,001-30,000 baht. There were 70 persons (17.5%) who had a monthly
income between 50,001-70,000 baht, while the number of respondents who had
monthly income 10,000 baht or lower was 37 persons (9.25%). There were 34
persons (8.5%) who had a monthly income between 70,000-100,000 baht, and lastly,
there were 24 persons (6%) had monthly income 100,001 or higher.
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Il. Consumer behaviour towards food products consumption

1) Frequency that consumers make a purchase

In this part, there are 8 entrepreneurs which sell food products and have a high
reputation among Thai consumers selected as a case study to make a choice for
respondents to answer the question. The 8 entrepreneurs are a Fresh food market,
Flea market, Supermarket, CP Freshmart, BETAGRO Shop, Macro Food Service,
Seven eleven, and food producers. The results of analysis can be shown as the

following figures.

Fresh food market

More than 3 times/week
2-3 times/week

Once a week

2-3 times/month

Once a month

Lower than 1 time/month

Never
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o] 5 10 15 20
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2-3 times/week 9.75
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More than 3times/week
2-3times /week

Once a week

2-3 times/month

Once a month

Lower than 1time/month
Never

19.75
19
14.75
125
14.5
13.25
6.25

0 5 10 15 20 25

Seven elaven

Flea market

mm 7.25

e 13,5
I 215
e 16.75
—— 13,75
e 9.75

Never IIIEEEEEEEESSSS—— 72 5

More than 3 times/week
2-3 times/week

Once a week

2-3 times/month
Once a month

Lower than 1time/month

0 5 10 15 20 25

M Flea market

CP Freshmart

More than 3 times/week 2.5

2-3 times/week 5
Once a week 6.5
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Macro Food Service

More than 3times/week 1 1
2-3 times/week 1 1.5
Onceaweek 1 25
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Figure 22: Frequency that consumers make a purchase
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From the figures, it can be summarised that, in terms of the purchase behaviour of
consumers towards food buying more than 3 times per week, there were 79 persons

(19.75%) who buy food from seven eleven store, while there are 55 persons (13.75%)
who purchased food products from fresh food market, followed by 28 persons (7«)
who went to Supermarket to buy fresh food product more than 3 timesweek. There
were 16 persons 4% who selected to buy food products direct from the producers,
while there were 10 persons 2.5%) who selected to buy fresh food products from CP
Freshmart. Besides, there were 9 persons (2.25% who went to a flea market to buy
food products, while there were 4 persons (1% and 2 persons 0.5% who went to

Macro Food Service, and BETAGRO Shop to buy food products more than 3 times
per week, respectively. The result also shows that convenience ready to eat food

store like seven-eleven shop got the most popular which may imply that people

nowadays favour food convenience like ready to eat food product.

2) The factor influencing food products buying behaviour

In this part, the 3 levels of an agreement will be used for measuring the level of

agreement towards the importance of each factor. The result of data analysis can be

explained as the following table;

Level of important
Factor Very Moderately Not — Meaning
Important important important X
. 340 58 2 Very
Quality of products (85%) (14.5%) (0.5%) 285 Important
. 195 186 19 Very
Variety of products 48.75%) (46.5%) A4.75%) 244 Important
. 121 220 59 Moderately
Quality of packages (30.25%) (55%) (14.75%) 216 Important
. 275 117 8 Very
Price (68.75%) (29.25%) (2%) 267 Important
. 162 187 51 Moderately
Promotion 40.5%) 46.75%) 12.75%) 228 Important
Location of the 181 201 18 241 Very
shops (45.25%) (50.25%) (4.5%) ' Important
. . 164 222 14 Very
Physical evidence A1) (55.5%) 3.5%) 238 Important
. . 123 209 68 Moderately
Variety of services 30.75%) (52.25y) A7% 214 1 mportant
Quality of butchery 93 216 91 200 | Moderately
service (23.25%) B54%) (22.75%) ’ Important
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Variety of
advertising methods 2; 255 52% 1; 85 207 I\I/Ioderately
e.g.online channel (£0.£9%) (0%.£9%) (19.9%) mportant

. . 174 168 58 Moderately
Delivery service (43.5%) A42%) (14.5%) 229 Important
Quiality of service 188 191 21 242 Very
staff AT%) A7.75%) (5.25%) ’ Important
channe’s €.g. oniine (22.5%) (62%) (15.5%) ' Important
ordering

Moderately

Total 232 Important

Table 20: The factor influencing food products buying behaviour

Note that the meaning comes from 1.000-1.667 is not important, 1.668-2.334 is

moderately important, and 2.335-3.000 is very important.

From the previous table, it shows that the most important factor influencing consumer
buying behaviour towards fresh food products is the quality of products. It follows by
the price of products, variety of products, quality of service staff, location of the
shops, physical evidence which related to store decoration, delivery service,
promotion provided, quality of packages, variety of services, variety of advertising
methods, variety of ordering channels, and quality of butchery service, respectively.
The factor that had the highest score is the quality of the product, followed by price
and variety of products. This means the company should pay more attention to the
way to develop the product in order to meet the need and satisfaction of target

customers.

3) Favorite type of ready to eat food

Instant food
9%

Frozen food
26%

Fresh cooking food
65%

Figure 23: Favorite type of ready to eat food
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From the figure, it shows that the most favourite ready to eat food that selected by
large number of respondents is freshly cooked food which was 262 persons (65.5%),
followed by 104 persons (26%) who like frozen food, and lastly there are 34 persons

(8.5%) who chose the instant food as their favourite ready to eat food’s type.

4) The most favourite menu

The most favourite menu
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Figure 24: The most favourite menu

From the previous figure, Thai a la carte food or entrée over rice got the most popular
menu explicitly, which were 174 persons (43.5%). Next, there are 61 persons
(15.3%) chose made by order food as their favourite menu, followed by 53 persons
(13.3%) who selected Chinese noodle menu. There are 27 (6.8%) persons who
answered fast food, while there are 18 persons (4.5%) who like international food
such as steak and spaghetti. There are 16 persons who chose the buffet, while there
are 15 persons (3.8%) who like Chinese dim sam which equal to Japanese food
(3.8%) and Korea food (3.8%). Lastly, there are 6 persons (1.5%) selected full course

as their favourite menu.
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5) Favourite meal time for ready to eat food

Meal time
Dinner 80
Lunch 226
M Persons
Breakfast 94
0 50 100 150 200 250

Figure 25: Favourite meal time for ready to eat food

From the figure, it shows that the meal time of ready to eat food which is favoured by
a large number of respondents is lunch, which was 226 persons (56.5%), followed by
94 persons (23.5%) like breakfast as a meal time for ready to eat food. There were

80 persons (20%) who favour having a ready-to-eat meal at dinner.

6) Communication channels that the customers frequently used

Percent

90 79.3
80

70 63

60

50 40.5 43.5
40

30

20 10.8 12

10

37

In store Telephone Faxing Email Line Facebook Store's Electronic
website  markets

Figure 26: Communication channels that the customers frequently used

From the previous figure, it shows that the most important communication channel
that used by a large number of respondents is in store, which was 317 persons
(79.3%), followed by 252 persons (63%) used a telephone as a communication
channel to contact the store. There were 174 persons (43.5%) who contacted with
the store through Facebook, while there were 162 persons (40.5%) contacted with
the store by using a chatting application as Line. There were 148 persons (37%) who
accessed store’s website to contact the store, while some customers who contacted

by sending an email to the store were 48 persons (12%). There were 43 persons
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(10.8%) who directly faxing to the store to make contact, and lastly, there were 24
persons (6%) who contacted with the store through electronic markets that had a

high reputation in Thailand, such as Lazada or Weloveshopping.

7) Store recognition

The respondents were asked about the recognition that they had about the name of

brand’s ABC shop. The result of data analysis can be shown in the following figure;

Store Recognition

Do not know
71%

Figure 27: Store recognition

From the above figure, it shows that there were 283 persons (70.75%) who never
known about ABC shop, while there were 117 persons (29.25%) who recognised
about ABC shop. From the result, more than 70 percentage of samples did not even
recognise the store’s name. It shows that the brand awareness level was low which

the cause of this problem can be lacking marketing activities for many years.

However, the following part will be shown the result of data analysis that collected
from the respondents who recognised about ABC shop. So, the number of

respondents who participated in the following two parts were 117 persons.
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8) Channel of recognition

introduced by salepersons 8.5
recommended by others 53.8
find the store by yourself 43.6
0 10 20 30 40 50 60

Percent

Figure 28: Channel of recognition

From the previous figure, it displays that most of the respondents agreed that the
most important channel influencing recognition of the customers was recommended
by others, there were 63 persons (53.8%) selected this channel, followed by 51
persons (43.6%) who selected find or see the store by yourself. Lastly, there were 10
persons (8.5%) who know about the store, which introduced by sale person.

9) Buying experience

This part is analysed by using data collection from the respondents, who was asked
that, have you ever purchased products from ABC store? The result of data analysis

can be shown in the following figure.

Buying Experience

Never
30%

Figure 29: Buying experience
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From the above figure, it shows that most of the respondents were 82 persons
(70.1%) ever made purchase products from ABC shop, while there were 35 persons

(29.9%) who never made purchase products from the shop.
However, the following five sections will be shown that data collection, which

collected from the 82 persons (70.1%) who ever made purchase products from ABC

store.

10) Purchase frequency to buy products from ABC shop

Less than one time per month 8
Once a month 5
2-3 times/month 4
Once a week 12
2-3 times/week 15
4-6 times/week 21
Everyday 17
0 5 10 15 20 25

Percent

Figure 30: Purchase frequency to buy products from ABC shop

The above figure shows that most of the respondents were 21 persons (25.6%)
purchased products from ABC shop 4-6 times per week, followed by 17 persons
(20.7%) who bought a product from the shop every day. Besides, there were 15
persons (18.3%) who purchased products from the shop 2-3 times per week, while
the number of customers who purchased products from the shop once a week was
12 persons (14.6%). Also, there were 8 persons (9.8%) who purchased products
from the store less than one time per month, while there were 5 persons (6.1%) who
purchased products from the store once a month. Lastly, there were 4 persons

(4.9%) who purchased products from the store 2-3 times per month.
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11) Types of product that they always buy from ABC shop

Dried products

Bakery products

Thai desserts

Fresh fruits and vegetables
Fresh seafoods

Fresh fish

Fresh beef

Fresh chicken eggs

Fresh duck meat

Fresh chicken meat

Fresh pork 80.5

M Percent

Figure 31: Types of product that they always buy from ABC shop

From the above figure, it displays that most of the respondents were 66 persons
(80.5%) always purchase fresh pork from ABC shop, followed by 53 persons (64.6%)
who always purchase fresh chicken meat from the shop. Besides, there were 53
persons (64.6%) who always purchase fresh fruits and vegetables from the shop,
while the number of respondents who always purchase fresh chicken eggs from the
shop was 47 persons (57.3%). Moreover, there were 24 persons (29.3%) who always
went to the shop to buy fresh seafood products, while the number of people who
always to buy fresh fish from the shop is 21 persons (25.6%). At the same time, there
were 21 persons (25.6%) who always buy dried products from the shop, while the
number of people who always buy fresh beef from the shop was 15 persons (18.3%).
Thai desserts also be one of the products that interested by the customers, from the
survey shown that, there were 12 persons (14.6%) who always buy Thai desserts
from the ABC shop, while 11 persons (13.4%) and 10 persons (12.2%) who always
go to the shop in order to buy fresh duck meat and bakery products, respectively.
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12) Communication channels recognition

Other than contact with the store by accessing through the store location, there were
four channels that ABC shop provided for their customers to contact the shop. So,
this part is presented the recognition of customer regarding the communication
channels that they’ve known or every used. The results of data analysis can be

shown as follows:

90
79.3
80
70
60
50
39
40
28
30
19.5
20
8.5
10
. ]
Telephone Fax Email Line Do not know
= Percent

Figure 32: Communication channels recognition

From the figure shown that the most popular communication channel known by the
respondents is the telephone. There were 65 persons (79.3%) recognised this
channel, followed by the channel as the online chatting application by using Line
application as a channel to communication with the store, the survey showed that
there were 32 persons (39%) recognised this channel. There were 23 persons (28%)
who knew that they could contact the store by sending a fax, while there were 16
persons (19.5%) known that, they can communicate with the store by sending an
email. Lastly, there were 7 persons (8.5%) answered that, other than contacting with
the store by accessing through the store location, they do not know other
communication channels that can help them easily to contact with the shop.
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13) The level of satisfaction of the customers towards products and services of

ABC shop
Level of satisfaction
Factor Strongly Moderately | Unsatisfie ; Meaning
satisfied satisfied d
. 72 10 Strongly
Quality of products (87.8%) 1224 0 288 | Satisfied
. 44 34 4 Strongly
Variety of products 53.7% 41.5% 4.9%) 249 satisfied
, 7 55 20 Moderately
Quality of packages 85 6719 244n | 18| satisfied
. 41 39 2 Strongly
Price (50%) A47.6%) 2.4%) 248 satisfied
) 13 50 19 Moderately
Promotion 15.9%) 1% 2320 | 93| satisfied
. 37 39 6 238 Strongly
Location of the shops 4510 47 6%) 73% satisfied
. . 8 44 30 Moderately
Physical evidence 9.8% (53.7% 366w | 73| satisfied
. . 11 61 10 Moderately
Variety of services (1344 7440 1220 | 201 satisfied
Quality of butchery 9 58 15 193 | Moderately
service 1% (710.7%) (18.3%) ’ satisfied
Variety of advertising - 19 56
methods e.g. online 1.40 | Unsatisfied
e g (8.5) (23.2) (68.3)
. . 31 45 6 Moderately
Delivery service 37.8% (54.9%) 730 | 230 | satisfied
. . 21 50 11 Moderately
Quality of service staff | 556, 61%) a34w | 212 | satisfied
Variety of ordering 8 o8 46
g?;grri]%s e.g. online (9.8%) (34.1%) (56.1%) 1.54 | Unsatisfied
Total 208 Mod_erqtely
satisfied

Table 21: Satisfaction of the customers towards products and services of ABC shop

Note that the meaning comes from 1.000-1.667 is unsatisfied, 1.668-2.334 is
moderately satisfied, and 2.335-3.000 is strongly satisfied.

From the previous table, it shows that the most important factor that mostly satisfied
by respondents is the quality of products, while the factor that had the lowest

satisfaction of the interviewees were the variety of advertising and variety of ordering
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channel, followed by physical evidence, which is a factor related to the quality of
store decoration. In general, the store decoration also related to the hygiene and
cleanness of the store. So, these might be the factors influencing people do not

satisfy with the physical evidence of the shop.

14) The reason that customers do not buy product from ABC shop

According to Figure 29, buying experience shows that there were 35 persons who do

not have any experience with the ABC shop. So, the number of respondents who
participated to this part will be those who do not have the experience.

100 94.3

90

80

70

60

50 42.9

40

30 22.9
20 11.4
10

0

68.6
57.1

Do not have Lack of The price of Lack of variety Farlocation  Not good
reputation appealing product is of product atmosphere
storefront high

Figure 33: The reason that customers do not buy product from ABC shop

The result shows that the shop should strongly pay attention to the way to develop
strategic planning for raising brand awareness and brand reputation among the
target customer. This is because the most important influencing people do not have
the experience with the shop is “the shop do not have reputation”. There were up to
33 people (94.3%) agreed with this point, followed by 24 people (68.6%) agreed that
the shop’s location is far from their living or working area. There are 20 people
(57.1%) agreed that the shop has not good atmosphere while there are 15 persons
(42.9%) agreed that, the shop is lacking to manage the appeal of the storefront.
There were 8 persons (22.9%) agreed that they do not want to participate in the shop
because of the lack of variety of products factor, while the number of respondents
who accepted that, the price of products sale in the shop is higher than other shops

were 4 persons (11.4%).
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However, the last two part will be shown the level of interested of the respondents if

ABC shop would like to add more products and service in the store. There were 396

respondents participated in these parts.

15) Level of interested if ABC shop produce ready-to-eat frozen food as the new

products in the store

Interested
13%

Disinterested

55% Uncertain

32%

Figure 34: Level of interested of the respondents if ABC shop produces ready-to-eat

frozen food as new product in the store

From the above figure, it shows that if ABC shop produces more products or services
such as ready-to-eat frozen food, most of the respondents were 218 people (54.5%)
not interested to buy those products from the shop, followed by 129 people (32.25%)
who uncertain to buy those products, while there were 53 persons (13.25%) who

disinterested to buy those products.



87

16) Level of interested of the respondents if ABC shop produce ready-to-eat food

like instant food as the new products in the store

Interested
5%

Uncertain

B 39%
Disinterested

56%

Figure 35: Level of interested of the respondents if ABC shop produces ready-to-eat

instant food as new product in the store

The previous figure shows that if ABC shop produces ready-to-eat instant food
product, most of the respondents were 223 people (55.75%) not interested to buy
those products from the shop, followed by 157 people (39.25%) who uncertain to buy
those products, while there were 20 persons (5%) who disinterested to purchase

those products.

17) Level of interested if ABC shop produce freshly cooked food in the shop

This is the last question that asked the respondents about if ABC shop adds more
service like freshly cooked food service for those who would like to sit and eat ready-
to-eat freshly cooked food in the store. The result shows that there were 250 people
(62.5%) interested in this service, followed by 143 people (35.75%) who uncertainly
interested this service, while there were 7 persons (1.75%) disinterested to this

service. The following figure shows the result of data collection of this part:
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Disinterested
2%

Uncertain
36%

Interested
62%

Figure 36: Level of interested of the respondents if ABC shop added new service in

the shop like freshly cooked food

Some respondents suggest that the company should have their restaurant to provide
ready to eat food, provide good promotion, and delivery products on time. The

company should listen to customers’ need and improve their services.

5.3.8 Strategic Growth Option Selection

Since there are three choices for providing ready to eat food which are establishing a
new frozen food product line, establishing a new instant food product line, and
establishing a new restaurant to provide freshly cooked food, the survey had been

collect to find out what is the most suitable alternative. The following is the selection

step.
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International The most favourite menu
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Figure 37: Proportion of the most favourite menu

From the previous figure, it shows that the most favourite menu is Thai a la
carte or entrée over rice which was 174 persons (43.5%). Therefore, these

174 persons are the interesting group.

People who favour Thai la carte menu in each

occupation

House-wife Other  student
3% _\1% 9% Government

officer/State
enterprise officer
13%

Own business
26%

Private employee
48%

Figure 38: People who favour Thai la carte menu
As shown in above figure, from 174 persons, the group that has the most
favourite menu in Thai la carte is the business people group which composed
of 84 private or office employees (48.3%) and 45 business owners (25.9%), in
total is 129 persons. Therefore, this business people group composed of
private employee and business owner will be the target group.
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Favourite meal time for ready to eat food

0 10 20 30 40 50 60 70 80 90

W Persons

Figure 39: Favourite meal time for ready to eat food

As shown in the previous figure, from the target group which is 129 persons,
the favourite meal time for ready to eat food which is chosen by 81 persons
(63.8%) is lunch time, followed by 30 persons (23.3%) who favour breakfast
time. Lastly, group is 18 persons (12.9%) who selected dinner time as the

most favourite meal time for their ready to eat food.

To test the difference in the proportion of people who choose breakfast,
lunch, or dinner as their favourite meal time from the target group that
includes private employees and business owners who choose Thai a la carte
as their favourite menu (129 persons), Chi-square test (Levine and Stephan,
2010) had been applied. A 95 percent of confidence level and + 5 percent of
significance level are assumed. The hypotheses and its testing step are

shown as follows:

Ho: Proportion of people in the target group who select breakfast, lunch, or
dinner is not different.
H,: Proportion of people in the target group who select breakfast, lunch, or

dinner is different.

The Chi-square test result by SPSS program is shown in the following table.
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Observed N Chi-Square = Sig (P-value)

Breakfast 30 52.047 .000
Lunch 81
Dinner 18
Total 129

Table 22: Chi-square test result of meal time by SPSS program

From the previous result table, x2 is 52.047 and P — Value = 0.0 which 0.0 <
0.05. Hence, Hy is rejected. The test confirms that proportion of people in the
target group who select breakfast, lunch, or dinner is different significantly.
The highest proportion is lunch meal that is favoured by 81 persons, followed
by 30 persons who selected breakfast meal. Lastly, there are 18 persons who
chose dinner as their favourite meal time for ready to eat food. Therefore, the

company should provide food in lunch time and breakfast time.

For testing the difference in proportion of people among who favour freshly
cooked food, frozen food, and instant food from the target group that include
private employees and business owners who choose Thai a la carte as their
favourite menu (129 persons), Chi-square test (Levine and Stephan, 2010)

was applied with following hypotheses:

Ho: Proportion of people in the target group who favour freshly cooked food,
frozen food, or instant food is not different.
H;: Proportion of people in the target group who favour freshly cooked food,

frozen food, or instant food is different.

The Chi-square test result by SPSS program is shown in the following table.
Observed N Chi-Square Sig.

Fresh cook 94 92.140 .000
Frozen 23
Instant food 12
Total 129

Table 23: Chi-square test result of ready to eat food type by SPSS program
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From the previous result table, x* is 92.140 and P — Value is 0.0 that 0.0 <
0.05. Hence, Hy is rejected. The test confirms that proportion of people in the
target group who favour freshly cooked food, frozen food, or instant food is
different significantly. The highest proportion is freshly cooked food that is
favoured by 94 persons, followed by 23 persons who selected frozen food.
Lastly, there are 12 persons who chose instant food as their favourite food
type of ready to eat food. Therefore, the company should provide freshly

cooked food for support the need of the target group.

Since the result in many steps described in the previous part, the third alternative is
the most suitable alternative that the company should provide freshly cooked food.
The freshly cooked food should provide in Thai a la carte menu by establishing a
restaurant located in a business area which private employees and business owners
live in. The reason is they are the majority that like Thai a la carte menu, and open
the restaurant in the morning and afternoon as the business people group or the

target group favours.

5.3.9 Comparison of Expectation and Satisfaction

To analyse deeply on each factor to find out area for improvement, comparing
between satisfaction level and expectation level of the customer on each of thirteen
factors is needed. Therefore, it comes up with the question that “is the satisfaction
level in each marketing factor of the company as shown in Table 21 is higher than
the customers’ requirement or expectation that they gave through the important level

as shown in Table 20”. A 95 percent of confidence level and - 5 percent of

significance level are assumed. The appropriate hypothesis testing for this question

is paired t-test (Levine and Stephan, 2010) as follows:

1. Ho: Satisfaction level is not greater than expectation level in the product
quality factor
H,: Satisfaction level is greater than expectation level in the product quality
factor

The result of paired T-test by SPSS program is shown as follows:
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Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 1: product Satisfactionl 2.88 82 .329 - 0.235 q_(Sig2-tailed)
quality Expectationl 2.91 82 281 0.726 ’
=0.765

Significance level=0.05
Table 24: Paired T-test of product quality

Since t is a negative value and the difference is in one direction but the program

gives Sig. 2-tailed, 1- (Sig'z_zﬂ formula is applied to find Sig. 1-tailed (P-value).

T is -0.726 and P is 0.765 which is higher than 0.05. This confirms that the Hy
should be accepted. Satisfaction level is not significantly greater than

expectation level in product quality factor.

2. Hq: Satisfaction level is not greater than expectation level in the product
variety factor
H,: Satisfaction level is greater than expectation level in the product variety
factor
The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 2: product Satisfaction2 2.49 82 .593 - 0.694 4. (Sig.2—tailed)
variety Expectation2 2.59 82 571 0.395 ’
=0.653

Significance level=0.05
Table 25: Paired T-test of product variety

T is -.395 and P is 0.653 which is higher than 0.05. This confirms that the H,
should be accepted. Satisfaction level is not significantly greater than

expectation level in product variety factor.
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3. Ho: Satisfaction level is not greater than expectation level in the product
packaging factor
H,: Satisfaction level is greater than expectation level in the product
packaging factor

The result of T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2-tailed Sig. 1-tailed (P)
Mean N Deviation t
Pair 3: product Satisfaction3 1.84 82 .555 - 0.007 1. (Sig.2—tailed)
packaging Expectation3 2.09 82 592 2.780 2
=0.9965

Significance level=0.05

Table 26: Paired T-test of product packaging

T is -2.780 and P is 0.9965 which is higher than 0.05. This confirms that the
Ho should be accepted. Satisfaction level is not significantly greater than

expectation level in the product packaging factor.

4. Ho: Satisfaction level is not greater than expectation level in the price factor
H,: Satisfaction level is greater than expectation level in the price factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Mean N  Std. Deviation ¢ Sig. 2-tailed  Sig. 1-tailed (P-value)

Pair 4: price Satisfaction4 2.48 82 549 -2.959 0.004 1. (Sig.2—tailed)
2

Expectation4 2.72 82 .504
=0.998

Significance level=0.05

Table 27: Paired T-test of price

T is -2.959 and P is 0.998 which is higher than 0.05. This confirms that the H,
should be accepted. Satisfaction level is not significantly greater than

expectation level in the price factor.

5. Hy: Satisfaction level is not greater than expectation level in the promotion
factor

H,: Satisfaction level is greater than expectation level in the promotion factor
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The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 5: Satisfaction5 1.93 82 .624 - 0.019 q_ (Sig.2—tailed)
promotion Expectation5 2.17 82 625 2.391 :
=0.9905

Significance level=0.05

Table 28: Paired T-test of promotion
T is -2.391 and P is 0.9905 which is higher than 0.05. This confirms that the
Ho should be accepted. Satisfaction level is not significantly greater than the

important level in the expectation factor.

6. Ho: Satisfaction level is not greater than expectation level in the shop location
factor
H,: Satisfaction level is greater than expectation level in the shop location
factor
The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Mean N  Std. Deviation ¢ Sig. 2-tailed = Sig. 1-tailed (P-value)

Pair 6: location Satisfaction6 2.39 82 621 -2.072 0.041 4. (Sig.2—tailed)

2
Expectation6 2.57 82 .567
=0.9795

Significance level=0.05

Table 29: Paired T-test of location
T is -2.072 and P is 0.9795 which is higher than 0.05. This confirms that the
Ho should be accepted. Satisfaction level is not significantly greater than

expectation level in the shop location factor.

7. Ho: Satisfaction level is not greater than expectation level in the physical
evidence factor
H,: Satisfaction level is greater than expectation level in the physical evidence
factor
The result of paired T-test by SPSS program is shown as follows:
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Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed
Mean N Deviation t tailed P)

Pair 7: physical Satisfaction7 1.73 82 .629 - 0.000 q_Sig2-tailed)
evidence Expectation7 2.27 82 522 5.627 _q ’

Significance level=0.05

Table 30: Paired T-test of physical evidence

T is -5.627 and P is 1 which is higher than 0.05. This confirms that the Hy
should be accepted. Satisfaction level is not significantly greater than

expectation level in product physical evidence factor.

8. Hg: Satisfaction level is not greater than expectation level in the service
variety factor
H,: Satisfaction level is greater than expectation level in the service variety
factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 8: service Satisfaction8 2.01 82 .509 - 0.167 1- (Sig.2—tailed)
variety Expectation8 2.13 82 .624 1.395 ’
=0.9165

Significance level=0.05

Table 31: Paired T-test of service variety

T is -1.395 and P is 0.9165 which is higher than 0.05. This confirms that the
Ho should be accepted. Satisfaction level is not significantly greater than

expectation level in the service variety factor.

9. Hg: Satisfaction level is not greater than expectation level in the quality of
butchery service factor
H;: Satisfaction level is greater than expectation level in the quality of
butchery service factor

The result of paired T-test by SPSS program is shown as follows:
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Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 9: butchery Satisfaction9 1.93 82 .539 - 0.300 1_(Sig2-tailed)
service Expectation9 2.01 82 619 1.044 —0.85 ’

Significance level=0.05

Table 32: Paired T-test of butchery service

T is -1.044 and P is 0.85 which is higher than 0.05. This confirms that the Ho
should be accepted. Satisfaction level is not significantly greater than

expectation level in the quality of butchery service factor.

10. Ho: Satisfaction level is not greater than expectation level in the advertising
method variety factor
H,: Satisfaction level is greater than expectation level in the advertising
method variety factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 10: Satisfaction10 1.40 82 .645 - 0.000 1. (Sig.2—tailed)
advertising Expectation10 1.89 82 .685 4.735 _q ’

method variety

Significance level=0.05

Table 33: Paired T-test of advertising method variety

T is -4.735 and P is 1 which is higher than 0.05. This confirms that the Hy
should be accepted. Satisfaction level is not significantly greater than

expectation level in the advertising method variety factor.

11. Ho: Satisfaction level is not greater than expectation level in the delivery
service
factor
H,: Satisfaction level is greater than expectation level in the delivery service

factor
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The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed
Mean N Deviation t tailed P)

Pair 11: delivery Satisfaction11 2.3 82 .602 - 0.296 1. (Sig.2—tailed)
service Expectationll 2.4 82 .645 1.051 ’
=0.852

Significance level=0.05

Table 34: Paired T-test of delivery service

T is -1.051 and P is 0.852 which is higher than 0.05. This confirms that the Hy
should be accepted. Satisfaction level is not significantly greater than

expectation level in the delivery service factor.

12. Ho: Satisfaction level is not greater than expectation level in the quality of
service staff factor
H,: Satisfaction level is greater than expectation level in the quality of service
staff factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 12: quality Satisfaction12 2.12 82 .616 - 0.589 1. (Sig2—tailed)
of Expectation12 2.17 82 584 0.541 §
=0.7055

service staff

Significance level=0.05

Table 35: Paired T-test of quality of service staff

T is -0.541 and P is 0.7055 which is higher than 0.05. This confirms that the
Ho should be accepted. Satisfaction level is not significantly greater than

expectation level in the quality of service staff factor.

13. Hq: Satisfaction level is not greater than expectation level in the ordering
channel variety factor
H,: Satisfaction level is greater than expectation level in the ordering channel

variety factor
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The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 13: Satisfaction13 1.54 82 .670 - .000 1. (Sig.2—tailed)
ordering Expectation13 1.94 82 595 3.986 _1 ’

channel variety

Significance level=0.05

Table 36: Paired T-test of ordering channel variety

T is -3.986 and P is 1 which is higher than 0.05. This confirms that the Hy
should be accepted. Satisfaction level is not greater than expectation level

significantly in the variety of ordering channels factor.

In conclusion, the answer to this question is the data does not suggest that the
satisfaction of customers in each factor do have a higher level when compared with

an expectation of customers in the factor.
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5.4 Marketing Strategies

5.4.1 Short-term Strategies (0-1 year)

The company will open a new restaurant providing Thai a la carte menu with fresh
cooking. The new restaurant will locate in the business area that has a lot of people
passing through that street. The reason is the result of the survey describes that Thai
a la carte menu is the most favourite menu of most people, and those people are
from business group included private employees and business owners, and they
favour freshly cooked food the most. The location of the new restaurant is located in
front of Amarin Tower- the tower which has a large number of officers and people
who work in the tower and others nearby. The name of the restaurant is Thai Cuisine
a La Carte, which is the name that encourages people to know about products and
services that the company would like to present. The target customer of this business
aims to find the new customer who never had any experiences in goods or services
of ABC store. So, the product, which in this market strategy is to provide ready-to-eat
food on freshly cooked food in many Thai a la carte menu as a new product provided
by the store in order to apply strength and gain opportunity as well as encourage
people to pay more attention to the brand of store. The store started to apply the new
strategy since June and July in order to measure customer perception towards
product and service offered by the new store. The ready-to-eat food, nowadays, sells
from 5 a.m. until 1 p.m. this is because, in that area, there are a lot of stalls and
restaurants always open in the evening. So, the company considered that, if the
company setting time for the restaurant to be opened in the morning, the company
can have more market opportunity from those who would like to purchase food, or
looking for the opening restaurant in order to buy or eat breakfast and lunch. In the
restaurant, there are 6 tables provided for customers who would like to eat at the
restaurant. A variety of products sale also considered by the company, while the
number of employee in a chef position will be increased in order to support the new
business operation and to provide a better service for customers who purchased
products from the restaurant which operated by the company. There are 10 types of
food sale every day, while the food will be changed according to the fresh food which
leftovers from the business customer, such as hotel, restaurant, and school, to cook
and sell in the restaurant. The food will be sold out every day. The restaurant does

not have the policy to use leftovers food to be re-cooked and resale. The company
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aims to increase margin by providing a variety of service in order to support
customers as well as provide various beverage choices for drinking in the restaurant
and take away. Other than, provide ready-to-eat freshly cooked food in the
restaurant, the delivery service also provided for supporting people who prefer the
delivery service. And lastly, to increase market opportunity for the company, the
company also provided food service for banquets. The food will be delivery as a
ready-to-eat box with biodegradable packaging or food plastic packaging according
to customer requirement in order to encourage customers to get even more

comfortable and safety.

Moreover, the company also considers using digital marketing to develop
communication channels of the company by creating the company’s Facebook and
website to support people more comfortably to access product or service of the
company, or to provide more communication channels for those who would like to
contact the company. The company developed this strategy from the survey, which
showed that most of the people prefer to contact and communicate with the store by
using online channel, which is one of consumer behaviour that should be understood
and considered by all companies in Thailand. So, creating company’s Facebook and
website can be one of the good opportunities for the company to increase awareness

and perception of the customers.

The survey shows that most people like Thai a la carte menu and most of them are
the business working group which composes of private employees and business
owners as shown in Figure 38. These people would like to have this meal in
breakfast and lunch significantly as described in Table 22 and the people who like
Thai a la carte menu have different proportion in various ready to eat food’s type
which favour freshly cooked food the most. Therefore, the company will establish
freshly cooked food restaurant providing Thai a la carte menu in the morning and
afternoon in the business working area. Hence, the company choose Arun Amari
area which surrounded by the office building that many business people work in. So,
the main interested customers' group for this new restaurant is business working
group contained private employees and business owners who work around the store.
The company should apply strategies to meet their need which is the main target
group. In addition, the company aims to expand their fresh food wholesale customer

group to new established hotels, restaurants, and schools. Because there are fewer
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competitors and not have a stronger relationship with a food supplier, there are still

have an opportunity for growth. Therefore, this group will be a secondary target

group.

Since the limit of the project time, marketing factors are categorised for the different

level of attention by the following method.

The t-test result of thirteen marketing factors from Table 24 to 36, the satisfaction
level is significantly lower than the expectation level of customers in every marketing
factors of the company. However, the factors that get T less than minus 2 and do not
get strongly satisfied from customers are packaging, promotion, physical evidence,
the variety of advertising methods, and the variety of ordering channels. These five
factors are critical factors that need to pay the highest attention for improvement. The
second most important group is the group of factors that get T less than minus 2 or
get average satisfaction less than 2 which is less than half of the satisfaction level.
The second group that need the high attention to improve contains price, location,
and quality of butchery service factor. The most two factors that influent the
customers to purchase food products are the quality of products and variety of
products so the company also pay attention to improve these two factors. For the rest
factors, the company also considers to improve but in a less attention which is the
variety of services, delivery service, and quality of service staffs since the satisfaction
level of these factors is also significantly lower than the expectation level of

customers. Therefore, the level of attention from highest to lowest can be sum up as

follows:

Attention Level Marketing Factor Responsibility Investment
Highest attention packaging, promotion, Owner Investment in
: T <-2 and not get physical evidence, tangible asset
strongly satisfied variety of advertising

(average satisfaction | methods, variety of

<2.335) ordering channels

High attention price, location, quality of | Head staff Investment to
: T <-2 or average butchery service improve
satisfaction level < 2 training

process
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Attention Level Marketing Factor Responsibility Investment
Low attention quality of product, variety | Staff Expense in the
: the top most influent | of products policy of
factor products and

process

diversification

Lowest attention variety of service, Staff Non-
delivery service, quality investment,
of service staffs only policy and
operational
tactic

Table 37: Attention Level

From the previous table, the highest attention is the responsibility of the owner, the
head staff, and the staff, and investment in the tangible asset, improving training
process, expense in the policy of products and process diversification including
operation tactic. For high attention, the responsibility is the head staff and the staff.
The investment is to improve training process and expenses in the policy of products
and process diversification including operational tactic. The responsibility of the low
attention is the staff which has an expense in the policy of products and process
diversification including operational tactic. Last but not least, the lowest attention is
responsible for the staff and has no investment which has the policy and operational

tactic.

To summarise the new marketing strategies, the 7Ps Marketing Mix has been applied
which composes of Product, Price, Place, Promotion, People, Process, and Physical
evidence (Masterson and Pickton (2014), and Marketing and the 7Ps (2015)). Since
July and July have no special event that affects the food purchasing, the marketing
plan will be implemented and evaluated the result of these two months. The new
marketing model of the company for the two months from June to July 2016 will be

categorised in each of 7Ps strategic marketing mix as follows:
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P1: Product

For the first P, product strategy is divided into five relevance strategies as follows:

1) Package of product
Since the null hypothesis which is the product packaging’s satisfaction is significantly
not greater than the product packaging’s expectation by the customers as shown in
Table 26 as well as they commented that they are afraid of toxin from foam and feel
unsafe with foam packaging, the company will develop product packaging by

changing from using foam box to food plastic box and biodegradable box.

2) Quality of butchery service
The company also provides butchery services that customers can customise as they
want, such as slicing 35x35x2mm of a pork leg for making them ready to cook. As
shown in Table 32, the null hypothesis is accepted which means that the satisfaction
level is not significantly greater than expectation level in the quality of butchery
service factor. From the interview, some customers commented that shape or size
was not exact as they would like. Therefore, the company aims to rise the quality of
this service by showing an example cut piece to the customer to confirm the

correctness of size and shape before service.

3) Quality of product

The company realises that the most factor that influences food purchasing behaviour
is product quality factor since it got the highest score from the survey as shown in
Table 20 and the paired T-test of product quality in Table 24, the null hypothesis is
accepted which means that the satisfaction was still not meet the customer the
expectation in product quality factor. From the interview, some customers said that
meat came with bone too much and the meat was pervious. The root cause of the
first comment came from the old bone and meat separator did not effectively
separate between bone and meat. Hence, the company will change from ineffective
bone and meat separator to the new effective bone and meat separator machine. For
the second comment, the root cause was the company stock fresh meat in a
refrigerator over 48 hours. Therefore, the company is going to change from stocking
the product 2 days to stock not over 24 hours for fresh food products included Thai

dessert products and bakery products.
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4) Variety of product
The survey result also shows that the second most influencing the customer is the
product variety as shown in Table 20 as well as from the hypothesis testing in paired
T-test, the null hypothesis is accepted which means that satisfaction level is
significantly not greater than the expectation level on product variety factor as
described in Table 25. Hence, the company will change from providing only raw food
such as fresh and dried food to providing more food product category like ready to

eat freshly cooked food.

5) Variety of service

There are various services of the company such as boiling, steaming, warming,
filleting, slicing, cutting, frying, and mincing. Because in Table 31, the null hypothesis
is accepted that is satisfaction level is significantly not greater than the expectation
level in the service variety factor, the company will introduce new service like cooking
and made to order food lunch box or banquets as many customers have ever

requested in the interview.

P2: Price

As the null hypothesis which is the satisfaction level is not greater than the
expectation level on price is accepted as shown in Table 27, there is an area for
improvement in the price factor. Since the store sales the food product that is a basic
element of human live, the customer concern the reasonable price with quality. The
price of the products relies on retail price based on the department of internal trade
under the ministry of commerce (Dit.go.th, 2015). For the wholesale price, the
company will reduce the price from up to 15% to up to 20% of the retail central price.
The Thai a la carte or Entrée over rice for the restaurant will be sold in the

competitive reasonable price.

P3: Place

1) Ordering channels
The paired t-test in Table 36 shows that the null hypothesis is accepted which means
that the variety of ordering channels’ satisfaction level is not significantly greater than
the expectation level of customers, the company has to improve this factor. There are

some customers comment that traditional channels such as telephone, and fax are
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not frequently used, or sometime the channels do not provide enough convenience.
Hence, the company will change from providing only traditional channels to adding

popular online channels such as website and Facebook.

2) Location
Establishing a new branch for being retail and whole sale food service and for
opening a restaurant to service Entrée over rice menu (Thai a la carte food). From
Table 29, the paired T-test result shows that the null hyprothesis is accepted. The
satisfaction level is not significantly greater than expectation level in the shop location
factor. Some customers commented that the shop was far from their home or
working area. Moreover, the target customer from the new restaurant is business
workers included private employees and business owners as well as the current
store did not have car parking. Therefore, the company will change from the current

location to the new location that is in community area and has car parking.

3) New business place
The firm still has a small number of business customers since the company has ever
focused on the existed business place that established many years ago, which has
lots of competitors for the auction. Therefore, the company will change from inducing
the products at existing business places to new establishing business places which

no or few competitors.

P4: Promotion

1) Sales promotion
As the hypothesis testing of paired t-test on sales promotion in Table 28 shows that
the null hypothesis should be accepted, the satisfaction level is not significantly
greater than Important level in the expectation factor. Some customers comment that
the old promotion which discount 5 Baht per kilogram when buy more than 30
kilograms is unfair when purchasing the expensive product. Therefore, the company
will change from discount from 5 Baht per kilogram to 5% of the total price when the
customer buys meat at least 30 kilograms, and change from from 3 Baht per kilogram
to 3% of the total price when the customer buys entrails at least 10 kilograms.
Moreover, offering free delivery within Bangkok when the customer purchases at

least 10 kilograms or lunch box at least 30 boxes.
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2) Publics relations
Since the paired t-test in Table 33 shows that the null hypothesis is accepted which
means that the customers’ satisfaction level is not significantly greater than the
expectation level of customers in the variety of advertising methods factor, the
company has to improve this factor. Some customers comment that natural word of
mouth method is inconsistency, which can provide not enough information, and slow
to reach the customers. To increase the variety of advertising methods, the company
chooses digital marketing application for promoting the new products and services.
Since Figure 26 in the survey shows that the popular communication channels which
the customers use frequently are Facebook followed by the website by excepting the
traditional channel like in-store and telephone as well as Line that the company
already has. Therefore, the company will change from natural word of mouth to

popular online methods such website and Facebook page.

P5: People

As the result of hypothesis testing in Table 35, the null hypothesis is accepted. The
satisfaction level of customers in the quality of service staff factor is not significantly
greater than expectation level. The service staffs such as sale persons of the
company play an important role as the company’s representatives facing the
customers. There are some comments from the interviewees that some staffs of the
company lack of product and service knowledge and service mind. Therefore, the
company will change from unwell-trained staffs to well-trained staff about products

and service including service mind.

P6: Process

To retain the existing customers, and attract new customers, the process of the
company should create customers’ impress through services that are convenient,
correct, and fast.

1) Restaurant and retail process: create the process for the new restaurant and

the retail.

2) Wholesales and delivery service process: from Table 34, the paired t-test of
delivery service describes that the null hypothesis is accepted which means the
satisfaction level of the delivery service factor is not significantly greater than the

expectation of customers. There are some comments from customers in the interview
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which are the company has no standard process for delivery service that sometimes
make the company cannot deliver the product on the time or the location that they
want. The company has found the root cause of this problem and find out that there
is no official delivery service process and full capacity of delivery service for some
period. Therefore, the company will change from non-standard process to the

standard process.

P7: Physical evidence

From Table 30, the null hypothesis is accepted which means that the customers’
satisfaction level in product physical evidence factor is not significantly greater than
the expectation of the customers. The physical evidence factor is related to
atmosphere included the cleanness of the store. Some customers comment in the
interview that the old branch look so old and they prefer modern architecture style.
Also, the modern architecture is one of the most popular styles nowadays (Esmonde,
2014). Therefore, the new branch which will be a retail/wholesale store, and a new
restaurant at the commercial building in Bangkok Noi district in the inner city of
Bangkok will have modern style atmosphere which the modern architecture’s
fundamentals are simple and clean (Little, 2014). Therefore, the company will change
from clutter to modern architecture with five senses included sight, taste, smell,
hearing, touch, as well as apply 5S composed sort, set in order, shine, standardise,

and sustain.

After that from August 2016, an old branch of traditional retail and wholesale store on
two commercial building in Phra Nakhon district, inner city of Bangkok, is going to be
renovated because nowadays it looks old, not modern which cannot attractive new
customer as the customers’ satisfaction of physical evidence which related to
atmosphere and cleanness of the store is significantly low in the survey and they also
commented on the interview. The company also plans to be a member of Wongnai
application, the most popular application for finding and reviewing a restaurant in
Thailand. In addition, there are some new products added for increasing sale of the
restaurant, such as sausages, ham, Chinese Dim Sam in order to provide more
products for customers. The market strategy for direct sale will put more emphasise
on introducing products and services to the new hotels, restaurants, school, and
other banquet halls to increase market opportunity for the company. Moreover, the

company plans to create Line official account which increases convenience and have
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many specific functions for supporting business. Therefore, the strategy in 1 year can
be summarised as follows:

* Renovate the old branch

» Keep updating on the website and Facebook.

* Increase market channels, such as customers can order products through
Instagram, and Line official account.

* Increase market awareness, such as being a member of Wongnai application.

* Increase market opportunities, such as direct selling to new wholesales
customer groups such as new hotels, restaurants, school, and other banquet halls

* Introduce fresh food menu set e.g. suki, barbeque on requested of a customer.

5.4.2 Marketing Planning

Plan June July

Apply all 7Ps marketing mix strategies

A
A 4

such as provide online communication
channels, online advertising and selling

beverage

Selling Thai a la carte food from 5 p.m.

A
A 4

until 1 am. at the new restaurant every

day

Provide delivery service for the

A
v

restaurant

Contacting with the new hotels,

restaurant, and schools, in order to the

A
A 4

number of customers.

Table 38: Marketing planning for June and July

From the previous table, it shows that the company started to use online
communication channels in order to provide more convenient for customers who
would like to contact the company. So, there is a promotion offered for those who
participated in the online communication channel of the company in order to raise
awareness and recognition of customers. Moreover, the company also aims to
increase the number of customer for the restaurant by contacting to the new hotels,

restaurants, or schools to increase the sale. The food sale in the restaurant also
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increased. From the table shown that, after the restaurant has been opened for one
week, the company aims to add more ingredients, such as goose meat, quail meat,
and beverage in order to increase the variety of products sale in the restaurant. And
lastly, during the restaurant has been launched, the old brand will be renovated in

order to set as the second branch of the restaurant in the future.

5.4.3 Development Team

The development team of the project are; General manager, Head staff, 1 full-time

staffs, and the author @uthor also being an IT consultant).

55 Implementing Marketing Plan

The implementing marketing plan can be explained as follows:

5.5.1 7Ps Marketing Mix Implementation

The new marketing model for the short-term plan is implemented by based on the

7Ps marketing mix and the level of attention in Table 37 as follows:

P1.Product

For the first P, product strategy is divided into five relevance strategies as follows:

1) Package of product
The company will develop product packaging by changing from using foam box to
food plastic box, and biodegradable box that resist to heat from freshly cooked food
and environmental-friendly. Brand, shape, and size of food plastic box and
biodegradable box will be selected by the company’s owner by concerning to quality

and cost of them.

2) Quality of butchery service
The company will increase the quality of butchery service by showing an example cut
piece to customer for checking that it is the same size and shape as the customer
want before service. This service improvement is under the responsibility of the head
staff.
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3) Quality of product
The company will change from ineffective bone and meat separator machine to the
new effective bone and meat separator machine. The company is going to change
from stocking the product 2 days to stock not over 24 hours for fresh food products
included Thai dessert products and bakery products. Moreover, the company will
launch freshness guarantee to make more confident for customers. If the product is
not meet customers’ freshness expectation, the company will change the product
with free delivery charge or refund. To return a product and receive a refund, the
customer needs to show the receipt and return the fresh product within one day by
based on the discretion of freshness expert of the company. These will be under the

responsibility of the staffs.

4) Variety of product
The company will change from providing only raw food such as fresh and dried food
to providing more food product category like ready to eat freshly cooked food. This
job will be responsible for the staff such as finding out interesting food choices.
Increasing the number of products will rise the number of food choices to attract
more customers; for example, goose, partridge, quail egg, and freshly cooked food
products provided in many Thai a la carte menu such as entrée over rice that will
introduce in this marketing plan about 50 menus. Moreover, in this plan will introduce
beverage menu from zero items to more than 10 products. These will make the
number of goods of the company from about 400 to over 460 products which will rise
sales revenue of the company. Therefore, the company provides various food that
covers nearly all food product type as follows:

- Fresh Food: pork, chicken, duck, beef, fish, seafood, fruits and vegetables

- Processed food or dried food: cereal, seasoning, jam, cheese, butter, flour, rice,

dried fruits, etc.

- Thai dessert: Bualoy, Foi Tong, Jelly, Khanom Chun, Lod Chong, etc.

- Bakery: Banana Cake, Breadstick, Brioche, Bread, Croissant, etc.

- Introduce new ready to eat food by providing freshly cooked food in many Thai a

la carte menu such as Entrée over rice.

- Introduce new various beverage. Please see the product list in Appendix F.
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5) Variety of service

There are various services of the company; for example, boil, steam, warm, fillet,
slice, cut, fry, and mince. To increase the variety of service satisfaction, the company
will introduce new service like cooking and made to order food lunch box or banquets
when a customer orders more than 20 boxes that a customer can order various Thai
a la carte menu as he or she requests. This task is under the responsibility of the
staff.

P2: Price

The price of the products relies on retail price from the central government price of
the department of internal trade under the ministry of commerce (Dit.go.th, 2015). For
the wholesale price, the company will reduce from up to 15% to 20% of the central
retail price to attract more customers and more satisfy. The Thai a la carte or Entrée
over rice of the restaurant will sell at the reasonable competitive price. After the
survey of the other nearby restaurants by the head staff of the company, it found that
the brand name restaurants sale about 50 to 60 Baht, but the street food stalls sell
around 25 to 30 Baht for one option of entrée over rice. Therefore, the restaurant of
the company will sales one option of entrée over rice at 35 Baht. For two options of
entrée over rice, a brand name restaurant sales 65 Baht but the company sales 40
Baht.

P3: Place

1) Ordering channels
The company will change from providing only traditional channels to adding popular
online channels such as website and Facebook. This job is under the control of the
owner. The increasing of the variety of ordering channels will rise the opportunity for
purchasing the product from the company. The company will add popular online
channels such as website and Facebook to increase variety of ordering channels.
Also, since in the survey, people recognise existing channels not much, the company
will also inform and promote existing communication channels which are telephone,
Email, and Line application channels to customers through staffs, Facebook, and
website of the company. This will raise the existing communication channels’

recognition which will make more convenience to communicate with the enterprise.
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2) Location
The new location should in community area and has car parking. After the survey of
the head staff and the meeting of management level. The new location for the new
branch will locate in the business area of Bangkok in Bangkok Noi district on Arun
Amari road which have many people who pass through the street and has car
parking. The company is going to pain building in a bright colour that obviously see
by passing. This location is convenient for customers to visit before going to their
office in the morning and have lunch near their office in the afternoon. Moreover, the
company will mark the location of the shop in Google map (Google Maps, 2016) for

customers finding the shop easily.

3) New business place
The company is going to inducing the products and services to new establishing
business place because it has few competitors or weak relationship with suppliers.
The new business places that the company will direct selling by sales persons are
new hotels, new restaurants, and new school since these is the wholes sales
business customer’s type that the firm has ever deal with, and has much experience.

This strategy will acquire market opportunity for increasing number of business

wholesales customers for the enterprise.

P4: Promotion

1) Sales promotion

To improve customer satisfaction and increase sales, the company will give
discount 5% when a customer buys meat at least 30 kilogrammes. For entrails, the
company will discount 3% when a customer buys at least 10 kilogrammes. If a
customer purchases fresh products at least 10 kilogrammes, the company offers free
delivery within Bangkok. When a customer buys freshly cooked food or entrée over
rice lunch box at least 30 boxes, the company will provide free delivery within

Bangkok. This task is under the control of the owner.

2) Publics relations
To increase variety of advertising methods, the company chooses digital marketing
application for promoting the new products and services which this job is also under

the control of the owner. The popular applications are Facebook and website.
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» Facebook

The company is going to create a Facebook fan page for who interesting in the
company to press “Like” to follow the company information and updating. This page
will be updated every 2 weeks. This application will provide convenience and
closeness to both the company and customers to communicate immediately through
wall and message. In addition, the company will run Facebook Ads to increase

awareness of potential clients, especially who are near the store.

> Website

Website is a direct public relation channel to target customers through www.ABC.com

of the ABC company. The website will provide information about existing and new
products and services of the company as well as company’s information such as
background, location, and contact. The website will be a two-language website both

Thai and English to increase selling opportunity.

Moreover, these Facebook and website will increase the variety of advertising

methods which will rise opportunity to reach more potential customers.

P5: People

To get new customers and maintain existing clients, increasing the quality of service
staff is important. The staffs have responsibility for this program. The company will
train the employees as follows:

- Product and service information: the staffs have to know every product and
service for advising and answer the customer correctly.

- Service mind: The employees will be trained to have service mind because this
will make the staffs to answer every question clearly with smile, and ready to help the

customers by wholehearted.

P6: Process

Retaining the existing customers as well as attracting new customers, the process of
the company will create impress through services that are convenient, correct, and
fast to customers as follows:

1) Restaurant and retail process

The following figure will describe the flow of the new restaurant and retail process.


http://www.abc.com/
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[ End |

Figure 40: Restaurant and retail process

2) Wholesales and delivery service process
To standardise and increase capability of delivery service, the company plan to set
up official standard process, and apply delivery service management by focusing

arranging the delivery timetable and route to bring out higher effective in this limited
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resource. However, the company plan to recruit new delivery staff, if the project gets
a positive respond. In addition, the company also considers the quality of the delivery
product such as a lunch box should be deliver to customers within 30 to 45 minutes
to keep the freshness, warmness, and taste of the foods. This is the responsibility of

the staff. The process for wholesales and delivery service is shown as follows:

Customer Servicing Unit Production Unit

Receive
Order Products
Available
?

Inform to
customer
N
Ask location and
time to delivery

the products
N

Delivery service
management

N2
Send order to

production unit

Get Inform

Recieve order
from sevicing unit

Reduce the \l’
Produce
stock record
products
Get inform and \L
Recieve delivery to - Inform servicing
products customer on an unit

appointment

Ask for billing Billing

Get receipt and
changes

[ End ]

Figure 41: Wholesales and delivery service process
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P7: Physical evidence

The new branch will have modern style atmosphere which the modern architecture’s

fundamentals are simple and clean (Little, 2014). This branch is going to be retail and

wholesale store as well as opened for the new restaurant at the new commercial

building of the company. The task is the responsibility of the owner. The atmosphere

in the restaurant can be divided into five senses as follow:

Sight: modern interior decoration, clean, convenience, and enough lighting
for seeing products clearly within the store and from outside of the store.
Painting a bright colour tone on the front of the shop will attract passing
people’s see the shop obviously.

Taste: delicious freshly cooked food in various Thai a la carte menu such as
entrée over rice that produces by local Thai people

Smell: the smell of freshly cooked food will attract people pass through the
street and customers within the shop to order that food.

Hearing: turn on the music with less loud that make customers feel
comfortable but has modernity.

Touch: table, chair, spoon, fork, and plate that are the example that the
clients in the restaurant touch. Those objects should have cleanness to

make people feel clean and safety.

The company is also going to apply 5S for organising the workplace and working

practices (Hirano, 1995). S1-3 are related to items and place management, and S4-5

are related to people management as follows:

S1 Seiri: organisation or sorting the items from clutter by exploring, dividing,
wiping out items that do not require the work

S2 Seiton: orderliness or arranging the items in an efficient manner for
convenience and safety which composed 4 steps: identify necessary items,
categorise, systematically store, and put frequently use item near otherwise
put them far.

S3 Seiso: cleanliness or sweeping the tools, machines, equipment, and area
as well as check and maintenance with 4 steps: specify responsible area,
wipe out the origin of dirtiness, clean, and dust off.

S4 Seiketsu: standardised cleanup to ensure the first three stages (S1-3)

become common ways of working.
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S5 Shitsuke: discipline or sustain by ensuring that the organisation
continually improve with the previous stages (S1-4) together with continuing

housekeeping, and maintain conduct audits.

According to Lean Manufacturing Tools (2016), 5S should develop to be part of the

culture and responsibility of everyone in the company.

5.5.2 Production and Operation Objectives

Control the quality of products by concerning about the standard and quality
control of ingredients selection. The ingredients selected should reach the
standard quality which widely accepted by the global standard, such as
guality of meats, vegetables, fruits, as well as other ingredients which no
additives or any substance that damage the health of consumers.

Create a working system, including arranging the cooking table to manage
cooking timetable more effectively, and to provide the product to meet the
need of customers.

Developing a productivity service to reduce the cost and can provide the
highest performance of management.

Considering the way to manage organisational resource more effectively by
focusing on the development of the standard of ingredients distribution,
purchasing system, inventory management, as well as the way to manage the
human resource, which can support the company can gain the highest
benefits from business operation.

Conducting the research to understand about consumer’s attitude towards
products or services provided by the company. The feedback and
recommendation from the customer will be used for information to develop the

market strategy in the future.

5.5.3 Inventory Management

A staff accountant is a person who makes a purchasing order when the ingredients

that need to use in the restaurant is not left or almost left, while the plan of production

will be decided by using the result of the meeting that will be arranged in every week.

The advantage of ABC store is the company is both an ingredient supplier and the

owner of the restaurant, that means the ingredients that used in the restaurant mostly

come from the existing products which sale by the ABC company, which can help the

restaurant easily to control the cost of production and the cost of inventory
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management. However, the cost of production in the restaurant must be included the

cost of distribution, which came from the cost ingredients delivered from the old

branch to the new restaurant.

5.5.4 Delivery Service Management

The delivery service for ABC restaurant is planned by focusing on the ability of the
store to deliver product to the customers timely, while the food ordered by the
customers should be delivered in freshness or the quality should as same as the food

that sale in the restaurant. In the restaurant, the staff should arrange the delivery

timetable for manage the products and deliver queues for delivery staff, by focusing
on the adequacy of product for delivering, and estimate the delivery routes to

facilitate the delivery staff to deliver products on time. The product, especially, a la
carte food should be delivered to the customers within 30-45 minutes to keep the

freshness and the taste of the foods.

55,5 Leftover Products Management

The food sale in the restaurant should be sold out every day because the company

does not have the policy to use the leftover products to recook and resale again. So,

the ingredients, especially, fresh products, such as meats, vegetables, fruits, should

be ordered daily, as well as should be delivered to the restaurant before 1 am. to
support the cooker can cook the food to sell on time. the data about ingredient

ordered to the restaurant daily should be storage into the computer in order to update
to the database that can help the company knows how many raw ingredients are

used daily.

5.5.6 Customer Relations Management

The company also focuses on the way to manage the relationship between the store

and the customer who had experienced in the ABC restaurant. Customers can

provide their feedback or recommendation through the company’s website or social

media, or other communication channels that they preferred to use. Also, the

promotion and new product will be advertised through the social media space in

order to raise the awareness of customer towards products or services offered by the
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company. At the same time, the cooperation customer, such as hotels, restaurants, or

school also can provide the feedback or special requirement to the company in order
to finding the strategic planning or products in order to providing to those who would
like to order a new product for a specific requirement, such as ordering the food for
school party, etc.

The following are the example of the company’s website and Facebook.

5 I com X = o X
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OUR STORE

Local fresh mart for everyone
. retail and wholesale store, has a long experience to supply

various food products including fresh food, dried food, frozen food,

well-done food, Thai dessert, bakery, and beverage We have been
— [—

entrusted by many leading hotels, schools, and restaurants in Bangkok,
FOOD & SUPPLY

Thailand over 20 years

OUR PRODUCTS
Various quality food products
Il s = one-stop food center for cooking. We provide various

quality food products including pork, chicken, beef, duck, seafood,

vegetables, fruits, cereal, spices, seasoning, Thai dessert. bakery.

and beverage from standard farms and factories daily.

& Il com X K — o X
< 2> 0O | Bl t *| = Z Q0

OUR SERVICE

Various special services

Our store serves many convenient services for your cuisine. For
example, boil. steam, warm, fillet, slice, cut, fry, mince and 24 hours on-
time delivery service. Moreover, we have a Il restaurant that
serves various 2 la carte menu using fresh and high-quality products
You are welcome to enjoy delicious breakfast and lunch daily special

created by our chef

Figure 42: Example of the company's website
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Ethnic Grocery Store « Bangkok, Thailand
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See Translation

For more information, please see Appendix B.

Home About Photos Reviews Videos

fstatine Tua

Tel:

Fax: I
Email [ 2 hotmail.com

The company provides various fresh and dried
food products including meats, vegetables,
fruits, cereal, bakery, Thai dessert and
seasoning. Therefore, the company is a one-
stop service for buying fresh food and dried
food including ready to eat foods with the on-
time delivery service.

Address

I Bangkok, Thailand, TH

DA »
Send Email Visit Website
Home About Photos Reviews Videos

Delivery added 5 new photos.
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See Translation

Figure 43: Example of the company's Facebook page

For more information, please see Appendix C.
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5.5.7 Research and Development

The research, regarding consumer attitude towards products sale in the restaurant,
as well as customer perception towards service provided by the restaurant, will be
done in order to use the information for developing a new strategic planning in the
future. At the same time, the company also considers the information about
consumer behaviour towards decision making and behavioural on food and drink
consumption. So, it can be said that the customer satisfaction research will be
conducted in every 6 months, also the information regarding the factor affecting
decision making and customer behaviour will be conducted in every 6 months in

order to develop new products to the restaurant.

5.6 Measurements and Results

5.6.1 Marketing Analysis After Implementing the New Marketing Model

In this chapter, it will focus on the study of consumers’ opinions and behaviours
including marketing factors that influence purchasing of food products and choosing

restaurants in Bangkok. The information from analysing the data is going to be

evaluated the effectiveness of the marketing strategies of the company to respond to

consumers’ requirement and make a concordance of the market situation. The

researcher has specified the regulation for this research in the following topics:

Purpose
The marketing analysis has been arranged to fulfil the purposes as follows:

1) To recognise the needs of customers and potential buyers to
increase effectiveness of the current marketing strategies and create

new effective marketing strategies in the future.

2) To evaluate the effectiveness of the new marketing strategies.

Objective
This marketing analysis has the objective as follows:

1) To study consumption behaviour and marketing factors that

influence consumers in purchasing food such as food including
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choosing restaurants within Bangkok by focusing on people who live or
work near the current and new store’s area. Therefore, the
guestionnaire will be distributed by hand to people who live and work in
the areas.

2) To collect opinions of customers about ABC store.

Research Scope

Population

The interested population for this research is both male and female consumer groups

that work, live, or have activities in Bangkok. This boundary size is selected for two

reasons. First, it will promote local sales in Bangkok that the logistic burdens both

cost and time such as travel cost, delivery charges, travel time, and delivery time will

not have to pay much. Therefore, receiving return customers’ opportunity will be high.

Next, since the furthest positions in Bangkok are not too far from the store, the

company has the ability to deliver.

There are three steps for estimating population in the area by the following method:

a. For considering the target population size, the people who live, have

b.

activities, and work in the area which is population size by migration will be

the interested population size. To find the size of population by immigration

within the area in the present, the first step is to find the percentage of
Bangkok population by habitant which compared to Bangkok population by

migration. The Bangkok population by habitant is the number of people
registered live in Bangkok but not include the people who migrate to Bangkok.
As stated by National Statistical Office (Service.nso.goth, 2016), the number
of Bangkok population by habitant in 2015 is 5,696,409 people. The humber of
Bangkok population by migration in 2015 is 6,351,200 people

(Service.nso.goth, 2016). Following is the formula to calculate the percentage
of Bangkok population by habitant.

The population growth rate can be calculated from comparing between
Bangkok population size by habitant in 2015 and Bangkok population size by

habitant in 2014 as shown the following formula:
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Population size in 2015—Population size in 2014

x100

Bangkok growth ratev-=

Population size in 2014

According to National Statistical Office (Service.nso.go.th, 2016), the number of

Bangkok population by habitant in 2014 is 5,692,284 people that increased to
5,696,409 people in 2015. Hence, the Bangkok growth rate can be calculated

based on the previous formula as follows:

5,696,409 —5,692,284

X100
5,692,284

Bangkok growth ratev-

=0.0724%
Therefore, the Bangkok growth rate is 0.0724 percent.

By assuming that the Bangkok population’s growth rate by migration is similar
to the Bangkok population’s growth rate by habitant and the growth of
Bangkok population is uniform distribution. The Bangkok population size by
migration in 2016 can be calculated from the following formula:

Bangkok population size by migration in 2016

_ Bangkok population size by migration in 2015
N 100

x(100 + Bangkok growth rate)

6,351,200
100

x (100 + 0.0724)
=6,355,798.27 persons
Therefore, the population size in Bangkok by migration is about 6,355,798.27

persons in the present.

Samples

Food consumers in Bangkok area had been randomly interviewed. The survey

method is convenience sampling because the exploration is the research type and

the size of the population is relatively small. According to Yamane, T (1967), the

sample size can be calculated from a simplified formula. A 95 percent of confidence

level and + 5 percent of precision level are assumed for this equation.

n=—N__
1+N(e)’
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Where n is the sample size, while N is the population size, and e is the level of
precision which is 0.05. The sample is calculated by applying above formula as
follows:

_ 6,355,798.27
- 2
1+(6,355,798.27) (.05)

_ 6,355,798.27
15,890.4957

n = 400 persons
Therefore, the sample sizes for after implementing strategies questionnaires should

be 400 samples.

Variable

For this research, the variables are described as follow:
1) Dependent Variable: purchasing behaviour

Source of food purchasing and consumption frequency

Marketing factor related to food purchasing decision

Time for ready to eat meal included morning, afternoon, and evening
Frequently purchasing channel

Frequently food menu for morning and afternoon meal

-~ 0o o0 T @

Suitable price for a meal
Opinion for ABC store

= Q@

Consumption behaviour for ABC store
i. Opinion for processed frozen ready to eat food
j.  Opinion for ready to eat food such as Thai a la carte
k. Additional comments
2) Independent variables: demographic characteristics
a. Gender
- Female
- Male
b. Age
- <20 years
- 21-30 years
- 31-40 years
- 41-50 years
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- >50 years
c. Marital status
- Single
- Married without a child
- Married with a child
- Other...
d. Number of household member
- Alone
- 2-3 people
- 4-5 people
- >5 people
e. Occupation
- Student
- Government officer or State enterprise employee
- Private Employee
- Business owner
- House Wife
- Other...
f. Monthly Income
- < 10,000 Baht
- 10,001-30,000 Baht
- 30,001-50,000 Baht
- 50,001-70,000 Baht
- 70,001-100,000 Baht
- >100,000 Baht

Tools

The tool for this research is questionnaires which are distributed by the researcher
and distributed through online. The questionnaire has been approved about content
validity, construct validity, and reliability by the thesis’s advisor for making the
guestionnaire complete and cover all the objective.

There are three parts of the questionnaire.
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Purchasing behaviours

In this part, it asks about behaviours which include places, frequency, and marketing

factors related to fresh food products’ purchasing. There are 3 close-ended response

guestions and 2 open-ended response questions as follows:

e.

f.

g.

1) The importance of various marketing factors that influence the

decision of fresh food, or ready to eat food product purchasing. The marketing

factors in the case of products which consumers realise the importance can

be categorised into 7 P’s marketing mix as follows:
Product: quality, variety, packaging, the variety of services, quality of
butchery service, and fresh guarantee.
Price: the price of products.
Place: location of the store, various ordering channel.
Promotion: sale promotion such as giving a discount, various public relations
such as via social media, and website.
People: customer service
Process: delivery service

Physical evidence: taste, atmosphere and cleanness of the store.

This question will be measured by interval scale with the scoring principle of

Likert scale in 3 levels from 1 to 3 while 1 is the not importance and 3 is the

importance. A multichotomous question has been applied.

Part 2:

2) Time for having a ready-to-eat meal. The measurement scale is
norminal. A multichotomous question is applied.

3) Food menu. The measurement scale is nominal. The open-ended
multichotomous question is applied.

4) Suitable price for a meal. The measurement scale is norminal. A
multichotomous question is applied.

5) Purchasing channels that respondents regularly place an order. For
example, at the store, via phone call, fax, email, Line application, Facebook,
and the store’s website, online marketplace. The measurement scale is
nominal. This question is open-ended multichotomous questions which the

respondents can create choices of their own.

Opinions, Perceptions and Behaviours of the ABC store
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This part includes 9 close-ended response questions and 2 open-ended response
guestions as follows:

1) Does the respondent know the ABC store? The measurement scale is
nominal. A dichotomous question has been applied.

2) For the interviewee who knows the ABC store, how did the interviewee know
the ABC store? The measurement scale is nominal scale. A multichotomous question
has been applied. This question is open-ended question since the respondents can
create their own choice.

3) For the interviewee who knows the ABC store, has the interviewee ever
purchased a product from the ABC store? The measurement scale is nominal scale
and a dichotomous question is applied.

4) For the interviewee who has purchased ABC store’s products, the respondent
is asked about his or her purchasing frequency of ABC store’s products. The
measurement scale is ordinal and a multichotomous question has been applied.

5) What is a type of ABC’s products that the interviewee has purchased? A
multichotomous question is applied. This question is open-ended. The measurement
scale is nominal scale.

6) Other ordering channels of the ABC store that the interviewee know. The
measurement scale is nominal and the multichotomous question has been applied.

7) Satisfaction of the interviewee on various factors of the ABC store. This
guestion is measured by interval scale with the 3 levels of Likert scale from 1 to 3
while 1 is unsatisfied and 3 is very satisfied. A multichotomous question is applied.

8) Satisfaction of the interviewee on new services like ready to eat food in Thai a
la menu. A multichotomous question is applied. The scale of measured for this
guestion is interval scale with the 3 levels from 1 to 3 while 1 is unsatisfied, and 3 is
satisfied.

9) Overall satisfaction of the interviewee on the company. The scale of
measured for this question is interval scale with the 3 levels from 1 to 3 while 1 is
unsatisfied and 3 is satisfy. A multichotomous question is applied.

10) Additional comments. An open-ended question has been applied.

Part 3: General information of respondents

This part asks about demography or general information of respondents included 4

close-ended response questions and 2 open-ended questions.
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1) Gender- A dichotomous question has been applied. The measurement scale
is nominal scale.

2) Age- A multichotomous question has been applied. The measurement scale
is nominal scale.

3) Marital status- A multichotomous open-ended question is applied. The
measurement scale is nominal scale.

4) The number of household member- A multichotomous question has been
applied. The measurement scale is nominal scale.

5) Occupation- A multichotomous open-ended question has been applied. The
measurement scale is nominal scale.

6) Monthly Income- A multichotomous question is applied. The measurement

scale is nominal scale.

Data Analysis

After the questionnaires that survey opinions, behaviours, and marketing factors
influencing purchasing of the company’s products have been collected, the
guestionnaires are verified the correctness. The answers to closed-end questions are
going to be scoring and coding for creating data into the number which a computer
can understand. After that, the result will be evaluated in SPSS (Statistical Package
for the Social Sciences) program (IBM SPSS Statistics, 2016) by following the
analysis step of Vanichbuncha (2016). Then, the statistical analysis table will be
created to translate the data and report the result. The statistics that apply for
analysing the questionnaires are both descriptive and inferential statistics. The
descriptive statistics will compose of charts, tables, and numerical measures. The
inferential statistics will include the hypothesis testing. Both statistics will describe the

collected data’s characteristic and relationship.

Result

The survey was conducted after the company used the strategy in June to July 2016.

The online communication channels, such as website and social media sites are
used for raising awareness of the customers. The number of people who participated

in the second survey was 400 people.



130

So, after used the strategy, there were 189 people (47.3%) recognised about ABC
store, while there were 211 persons (52.7%) unrecognised about the store’s name.
consider the channels that customers used for communicating with the restaurant
shown that, most of the customers were 130 people (68.8%) know the restaurant
through Facebook, followed by 107 people (56.6%) knew the restaurant by
themselves, such as directing go to the restaurant. There were 105 people (55.6%)
acknowledge the company by the recommendation of a well-known person, such as
family, friend, ect., while the number of people who knew the restaurant through the
company’s website was 75 people (15.6%). At the same time, there were 39 people
(8.1%) who acknowledge with the restaurant by using Line mobile application, and 24
persons (5%) knew the restaurant by company’s sale person. And lastly, the people
who recognised about ABC store were 148 people (78%) ever purchased a product

from ABC store, while 41 people (22%) never purchases a product from the store.

The following figure shows the analysis of customer recognition and communication

channels used.
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Figure 44: Customer recognition, communication channels used, and purchase

experience
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Purchase frequency to buy products from ABC shop
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Figure 45: Purchase frequency to buy products from ABC shop after implementing

the strategies

From the above figure, it shows that most of the respondents were 47 persons
(31.8%) purchased products from ABC shop 4-6 times per week, followed by 36
persons (24.3%) who bought the product from the store every day. Besides, there
were 29 persons (19.6%) who purchased products from the store 2-3 times per
week, while the number of customers who purchased products from the shop once a
week was 21 persons (14.2%). Also, there were 6 persons (4.1%) who purchased
products from the store 2-3 times per month, while there were 5 persons (3.4%) who
purchased products from the store once a month. Lastly, there were 4 persons

(2.7%) who purchased products from the store less than one time per month.
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Types of product that they always buy from ABC shop

Beverage ImmmmmmmmmmmSmm———— 345
Thai ala carte T 01 .9
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Fresh fish meeesssssssss———— 31.8
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Figure 46: Types of product that they always buy from ABC shop after implementing

the strategies

From the previous figure, it shows that most of the respondents were 136 persons
(91.9%) always purchase Thai a la carte freshly cooked food which has been
introduced according to the marketing strategy of the company. This means that this
new product gets popular significantly. Next, there are 98 persons (66.2%) always
purchase fresh pork from ABC shop, while 83 persons (56.1%) who always buy a
fresh egg from the store. There are 76 persons (51.4%) who always purchase fresh
chicken meat from the shop, followed by 51 individuals (34.5%) who always
purchase the beverage that the shop introducing in this marketing strategy. This
means that this new product type acquires appreciate as well. Besides, the number
of people who always to buy fresh fish from the shop is 47 persons (31.8%).
Furthermore, there were 40 persons (27.0%) who always buy dried products from the
shop, while there are 39 persons (26.4%) who always purchase fresh duck from the
shop. In addition, there are 32 persons (21.6%) who always purchase fresh beef from
the shop, followed by 31 persons (20.9%) who always purchase fresh fruits and
vegetables from the store. Moreover, there were 21 persons (14.2%) who always
went to the shop to buy fresh seafood products. Thai desserts also be one of the
products that interested by the customers, from the survey shown that, there were 19
persons (12.8%) who always buy Thai desserts from the ABC shop, while there are

14 persons (9.5%) who always go to the store in order to buy bakery products.
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Communication channels recognition

Other than contact with the store by accessing through the store location, there were
four channels that ABC shop provided for their customers to contact the shop.
Therefore, this part has presented the recognition of customer regarding the
communication channels that they've known or every used. The results of data

analysis can be shown as follows:

100 91.9 91.22
80
66.9 62.2
60
42.6
40
21.6
20
x|
0
Telephone Fax Email Line Facebook Website Do not know
= Percent

Figure 47: Communication channels recognition of the respondents after

implementing the strategies

From the above figure, it shows that the most communication channel known by the
customers is a telephone, there were 136 persons (91.9%) recognised this channel
which is also promoted on the top on the company’s Facebook fan page. For the new
communication channel like Facebook application, there are 135 persons (91.22%)
using this channel to communicate with the company. Next, online chatting
application by using Line application as a channel to communication with the store,
the survey shows that there were 99 persons (66.9%) recognised this channel. There
were 92 persons (62.2%) who knew that they can contact the store by using the
company’s website which is also a new communication channel developing in this
marketing plan. Moreover, there were 63 persons (42.6%) known that they can
contact the store by sending an email. Lastly, there were 32 persons (21.6%)
answered that they communicate with the company by sending a fax, other than
contacting with the store by accessing through the store location, a person (0.7%)
does not know other communication channels that can help them easily to contact

with the company.
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Consider the level of satisfaction of the customers towards products and

services of ABC shop

Level of satisfaction —
Factor Strongly Moderately Unsatisfied | X Meaning
satisfied satisfied

Quality of products 134 14 0 291 Strongly

90.5%) 9.5%) satisfied

Variety of products 108 40 0 2.73 Strongly

(73%) 27%) satisfied

Taste 104 44 0 2.70 Strongly

(70%) (30%) satisfied

Quality of 82 64 2 2.54 Strongly

packages (55%) (43%) (2%) satisfied

Price 100 48 0 2.68 Strongly

(67.5%) (32.5%) satisfied

Promotion 79 69 0 2.53 Strongly

(53.4) (46.6%) satisfied

Location of the 78 65 5 2.49 Strongly

shops (s2.8%) (52.7%) (3.4%) satisfied

Physical evidence 68 80 0 2.46 Strongly

45.9%) (54.1%) satisfied

Variety of services 68 77 3 2.44 Strongly

45.9%) (52%) (2%) satisfied

Quality of butchery 73 67 8 2.44 Strongly

service (49.3%) (45.9%) (5.4) satisfied

Variety of 104 42 2 2.69 Strongly

advertising (70.3) (28.4) (1.4) satisfied
methods

Variety of ordering 114 33 1 2.76 Strongly

channels (77.0) (22.3) (0.7) satisfied

Delivery service 101 43 4 2.66 Strongly

(68.2%) (29.1%) 2%) satisfied

Quality of service 83 65 0 2.56 Strongly

staff (56.1%) 43.9%) satisfied

Fresh warranty 99 49 0 2.67 Strongly

(66.9%) (33.1%) satisfied

Total 2.62 Strpn_gly

satisfied

Table 39 : Satisfaction of the customers towards products and services of ABC shop

after implementing the strategies

From the previous table, it shows that the customers are strongly satisfied in every
marketing factor of the company which describe that the marketing strategies of the
company are effective. The previous table can be analysed that, most of the

customer were 134 persons (90.5%) satisfied with the quality of products provided by
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the stores. From the average score, it is followed by the variety of ordering channels,
the variety of products, taste, and variety of advertising methods respectively. To
sum up, after applying the marketing strategies, every marketing factors of the

company got strongly satisfied level which mean that the strategies are effective.

However, from the survey can be discussed that the customer satisfied with the
quality of products which offered by the restaurant, it means that the company is
getting high confidence level from the customers towards goods and services sale in
the store. This is related to the marketing mix considered which indicated by the
company that, the company aims to provide customers with high quality of products,
while the product should be offered many types of food, the taste should be
appropriate to the price, the packaging should support the environmentally friendly
and easy to use, as well as the service of the staff should be a factor that can build
satisfaction levels of the customers. The research showed that the client strongly
considered to the freshness and quality of food that sale by the store, while the taste
of product demonstrated that most of them satisfied with the taste of food that sale in
the restaurant. Considering the packaging demonstrated that most of them satisfied
with the package used or 82 persons, followed by 64 persons and 2 persons who
moderate satisfied and low satisfied with the packaging used, respectively.
Regarding the staff, it is a factor that should be developed by the company to build
satisfaction among the customers. The research showed that most of them were 83
people satisfied with the service provided by the restaurant’s staff, while up to 65
people moderate satisfied to the service of the staff. It can be said that the brand
image and brand reputation of the company can be increased by using good service
from the staff. This is because the staff is one of the people that directly relates to the
level of satisfaction of customers towards experience to make a purchase in the
store. Moreover, from the survey also showed that most of the customers accepted
that, the communication channel is an important factor should be considered which
are 125 persons from 148 persons. Therefore, it means that the company indicate
the right strategy which focuses on the development of communication channels to
support people more comfortable to contact the restaurant or with the company
through online channels and other communication channels. Finally, after collected
data from the people who had experienced in ready-to-eat freshly cooked food sold
by the company in the restaurant. The research showed that most of them were 103

persons strongly satisfied with the ready-to-eat freshly cooked food products offered
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by the firm, followed by 41 persons who moderate satisfied with those products

offered by the company. And lastly, there were only 4 persons who has lowest
satisfied with the ready-to-eat fresh cooking sale in the ABC store as shown in the

following figure.

Restaurant Satisfaction

4 people, 2.70%

41 people, 27.70%
= Strongly satisfied

= Moderately satisfied

Unsatisfied
103 people, 69.59%

Average: 2.67, Strongly satisfied
Figure 48: Restaurant satisfaction

From the analysis, it can be said that the strategic planning which is open a new
restaurant by using the ingredients sold in the store, as well as creating new
communication channels by using online channels are factors that can support
company successful in a restaurant business in Thailand, while a good quality, taste,

and level of satisfaction of customer are evidence which confirmed the standard and

quality of products offered by the ABC store.

Comparison of expectation and satisfaction on each of 15 marketing factors

To analyse deeply on each marketing factor, comparing between satisfaction level
and expectation level of the customer on each of 15 factors will be done with the
question that “is the satisfaction level in each marketing factor of the company, as
shown in Table 39, higher than the customers’ expectation”. A 95 percent of

confidence level and = 5 percent of significance level are assumed. To answer this

guestion, paired t-test (Levine and Stephan, 2010) is suitable to apply. The

hypothesis testing of paired t-test is shown as follows:
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1. Ho: Satisfaction level is not greater than expectation level in the product
guality factor
H,: Satisfaction level is greater than expectation level in the product quality
factor
The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 1: product Satisfactionl 2.91 148 .294 2.843 0.005  (Sig. 2 — tailed)
quality Expectationl 2.78 148 502 2
=0.0025

Significance level=0.05
Table 40: Paired T-test of product quality after implementing the strategies

Since t is a positive value and the difference is in one direction but the program

gives Sig. 2-tailed, w formula is applied to find Sig. 1-tailed (P value).

T is 2.843 and P is 0.0025 which is lower than 0.05. This confirms that the Hy
should be rejected. Satisfaction level is significantly greater than expectation

level in product quality factor.

2. Hp: Satisfaction level is not greater than expectation level in the product
variety factor
H,: Satisfaction level is greater than expectation level in the product variety
factor
The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 2: product Satisfaction2 2.73 148 446 4.718 0.000  (Sig.2 — tailed)
variety Expectation2 2.44 148 .620 2
=0.000

Significance level=0.05
Table 41: Paired T-test of product variety after implementing the strategies
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T is 4.718 and P is 0.000 which is lower than 0.05. This confirms that the Hy
should be rejected. Satisfaction level is significantly greater than expectation
level in product variety factor.

3. Hy: Satisfaction level is not greater than expectation level in the product taste
factor
H,: Satisfaction level is greater than expectation level in the product taste
factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2-tailed Sig. 1-tailed (P)
Mean N Deviation t
Pair 3: taste  Satisfaction3 2.70 148 459 2.987 0.003  (Sig.2 — tailed)
Expectation3 2.54 148 564 2
=0.0015

Significance level=0.05

Table 42: Paired T-test of taste after implementing the strategies

T is 2.987 and P is 0.0015 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than expectation

level in the product taste factor.

4. Hy: Satisfaction level is not greater than expectation level in the product
packaging factor
H,: Satisfaction level is greater than expectation level in the product
packaging factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 4: Satisfaction4 2.48 148 .529 3.566 0.000 (Sig. 2 — tailed)
packaging Expectation4 2.72 148 .589 2
=0.000

Significance level=0.05

Table 43: Paired T-test of product packaging after implementing the strategies
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T is 3.566 and P is 0.000 which is lower than 0.05. This confirms that the H,
should be rejected. Satisfaction level is significantly greater than expectation

level in the product packaging factor.

5. Hy: Satisfaction level is not greater than expectation level in the price factor
H,: Satisfaction level is greater than expectation level in the price factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Mean N  Std. Deviation t Sig. 2-tailed  Sig. 1-tailed (P-value)

Pair 5: price Satisfaction5 2.68 148 470 2.452 0.015  (Sig.2 — tailed)
Expectation5 2.52 148 .553 2
=0.0075

Significance level=0.05

Table 44: Paired T-test of price after implementing the strategies

T is 2.452 and P is 0.0075 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than expectation

level in the price factor.

6. Ho: Satisfaction level is not greater than expectation level in the promotion
factor
H,: Satisfaction level is greater than expectation level in the promotion factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 6: Satisfaction6 2.53 148 501 6.576 0.000 1. (Sig-2—tailed)
promotion Expectation6 2.14 148 .509 :
=0.000

Significance level=0.05
Table 45: Paired T-test of promotion after implementing the strategies

T is 6.576 and P is 0.000 which is lower than 0.05. This confirms that the Hq
should be rejected. Satisfaction level is significantly greater than the

expectation level in the promotion factor.
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7. Ho: Satisfaction level is not greater than expectation level in the shop location
factor
H,: Satisfaction level is greater than expectation level in the shop location
factor
The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Mean N  Std. Deviation ¢ Sig. 2-tailed  Sig. 1-tailed (P)

Pair 7: location Satisfaction7 2.49 148 565 5.567 0.000 (Sig.2 — tailed)

Expectation7 2.14 148 504 2
=0.000

Significance level=0.05

Table 46: Paired T-test of location after implementing the strategies

T is 5.567 and P is 0.000 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than the

expectation level in shop location factor.

8. Hy: Satisfaction level is not greater than expectation level in the physical
evidence factor
H,: Satisfaction level is greater than expectation level in the physical evidence
factor
The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 8: physical Satisfaction8 2.46 148 500 2.471 0.015 (Sig.2 — tailed)
evidence Expectation8 2.31 148 .545 2
=0.0075

Significance level=0.05

Table 47: Paired T-test of physical evidence after implementing the strategies

T is 2.471 and P is 0.0075 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than the

expectation level in the physical evidence factor.
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9. Hy: Satisfaction level is not greater than expectation level in the variety of
services factor
H,: Satisfaction level is greater than expectation level in the variety of
services
factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 10: service  Satisfaction10 2.44 148 537 4.976 0.000 (Sig.2 — tailed)
variety Expectation10 2.11 148 .623 2
=0.000

Significance level=0.05
Table 48: Paired T-test of service variety after implementing the strategies

T is 4.976 and P is 0.000 which is lower than 0.05. This confirms that the Hy
should be rejected. Satisfaction level is significantly greater than expectation

level in the variety of services factor.

10. Ho: Satisfaction level is not greater than expectation level in the quality of
butchery service factor
H,: Satisfaction level is greater than expectation level in the quality of
butchery service factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2-  Sig. 1-tailed (P)
Mean N Deviation t tailed
Pair 11: quality of Satisfactionll 2.44 148 .049 6.764 0.000 (Sig.2 — tailed)
butchery service Expectationll 1.99 148 042 2
=0.000

Significance level=0.05

Table 49: Paired T-test of butchery service quality after implementing the strategies

T is 6.764 and P is 0.000 which is lower than 0.05. This confirms that the H,
should be rejected. Satisfaction level is significantly greater than expectation

level in the quality of butchery service factor.
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11. Ho: Satisfaction level is not greater than expectation level in the variety of
advertising methods factor
H,: Satisfaction level is greater than expectation level in the variety of

advertising methods factor
The result of T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N  Deviation t tailed value)
Pair 12: advertising ~ Satisfaction12 2.69 148 493 10.713 0.000 (Sig.2 — tailed)
method variety Expectationl2 2.03 148 540 2
=0.000

Significance level=0.05
Table 50: Paired T-test of advertising method variety after implementing the

strategies

T is 10.713 and P is 0.000 which is lower than 0.05. This confirms that the Hy
should be rejected. Satisfaction level is significantly greater than expectation

level in the variety of advertising methods factor.

12. Ho: Satisfaction level is not greater than expectation level in the variety of
ordering channels factor
H,: Satisfaction level is greater than expectation level in the variety of
ordering channels factor
The result of T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 13: Satisfaction13 2.76 148 442 10.203 .000  (Sig.2 — tailed)
ordering Expectation13 2.13 148 652 2
channel variety =0.000

Significance level=0.05

Table 51: Paired T-test of ordering channel variety after implementing the strategies
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T is 10.203 and P is 0.000 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than expectation

level in the variety of ordering channels factor.

Ho: Satisfaction level is not greater than expectation level in the delivery
service factor

H,: Satisfaction level is greater than expectation level in the delivery service
factor

The result of T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 14: delivery  Satisfaction14 2.66 148 531 8.746 0.000  (Sig.2 — tailed)
service Expectation14 2.07 148 .596 2
=0.000

Significance level=0.05

Table 52: Paired T-test of delivery service after implementing the strategies

14.

T is 8.746, and P is 0.000 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than expectation

level in the delivery service factor.

Ho: Satisfaction level is not greater than expectation level in the quality of
service staff factor

H,: Satisfaction level is greater than expectation level in the quality of service
staff factor

The result of paired T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 15: quality of ~ Satisfactionl5 2.56 148 498 4.437 0.000 (Sig.2 — tailed)
service staff Expectationl5 2.30 148 .565 2
=0.000

Significance level=0.05

Table 53: Paired T-test of quality of service staff after implementing the strategies
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T is 4.437, and P is 0.000 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than expectation

level in the quality of service staff factor.

15. Ho: Satisfaction level is not greater than expectation level in the fresh
warranty factor
H,: Satisfaction level is greater than expectation level in the fresh warranty
factor

The result of T-test by SPSS program is shown as follows:

Paired Samples Statistics

Std. Sig. 2- Sig. 1-tailed (P-
Mean N Deviation t tailed value)
Pair 16: fresh Satisfaction16 2.67 148 472 6.160 0.000 (Sig. 2 — tailed)
warranty Expectation1l6 2.28 148 .607 2
=0.000

Significance level=0.05

Table 54: Paired T-test of fresh warranty after implementing the strategies

T is 6.160, and P is 0.000 which is lower than 0.05. This confirms that the Hg
should be rejected. Satisfaction level is significantly greater than expectation

level in the fresh warranty factor.

From the t-test result of 15 marketing factors, the satisfaction level is significantly
greater than the expectation level of respondents in every marketing factors of the
company. This result shows that the marketing strategy is successful in every

marketing factor.

Comparison of restaurant satisfaction and the satisfaction from 15 marketing

factors

To measure the linear relationship between 2 variables in both degree and direction,
the Pearson correlation is suitable (Gravetter and Wallnau, 2007). According to
Rumsey (2016), The value of r (correlation coefficient) is between +1 and —1 at all

times. The interpret table for correlation r values is shown as follows:
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Exactly -1 A perfect downhill linear relationship
-0.70 fgj A strong downhill linear relationship
-0.50 % A moderate downhill relationship
-0.30 B A weak downhill linear relationship

0 No linear relationship
+0.30 A weak uphill linear relationship
+0.50 _“2’ A moderate uphill relationship
+0.70 @ A strong uphill linear relationship

Exactly +1 = A perfect uphill linear relationship

Table 55: Correlation Coefficient (r) interpretation (Rumsey, 2016)

Therefore, Pearson Correlation is applied to test the relationship between restaurant
satisfaction and the average satisfaction from 15 marketing factors. A 95 percent of

confidence level and + 5 percent of significance level are assumed. The hypothesis

testing is shown as follows:
Ho= Restaurant satisfaction and the satisfaction averaged from 15 factors are
not related
H;= Restaurant satisfaction and the satisfaction averaged from 15 factors are
related

The result of Pearson correlation by SPSS program is shown the following table.

Correlation
Satisfaction_restaurant
Satisfaction Pearson Correlation 702"
calculated from  Sig. (2-tailed) 0.000
15 factors N 148

Table 56: Pearson correlation of restaurant satisfaction and averaged 15 marketing

factors satisfaction

R is .702 and Sig. (2-tailed) is 0.000, which is lower than 0.05. Hence, Ho should be
rejected. Hence, restaurant satisfaction and the satisfaction that averages from 15

factors are significantly related. Moreover, from the table 55, R is .702 which means
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restaurant satisfaction and overall satisfaction are a strong relationship. This can
show that the restaurant satisfaction effects on the satisfaction that averages from 15

factors.

Comparison of restaurant satisfaction and overall satisfaction

To find out that the restaurant’s satisfaction effects on overall satisfaction of the
company or not, Pearson correlation will also be applied to analyse the relationship
between restaurant satisfaction and overall satisfaction as follows:

Ho= Restaurant satisfaction and overall satisfaction are not related

H;= Restaurant satisfaction and overall satisfaction are related

The result of Pearson correlation by SPSS program is shown the following table.

Correlation
Satisfaction_restaurant
Overall_satisfaction Pearson 780"
Correlation
Sig. (2-tailed) 0.000
N 148

Table 57: Pearson correlation of restaurant satisfaction and overall satisfaction

R is .780 and Sig. (2-tailed) is 0.000, which is less than 0.05. Hence, Hqy should be
rejected. Restaurant satisfaction and overall satisfaction are significantly related.

From the table 55, R is .780 that means restaurant satisfaction and overall
satisfaction are a strong relationship. This can show that the restaurant satisfaction
effect to the overall satisfaction which means that; for example, people who have
strongly satisfied with restaurant normally have strongly satisfied on overall of the

company.

5.6.2 Performance Evaluation

Sales Revenue

After the marketing plan and its strategies has been applied, the sale revenues

indicated in June and July can be explained as follows:
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THB:
Month Pork Chicken Vegetab.les and Others
fruits

January 2016 2,311,605 650,820 120,115 22,437.50

February 2016 2,400,009 662,945 126,116 78,552.50
March 2016 2,285,200 628,030 105,990 75,181
April 2016 2,290,550 630,088 115,433 73,680

May 2016 2,312,804 631,177 118,665 78,112.50
June 2016 2,781,091 700,833 154,311 85,117
July 2016 2,860,124 721,245 162,933 96,020

Table 58: Sales revenue since January-July 2016 on each of product categories

From the results shown that, after the company applied strategy, all sale revenues of

each product increased, which can be considered June and July. It explains that the

income of each product is increase from the five months previously.

THB:
Mon Wholesale customer (B2B) Retail customer (B2C)
Summation
th Hotels Restaurants Schools Raw food Restaurant
store

Jfg' 2,486,715.00 | 403,293.50 | 112,964.00 | 102,005.00 - 3,104,977.50
ng' 2,610,550.00 | 430,350.50 | 111,833.00 | 114,889.00 - 3,267,622.50
Ml‘%r' 2,478,809.00 | 413,973.00 | 100,812.00 | 100,807.00 - 3,094,401.00
Alpg- 2,487,440.00 | 421,102.00 | 100,084.00 | 101,125.00 - 3,109,751.00
l\?IL%y 2,496,774.00 | 420,220.00 | 116,015.00 | 107,750.00 - 3,140,759.00
J;g 2,515,302.50 | 435,870.00 | 255,153.50 | 115,014.00 | 400,012.00 | 3,721,352.00
JfGI 2,528,675.75 | 440,600.25 | 264,871.00 | 120,299.00 | 485,876.00 | 3,840,322.00
AVQ. | 2521 989.13 | 438,235.13 | 260,012.25 | 117,656.50 | 442,944.00
Jun 3,780,837.00
&Jul 3,220,236.50 560,600.50

Table 59: Sales revenue since January-July 2016 on each of customer type

The results from both tables show that all sale revenues in each market segment

increased after the company applied strategy which considered June and July. It

shows that the income of each segment rise from the five months previously. The
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established restaurant is being a third source of the income which can overcome old
source of the income like schools and retail customers. The number of business
customers (B2B) also increase in every segment. The number of hotel customers
increases from 24 to 23 customers, the number of restaurant customers increases
from 10 to 11 customers, and the number of school customers increases from 4 to 6
customers. The average sales revenue in June 2016 and July 2016 is 3,220,236.50
Baht for B2B and 560,600.50 for B2C.

Sales Revenue and Profit

5,000,000.00

4,500,000.00
4,000,000.00

3,500,000.00 - -

3,000,000.00

2,500,000.00

Baht

2,000,000.00
1,500,000.00
1,000,000.00

500,000.00

Jan 16 Feb 16 Mar 16 Apr 16 May 16 Jun 16 July 16
B Profit 464,815. 489,163. 463,231. @ 465,529. 470,171. | 610,914. 651,889.
M Sales Revenue 3,104,97 @ 3,267,62 3,094,40 3,109,75 3,140,75 | 3,721,35 3,840,32

Figure 49: Sale revenues and profit since Jan-July 2016

After the company applied the marketing strategies since June, sales revenue of the
company significantly increased from 3,140,759 Baht in May to 3,721,352 Baht in
June which increased 580,593 Baht or 18.5%. When the sales revenue has been
compared between 2 months before and after implemented strategies, the sales
revenue increased 21% or 655,582 Baht. If the sales revenue is compared between
the past five months before the implementation from January to May and the two
months implemented strategies, it appears that the sales revenue significantly grows
from 3,143,502 Baht of the past five month on average to 3,780,837 Baht of June
and July which is about 20.28%. Moreover, the sales revenue was still in a growing
trend that enlarged from June to July about 118,970 Baht or 3.2%.
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The net profit of the company also strongly increased from 470,582.3 Baht on
average of 5 months before applied the strategies to 631,401.5 Baht on average of 2
month after applied the strategies which is significantly increased about 34.17%. This
result shows that a marketing plan harmonised to the business situation makes the

company achieve growth in sales revenue explicitly.
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The company has been indicated budget of marketing for the marketing plan in 2016

as follows:

Activity
Product Development
Entree overrice menu deveopment
Beverage development
Packaging development

Freshwarranty (redelivery or return money)
Total budget of Product Development

Place
Commercial building fornew branch
Maintenance (2%)

Total budget of Place

Promotion
Sale promotion
- Discournt
- Free delivery
Public relation
- Creating, updating and advertising on Facebook
- Creating andupdating on'Website
- Market Activities
Total Budget of Promotion

Total budget of Marketing promotion

Physical evidence
Mew branch renovation (Depreciation)
Total budget of Physical evidence

Total Budget of Physical Evidence
Depreciation

Table 60: Budgeting

The cost of place activity includes the cost of the commercial building for the new

Year Budget Month Budget

(Baht)

1,000
500
1,000
24,000
26,500

5,000,000
100,000
5,100,000

530,000
310,000

12,000
7,000
2,000

861,000

5,987,500

2,120,000
2,120,000

8,107,500

(Baht)

&3
42
&3

2,000

2,208

13,889
8,333
22,222

44 167
25833

1,000
583
167

71,750

96,181

35,333
35,333

35,333

branch which the company divided the cost of 5 million baht in 30 years so it is

13,889 Baht per month.
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The following table shows the cost of good sold, expense, depreciation, and tax to

find out a gross profit, EBITDA, earning before tax, and net profit as follows:

Average of June
and July 2016

Baht %

Raw food Product Sales Revenue 3,337,893 | 100
Restaurant Sales Revenue 442,944 | 100
Raw food Product Cost (cost of good sold) 2,069,494 | 62
Restaurant Cost (cost of good sold) 243,619 | 55
Gross Profit 1,467,724 [ 39
Expense

Utilities 60,000 2

Wage of employees 449,500 | 12

Marketing promotion 96,181 3

Miscellaneous, bonus and benefits 37,458 1
Earnings before interest, tax, depreciation, and amortisation
(EBITDA) 824,585 | 22
Depreciation

New branch renovation 35,333 1
Earnings before tax (EBT) 789,252 | 21
Tax 157,850 4
Net Profit 631,402 | 17

Table 61: Project profit and loss

The cost of marketing promotion includes the development of product, place, and

promotion which is 96,181 Baht per month or around 3% of the total sales revenue.

The net profit of the company after the implementation is about 17% of the total sales

revenue which is 631,402 Baht. Therefore, the estimated profit for one year is

7,576,824 Baht.
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Payback period

Net profit of one year is 7,576,824 Baht and cost of the new branch investment is
7,120,000 Baht.

Payback Period Calculation
Net Profit for a year 7,576,824 | Baht
New branch investment 7,120,000 | Baht
Payback period (year) 0.94 | Year
Payback period (day) 343 | Day

Table 62: Payback period of the investment
Therefore, the payback period for the investment is 0.94 year or 343 days. Since this
project has short payback period which is less than one year, the project’s risk is
lower (Kinney and Raiborn, 2009).

Risk management

To ensure that the payback period will be the same, risk management or risk

planning is applied which includes three main steps as follows:

1) Risk identification
There are main five departments of the organisation; therefore, the predicted
payback period failure can be occurred by these departments. The causes of failure

for each department are listed in the following Fishbone diagram.

1. B 3. Account 5
Transportation failure Management

failure failure

. 5.2 Inappropriate
3.2 Wrong billing cooperation with suppliers

3.3 Improper )
audit in revenue 5.3 Natural disaster
3.4 Improper 5.1 Improper

audit in expense customer servic

3.1 Corruption

1.2 Not enough
transportation staff

1.1 Late
transportation

P Project failure

2.1 Mistake stock
checking

4.1 Mistake price
calculation

2.2 Wrong product

roduction 4.2 Lack of products and

2.3 Machine fail in services knowledge

operation time

2. Inventory
failure

4. Sales failure

Figure 50: Risk identification
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2) Risk Analysis

The probability-impact matrix method is useful for analysing the risk. From the

fishbone diagram, the risks are analysed described as follows:

Impact
Large 2.2,2.3,3.3,5.1, 3.1,3.2,34,4.1
5.2, 5.3 Medium Risk High Risk
Small 1.2,4.2 11,21
Low Risk Medium Risk
Low High
Probability

Figure 51: Risk analysis

3) Risk Control

For controlling the project risks, the suggested strategies are plotted among axes of

the impact and the possibility as explained in the framework as follows:

Impact Avoid
Large 2.2,2.3,3.3,5.1, 3.1,3.2,34,4.1
5.2, 5.3 Medium Risk High Risk
Small 1.2,4.2 11,21
Low Risk Medium Risk
Low High
Accept

Probability
Figure 52: Risk control
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Risk No. and subject control and Immigration plan
respond

3.1 Corruption Avoid Assign trustworthy staff in the risk
finance role and apply concisely
accounting policy

3.2 Wrong billing Avoid Carefully check and recheck the bill

3.4 Improper audit in Avoid Frequently check financial statement

expense carefully and use computer software
to support the audit

4.1 Mistake price Avoid Check the calculated price carefully

calculation

2.2 Wrong product Transfer Request head inventory staff to

production check the correctness before
producing product

2.3 Machine fail in Transfer Ask technician frequently check the

operation time machine

3.3 Improper audit in Transfer Apply computer software to support

revenue the audit, and ask the owner to
approve

5.1 Improper customer | Transfer Assign service mind staff in this role

service or train the staff to improve customer
service skKill

5.2 Inappropriate Transfer Ask owner to frequently strengthen

cooperation with relationship with suppliers, and apply

suppliers effective cooperation method

5.3 Natural disaster Transfer Purchase natural disaster insurance

1.1 Late transportation | Reduce Encourage transportation staff to
plan delivery time and route carefully

2.1 Mistake stock Reduce Carefully recheck the stock

checking

1.2 Not enough staff for | Accept N/A or negotiate with customer to

transportation in some change to available time and apply

period delivery service management
intensely

4.2 Lack of products Accept N/A or train the staffs to have more

and services
knowledge

knowledge about goods and
services of the company

Table 63: Immigration plan
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Key Performance Indicators (KPIs)

Key Performance Indicators has been applied to measure the performance after the

implementation as shown in the following table.
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5.7 Plans

Communication channels that the customers frequently used

W % Before the implementation W % After the implementation
100 88.3
90 79,
80
70 6350.25
60 52.25 53
50 40. 43. 3075
40
30
20 ; 1212.75
10 10 85.5 6 6.5
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Instore  Telephone Faxing Email Line Facebook Store's Electronic
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Figure 53: Communication channels that the customers frequently used

From the figure shown that the most important communication channel that used by
a large number of respondents is in store, which was 355 persons (88.8%), followed
by 241 persons (60.25%) used a telephone as the communication channel to contact
the store. There were 212 persons (53%) who contacted with the store through
Facebook, while there were 209 persons (52.25%) contacted with the store by using
the chatting application as Line. There were 163 persons (40.75%) who accessed
store’s website in order to contact the store, while number of customers who
contacted by sending an email to the store were 51 persons (12.75%)., There were
26 persons (6.5%) who contacted with the store through electronic markets that had
high reputation in Thailand, such as Lazada or Weloveshopping. Lastly, there were
22 persons (5.5%) who directly faxing to the store to make contact. From the figure,
it also shows the comparison between before and after survey. In store
communication channel is still be the top communication channel for the food
company, followed by telephone. Information technology like Social networks such as
Facebook and Line application and website have become more frequently used by
customers that the company should consider to pay more attention such as putting
more important information and keep updating to strengthen the relationship between

the company and customers.
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The company planned to sell other food products, which other than a la carte food,

from the survey shown that, the top three outstanding food that the company should

decide to add in the restaurant are the made by order food, Chinese noodle, as well

as Fast food. The business strategy should focus on the increase of these menus

that can directly influence the cost of production and other factors that related to the

business operation. At the same time, the company also plan to sell fried pork which

is cooked from the original recipe of the restaurant because the company considered

that, as the location of the new restaurant is also not far from a school. So, selling

fried pork many help the company increase market opportunity in the restaurant

business as well.
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The most favourite meal time for ready to eat food

After the implementation (Persons) m Before the implementation (Persons)
\
Dinner 80
Lunch 2%69’0
Breakfast ?4101
0 50 100 150 200 250

Figure 55: The most favourite meal time for ready to eat food

From the figure, it shown that the most favourite meal time for ready to eat food still
be a lunch meal which 230 persons (57.5%), followed by 101 persons (25.25%)
favour to have ready to eat food at breakfast time which is still the second most
favourite time, while there were 69 persons (17.25%) who like to have ready to eat
meal at dinner the most. When compare to the first survey, people still need ready to
eat food in a hurry time like lunch and breakfast time in a higher percentage.
Therefore, the company should increase capacity in the morning and afternoon to

produce the ready to eat more in the future.

Preferable cost per meal

Meal Price
301-500B More than 500 B
5% \ 0%

101-300B
13%

30-50B
53%

51-100B
29%

Figure 56: Preferable cost per meal per person
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From the survey, the most sample that is 212 samples (53%) of all samples prefer
meal prices to be the range of 30-50 Baht which is the same as the range of sales
price for Thai a la carte food product of the company. This means that the product
price of the company is the suitable price that most people prefer. Second suitable
price per meal in the opinion of respondents is the price range of 51-100 Baht which
chose by 116 persons (29%), followed by 53 persons (13.3%) who prefer meal price
in the range of 101-300 Baht. Lastly, there are 18 samples (4.5%) and 1 samples
(0.3%) prefer the price to be 301-500 Baht and more than 500 Baht respectively. In
the future, the company can produce a premium product for sale at the higher price
and get higher margin since the second most people prefer price range of 51-100
Baht. Some customers suggest that the company should expand the delivery area to
outside Bangkok. The company should consider this comment since it is a market

opportunity to expand the business.

Medium-term strategies (2-3 years)

After the launched for one year, the company aims to emphasise on the online
communication channels, such as Facebook and Line application since these are the
communication channels that the customers frequently used, by put more important
information, keep updating and provide marketing activity to strengthen the
relationship between the company and customers. Moreover, the company plans to
create the membership system in order to provide more benefits for customers who
interested in products and services of the company. The member card will be created
for getting return customer and building more customer loyalty. In terms of product
sale in the restaurant, the company plans to increase more products in the restaurant
by providing the fresh food, such as fresh meats and organic food to sell in the
restaurant. In addition, the company also plans to sell healthy food or organic food for
being a good choice for concerning heath customer. This is because the company
considered to take a market opportunity from eating trend of the customer in
Thailand, which tendency to consider to the healthy food and drink. In terms of
delivery route, the company also plans to increase the delivery route in order to
support people who would like to order the products by not staying only in the
Bangkok area. This strategy can support the company can get more customers and
increase recognition of customers towards company’s brand and products. At the

same time, as the new restaurant located near the school, so, the company also
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plans for creating a new menu in order to encourage customer, especially, a student
group to participate in products of the restaurant, while the new menu is the fried
pork, which created from the original recipe of the restaurant. And lastly, the
company also plans to provide more type of food in order to increase the number of
customers daily. The foods, such as made by order food, and Chinese noodle will be
provided as a new service with the price at 30-50 Baht for breakfast and lunch
because these types of food, price of meal, and meal time are the preference of the
customers according to the result of short-term strategy, which is analysed from the

result of survey after the strategy implementation.

Long-term strategies (3-5 years)

For long-term strategies, the company aims to increase delivery channels by
cooperating with the delivery service companies in order to increase the delivery
route of the company. The products will be delivered to all provinces by using post
service or reliable messenger services, which can keep the quality of products to
remain. Moreover, the company aims to increase market opportunity for the
restaurant by providing catering service by focusing on Chinese food catering
service. The reason that company consider to provide Chinese food catering service
because most of Thailand prefer to use Chinese food service for their party or any
special occasions. Besides, the company will take advantage of the investment
opportunities from AEC. So, some of the import products will be sold in the store in
order to increase the value of the restaurant. And lastly, the company aims to
develop payment channels in order to encourage people to get more convenient for
making a payment to the restaurant, while online payment will be created on the
website for supporting people who would like to buy the product through the website

and make a payment by using the credit card.
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5.8 Conclusion

This chapter presented information about developing the marketing strategy by using
strength and opportunity as well as assessing the available strategic growth options
of the company in order to find out the suitable strategic option that is harmonious to
the business situation by the marketing survey which is establishing a new Thai a la
carte restaurant. The strategy developed for using as a new marketing strategy of the
restaurant is diversification, which is taken from the Ansoff matrix. The company aims
to open a restaurant in order to create new customers, as well as to keep existing
customer loyalty to participate to the product and service provided by the company.
The restaurant is located in the business area which had a large number of people
pass through that area every day. Also, the communication channel also increased
by using online communication channels to support customer to contact the
restaurant more convenient. The strategic planning started to use since June 2016

and evaluated in the two month, which is June and July 2016.

After applied marketing plan in June and July 2016 found that, the company the sale
revenues in June and July were higher than the past five months, which did not apply
any strategy. The result of second survey also confirmed that, most of the people
considered that the company has the ability to sell food product, because the quality
of food, variety of food offered for supporting customer to have more choice, as well
as the package used by the company are appropriated when compares to other
factors, such as price, location, other services. However, the factors should be
considered by the company in order to develop a business operation to meet the
needs of the customer more effectively is the quality of service provided by the staff.
This is because the factor in terms of staff's service had the lowest score. Also, the
company aims to develop communication channels for support customers have more
choices to communicate with the company, while the feedback or recommendation
provided by the customers will be considered as an information for developing the
strategic planning in order to improve the business and increase sale in the future.
So, it can be said that this market strategy can help the company success in the

restaurant business effectively.
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CHAPTER 6
CONCLUSION AND SUGGESTIONS

The objective of this thesis is to assess the available strategic growth options,
generate new marketing model and implement it for a short-term plan which is
appropriate in the business environment to increase revenue and net profit for
sustainable growth. Follow the research method and data collection; this project can
be achieved. The result of the created strategy applied in June-July 2016 shows that
the sale revenues of the company were increased when compares to June-July 2014
and June-July 2015 as well as previous five months, January to May 2016. The new
business, ABC restaurant, has been successfully established and runs which make

the company obtain more business opportunities.

6.1 Conclusion

Due to the political unrest, which can directly impact on business operations, which
established in Thailand had low income and sale revenue, especially, the business
that related to food and drink, as well as tourism industry in Thailand. This is because
the unrest of political can directly impact on the confidence of tourist to travel in
Thailand, while the number of tourists who travel to Thailand seems to decrease
according to the country’s situation. Besides, from the research, it shows that most of
the people in Thai society are considered the food products which can support their
health getting better, while the food sale should support they get more convenient to
buy.

It means that the company that plays a role in food and restaurant operation should
pay attention to the change of consumer behaviour that likely to change according to
the social trend and economy. Before applies the business operation, the name of
company’s brand was not widely recognised among the customers, while the
customers who recognised about the brand of the company was the existing
customers who are the customer loyalty of the company. As the company did not
provide any online communication channels, so, the number of people who
recognised about products and services of ABC company was not much. This is

because the old communication channels, such as going to the store directly or
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telephone is just the old communication channels, which can access people in just
specific group, while the use of social media or other online communication channels
can support company have the ability to build awareness of customer towards
products and services, as well as any promotion offered by the company more
effectively. Moreover, unstable of sale revenue before applies the strategy of ABC
company is one of the reasons support company would like to create the new
strategy in order to increase sale. So, marketing strategy which considered to the use
of online channels as new communication channels of the company is a strategy
which applied since June 2016. The result of strategy applied in June and July shown
that, the sale revenues of the company was increased when compares to the
previous five months (January to May 2016) as well as June-July 2014 and June-July
2015, while the new business such as ABC restaurant also established in order to
support the company gains more business opportunities. So, launching restaurant
and using online channels is one of the short-term business strategy that considered
by the company, and if the short-term business strategy is success, the company
would like to continue the business according to medium-term strategy which
focusing on adding some new products to support the need of customers, while the
long-term strategy will focus on the development of delivery service, as well as bring
the advantage from AEC to improve some new products to sell in the restaurant. So,
it can be confirmed that the marketing plan which the establishing Thai a la
restaurant is the most suitable strategic option is successfully growing sales revenue.
Moreover, online communication channels can support business gains more
opportunity from business operation, by providing information through online
channels, which can support a large number of people to access and communicate

with the company more conveniently and effectively.

6.2 Reflective Writing

Knowledge gained from this dissertation is precious in both technical knowledge and
social skills. Firstly, there are many marketing expertise had been learned throughout
this work including expert planning, and control process. For social skills, self-study
and information searching skill had been improved gradually. This work related to the
high responsibility and conscience in the company, so these two skills had been
developed continuously. Moreover, teamwork and cooperation within the company

showed that working as a team encourages team members to realise their roles and
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their responsibilities in the assigned tasks. Everyone in the team had to work

together and help each other; therefore, the tasks are done within limited time.

6.3 Contributions

The project has overcome the limitation of Ansoff by applying the Five Force model
as well as various useful methods, especially TOWs matrix. Moreover, the marketing
research of the project has also been fulfilled the gap of the past researches on food
consumption by specific category of ready to eat food type, menu, and covering all
major marketing factors, as well as focusing in Bangkok, Thailand. The results of this
dissertation can be used as a guideline for those who interested in doing small to
medium food service business in Thailand, and other countries which suffered the

same or similar problem as Thailand. The businesses, especially, the restaurant

business is one of the important business that plays an important role in society for a

long time. So, the information and result of this dissertation report will provide the

ways to improve and expand the business as well as increase sale revenue of the
business by establishing a new service and using online communication channels in
order to increase sale, as well as to build awareness of customers towards products

or services. At the same time, this dissertation also can be used as a guideline for

support any person who interested in conducting the research in the business area,

especially, the way to develop strategic planning for supporting business operation.

6.4 Research Limitation

1) The time is limited so the research can evaluate on the period of 2 months

2) The study collected data from samples only who reside in Bangkok
metropolitan area. However, it does not affect the research result since it is a
reasonable sample size.

3) There is some aspect that cannot evaluate in this research which is an aspect

related to the old branch of the company.

6.5 Plausible Further Researches

In the future, the company plans to do a market research for the old branch when the

renovation is completed to get customers’ feedback, behaviour, attitude, and



177

preference, and analyse these data to adjust and improve the strategic plan to meet
customers’ requirement. The company also considers the information about the
customers’ behaviour on their decision making and food consumption. Therefore, in
every six months, the market research for the company regarding customer
satisfaction, and the factor affecting decision making and customer behaviour will be
conducted to adjust the strategic planning or develop a new effective strategic

planning in the future.

6.6 Suggestions

The company that considers developing their food supply or foodservice business
and their communication channels should understand about the customer
requirement and most important communication channels that widely used by the
target customer in order to provide a suitable strategic option and appropriate
communication channels to support requirement and provide customer more

conveniently to contact to the company. So, the most important business process that

should be considered before creates the strategic planning is conducting the market
research about consumer behaviour, consumer preference, as well as the attitude of
customer towards products and services of the company in order to use information
gained from the research to develop a new strategic planning, which can support the

business success as the business’s goal setting.
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Appendix A: Questionnaire Before Implementing the Marketing Strategies

The Questionnaire before the implementation in Thai version
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The Questionnaire before the implementation in English version

Food Consumption Survey

Market research survey
Your information will be kept confidential and used for education only

* Required

Food Consumption Behavior

1. Where do you usually purchase fresh food and ready-to-eat food? And how often? *
Mark only one oval per row.

More than 3 2-3 Once 2-3 Once Less than

times per  times per a times per a once a Never

week week week month month month
Fresh food N — Y Y N o o
market vy vy A >y . _ A A vy A v
Fan Fa ~ P ra Fa ra I N
Flea market NS NS I\_./" I\ ,‘I NS "-‘__/' NS
IS ISR — o '
Super market ) C ) ) - ) -, )
CP Freshmart C ) C Y () C ) C ) C ) C )
— — —_— — — o~
Betagro Shop _/ _/ (-, \ ' J . /
Makro Food N ' Y ' N I
Service ./ A L vy S S A ./
oy ' ™ e Fan Iy b Y
7-Eleven L L | __.’I I'\__ ; ) NS NS 5 _/
e Fa N A Y e N P
Local producer ) ) ) ) ) )

Consumption Behavior

2. Influencing factors for purchasing a food product *
Mark only one oval per row.

Very important Moderately important  Not important

Product quality e g. freshness, Y —
and cleanliness — ~— —
- l/'_ _\I l/'_ _\I l/'_ Y
Product variety ) - -,
Packaging ( ) C ) L )
R — \'_ = ___\
Price C ) C ) C )
Sales promotion e g. discount C ) C ) C )
: — e ;—:
Location C ) C ) C )
Physical evidence e g. — N P
atmosphere and hygiene — D — D —
Variety of service e.g. boil, steam, — ~— —
roast, and fry ~— — e
Quality of butchery service e.g. N Y —
mince, and slice — — —
Variety of advertising methods e.g. TN N ~
via social media — — ~—
Delivery service C ) L ) C )
N . /.___\I /-_-\. /:___'\I
Quality of service staff L ) ) )
Variety of ordering channels e g. Y —

call, and online A



3. What is your favorite food type of ready to eat food? *
Mark only one oval.

) Fresh cooking food
() Frozen food
) Ready to eat food

4. What is your favorite menu? *
Mark only one oval.

) Thaifood (A la carte)
) Cook-to-order meal
) Dim-sum

Chinese food

() FastFood
Japanese food

Korean food

) Western food A la carte e.g. steak, spaghetti, and fish & chips
) Buffet

Full course (Appetizer, Main, Dessert)

5. What meal do you favor to have your ready to eat food? *
Mark only one oval.

() Breakfast
) Lunch

) Dinner

6. Frequently purchase channels *
Check all that apply.

[ | Atthe store
| | Byphone

| | Via fax

| By sending email

[ | Though Line
| | Though Facebook

| Store website

|_| Online market place e.g. Lazada, and Weloveshopping

Skip to question 7.

Consumer Perception about ABC store
7. Do you know the company? *
Mark only one oval.
() Yes

) No Skip to question 17.
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Consumer Perception and Behaviour about ABC store

8. How did you know the company?
Check all that apply.

Saw the store
Introduced by a friend

Intoduced by a sales person from the company

9. Have you bought a product from the company before? *
Mark only one oval.

Yes

No Skip to question 16.

Consumer Behaviour and Perception about ABC store

10. How often do you purchase a product from the company? *
Mark only one oval.

Everyday

4 - 6 times per week
2 - 3 times per week
Once a week

2 - 3 times per month
Once a month

Less than once a month

11. What is a product type that you have ever purchase from the company? *
Check all that apply.

Pork

Chicken

Duck

Eaggs

Beef

Fish

Seafood

Vegetables and Fruit
Thai Desserts
Bakery

Processed food and grains (dried food) e.g. sauce, and rice
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12. What did an ordering channel of the company you recognize? *
Check all that apply.

D By phone
| ] viaFax

D By sending email
| | Though Line application
D None of above

13. What is your satisfaction about the company according to the following factors? *
Mark only one oval per row.

Strongly satisfied Moderately satisfied Unsatisfied

Product quality e.g. freshness and o N '
cleanness — .
i ' ) s h s Y

Product variety C ) C ) )
Packaging C ) b, C :'
Price
- : == >— >

Sales promotion e.g. discount ) ) |_\___/_|
Location C ) C ) C)
Physical evidence e g. N ~— '
atmosphere and hygiene ~— — ~—
Variety of service e_g. boil, steam, o Y
roast, and fry — —_J \___/
Quality of butchery service e.g. N — Y
mince, and slice ~— — —
Variety of advertising methods e.g. N Y Y
via social media — / N
Delivery service C )
; i ' "SR Fa
Quality of service staff C ) C ) C )
Varirty of ordering channels e.g. — N Y
call, and online — N

14. Overall satisfaction *
Mark only one oval.

'} Strongly satisfied

(") Moderately satisfied

) Unsatisfied

15. Suggestion or opinion about the company

Skip to question 17.

Consumer Perception and Behavior about ABC store (cont.)



16. What is the reason that you do not buy a product from ABC store
Mark only one oval

I Do not have reputation

| Lack of appealing storefront

Price is high

Lack of product variety
| Lack of impress atmosphere

| Far

Behavior about ABC store (cont.)
Your information will be kept confidential and used for education only

17. What is your level of interested if ABC store added frozen food as a new product? *
Mark only one oval

| Interested
| Uncertain

| Disinterested

18. What is your level of interested if ABC store added instant food as a new product? *
Mark only one oval

| Interested
| Uncertain

| Disinterested

19. What is your level of interested if ABC store added fresh cooking food e.g. entree over rice
as a new product? *

Mark only one oval
| Interested

| Uncertain

| Disinterested

General Information

20. Gender *
Mark only one oval

| Female

| Male

21. Age *
Mark only one oval
| less than or equal 20 years old
| 21 - 30 years old
| 31 - 40 years old
| 41 — 50 years old

| > 50 years old
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22. Marital status *
Mark only one oval.

' Single
) Married (No children)

'_". Married (Children)

7 Other:

23. Number of your household member *
Mark only one oval.
) Alone
() 2-3people

) 4 -5 people

_ > 5 people

24 Occupation *
Mark only one oval.

) Student

7_) Government officer/State enterprise officer

) Employee
) Business owner
) Housewife

) Other:

25 Income per month on average *
Mark only one oval.

7| less than or equal 10,000 Baht
) 10,001 — 30,000 Baht

_'} 30,001 — 50,000 Baht
) 50,001 — 70,000 Baht
__'.I 70,001 — 100,000 Baht

) >100,000 Baht

Powered by
h Google Forms
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Appendix B: Website of the Company

Home page in Thai version:

[) - com x - I
€« (& www. B _com)/# B E =
N -~
= as

d00KISEQ DANAUUSENOUDKTS NNBUQ 24 ¥olUw

HUNHAN Jumuauls) 58msdvto dadais

5 I com X i ~ a
&< —> O | EEEEcom/Defauit Aspx28 yuc=t W = 76

nilwman Audrvous 33msdeda finsiols
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B I com x
€« C ) www I com/#

$wvooisy

Local fresh mart for everyone

$IUMUEN/EORTHINEREQANT 21H1SA0 21HISUSVAN DIHSURD DTHISUY

udv Wind3 vuulng ta:tASavAY ATUMWA s1Mdasmw AIASUANLTENL
FOOD & SUPPLY

2nlsousy TsoEeu ua:suamstuth soufvanAmiuuiunaind 200

waantuniuaols

Various quality food products
isottumsIduguisunaatunliaUs:nausHAUS:AN WU 1Wokyaa
(atiaa adaa iharlioaa sn:ta Wn Walll Winas yuuing 1A3aoUsy

53 Ua:A30AU ADATUMW 3:210 A0THU Uapasie duonls whsy uatsoou

fAlauiasgunniu

[ I com x
& c [ www Il com/#

USMSUDILST

Various special services L,Eoﬂ

(510USMSI0d0 24 2O HudaudvaIHISn ua ud alad lans:qn 1@
KUY Usvgn au du Jv g1v naa muAgnMdaoms WUAIWE:aIn $2AS)

ta:Us:HgaLAUENNG 1SIFVHUSMISDIKISWSAUMU HaINHABILY

DS99y a0 AuAT Usvonianduaaisunniu

nsonwy

dudanauus:nauaIKis nasta 24 U,

otmail.com
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Home page in English version:

5 [ com bl — o
<— % O ‘ I com/Default Aspx?&Ing=en8ic=true# * ‘ = :Z O QR

d0ONKISEQ J0NAUUSNOUDNKIS NNBUQ 24 ol

HOME OUR PRODUCTS HOW TO ORDER CONTACT US

5 I com X BB - a8 X
e 9 O ‘ I com/Default Aspx?&Ing=en8ic=true * ‘ =

OUR STORE

Local fresh mart for everyone
I retail and wholesale store, has a long experience to supply
_ various food products including fresh food, dried food, frozen food,
well-done food, Thai dessert, bakery, and beverage. We have been

FOOD & SUPPLY

entrusted by many leading hotels, schools, and restaurants in Bangkok,

Thailand over 20 years.

OUR PRODUCTS

Various quality food products
s 2 one-stop food center for cooking. We provide various
quality food products including pork, chicken, beef, duck, seafcod,

vegetables, fruits, cereal, spices, seasoning, Thai dessert, bakery,

and beverage from standard farms and factories daily.
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OUR SERVICE

Various Specia[ services

Our store serves many convenient services for your cuisine. For
example, boil, steam, warm, fillet, slice, cut, fry, mince and 24 hours on-
time delivery service. Moreover, we have a [l restaurant that
serves various a la carte menu using fresh and high-quality products.
You are welcome to enjoy delicious breakfast and lunch daily special

created by our chef.

OUR SERVICE

Various special services

Our store serves many convenient services for your cuisine. For
example, boil, steam, warm, fillet, slice, cut, fry, mince and 24 hours on-
time delivery service. Moreover, we have a [l restaurant that
serves various a la carte menu using fresh and high-quality products

You are welcome to enjoy delicious breakfast and lunch daily special

created by our chef.

AT

Arimndivs=nouams wniia 24 wu




Our products page in Thai version:

M ausdwoun

& c

x

www I

om/Our%20Products

Hyaa Ja30naa

WHY NS:QNHY UAUHY UIHY ADHY AT Iniur tricau Tr
flas

ASa0tuln U

UJUHY 1300H!

Tridasaas vl
Twn duiu du V]
72 duuan T3 HUVHY HYEWEU HYRU HOHY 1

T a=Twnls H

adawu douavarw
i onlsi hukthan Waduuan Wodutu
unba Onnano Onidlu Onuu Wardod> duty aawdu dus Eoa a:lwns modine ua

HY ua:dua 0o W&o amdo ua=dua dua

qfonua qfiowua

qfonua

uanao

UaN:wouav/;

D Uansie Uanm U

W

Tutrdu tilo Witdu hdadu

unns:m ua:dua

‘ i
vl <om/pdfmenu/FreshPorkProducts pdf

qforua
x
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0 audwoun
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wnsududo
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[ audrzoam %/ [3 FreshPorkProductspdf X 1 | - K X
C ) www/ I com/pdfmenu/FreshPorkProducts.pdf &N E =
NYAR

No. Fresh Pork Products Unit

1. | Pork Belly mgmwfu Kg

2. | Pork Belly Sliced uyaualad Kg

3. | Pork Belly Square Cut vyRLuEAN Kg

4. | Pork Belly Stuffed vagndnl& Kg

5. sz EI:;i() Loin (16.5Kg/Pcs) (Fresh Iberico i ﬁuumm‘,ﬁ.’ﬁmmﬂ Kg

6. | Pork Blood (Kg) @eamian Kg

7. | Pork Blood Steamed (Pcs) Aaomgihe Pes

8. | Pork Bone for Making Soup (Earleng) nezgniiug (Buiky) Kg

9. | Pork Cheek (Kg) sy Aesoanth 1-2 Su Kg

10. | Pork Collar (Kg) dunamy Kg

11. | Pork Collar Cut (Kg) (Moo Num Tok) Aupavpiluumionn Kg

12. | Pork Ear Fresh (Kg) YULAR Kg

13. | Pork Ear Glass ymufia Kg

14. | Pork Leg Bone in Skin on (12-14Kg/Pcs) wvRsnIzgn fiand Pcs

15. | Pork Fat Minced (Kg) Sumigun Kg

wamganznszgniiesi () (4-5
16. | Pork Head Boneless (Head) (4-5Kg/Pcs) s Pcs
17. | Pork Heart (Kg) wlamy Kg .

Our products page in English version:

C awdhzoun X

= X © wwwillE com/Our%20Products

Fresh Pork

Pork Belly, Pork Blood. Pork Bone. Pork
Cheek, Pork Collar, Pork Ear, Pork Fat, Pork
Head, Pork Heart, Pork Hip, Pork Intestine,
Pork Kidney, Pork Knuckle, Pork Leg, Pork
Liver, Pork Loin, Pork Lung Pork Neck Pork
Net. Pork Skin, Pork Spare Rib. Pork Spleen,

Pork Stomach, Pork Sucking Pork Tenderloin,

ot View all

Fresh Fish

Cotton Fish, Garoupa, King Mackerel
Mackerel. Pia Kray. Saba. Silver Pomfret,
Sliver Fish, Snake Head Fish, Snapper Red
Loin, Threadfin

Snapper White, Sword Fist

Bream, Tilapia, etc .
P View all

Fresh Poultry

Chicken Breast, Chicken Broiler, Chicken
Capon, Chicken Drumstick, Chicken leg,
Chicken Liver, Chicken Old, Chicken Skin,
Chicken Thai, Chicken Whole, Chicken Whole
Organic, Duck Beaks, Duck Boneless Breast.
Duck Mince. Duck Neck, Duck Stick Wing.
Duck Whole, Duck Whole Wing, etc.

View all

Fresh Seafood

Clam, Crab Blue, Crab Claw, Crab Sea, Crab
Soft Shell. Cuttlefish, Jellyfish. Lobster
Phuket, Mussel, Oyster, Prawn River, Prawn
Tiger Black, Scallop, Squid Long/Small, etc

Waiting for o

Fresh Beef

Beef Cheek, Beef Chuck. Beef Liver, Beef
Tongue, Beef Rib, Beef Round, Beef Loin,
Beef Sirloin, Brisket Chilled, Cow Blood, Cow
Bone, Ground Beef, Rump, Shank, Shank
Boneless, Tenderloin, Thai Oxtail, etc

View all

Egg

Chicken Egg Salted Egg, Boiled Egg Quail
Egg Duck Egg Century Egg etc




O ausvoun X

&

C  ® www .com/Our%20Products

Vegetable and Fruit

Apple. Banana, Bean String Beetroot, Berry,
Broceoli, Cabbage Red, Cabbage White,
Carrot, Caulifiower, Celery, Chili, Garlic, Ginger,
Lemon, Lime, Mango, Mushroom, Onion
Papaya, Potato, Spinach, Sweet Leaf, Taro,

Tamarind, Water Melon, etc | .
View all

Frozen Food

Chicken Ball, Chicken Sausage, Dimsum,
Dumpling, French Fry, Meat Ball, Meat
Ball, Pork Ball, Pork Sausage, Seafood,

Seasoned Beef Seasoned Chicken, Seasoned

Pork, Seasoned Shrimp, etc

Dried Food

Bamboo Shoot Pickled, Black Sticky Rice,
Cereal, Dried Fruit, Jasmine Rice, Noodle Sen
Jun, Noodle Shanghai, Noodle Soba, Noodle

Thai, Nut, Sauce, Shrimp Paste, Spices,

Sugar, Vegetable Pickled, etc

View all

View all

Thai Dessert

Bualoy, Foi Tong, Jelly, Khanom Chun, Lod
Chong Med Kanun, Rang Nok, Salim, Sang
Kaya, Sticky Rice, Takoh, Tong Yip, Tong

Yore, etc 5
View all

Banana Cake, Breadstick, Brioche, Brown
Bread, Cookie, Croissant, French Bread, Hot

Dog Bun, Muffin, Pie, White Bread, etc

Beverage

View all|

Coffee, Drinking Water, Fi

Drink, Honey, Milk, Mineral

uice, Herbal

er, Soft Drink

Soda, Syrup, Tea, etc

View all

[ FreshPoultryProducts.pdf x

C  ® wwwilll com/pdfmenu/FreshPoultryProducts.pdf

FreshPoultryProducts.pdf

dadilnaa

Fresh Poultry Products

Chicken Black 500-600 Gm(Pcs)

g (500-600 nFw) ()

Chicken Black 700-1000 Gm(Pcs)

i (700-1000 NF) (NN.)

Chicken Blood Boiled (Pcs)

Renlrifiugn (fev)

Chicken Bone

inlassln

Chicken Bone (8 Kg/Case)

inlassln 8 nn.nans

Chicken Two Breast Bone in and with Skin

enlrigfnnszgniamis

Chicken Breast Boneless Skinless
140-150 Gm/Pcs

enlrilsifianszgnlaiontd

v
140-150 NFAU

Chicken Breast Skin On
175-185 Gm/Pcs

v
enlrifiawls 175-185 nFvdu

Chicken Breast Skin On with Bone

enlrifmmivisdnrgniinuu

Chicken Breast Skinless (cut 1 inch)

enlriaemniaiush 1 a

Chicken Breast Skinless
120-150 Gm/Pcs Slice

anlnlsifiamiy

i
120-150 nFiAu alasd

Chicken Breast Skinless 130 Gm/Pcs

anlrlifiami 130 nfwen

Chicken Breast Skinless Slice

P e -
isentrlifimmini

Chicken Breast with Skin

anfr@aunTs 1an 160 A¥uime
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How to order page in Thai version:

0 IBamddodud X

< C O wwwillll com/How%20To%200rder

=l P
58msdodo

o ddovaulasiinidiasion Tauszununsomsfisosms, Usin, Sukaznanfiidads, woslvs
Sinsio uazdogndn o lsusasinafidrasiusinsiondues

o dsdondlysdnyivicuos IR, I 3o I (o a06 24 dliA:

o dvnediad wda Line syTwATeMNITsioeMs, Yaina, Suuaznaniiidnds, woslvsdiace uaz

dagn udhdeandt Email: IR hotmail.com w3s Line ID: [INING

o dvnaniiisu levniu nan #3-1else

ASINWY
dvanauus:nouaIHis navtia 24 su.
@hotmailcom

How to order page in English version:

B s8msdkedadusa X 4 - u] X

& > O | EEcom/How%20T0%200rder bxe =

How to Order

- Simply place your order at Contact Us page by identifying what you would like
to order, quantity, your name and your contact. Then, submit to us.

« To make an order, please call NI N - DN /o
are ready to receive your order 24 hours.

- You can safely place an order by composing Email to
I Hotmail com or message to Line ID: I The email or
message should contain your name, your address, your phone number, what
you would like to order and when you want to receive our products.

- You can visit our store to place an order. The store is open daily from 03:00
am. - 0100 pm

ATVWA

Avandulsnave s nawila 24

@hotmail.com




Contact Us page in Thai version:
[) diasomn x

.= C ) wwwilllll com/Contact%20Us

Location
I, <o -
Tns: I
Fax. NN
Email: [l @hotmail.com

Facebook: https://www.facebook com /N

Line 10: I

= cibioa o
Siriraj Hospital l
K e a
View larger map i Y -
= Thammasat
University
\ INMOIEY
n  TTwmand

Thanon Wana L

Phran Nok

ARIANITIUUN wirung
Wat Lak Myang
= AEANLe3._

BAN CHANG LO

w7 UIN

- LAtlEL

The Grand Palace .,
‘Go QIC MIUIWLTIY -
©2016 Googla- Map data ©2016 Google  Terms of Use  Report a map error

Contact Us page in English version:

[ Ao X\ New Tab

4= c

www B .com/Contact%20Us

Location

—tore: [
. . 5anckok I

Tel. I
Fax: [

Email: Iehotmailcom

Facebook: https://www.facebook.com/ N

Line 10: I

. — - mwEmIEn

(1D
View larger map

be

C7
2,
2
"y

¥ ¥ BANGKOK NOI
£ 2 wa urnanio s 4
% 3 §
&; 2 <
hawat Ad B Bangkok 3
1 NIINNNNINAST T
& The Grand Palace .,
2 WITUINAUNIIIEIY Wat Pho
2 @ Sanzzimamu  “ang g il
£ AUBINAITI.
z ;
- : g
= L -

BANCKA gople TALAT NOI
© "62016 Google - Map data ©2016 Google  Terms of Use * Report a map-error

dofjdada

wasins

dwqi | nsandandwioviu Bot

dovoya

Title

Message

Tel

E-mail

dwgl | nsandon>ulaoriu Bot

Submit

A

Website statistic:
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Appendix C: Facebook Page of the Company

I Delivery
—

Z @ A -

Publish Photo Promote More

5.0 % %% % % Always Open

Ethnic Grocery Store « Bangkok, Thailand

Home Reviews About Posts Photos

50% response rate, 22-mins resp...

v

1,504 likes +215 this week

<

About Photos Reviews Videos Posts

. reviewe

[ Delivery — @

June 10 + @

PBIAA FLDIA AN NG TIAGANTMBIAIA
uinsiaasiafiazain sra5mulann sy
See Translation

e Like B comment # Share

i ldasunnagnisasdnaignansanasuum

elivery

I o icvo
D

june 11 - @

See Translation
i Like B comment  Share
revieweo S
Delivery — @
June 14 - @

£ voe

Home About Photos Reviews Videos

Reviews - 5 of 5

5% TAAuVAEVANE SITASINIAT TBUNRINT M
Hlagds

5% Suiineingiivuszneusmmnatine dedalel
asuou Wufiviienias siengn winmsit ledinesgvy
5]

5% wwuiforlsi e 1dls Bufsar? o luiee
@z amonle

See All

Tell people what you think

Photos b/

Delivery

B8

<

Home About Photos Reviews Videos

* % % k% % 50/5 &

11 Reviews

2 san ammsinewsannmu Sanau iowsy/ln/
Wa/Aamaa ann g dalninniu

http://www com/

g
Arun Hau®, qic Coff Mu

® ajuensuns iwaunnany... Get Directions
Bangkok, Thailand

Live & Raw Food . Grocery
Restaurant Store

See All
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5.0 e sk

Live & Raw Food « Bangkok, Thailand

Home About Photos Reviews Pos

Additional Information

» Serves breakfast... » Street and parkin...

« Walk-Ins Welcome  « Take Qut

« Delivery « Catering

About

o msan a3 Inewdoumu Jandiu iony
lnndasammaa aonmi daalninniu

Description

T - lﬂuﬁ"ﬂummiua»‘%’mﬁ'nuﬁn;afqﬁ
msrEaiun omsEe MM IUTIAN B3
wionsudsanu ansuianazia3in il
qun i lumadiasnm ildsuailhina'le
v swsuazimemstinisunagnanialy
wiunaini20d

« HARAMTIB MWW (Dried Food)

1By 4712875 LATBANA TaaU5eTa W@ d
thifiad sinnzTsiuile dana ualiduds wia
Syt dundau

« uannuraunInsuazladniy (Thai Dessert
and lce-cream)

17U ABAYDY UIADY NDIMEU nisaa Hagmaa
laanSunsii

- wARAUTILINDS (Bakery)

iy puniladSaaa sunildeda aunilawnd Wil
u3aad ali Lﬁnnﬁ"mﬂnu

. Nﬂﬂﬂmﬂtﬁiﬂ\‘lﬂﬂ (Beverage)

iy i dwalal v dagulns

daquuimaaniivimamanies ol
2T INBIMEDY 1 919598004 Figaen
ingivanlmi TasFuarmszsasiiadius
fisdatine Tua

F

Fax: NN

210

wujaiulunsiiugudsamandnrifieusznay
ﬂ"l“"lﬁﬂﬂﬂ‘s.lﬂﬂﬁﬁﬂ GER RGN ﬂﬁﬂﬂﬁﬂ Tﬂ!ll.‘s"l
N!.l'iﬂﬁ'i‘i]ﬂﬂ{ 24‘5’1 TIN 'lJ'i\'lﬁﬂLLﬂ“““ﬂﬂllﬂ\'lEl'lH"l'i
aamufignéndiosnis tiaiiuanuazan Mah
uazlsemgaran

AuAaunmitiugausmianuinis leud

« HARAMTIEMNTaN (Fresh Food) laur
1. vigyda (Pork)

2. lnaa (Chicken)

3. \ladm (Duck)

4. din¥hea (Beef)

5. danda (Fish)

6. D1MNIMzaan (Seafood) 1u i vioe 1)

Uamdin

7. l4ln (Egg)
8. 16 (Tofu)
9, dnuazualal (Vegetable & Fruit)

Home About Photos Reviews Videos
fstianine T
Tel:

Fax: I
email [N otmail.com

The company provides various fresh and dried
food products including meats, vegetables,
fruits, cereal, bakery, Thai dessert and
seasoning. Therefore, the company is a one-
stop service for buying fresh food and dried
food including ready to eat foods with the on-
time delivery service.

Address

I B:ngkok, Thailand, TH

P4 d
Send Email Visit Website
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Home About Photos Reviews Videos
See photos posted to

J&t Delivery by other people

Albums

Mobile Uploads Cover Photos LIMNIBONY
18 photo photo 1 phot
See All
o)
All Photos + Add Photos
.
N

el 53 \

Home About Photos Reviews Videos

wio Email: @ hotmail.com

See Translation

<

Home About Photos Reviews Videos

ﬁ !ellvery a!!e! ! new p!otos.

e gaannUszam v iony ol e
Wa inda wadaalu anlminniu azena Yanasis
Fmd (i) wianuinstudl Ugagn e

inﬁﬂﬁmm‘: ii’mdw\"miqmwuanﬁumna Tns.

wio Email: R @hotmail.com

See Translation

<

Home

=

About Photos Reviews Videos

Delivery added 3 new photos.
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50 Email:
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See Translation
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Home About Photos Reviews Videos

-

Delivery added 8 new photos.
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Lau Ynua ﬂmmta Uauganaw Yamiin nosmaua
NN NNPUIA NIAA VFIEN uazugud s
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See Translation

OO N and 33 others

Home About Photos Reviews Videos OO_and180thers

= Dellvery added 13 new photos. -_
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dounnTns. See Translation

5o Email: july 27 - Edited * Like - Reply * Message

B hotmail.com

See Translation - - v,
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[
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a - See Translation
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e Translation

August 31 - Like - Reply - Message
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Translation

Home About Photos Reviews Videos

Delivery added 5 new photos.
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Appendix D: Questionnaire After Implementing the Marketing Strategies

The Questionnaire after the implementation in Thai version

RUUSALONUANUAALRULALIALNISUSTAANI A U
aus

wnnaauauilifludiunilsnasnsdnmisanaia tﬁmﬁummﬁnﬂﬂﬁaﬁ’mviamliam amsuilssdnsau
v > ' = .
Sulszvnu wagmsi@aniiuaiing danazasvituasgaiuiluanuduuazi lidiiansd@neuviniu

* Required

NWHANTINAITUIINADIUNS
wAnsariaMITan asuilsslwianduilseviu suanmg

a a & a o - A o + %
1. ilRvaTuns@antanansazianiizaa aninsuilsalwsansilssniu uains
Mark only one oval per row.

n  ddathunay  Lidda

2,
-
¢
=
=
=]

AMATMADIFUAY2T11NT 12U AN
&6 ANUALAI0

ANUNANNALUDIAUADIUNT
saGuaIA Mg

UFTASNUN AU

a1

msdsaEunIsIe (TusTadu)
fidauasiu
UITENALATAMUAZTAIAABITIY
uIASIvaIAuAIE LU au 6y il
nan
AALAVIANTUTNITAAUAIDINNT 12U
vimdlatusduuueine
ANUNAANALUDINT
Usganduiug wfu daaaula
fiztasmanisdedarivarnuais wu
nsds dodfaaaulal
uinsindedudrdei
MIUINIsuaIMITnIIU
ATTulszAududn 1y liaadud
wanuniafuiu

88000(0i
00000/0

J0O 00000000000

()
\_/

0000 00 00
0000 0000

0

2. Taaladvinusinlszmuanisweaniulssmunaiia *
Mark only one oval.

L) Tia!
() nanedu
() iu



3. myanvnsivinudausinlsonu -
Check all that apply.

21T Ilnaanutdan v 1neund

21MTA N

fingh

21M173U 1 i wilula

atTanualu (Fast Food)

sy

2TUWITLATUA

annseFanuden wu audn aludied

vl

Full course (a"lm‘n‘%ﬂnﬁwziaﬂ, 2TMITHAN, ADINIU)

Other:

, - = - = . w
4 vihudianduivisiaainsaaiasanualstiluwinia
Mark only one oval.

30 - 50 v
51-100 umn
101 - 300 v
301 -500 un

1nana1 500 un

5. fiavnensdviiaduaianinsiinuiduiaadhnlszs -
Check all that apply.

wihiu

Tunsdwi

wnlnegd

LH

1 (Line)

wlaiia (Facebook)

Vnlaeidsiue

saanavalannIading 1iu Lazada, Weloveshopping

Other:

Qs o o - dl = i o
AUV UI TNANHIAR 1 UABC
fruABCHlufualEn/dia1wsan amnsuda amnsulsilwsansuilseniu wiadfin wazuains

6. virugan3 uABCuIalL *
Mark only one oval.

Tugan Skip to question 16.

AN33UTUATNANIINADIKUI TNnATITIaas T WMABC
FuABCHluf wdlan/deamnsan amnsuie annsudsslwsaniulszniu weiaedy waziuainis
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7. vinugans uABC aatinels
Check all that apply.

[] Wiusua

o ar
|_| yAAatsInuuzln
LA n2 I UAY
wlatie
Viv'laie

Taud

D Other;

. & o v " '
8. vinuandadua/anmnaan3uABCuialy
Mark only one oval.

( | kAR

( ) laivee Skip to question 16.

wadnssunarn1ssusansnuiinaidansuABC

FuABCHluuALEA/doarmsan amiTude atwiawdssdwsaniulsenig wwiasdu warfuaimig

& o - %
9. anudlunrsiadua’/a1misan3wABC *
Mark only one oval

( ) nniu

() 4-6afvsadlanv
() 2-3afsadueny
() ddanviasaia
() 2-3afveaidiau
() \flauazaia

() daspindauazaia



10. szanduafatwisitiaanns uABC
Check all that apply.

L]
[

D odoooododt

vlavuaa
vlaldaa
ilafleaa wiadladaiilnanduy
vlatan
1
ilanan
MIINILAAR
fdnuazaa’lian
aunlng
=
Lnal
2TMTUUY L a1 waailsesa
21MITHIaNduleEnau iy Mananng
2 o)
LAIadAu

Other:

1. vihuusudvasnnensdviaduainassuABCAuisalu -
Check all that apply.

NN NN

Tnsdwii
wnlng
e
lau
wdiia
Vin'laisl

Tinsuan
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12 vinuddarnuivwalasasnuABCluiladuevasine'ls
Mark only one oval per row.

walauwn walathunate ‘liwala

a2 . — P )
AW AIFUAY/ 21T C ) C ) C )
ANuAIANANIIAIAUA/a IS ) C ) C )
- ) F P
saAnaIaANg ) e ()
P oy P Ny
AU UITAN AU L) L/ L/
51ﬂ" :\_/ I'\._./'I I‘-\_)
| & Fa IS Fa
finsaaasuniaana (Tuslau) C ) )
gonasFu C ) C ) C )
A\ ~ . A p
~ S S —
UTTENANALATATUAZAIAUDIT U C ) C ) C )
uSAsivainuana i au ey i — ) Y
186 - __/ )
AMAMANTLINMIAALEIDAT L —— ~— —
de & : . J N J N _/I
nutiiaTusiluuuengeg — — —
ATIUAINUABAINS — Y F
szrnduyiug i aaaaulad — — —
[ F | '
dasmemsdediafivainvais iy — —
L L X - W J . ) . /'I
nsde dadinaaulal — — —
USATIAAIAUAGIN ) C @)
= o r;’ Y . - . ™
UIATUBINTIAI U ) C ) C )
AsTulsedudud i Bianiud ~\ Y Y
El = A e ) A / \
ulaguniaAuiu — - —/

13. anuiswalanauinmeaninsdygnaa lnsauiuilszvu v aninglnaanuéo e
ug ”

Mark only one oval.

() walann
() walahunans
() hinala

14, anuiswalalaasiu ©
Mark only one oval.

() walamnn
() walathunaie

J
() liwala
p. .

15. viruamnTWsIuABC U5l vienwn Yavinde
a1 Tilsassy

ainsjanldanvefanunuugnuniy
dayazavvinuazanfiuiluanuduwasin i tdiiansdneiniu

16. e *
Mark only one oval.

N
! )
S

NElda
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17. a7y "
Mark only one oval.

() 20 Iwimfasndn
( y21-301

() 31-401

() 41-501

() wmann 501

18, @anunwausa *
Mark only one oval.

() laa

() awsauardolifiues
() awsauagdiunuan
() Other:

19, uanintuadniau -
Mark only one oval.

() agAuie
() 2-3au
[ ) 4-5pu

() wanin 5 au

20. aviin *
Mark only one oval.

() inGouhindns
() dhsnsAgiaivia
) wilpouuidviantu
() nsfiadiue

) withu

() Other:

21, u'leiadgduyaaadaiiau *
Mark only one oval.

() 10,000 vywwiadasnia
() 10,001 = 30,0001
() 30,001 -50,000um
() 50,001 -70,000 uw
() 70,001 -100,000u W
() &9na1 100,000 uw
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The Questionnaire after the implementation in English version

Food Consumption Survey

Market research survey
Your information will be kept confidential and used for education only

* Required

Consumption Behavior
Fresh Food, Frozen Ready-to-eat food, Restaurant

1. Influencing factors for purchasing a fresh food product or ready-to-eat food or choosing a
restaurant *

Mark only one oval per row.

Very important Moderately important  Not important
Product quality e.g. freshness, Y — e
and cleanliness

Product variety

Taste C) C ) C
Packaging C )
Price o
Sales promotion e.g. discount C ) )
Location o
Physical evidence e.g. Y ’ .
atmosphere and hygiene —

Varety of service e.g. boil, steam, ) P —
roast, and fry — RN S
Quality of butchery service e.g. /
mince, and slice
Public relation e.g. via social . — \
media ~— — —
Variety of advertising methods e.g.

via social media

S A

L,

Delivery service - _
Quality of service staff C ) C )
Freshness guarantee e.g. change, — — Y
or return money ~— ~— —

2. What meal do you favor to have your ready to eat food? *
Mark only one oval.
() Breakfast
() Lunch

() Dinner
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3. What are your favorite menus? *
Check all that apply.

Thai food (A la carte)

Cook-to-order meal

Dim-sum

Chinese food

Fast Food

Japanese food

Korean food

Western food A la carte e_g. steak, spaghetti, and fish & chips
Buffet

Full course (Appetizer, Main, Dessert)

Other:

4. How much a meal price per person should be? *
Mark only one oval.

30 - 50 Baht
51 - 100 Baht
101 - 300 Baht
301 - 500 Baht
=500 Baht

5. Frequently purchase channels
Check all that apply.

At the store

By phone

Via fax

By sending email

Though Line

Though Facebook

Store website

Online market place e.g. Lazada, and Weloveshopping

Other:

Skip to question 6.

Consumer Perception about ABC store

ABC store is a food supply company that provides fresh food, dried food, ready to eat food and
beverage as well as Thai a la carte menu.

6. Do you know the company? *
Mark only one oval.

Yes

No Skip to question 16.
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Consumer Perception and Behaviour about ABC store

7. How did you know the company? *
Check all that apply.

| | Saw the store

|| Introduced by a friend
| | Intoduced by a sales person from the company
| | Facebook

| | Website

| | Line

|_| Other:

8. Have you bought a product from the company before? *
Mark only one oval.

( Yes

( No Skip to question 16.

Consumer Behaviour and Perception about ABC store

9. How often do you purchase a product from the company? *
Mark only one oval.

( Everyday

( 4 - 6 times per week
( 2 - 3 times per week
( Once a week

( 2 - 3 times per month
( Once a month

( Less than once a month
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10. What is a product type that you have ever purchase from the company? *
Check all that apply.

Pork

Chicken

Duck and other poultry

Eggs

Beef

Fish

Seafood

Vegetable and fruit

Thai Dessert

Bakery

Processed food and dried food e.g. sauce, and rice
Fresh cooking food in Thai a la carte menu

Beverage

Other:

11. What did an ordering channel of the company you know? *
Check all that apply.

By phone

Via Fax

By sending email
Though Line

Though Facebook
Though store's website

None of above



12. What is your satisfaction about the company according to the following factors? *
Mark only one oval per row.

Product quality e g. freshness and
cleanness

Product variety

Taste

Packaging

Price

Sales promotion e.g. discount
Location

Physical evidence e.g.
atmosphere and hygiene

Varnety of service e.g. boil, steam,
roast, and fry

Quality of butchery service e.g.
mince, and slice

Public relation e.g. via social
media

Variety of advertising methods e g.

via social media
Delivery service

Quality of service staff

Freshness guarantee e.g. change,

or return money

Strongly satisfied Moderately satisfied Unsatisfied

0y
L. v
Y
h. /
'
o
[
A\ J
o
NS
s ~
L D,
oy
)
[
R—
Yy
A vy
Y
AN
p y
S
S
Y
NS
s N
L vy
I's Y
A vy

13. Satisfaction about the Thai a la carte restaurant of the company
Mark only one oval.

.: ) Strongly satisfied

(") Moderately satisfied

p
I\

) Unsatisfied

14. Overall satisfaction
Mark only one oval.

.: Strongly satisfied

.: Moderately satisfied

A

) Unsatisfied

15. Suggestion or opinion about the company

General Information

0y
/
oy
__/
)
L)
\ :/’
N
L/
' Y
A,
s N\
o
N
\_ )
—
__/
o
' A
L
)
S vy
Y
S vy
'S
_/
"
! J

'S
A A
'
h. A
'
\ J
s
h. /S
0
)
s Y
N A
's \
)
Yy
A

0y
A vy
Y
)
I's Y
L. S
'
Y
N\ J
N
LY S
I's A
p S
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16. Gender *
Mark only one oval.

17 Age *

| Female

) Male

Mark only one oval.

) less than or equal 20 years old
) 21— 30 years old
) 31— 40 years old
) 41 = 50 years old

) = 50 years old

18. Marital status ~
Mark only one oval.

19. Number of your household member *

) Other:

| Single
) Married (No children)
) Married (Children)

Mark only one oval.

) Alone
) 2 -3 people
) 4 -5 people

| =5 people

20. Occupation *
Mark only one oval.

) Student
) Government officer/State enterprise officer
) Employee

) Business owner
) Housewife

) Other:

21. Income per month on average *
Mark only one oval.

) less than or equal 10,000 Baht
) 10,001 — 30,000 Baht

) 30,001 — 50,000 Baht

) 50,001 = 70,000 Baht

) 70,001 — 100,000 Baht

) = 100,000 Baht
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Appendix E: Sales Revenue and Profit in 2014 and 2015
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Sales Revenue

Month and Year Business customer Retail customer Total
(B2B) (B2C) (Baht)
June 2014 3,086,134.50 Banht 102,435.00 Baht 3,188,569.50
July 2014 3,193,985.50 Baht 101,876.00 Baht 3,295,861.50
June 2015 3,097,790.50 Baht 102,611.00 Baht 3,200,401.50
July 2015 3,194,250.50 Baht 102,897.00 Baht 3,297,147.50
Average 3,143,040.25 Baht 102,454.75 Baht 3,245,495.00

Average from June and July in 2014 and 2015

Baht %

Product Sales Revenue

3,245,495 | 100

Product Costing

2,044,662 | 63

Gross Profit 1,200,833 37
Expense
Utilities 65,000 2
Wage of employees 404,550 12
Marketing promotion 64,910 2
Miscellaneous, bonus and benefits 33,713 1

Earning before interest, tax, depreciation, and amortization
(EBITDA)

642,661 20

Depreciation 35,333 1
Earning before tax (EBT) 607,327 19
Tax 121,465 4

Net Profit

485,862 15




Appendix F:Product List

Fresh Pork Product List
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No. Fresh Pork Products Unit
1 | Pork Belly sy Kg
2. | Pork Belly Sliced vayaaiualaf Kg
3. | Pork Belly Square Cut vagnauusiEn Snuuany Kg
4. | Pork Belly Stuffed AN Tudnl Kg
5 Pork Black Loin (16.5Kg/Pcs) (Fresh Iberico Sodmsarmmginiodings Kg

Pork Rack)
6. | Pork Blood (Kg) Renvisyan Kg
7. | Pork Blood Steamed (Pcs) e A Pcs
8. | Pork Bone for Making Soup (Earleng) nszgniin (Feide) Kg
9. | Pork Cheek Kg) wHanty dednauii 1-2 fu Kg

10. | Pork Collar (Kg) Aupavy Kg
11. | Pork Collar Cut (Kg)(Moo Num Tok) funavauLLMTAN Kg
12. | Pork Ear Fresh Kg) Yuyan Kg
13. | Pork Ear Glass vy Kg
14. | Pork Leg Bone in Skin on (12-14Kg/Pcs) 1msgianszgn Anvis Pcs
15. | Pork Fat Minced (Kg) Tunyun Kg
16. | Pork Head Boneless (Head)4-5Kg/Pcs) Waianznazgiiasa (4-5 nn/via ) Pcs
17. | Pork Heart Kg) Walany Kg
18. | Pork Hip (Kg) azTwnuy Kg
19. | Pork Hip Boneless with Skin (Kg) azlnnmyRiamislifianszgn Kg
20. | Pork Hip Cut (Kg) azlnnmyii Kg
21. | Pork Hip minced Kg) leazinnwun Kg
22. | Pork Hip Sliced Kg) azlwnmyalas Kg
23. | Pork Intestine Big Kg) Ty luny Kg
24. | Pork Intestine Special Small \dou Kg
25. | Pork Kidney (Kg nea Kg
26, Pork Knuckle for Making Pork Gravy (Kaki) o Kg

Kg)

27. | Pork Lard Fat 2inch Tumgyun 2r Kg
28. | Pork Leg 2-2.3 Kg/Pcs) 29y = 2N Kg
29. | Pork Leg Cut Fresh (2-2.3 Kg/Pcs) auaaaud RN Kg
30. | Pork Leg Roast (2-2.3 Kg/Pcs) NN IR Kg
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31. | Pork Liver Kg) TR Kg
32. | Pork Loin Bone In (5-6 Kg/Pcs) Auuandanszgn Kg
33. | Pork Loin Boneless Fuuennennszgn Kg
34. | Pork Loin Boneless Trimmed (Kg) AuuanliRnnseandnuss Kg
35 Pork Loin Boneless Trimmed and Sliced Suenifnzaniousioeiad Kg
Kg)
36. | Pork Loin Sliced (Kg) fuuenalas Kg
37. | Pork Lung 1-15 Kg/Pcs) ey (Nn) Kg
38. | Pork Neck paVY Kg
39. | Pork Net (Kg EUIERRIRPL IR Kg
40. | Pork Shoulder Kg) gy Kg
41. | Pork Shoulder Chilled elnausis Kg
42. | Pork Skin Fresh wilanyan Kg
43. | Pork Skin Sliced (Kg) wilonylog Kg
44, | Pork Skin Sliced Cook (Kg) wilsviyrlagdmiuvindiudn Kg
45. | Pork Spare Rib Cut 2 inch Flasemgis 2 fio Kg
46. | Pork Spare Rib Extra Trimmed (2 Kg/Pcs) lpsamyiausisdnuiivinunsiae Kg
47 Pork Spare Rib Extra Trimmed (Half Cut) Sinssvginusi Ginrie Kg
Kg)
48. | Pork Spare Rib Special Cut 2 inch Blasamgiufivy 2 o Kg
49. | Pork Spare Rib Whole 2-2.5 Kg/Pcs) Flaseuyiausiu Kg
50. | Pork Sqare Rib Young Cut in Piece Flasgeumyiadudu Kg
51. | pork Spleen (500-800 Gm/Pcs) finmyy Kg
52 Pork Stomach (Cooked) (Kg)300-500 sz Kg
Gm/iPcs)
53. | Pork Stomach (Fresh) (Kg)(300-500 Gm/Pcs) | nszmnzuyan Kg
54. | Pork Sucking Fresh Size 2.8-3 Kg/Pcs (Pcs) | myiuan 2.8-3 nn/.sa Pcs
56 Pork Sucking Hong Kong Style 2.3-25 o sin 2325l Kg
Kg/Pcs)
56. | Pork Tenderloin (Kg) edlumy Kg
57. | Pork Tongue (Kg) Aoy Kg
58. | Pork Collar Cut (Moo Dad Deaw) Fupavsiuduinuyunaiien Kg
59. | Pork Shoulder with Skin Taivyiamis Kg
60. | Pork Fat My Kg
61. | Pork Casing N0.28/30 Ty we3 28/30 Kg
62. | Pork Casing N0.30/32 Ty wei 30/32 Kg
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63. | Pork Sucking Fresh Size 2.8-3 Kg wyiuan 2.8-3 nn/.sh Pcs

Fresh Chicken Product List

No. Fresh Chicken Products Unit

1. | Chicken Black 500-600 GmPcs) IAA (500-600 NFW) (59) Pcs

2. | Chicken Black 700-1000 Gm(Pcs) rian (700-1000 NFa) (NN.) Kg

3. | Chicken Blood Boiled (Pcs) @enlidiugn (faw) Pcs

4. | Chicken Bone Fnlasslr Kg

5. | Chicken Bone s Kg/Case) Entassld s nnunaes Kg

6. | Chicken Two Breast Bone in and with Skin anlrigfianszgniimmis Kg
Chicken Breast Boneless Skinless enlilifinnszgnlaientn

7. Lo Kg
140-150 Gm/Pcs 140-150 NFN/AU

8 Chicken Breast Skin On o i

. 175-185 Gm/Pcs ANNAANUN 175-185 NTH/TL Kg
9. | Chicken Breast Skin On with Bone anlddamiladnsygniinun Kg
10. | Chicken Breast Skinless (cut 1 inch) anliaenuiariain 1 fia Kg
1 Chicken Breast Skinless anlrilifamis "

" | 120-150 Gm/Pcs Slice 120-150 N3/@Y ala sk g
12. | Chicken Breast Skinless 130 Gm/Pcs anlila@iamls 130 nfu/an Kg
13. | Chicken Breast Skinless Slice eenilaifimmishy Kg
14 Chicken Breast wilt Skin anlrFamiTs 120-150 N3u/AY P

" | 120-150 Gm/Pcs cs
15. | Chicken Breast with Wing Stick Slice anlnfintinuu Kg
16 Chicken Breast with Skin enlrinis <

" | 120-150 Gm/Pcs Slice 120-150 NF/@Y ala sk g

Chicken Breast Boneless Skinless cut 1.5 . .
17. | . anlniaanmisiusi 1.5 T Kg
inchy
Chicken Broiler 1.2-15 Kg " o
18. s 1.2-1.5 nn. fiaiauaziiin Kg
Cut Head and Feel
19. | Chicken Broiler 1000 Gm (Kg) risia (1000 NFW) (nN) Kg
20. | Chicken Broiler 1500-1700 Gm A5 (1500-1700 N3) Kg
21. | Chicken Broiler 1500-1700 Gm 1159 (1500-1700 N33) Kg
22. | Chicken Broiler 500 Gm /Pcs s 500 N¥N (5) Pcs
23. | Chicken Capon 25-3 Kg Iineu 2.5-3 nn. Kg
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24. | Chicken Capon Minimum 3 Kg Trimew 3 nn. Zuld Kg
25. | Chicken Drumstick 80-100 Gm el (80-100 N§) Kg
26. | Chicken Drumstick with Hip veslifinazinn Kg
27. | Chicken Drumstick with Hip Cut vaslidaasInndy Kg
28. | Chicken Fat fuln Kg
29. | Chicken Feet Trimmed Aulrisioudy Kg
30. | Chicken Giblet wisasluld Kg
31. | Chicken Hip without Bone 2 Kg aztnnlrianznazgn 2 nn, Kg
32. | Chicken Leg Boneless 1ilaifinszgn Kg
33. | Chicken Minced run Kg
34. | Chicken liver Fresh Clean Aulianazann Kg
35. | Chicken OId 2.5-3 Kg/Pcs Trun 2.5-3 nn.sia Kg
36. | Chicken OId 3-4 Kg/Pcs Trur 3-4 nn./sia Kg
37. | Chicken Thai Size 1.5-2 Kg/Pcs i 1.5-2 nnsia Kg
38. | Chicken Skin wiidln Kg
39. | Chicken Thai 1.5 Kg It 1.5 nn. Pcs
40. | Chicken Thigh aztnnld Kg
41. | Chicken Thigh Boneless Skin on Slice azbnnl Lilinszgn Aavialad Kg
42. | Chicken Thigh Boneless Skinless azbnnl lifinszgn Taifiamis Kg
43 | Chicken Thigh Boneless Skinless atnlr Wﬂ%@fi Laifimn’s B
160-170 Gm/Pcs 160-170 nsusu
44. | Chicken Thigh Boneless Skinless Cut 1 inch | sl ifinszgn bifiewiviuidia | Kg
45 | Chicken Thigh Boneless Skinless Cut 1.2 @jTWﬂTﬂ' Taifinszgn i v 1.2 Kg
inch i
46 Chicken Thigh Boneless Skinless Cut 1.5 @j‘iﬂﬂiﬁ aifinszgn aifiawks viasin -
inch DTN
47. | Chicken Thigh Boneless Skinless Slice azbnl Lifinszgn Wifiaws alad Kg
48. | Chicken Thigh Boneless Slice aztnnl laifinszgnallast Kg
49 | Chicken Thigh Boneless Slice On abnn’li Tﬂim@?ﬁwﬂﬂ -
200-210 Gm/Pcs 200210 nswdu
50. | Chicken Tulip (Wing Stick) Show Bone asliuufnnszan Kg
51. | Chicken Whole 1.5 Kg/Pcs Iriviasia 1.5 nn./sia Pcs
52. C.hiCken Whole Organic Iridaangsaua 1.3-2 nn./da Kg
Size 1.3-2 Kg/Pcs
53. | Chicken Wing Drumstick tnlrnu Kg
54. | Chicken Wing Whole nlviatin Kg




Another Fresh Poultry Product List
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No. Other Fresh Poultry Products Unit
1 | Duck Feet 14dla Kg
2. | Duck Neck raiiln Kg
3. | Duck Liver siiila Kg
4. | Duck Drumstick veuiln Kg
5. | Duck Mince adlaun Kg
6. | Duck Butt e Kg
7. | Duck Beaks thnidle Kg
8. | Duck Middle Wing Unnans Kg
9. | Duck Whole Wing Fnifin Kg
10. | Duck Stick Wing Tnuw Kg
11. | Duck Whole eniasta Kg
12. | Duck Fillet @il Kg
13. | Duck Intestine (L) Kg
14 | Duck Boneless Breast aniln Kg
15. | Goose 4Kg/Pcs)new product) vinu 4nn/ay Pcs
16 Goose with Web (Large) (Pair) (new i (o) ) Pair

product)

17. Goose 2.7-3 Kg wo Wing and kSB TS vinusia Witinuazan 2.7- 3nnJsa Pcs

product)

18 Goose Whole Oven Ready Size 3.8 ety 3.8 Ay Kg

Kg/Pcs (new product)

19. | Gualil 2-25 Gm/Pcs)new product) unnszminazena (2-2.5 Ta/sa) Pcs

Fresh Beef Product List

No. Fresh Beef Products Unit

Cow Blood 1 Lt/Btl Aendaan 1 Ans/aan Btl
2. | Cow Bone Kg) nszgnda Kg
adouutinen (@esedlii)
3. | Brisket Chilled Thai . Kg
Inaifiv
Ground Beef Kg) letun Kg
5. | Beef Liver Kg) iTb0) Kg
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6. | Beef Tongue Auha Kg
7. | Oxtall (Thai) wieialneg Kg
8. | Rump Cut ¢s-s Kg/Pcs) azlnndaviush Kg
9. | Rump s-s5 Kg/Pcs) azlwna Kg
10. | Beef Cheek aufiuds Kg
11 | Shank \ilerasany Kg
12. | Shank Boneless lmniedbifanszgn Kg
13. | Tenderloin slice Wediilualad Kg
Fresh Fish Product List
No. Fresh Fish Products Unit
Bait Fish White Fillet (1lo Gm/Pcs) eamauaus Kg
Cat Fish Fillet (700-s00 Gm/PCS) tangnua Kg
3 Cat Fish Fillet without Head Jopuifod Kg
(400-s00 GM/Pcs)
4. | Cotton Fish 350-400 g Uand"4 350-400 N3u Kg
5 | Dover Sole 600 Gm/Pcs UanAuman ez 600 N3N Kg
6. | Garoupa Black 900 Gm-1 Kg (Chill Ua A1 900 NFN-1 AW Kg
7. | Garoupa Fillet 300-700 Gm/Pcs Uanriug Kg
8. | Garoupa Fillet 500-600 Gm/Pcs (Kg) erlanirinug 500-600 nasa Kg
9. | Garoupa Fillet 700 Gm/Pcs deLlaningnaaua 700 nFuau Kg
10. | Garoupa Fish 3 Kg/Pcs danisanuazenn snn/sa Kg
11. | Garoupa Fresh 500-600 Gm/Pcs Uainan s-6 Ia/da Kg
12. | King Mackerel 3-4 Kg/Pcs UanBuyiEe 3-4 nn/sn Kg
13. | King Mackerel Fish Fresh (3 Kg/Pcs) UanBuvizdanaunn 3 nn./sa Kg
14. | Mackerel Fresh Cleaned Uamaarinazannnn) Kg
15. | Mackerel Steamed dayis () Pcs
16. | Mullet Red 250-300 Gm Uamae 250-300 nFw/Fa Kg
17. | Mullet Red Filltet 300 Gm letamanaunsuszoo ni Kg
18. | Nile Fillet wo Skin 150-200 Gm/Pcs eranfiauslliomis Kg
19. | Nile Fish Cleaned w0 Head danflanianuazenn laifisi Kg
20. | Obtuse Barracuda wio Head Clean (1.2-15 | dahaenliisionia, 1aminga, adnlé Kg
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Kg/Pcs) WA 1.2 — 1.5 NN.J6A
21. | Pla Kod Sliced w/o Head dansmziaglas i Kg
22. | Pla Krai Meat Welanaeudt Kg
23. | Pla Krai Meat A evannsensa A Kg
24. | Pla Krai Meat B dadannmeinse B Kg
25. | Pla Too Fish Large Steamed (Pcs) Uamileinlvnjase Pcs
26. | Saba 400-600 Gm/Pcs) AT (400-600 NF/FR) Pcs
27. | Saba (700-s00 Gm/PCS) ALz (700-800 NF/6R) Kg
28. | Sand Goby Fish (Pla Boo dive) Uamjiidin Kg
29. | Seabass so0 Gm Uangws aum 8 Ta/sa Kg
30. | Seabass Fillet Skin on 700 Gm/Pcs erangmenaus Soo nfudufiamls | Pes
31. | Seabass Fillet Skin on 700 Gm/Pcs eranngmanaug 700 n3uAuRAWTS Kg
) ) dlaanngmeanaus 700 naawlaidn
32. | Seabass Fillet Skinless 700 Gm/Pcs 3 Kg
Wil
33. | Silver Fish UaiRu Kg
34. | Silver Pomfret 500 Gm/PcsKg) daraszddnga (500 n3w/e) Kg
35. | Snake Head Fish (Live) 3 PcsiKg Uandewiu Kg
Snake Head Fish Cut without Head s
36. dandauilifiva Kg
(700- 00 GM/PCS)
Snake Head Fish Fillet (Sea)
37. Uantaunziaua Kg
(700- 300 GM/PCS)
Snake Head Fish Fillet (Sea) Trimmed
38. Uandaunziauasnusi Kg
(700- 300 GM/PCS)
Snake Head Fish Sliced w/o Head
39. tatoualas laifina Kg
(700- 00 GM/PCS)
Snake Head Fish Whole w/o Head Clean v
40. dandauwivialuiariaeindies Kg
(700- 800 GM/PCS)
41. | Snapper Red 2.5-3 Kg/Pcs Uanznauna (2.5-3 Nn./sa) Kg
42. | Snapper Red 5 Kg/Pcs UaNnauA 5 nn./eY Kg
43. | Snapper Red Fillet (so0- 600 GM/PCS) aangnausausufidautiesinia Kg
44 | Snapper Red Size 4 Kg/Pcs Uarngmaund 4 nn./sa Kg
45. | Snapper Red Size 45-5 Kg UaINZWILAIdATINA 4.5-5 NN.siasa Kg
46. | Snapper White (Meat) Size - Kg/Pcs evannzwern Kg
47. | Snapper White 2 Kg/Pcs danngnaansilug) Kg
48. | Snapper White 3s0- 400 Gm UaNnznem9 (350- 400 NFu/EA) Kg
49. | Snapper White 700-800 Gm/Pcs darnewanaiidin 7-s Tovsn Kg
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50. | Sword Fish Loin damnennu Kg
51. | Threadfin Bream (15-40 Gm/Pcs) LA MRS 15-40 NG Kg
52. | Tilapia Fillet Skinless ileanTiauglaifiaviss 0-60 nf/au Kg
53. | Turbot Uandusman Kg
Fresh Seafood Product List
No. Fresh Seafood Products Unit
1. | Clam Meat Undulated Surf lavesany Kg
2. Clam Shell veganeden Kg
3. | Cockle WRBLATY Kg
4. | Crab Blue (Live) GsoGm/Pcs) Ydinilu Kg
5. | Crab Blue 250Gm/Pcs #1250 nFursia) Kg
6. | Crab Blue Cover nszaeyiin Kg
7. | Crab Claw fiangyneia Kg
8. | Crab Claw 20 Pcs/Kg Knaa)uin 20 Fwnn, Kg
9. | Crab Leg nssidieay Kg
10. | Crab Leg Meat ensndesy Kg
11 | Crab Meat ey Kg
12 gr::/tl)jkMteat Special Body Vacuum 500 ol Kg
13 | Crab Sea (Live) GsoGm/Pcs) Ynzia 350 nFwsea A39m Kg
14. | Crab Sea (Live) s00Gm/Pcs) Ynzia 500 NS 1T9m Kg
15. | Crab Sea Size 800-900 Gm/Pcs Ynziaidiu 9um 9-8 Iasdia Kg
16. | Crab Soft Shell 150 Gm.Pcs il 150 N Kg
17. | Crab Soft Shell 150 Gm/Pcs 1 150 nFu/s Kg
18. | Crab with Egg dive)2seGm/Pcs) el Kg
19. | Cuttle Fish Big Whole 1 Kg/Pcs damidnnsznes (1 nn/sa) Kg
20. | Enamel Venus Shell ;Surf Clam weenaL Kg
21. | Jellyfish Hong Kong WHANENIUERINS Kg
22. | Jellyfish Local (Head) usanzngu lutdszina (W) Kg
23. | Jellyfish Local (Sheet) wskanzwgu ludszine (usi) Kg
24. | Jellyfish Seasoned 1 Kg/Pack uaanzwguilyesa 1 0N, Kg
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25. | Jellyfish Thai wianewgulng Kg
26. | Mussel (Maeng Poo) VRHUNAY] Kg
27. | Mussel (Maeng Poo) Special wetunaarlue i Kg
28. | Oyster (Pcs) NBUUNTH () Kg
29. | Prawn Head Viaffs Kg
30. | Prawn River 10 Pcs/Kg Hausltin (10 /) Kg
31. | Prawn River 15-16 PcsKKg Hausltin (15-16 Fa/nn) Kg
32. | Prawn River 20-25 PcsiKg fouaithh (20-25 #/nn) Kg
33. | Prawn Tiger 15 Pcs/Kg flana1mn 15 sia/nn Kg
34. | Prawn Tiger 25-30 Pcs/Kg flananmn 25-30 sa/nn Kg
35. | Prawn Tiger Black (Live) flananmn Unit
36. | Prawn Tiger Black (Live) Aana1mn Kg
37. | Prawn Tiger Black 20 Pcs/Kg flanamn (20 fi/nn) Kg
38. | Prawn Tiger Black 40 Pcs/Kg flananan (40 f/nn) Kg
39. | Prawn Tiger Black Fresh o Pcs/Kg) flanananan (10 6a/nn.) Kg
40. | Prawn Tiger Black Fresh 2 Pcs/Kg) flanananan (12 fia/nn.) Kg
41. | Prawn Tiger Black Fresh  Pcs/500 Gm) Hanansnan (3 sa/rsla.) Kg
42 | Prawn Tiger Black Fresh s Pcs/Kg) Aananfngn (s f/nn.) Kg
Prawn Tiger Black Peeled 31-40 Pcs/Lb ¢ flaanei@en unzilden (31-40 fa/
43. ) B Ctn
Kg/Ctn) taus ) (snn/aa)
44. | Prawn Tiger Size (o Pcs/Kg) flanananan (10 fia/nn.) Kg
45. | Prawn White 0 Pcs/Kg) flaudae (20 Fa/mnn.) Kg
46. | Prawn White 0 Pcs/Kg) lafaustfinn (20 amn.) Kg
47. | Prawn White (2025 Pcs/Kg) flaugfing (20-25 siann.) Kg
48. | Prawn White o Pcs/iKg) flausgfing (40 fa/nn.) Kg
49. | Prawn White (ss-60 Pcs/KQ) Aauddine (55-60 si/nn.) Kg
50. | Prawn White Meat (80Pcs/Kg) lafautiinn (s0 famn.) Kg
51. | Radiated Scallop «o-4s Pcs/Kg) ilavesiad (40 458/nn.) Kg
52. | Radiated Scallop (so Pcs/Kg) lavenimad (s0 f/nn.) Kg
53. | Shrimp Paste Hufjs Kg
54. | Squid Ink siwiin Kg
55. | Squid Long 4-5 Pcs/Kg daminuen (4-5 fa/nn) Kg
56. | Squid Small with Head (40-50 PcsiKg) ;j;fmmmm S
57. | Squid Small with Head Cleaned 20 Pcs/Kg) Hviinndusams i 20 Kg

nn)
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58. | Squid Special Cut 12 Kg/Case UawiEinviiis Kg
59. | Whiteleg Shrimp Meat 25Pcs/Kg) efternauns (25 fnn.) Kg
60. | Whiteleg Shrimp Meat (30Pcs/Kg) dlafamnaun Go dia/nn.) Kg
61. | Sea Cucumber Fresh (1-2 Pcs/Pkt) amzianan Pkt
62. | Prawn River 3-4 PcsiKg (Live) Hauslth (3-4 Famn) @33m) Kg
63. | Squid In Lye 1-15 Kg/Pcs taminudsing Kg
64. | Squid Long Trimmed 4-5 Pcs/Kg Uauiinuen favuan Kg
65. | Squid Sliced Z4-5 Pcs/Kg) daminuenaenalafuaziie Kg
70. | Crab Blue sGm/Pcs {1 (6-8 Fia/nn.) Kg
71. | Cuttle Fish Sliced (7-10 Pcs/KKg) dauiinnszaesalas Kg
72. | Prawn Fresh Water Whole 8-10 Pcs/Kg Hausdvinviasa s-10 il Kg
73. | Prawn River 10-12 Pcs/Kg (chilly Hauslthh (1012 Fa/mn) (usiiiv) Kg
74. | Prawn River 10-12 PcsKg (Live) Hausithh (1012 famn) (@33m) Kg
25 Squid Small wio Head Cleaned (12-15 dawiinuenaanuis ldfAnvia (12-15 .
Pcs/Kg F/nn)
. Squid Small wio Head Cleaned Sliced 12- | dawilnvexasnvii lifniaalas B
15 Pcs/Kg (12-15 Bia/nn)
Egg Product List
No. Egg Products Unit
1. | Chicken Egg 30Egg/ Pkt Tl Pkt
2. | Chicken Egg Boiled 30Egg/ Pkt Talrigia Pkt
3. | Duck Egg 30Egg/ Pkt ik Pkt
4. | Duck Egg Salted 30Egg, Pkt Gt Pkt
5. | Duck Egg Boiled 30Eggs Pkt Tl Pkt
6. | Century Egg 30Egg Pkt T Pkt
7. | Quail Egg 30Egg/ Pktnew product) Taiunnszm Pkt
Vegetable and Fruit Product List
No. Vegetable and Fruit Products Unit
1. | Apple (Fuiji Pcs. uBdlana Pcs
2. | Apple Gala 175 Pcs/Box udtidlanan (175 gninaes) Box
3. | Apple Green 100 Pcs/Box widdaiden (100 gn/nges) Box
4. | Apple Red 100 Pcs/Box wB launs Box
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5. | Bale Fruit Fresh 12 Kg/Box NZANAR 12 NN/NADS Box
6. | Banana Green (Hand) 16-17Pcs/Hand nénEvaNgN@en (17) Hand
7. | Banana Hom (Hand) Pcs) néinellel (17) Pcs
8. | Banana Kai (Hand)22-23Pcs/Hand nneinsuulign (Abe) Hand
9. | Banana Leaf Kg) Tumes Kg
10. Banana Num Wah Bunch) nerbn e Bunch
(7-8Hand,Bunch)
11 Banana Num Wah Hand) 16- e o Hand
17Pcs/Hand
12 Cantaloupe Sunlady (1.5-2.2 Kg/Pcs) o s (1522 g Kg
Kg i
13. | Chestnuts Fresh Kg) gnindnan (lddulaen) Kg
14. | Coconut SE gk Kg
15. | Coconut Green (for show) uzWsaTagnénled Pcs
16. | Coconut Grilled Small NEWEILHLAN Pcs
17. | Coconut Grilled Young (Pcs) uswsatimen (meane) Pcs
18. | Coconut Num Hom nzwigan Pcs
19. | Coconut Old (Pcs) uzwiauAnzmziaan Kg
20. | Coconut Slice (No skin)(Kg) uzwigeana (dfnulden) Kg
21. | Coconut Young (Pcs) NrWsnEen (gn) Pcs
22. | Corn (Boiled) nalwasiugnunzinga Kg
23. | Dragon Fruit 2-3Pcs/Kg) whiasdans (2-3gn/nn.) Kg
24. | Durian (Monthong) 2Kg/Pcs UIEIEHLIEN Kg
25. | Garlic nesiien Kg
26. | Grape Black (Local) Kg) aguAn Kg
27. | Grape Black Imported (Kg) aquAIeNn Kg
28. | Grape Green (Local)(Kg) aquiden Kg
29. | Grape Red dmport) Kg) aduULATUaN Kg
30. | Grape Seedless Imported Kg) aquuauanlbiudna Kg
31. | Grapefruit (Pcs) insvivigm Pcs
32. | Guava Kg Hl5a Kg
33. | Guava No Seed K@) 5T Kg
34. | Honeydew (Kg) umeduTiAn Kg
35. | Honeydew Japan (Kg) wmaduTAu Kg
36. | Jackfruit Peeled Kg) ayuunzulaan Kg
37. | Jackfruit Whole Kg) ayu(ld) 15-20 N, Kg
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38. | Job’s Tears (Lock Duey) gnipat Kg
39. | Jujub Kg wnawdl dla Kg
40. | Kiwi (Kg ip Kg
41 | Lamud Kg) avyn Kg
42 | Langsat Kg) ANEN Kg
43. | Lichee Kg AuASnINTA Kg
44 | Long Kong (Southern Langsat) ABINEY Kg
45. | Longan (Kg) anly Kg
46. | Mango Green nziedaans Kg
47. | Mango Green Sour (Kg) uzalneALFen Kg
48. | Mango Numdokmai (Raw) (Kg) uzalhatimenlfify Kg
49. | Mango Numdokmai (Ripe) 3PcsKg) uzalstieenliign (s gn/nn.) Kg
50. | Mango Raw (Kg) RO Kg
51. | Mangosteen (Kg) Sann Kg
52. | Orange Brown No.5 Kg) Kadivinena wes s Kg
53. | Orange Chinese (Kg) HnAu Kg
54. | Orange for Setting in Room (Kg)N0.72 | &uwef 72 Kg
55. | Orange Free Mont 72 Pcs/Box (Kg) &usuesd (72 gn/nded) (NN Kg
56. | Orange No.1 (Kg) &uwwed 1 Kg
57. | Orange No.O (Kg &uwedo Kg
58. | Orange Sainumphung (Kg) Ananeing Kg
59. | Orange Tangerine S Kg
60. | Orange Tangerine (Change) Hanks Kg
61 | Papaya Coco (Kg) wzaznalaln Kg
62. | Papaya Green Grated urazneyn Kg
63. | Papaya Green Sliced uzaznapuiuldunavies Kg
64. | Passion Fruit Fresh ERLELLD) Kg
65. | Peach (Pcs) gnil Pcs
66. | Pear (Pcs) gnung Pcs
67. | Pear Chinese (Hima) Pcs) andiviny Pcs
68. | Pear Chinese (Kanyaw) Kg) andfinuenn Kg
69. | Pear Chinese Kg) andven Kg
70. | Pear Chinese (Pad)Kg) arauile Kg
71. | Persimmon (Kg) gAY Kg
72. | Pineapple Phuket (Kg) dullzsaqiin faviouazme Kg
73. | Pineapple Phulae for Show furlzsnua Tvuazng (duiuled) Pcs
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74. | Pineapple Show Leave (1.5 Kg) durlysalodillufe (1.5 nn.) Kg

75. | Pineapple Sriracha (No.1)Pcs) duzsauiie Aisvn wed 1 Pcs
76. Pineapple Sriracha Cut Head and Talil Auilzantanen Aaviauazmne (1.6 Nn./gn) Kg

(1.6Kg/Pcs) :

77. | Pomegranate (Kg) I Pcs
78. | Pomelo Sai Namphung (Pcs) fleviuganarinis Kg

79. | Pomelo Sai Namphung (Skinless) dnlevuganerinis (unziden) Pcs
80. | Pomelo Tong Dee (Pcs) &nTaviugnasd Kg

81. | Prune Mirabelle (Kg) gnngu Kg

82. | Pumpkin Sliced Armasiudmsuunsuan Kg

83. | Pumpkin Sliced for stir fry finmeaiud v Kg

84. | Rambutan Wzdn Kg

85. | Rose Apple Green Kg) By@den Kg

86. | Rose Apple Green (Ped)Kg) auydenins Kg

87. | Rose Apple Red (Kg) auALaa Kg

88. | Shallot v Kg

89. | Som — Cha Kg) Hun Kg

90. | Squashes Thai Long Peeled (Kg) UnuwatLlen Kg

91. | Star Fruit Kg) uziilag Kg

92. | Strawberry Chiangmai (Kg) ansaiLeTFeslul Kg

93. | Strawberry Fresh Imported amseiuesaatindiy Kg

94. | Tang Chai (Bag) Aasng (99) Kg

95. | Taro Boiled {endiugn Kg

96. | Water Chestnut (Boiled) wiinfugn Kg

97. | Water chestnut Peeled (Kg) wialenwlaen (nn.) Kg

98. | Water Chestnut Raw (Kg) wiaRu (nn.) Kg

99. | Water Melon Jintara (3Kg.Up) (Kg) mef wm Kg

G nn. aulilgn)

100. | Water Melon Tang Thai (Kg) wnalne Kg

101. | Water Melon Yellow (3Kg.Up) (Kg) unsTuwires (3 nn. Julil/gn) Kg

102. | Water Melon Young Kg) umaluann Kg

103. | Zalacca Class (Kg) aaz Kg

Dried Food & Processed Product List

No. Dried Food Products Unit
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1. | Bamboo Shoot (Tin wielfiussqily Tin
2. | Bamboo Shoot Cooked Kg) wialfiaan (n) Kg
3. | Bamboo Shoot Cooked (Tin wielfiaan @) Tin
4. | Bamboo Shoot in Piece (Tin) wieldifiou Tin
5. | Bamboo Shoot Paitong Cooked (Tin) wielilsina Tin
6. | Bamboo Shoot Pickled (Tin) mialfinas @) Tin
7. | Bamboo Shoot Shredded (Tin) wialdidles Tin
8. | Barley Pearl Raw Qnienfv Kg
9. | Bean Black Dried Windasudia Kg
10. | Bean Black Fermented i Kg
11 | Bird Nest Instant UpiTlazFaun Kg
12. | Budu (Bit tiyg Bt
13. | Chili Powder Red WANKIUAY Kg
14. | Chili Red Dry Small Clean Winiupaiinuits Kg
15 | Chili Roasted with Oil dwinundaazds () car
(Hua Ha Seng) 2700 Gm/Can 2700 nF/NIzilag
16. | Chili Spur Dry (Bang Chang) Wnaudenedng Kg
17. | Chinese Herb 3neEAu Kg
18. | Cinnamon (Kg) aLLE (NN.) Kg
19. | Coriander Seed Powder Wininri Kg
Corn Soup in Can (Malee) g1l Tnamsuna
20. , . Can
Size 565 Gm,/Can 565 nfu/nazilag
Cracker Ritz (Round Size) Fndumsninefuuunas
21 [Y | Box
300 GM/BOX) 300 NF/NARY
22 | Cumin Leaf lugui Kg
23. | Cumin Seed Minimum Order 1 Kg imEvin Kg
24. | Curry Powder (Kg) RNNEITE (1)) Kg
25. | Flout (1 Bag/1 Kg) whandmsdna Kg
26. | Flout Sticky Rice wila¥nawilen Kg
27. | Galangal Powder 4ty Kg
28. | Ginger Dried Tauthe Kg
29. | Gravy Powder (Palo) sanzTa Bag
30. | Jelly Powder MU Bag
31. | Noodle Big Cut fneAtavaensin Kg
32. | Noodle Egg Round usviwResnanihde) Kg
33. | Noodle HoKian danife Kg
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34. | Noodle HongKong uildansununeuna Kg
35. | Noodle HongKong Ta-Pae wildamsmualy Kg
36. | Noodle Kuay Teow Large rosfenidilun Kg
37. | Noodle Kuay Teow Small aeieadun Kg
38. | Noodle Shiang-Hai faeieadedl Kg
39. | Noodle Thai Rice Noodle (Kg) LKA (NN.) Kg
40. | Peanut Chinese doAaAL Kg
41 | Peanut Fried Unsalted (Big) dhasweniadendnlug Kg
42. | Peanut Powder dodsriy Kg
43. | Peanut Raw faddeAadnfy Kg
44. | Peanut Roasted Small fhaseAaidn Kg
45. | Pork Ball (Krae) B T Kg
46. | Pork Belly Crispy nnuyRendnEag Kg
47. | Pork Belly Dry ugasuudia Kg
48. | Pork Fermented (Kg) WauN (NN.) Kg
49. | Poy Kak Werin Kg
50. | Red Sauce Bit faauadfunIn Bt
51. | Rice Mon-Poo Hnnal) Kg
52. | Rice Roasted (Sticky) Hnadn Kg
53. | Rice Sticky §rawmilendiu Kg
54. | Rice Sticky Black Hrwmilenandiu Kg
55. | Rice Sticky Black Steamed frvawiladnils Kg
56. | Rice Sticky Cooked Hirawilegn Kg
Rice Whole Grain Jasmine fnanfemennza
57, Bag
2 Kg/Bag) 2nn./ge
58. | Sago (Kg aguinian Kg
59. | Shrimp Paste 450 Gm/Can neilmsgasnds Can
60. | Shrimp Paste Pink nedldmny Kg
61 | Vegetable Slice Pickled Annmaes 1o Kg
62. | Vegetable Pickled Annanes Kg
63. | Noodle Bami Flat Yellow uenlweaduuuy Kg
64. | Noodle Bami Round Green uzviinen Kg
65. | Chilli Paste Chu Chee (Kg) thwinunegatiat Kg
66. | Chilli Paste Goongsiab (Kg) thwanAudy Kg
67. | Chilli Paste Green (Kg) thvanunadeniaem Kg
68. | Chilli Paste Kang Kue (Kg) twanunsdaiaen Kg
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69. | Chilli Paste Kang Prik Khing (Kg) thwinuneviandsilaen Kg
70. | Chilli Paste Kang Som (Kg) Tdnunafutingn Kg
71. | Chilli Paste Karee (Kg) TBNUNINZIATingN Kg
72. | Chilli Paste Mussaman (Kg) tmanunsTatufiaen Kg
73. | Chilli Paste Num (Kg) msnndy Kg
74. | Chilli Paste Nam Ya (Kg) thwinunaheniaen Kg
75. | Chilli Paste Panang (Kg) thwnuneunusiiagn Kg
76. | Coconut Sliced Dry (Kg) uzwiagadlan(iinein) Kg
77. | Chilli Paste Pla Yang (Kg) wsnunaandnaiiaen Kg
78. | Chilli Paste Red (Kg) WmsnunauAsiinen Kg
79. | Chilli Paste Ta Dang (Kg) TN ALAE TN Kg
80. | Chilli Paste Tai Pla (Kg) winunslaaninen Kg
81. | Chilli Paste Yellow (Kg) thwinunedesilaem Kg
82. | Soy Bean White Fermented dniAgImees Kg
83. | Chrysanthemum i Kg
84. | Okra Dry (Kra-Jeab) nsziAtILuie Kg
85. | Flower Pea Blue Dry (Kg) pendtyduudia Kg
86. | Bale Fruit Dry (Ma-Toom) ET IR Kg
87. | Lemongrass Dry nelefutts Kg
88. | Noddle Egg Round usviiaeanan (i) Kg
89. | Noodle Shiang-Hai fintRen Feli Kg
90. | Noodle Thai Rice Noodle Kg) TUNAW (NN.) Kg
91. | Noodle Bami Flat Yellow ueufmieadiuuny Kg
92. | Noodle Bami Round Green uzvitven Kg
93. | Noodle Vermicelli Vivi 12Pcs/ Pkt dumitlala Pkt
94. | Noodle Kuay Jup urinesy Kg
95. | Noodle Sen Jun (Fresh) diusdundidaly Kg
96. | Noodle Kiem Aee Fend Kg
97. | Noodle MaMa (FF) Wiunnain Kg
98. | Noodle Soba ulrue Kg
99. | Bamboo Shoot Pickled Sliced wiglfines alad Kg
100. | Ginger Pickled Chinese (1900 Gm/Btl Fanasau 1900 nsuann Btl
101 | Lemon Pickled Mix HEUIABY Bl
102. | Cabbage Pickled Mix Tdnge Bil
103. | Plum Pickled flhenes Case
104. | Turnip Minced Pickled T (duaziden) Kg
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105. | Turnip Shredded Pickled lalwuelen Kg
106. | Turnip Sweet Pickled T Tlwanusiu Adeugnisi Kg
107. | Turnip Whole Pickled laTuawviovia Kg
108. | Turnip Whole Salted vinla Tl Kg
Thai Dessert Product List
No. Thai Dessert Products Unit
1. | Bualoy 1anes Pkt
2. | Foi Tong Heave Pkt
3. | Jelly u Pkt
4. | Khanom Chun e Pkt
5. | Lod Chong ABATRY Pkt
6. | Med Kanun Winanu Pkt
7. | Rang Nok Kaun Kg
8. Salim ditu Pkt
9. | Sticky Rice Sweet Hramileng Kg
10. | Takoh melfi Pkt
11 | Tong Yip VLN Pkt
12. | Tong Yore Ne3Lan Pkt
Bakery Product List
No. Bakery Products Unit
1. | Banana Cake Winnneven Pcs
2. | Breadstick 100Gm/Pkt aunan Pkt
3. Brioche 1i5eaT Pcs
4. | Brown Bread aunilelaain Loaf
5. | Croissant pfATRA Pcs
6. | French Bread alarFaea Loaf
7. Hot Dog Bun aandian Pcs
8. | Muffin S Pcs
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9. | White Bread laviiusn Loaf

Beverage Product List

No. Beverage Products Unit
1. | Coffee 12Box/Pack NN Pack
2. | Drinking Water 12Box/Pack Hiuan Pack
3. | Fruit Juice 12Box/Pack snal Pack
4. | Herbal Drink 12Box/Pack ﬁmguiwa? Pack
5. | Honey 12Box/Pack v Pack
6. | Milk 12Box/Pack U Pack
7. | Mineral Water 12Box/Pack i Pack
8. | Soda 12Box/Pack e Pack
9. | Soft Drink 12Box/Pack ihdnau Pack
10. | Syrup 12Box/Pack thides Pack
11. | Tea 12Box/Pack ¥inan Pack

Thai a la carte menu

Entrée Over Rice option

amsiszianunaida (CUrry)

1. | Green curry

uNadenmany

2. Yellow curry unanzvid

3. | Massaman curry unasiasiy

4. | Phanaeng curry WNANZUT

5. Red curry with roast duck unafiaflmeing

6. | A hotand sour Thai curry wnedu

7. | Thairice noodles served with a fish based sauce PAUEN
a1slszinnundan uazal (Soup)

8. | Chicken stewed with Chinese medicine Irifuenay

9. | Clear vegetable

= v A
LINAA NN

10. | Coconut soup with chicken Fnainln
11. | Bitter melon soup Aunzay
12. | Hot and sour Isan soup Hauwy
13. | Tom yum soup Fuein
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amsdszinvaan dh (Thai salad)

14. | Thai papaya salad , Som tam &upn

15. | A spicy Thai salad made with blood cockles ERUGHIIGEN

16. | A Thai salad made with a sweet dried pork sausage dnnuides

17. | A spicy salad with mixed seafood fihmzia

18. | Thai glass noodle salad LN

19. | Thai grilled beef salad diilating

20. | Exploded- catfish salad dlanany

21. | Spicy minced pork aTuMY
annsszinnda nan g (Fryd&Grill)

22. | Ginger chicken Inmds

23. | Chicken with cashewnuts Infaudiauzaiasiuniusd

24. | Stuffed omelette laeia'l&

25. | Deep fried prawns with garlic and pepper fanemnszifiaanining

26. | Sliced pork fried with ginger IRCIEHEN

27. | Sliced pork stir-fried with sato iAo

28. | Asparagus stir-fried with prawns gl dielFaTafs

29. | Fried morning-glory Antialnuna

30. | Chinese kale stir-fried with oyster sauce Anpztinindunes

31. | Stirfried Luffa favay

32. | Fried kale with crispy pork dnaztimynsey

33. | Fried with holy basil danzing

34. | Stir fried mixed vegetables DEDGERE

35. | Stirfried glass noodles DL LN

36. | Deep-fried pieces of crab with curry powder ifnsanzsiz

37. | Noodles pad Thai iTnlne

38. | Deep fried chicken and lemongrass inemnzles

39. | Deep-fried chicken Irinen

40. | Crispy, deep-fried chicken skin wislinan

41. | Three flavours fish Uanausa

42. | Deep-ried fish tamen

43. | Deep-fried pork ribs alpsemymen

44. | Grilled chicken Iriging

45. | Grilled prawns Aagina/faun

46. | Isan grilled pork Myeing

47. | Pork with lime juice VaHzU0

48. | Fried egg Taina

49. | Fried prawn cakes namnduf

50.

American fried

dnpaiadiu
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