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Abstract

The purpose of this study is to identify the business
model of automobile service center that suitable for Auto
service center at Rangsit-Nakornnayok road in order to
expand its business. This study analyze in 4 dimensions
which are Marketing, Engineering, Management and
Finance to find the feasibility of the project.

In this study business models were divided into 3
types, which are Standard automobile, Auto service center,
and Auto care & Tire. Result after study; found that it is
feasible in marketing dimension due to increasing in
demand. The project is planned to start construction in
2012 and finish in 2013. Financial study found that, they

are all feasibility in 3 business models. But the Auto service
center Model is the most outstanding and suitable to
consider the investment plan.

The investment business models which Advance auto
service center is chosen, is the Auto Service Center. The
Auto Service Center model, which is the second model, has
2.17 years for period of return, 97.68% for rate of return
within 5 years and 64,212,931 baht for present value. The
result show that this model has made retune over an
expectation. Comparison to other model, the Auto Service
Center is more feasibility and more agreement.

Keywords — Project Feasibility Study, Auto Service Center
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