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Abstract

The purpose of this study is to devise a business plan
to expand sale volume in industrial products. Data come
from case study of a company who has been in the business
for over 10 years with the current sale volume at 25 million
baht.

Industrial environment data from The Department of
Business Development and internet were studied and
analyzed to understand the products to see which products
are popular in what markets. Strength, weakness, structure
and management of the organization were analyzed. Then
target market was set. The 5-year forecasted sale of
products, targeting on 100 million baht at the fifth year
were performed. Eleven product items were specified for
sale forecast and were adjusted with seasonal index. Then
strategic plan with market segmentation, targeting market
and product positioning were formulated. Marketing mix
strategies, consisted of product, price, place and promotion,
were devised to sell the products. A research of customer
satisfaction was conducted to check brand loyalty of the
company. A 5-year financial plan was formulated and 3
cases of sensitivity analysis were presented. Three scenarios
of the probability analysis were conducted to compare the
probable outcomes of the business. Key success factors
were also identified. Contingency plan was also prepared to
counter the unexpected events that may happen. From the
study the researcher believes that the devised business plan
has high probability of reaching the target sale goal of 100
million baht in the fifth years.

Keywords - Marketing Strategic Plan, Industrial Product
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