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Abstract - The objective of this study is to study the
possibility of a digital printing business on Chaengwattana
Road, Pakkred, Nonthaburi by making the right business
model then evaluate the feasibility of the project through the
study four aspects : marketing, engineering, management
and financial along with analysis of risk factors that affect
business operations. Studying about engineering, marketing,
management and financial found that it is possible to carry
on the business of designing and manufacturing digital
publications. Analysis summery basis on the measurement
value of the decision criteria that are well worth investment
by total investment of 4 million baht, the return rate of the
project stood at 76.96 percent, which is higher than interest
rates on bank loans, which is set equal to 12 percent, the net
present value is equal to 9,031,316 baht and the payback
duration is 1.64 years. Results of the sensitivity analysis to
changes in Best Case on revenues up to 20% per month,
found that the payback period of the project is 1.34 year, the
IRR increased to 93.22% and the net present value (NPV) is

11,574,419 baht. If revenues do not go as expected (Worst
Case) by-case basis, revenues decreased 40%, found that the
payback period of the project is 3.76 years, the internal rate
of return (IRR) will be reduced to 27.04% and the net
present value (NPV) is 1,944,946 baht will be seen that the
decrease in revenues led to a lower IRR than the original
but still acceptable.

Keywords - Average Rate of Return: ARR, Payback Period:
PB, Net Present Value: NPV, Profitability Index: PI,
Internal Rate of Return: IRR .
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2015 2016 2017 2018 2019
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Hanauunuaely (IRR) LAy 76.96% lasyad1dagdugns
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2015 2016 2017 2018 2019
M
0 1 2 3 4
iy 1,461,295 2,267,802 3,014,296 4,587,361 5,325,214
(ONW)FNT
TINFWNTNG 5,461,295 7,729,098 10,743,393 15,330,754 20,655,968
FINFEINVDI 5,461,295 7,729,098 10,743,393 15,330,754 20,655,968
o
ROI 26.76% 29.34% 28.06% 29.92% 25.78%
Investment
ROE Equity 26.76% 29.34% 28.06% 29.92% 25.78%
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