
 

 

 

 

 

 

 :   

 

 

 

 

 

 
 
 

 

     

 

 

 

 
 
 

 

 

 

  

   

  2553 

   



 :   

 

 

 

 

 

 

 

 

 
 
 

 

     

 

 

 

 

 

 

 

 

 
 
 

 

  

   

  2553 

   



BUSINESS PLAN : RAAN KOW NOM THAI DESSERT BUSINESS USING  

STEVIA EXTRACT TO REPLACE SUGAR 

 

 

 

 

 

 
 
 

 

 

By 

Ariya  Jeenklub 

 

 

 

 

 

 
 
 

 

 

An Independent Study Submitted in Partial Fulfillment of the Requirements for the Degree 

MASTER OF BUSINESS ADMINISTRATION  

Program In Entrepreneurship 

Graduate School 

SILPAKORN UNIVERSITY 

2010 

  



     “

      

  

 

 

 ........................................................................... 

    (  .  1) 

           

 .......... ........................... . ................ 

 

 

  .    

 

 

 

......................................................  

(  .   ) 

................./................../................. 

 

......................................................  

(   ) 

................./................../................. 

 

......................................................  

(  .   ) 

................./................../................. 

 

 



 

51602718 :  

 :  /  /   

    :   

   : . .     . 157 . 

 

   

  

 105/1     10900 

  1.1   650,000  

 450,000   

 

  

  

    

  

  

 

   

   

  (Differentiation Strategy) 

 

  

 (Service Differentiation) 

   (Focus Strategy) 

  

 (Marketing Mix 4P’S)  (Product life cycle) 

 

 1  10   (Net Present Value : NPV)   5 

 7,019,479   
 
  

                              2553 

……………………………………………………….. 

 ……………..……………..…….



 

51602718 : MAJOR : ENTREPRENEURSHIP 
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                 ARIYA JEENKLUB : BUSINESS PLAN : RAAN KOW NOM THAI DESSERT 

BUSINESS USING STEVIA EXTRACT TO REPLACE SUGAR.  INDEPENDENT STUDY 

ADVISOR : KREAGRIT AMPAWAT,  Ph.D.  157 pp. 

 Raan Kow Nom, a manufacturer and vendor of Non-sugar Thai dessert products 

using nutritious stevia extract as a sweetener instead of sugar, is located at 105/1 

Tetsabansongkrau Road, Kwaeng Ladyao, Khet Chatuchak, Bangkok 10900.  It is a single 

proprietorship with THB 1.1 million investment fund: THB650,000 of the owner and 

THB450,000 loan from a financial institute. 

 The purpose of this paper is to study the opportunities of engaging in this business 

and to evaluate the possibility of the investment project to use as a guideline and a 

supplement document for obtaining loan from financial institutes. 

 The method of the paper is to use the Business Plan Preparation of the 

Department of Industrial Promotion, Ministry of Industry by searching for information and 

analyzing factors resulting in the running of the business to learn the environment of the 

business and competitors for the success in this business, and to analyze the return on 

investment for supporting the loan application to the financial institutes. 

 The result of this study is that to obtain the success in the business management, 

the Differentiation Strategy has to be applied in the business.  The stevia extract is used as a 

sweetener and products and packages are modeled in a modern and unique technique, which 

is the strong point of the product.  Applying the Service Differentiation by prompt service with 

quality and the Focus Strategy to take advantage over competitors are also needed.  For the 

marketing plan and manufacture, the Marketing Mix 4P’S and the analysis of Product life 

cycle are utilized, and the financial plan of return on investment estimation is 1 year and 10 

months.  The net present value of the project as of the fifth year end equals to THB 

7,019,479. 
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   “ ”     

   

 

  “ ” 

 8.  (Quality) 

  8.1  

    

  8.2  (Good 

manufacturing Practice : GMP)  ( .) 

 ( .) 

  8.3  

   

 9.  (Feathers) 
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                      +                                            

 

 14   

 

  (Packaging)  

  

 

 (

 ) 

 

  (Ready 

to eat, ready to drink) 
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 1.  

     

 2.    

       

 3.   

  

     

 -    

    

 

   

   3    9 cm. x 9 cm.

 4  ,  13 cm. x 13 cm.  9   16 cm. 

x 16 cm.  16  - -   

    

 

 

  

 

 

 

 

 

 

 15   
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 16  

 

  (Price) 

 1.  

  1.1  (High value Strategy)  

  

  

  1.2  

 20%   

 

 2.  

  2.1  

  2.2  1  

    

 

 

 

 

 
 

 
 

 

  ::  ……....  

  ::  ......  

…...
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 7  

 

 

  

 

(Premium strategy) 

 

(High-value strategy) 

 

 

(Super - value strategy) 

  

 

(Overcharging strategy) 

 

 

(Medium – value strategy) 

 

 

(Good value strategy) 

  

 

(Rip - off strategy) 

 

 

(False economy strategy) 

 

 

(Economy strategy) 

 

   

        

 1.  4   45    

 2.  9   95   

 3.  16   155   

    

 1.  4  65   

 2.  9  140   

 3.  16  240   

    

  1   6  

     8,000   

 

    001 - 100         28     

     101 - 200          27     

     201         26    
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 17       

 

   

  

 

 

 

 

 

 

                                               5      75  

                  300 - 420                    490 - 690  

 
 

 18   

 

   (Place) 

 1.  

  1.1   

  1.2  

        2.   

    

 (Traditional Trade)  (Modern Trade) 
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 3.  

     

      

     

   

   

    

  

   2    (0-level channel) 

 (1-level channel) 

   

   (0-level channel) 

 

 

 

   (1-level channel) 

 

 

 

 

 

 

 

 

 

 19   

   :   
Retailer 

 

 (Consumer) 

      

   :   

 (Consumer) 
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  3.1     105/1    

     10900  : 0-2953-8980-9 : 0-2953-8988             

 1www.bonmarche.co.th 

  3.2    2www.kawnom.com 

   E-mail : info@kawnom.com    

 1  

 

  (Promotion) 

 1.    

   

 (Brand Awareness)  

 2.  

  2.1  (Pull Strategy)   

 (demand) 

  

  2.2   (Above the line) 

 (website) 

  2.3   (Below the line) 

 

   

  2.4  (Core Benefit) 

  (Brand Royalty) 

 3.  

  3.1  

   3.1.1  

   3.1.2    5-10 

 

   3.1.3  (J-flag)  

 

   3.1.4  (online)  
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    3.1.4.1  4www.kawnom.com  

    3.1.4.2  (EDM : Electronic Direct Mail) 

   

    3.1.4.3  (Public website)  5www.pantip.com,  

www.sanook .com  (website)      

  3.2  (Personal selling)  

 

  3.3     ( ), 

, ,    

  3.4   (Catalog)  

             

  

  3.5         OTOP 

 

 4.  

   

    

  

   

 (Brand Awareness)  2 

   

  4.1   

  4.2  

  4.3  

  4.4  

 

  4.5   Brand Awareness  

  4.6 
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  4.7  (Pull strategy)   

 (demand) 

   

  4.8  

 

 

 

 

 

 
 ...

 

 20  (Slogan) 

 

 5.  (Advertising) 

  5.1    

  

  

  

  5.2  (Brochure) 

    

   

  5.3  (Online) 
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 21  

 

 6.  

  6.1   

 (Database)   

 

  6.2  

 (Brand Royalty) 

  6.3     OTOP  

   

  6.4        

    

  6.5  
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(Marketing Mix 4P’s)  

  

  

 1.  (Introduction Stage)  

     

     

 

    

     

   

 

 2.  (Growth  Stage)  

   

   

  

    

 

 3.  (Maturity  Stage)  

  

 

    

      

  

 

 4.   (Decline  Stage)   
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 8   

 

 

 : Mark, M. Davis; Nicholas, J. Aquilano and Richard, B. Chase, Fundamentals of Operations 

Management  (USA. : Irwin / McGraw-Hill, 2003), 64. 

 

 

 

 

 

 

   

     

  

    

 

 

(Introduction Stage) 

 

(Growth Stage) 

 

(Maturity Stage) 

 

(Decline Stage) 

     

 Innovators Early Adopters Majorities Laggards 

     

     

     

  

  

 

 

  

  

  

  

( ) 

 

  

 

 

 

Brand 

Switching &Loyalty 

 

 

   

 

 

 

 

 

 

(Advertising) (Primary Demand) 

 

(Selective  Demand) (Selective Demand) 

 

(Reminding) 

 



67

 

 

 8 

 

 

 

  

 

 /  

      

   

/

  

   

 

 

 

 

 

 

 

 

 

 

 

 

 22  

 :   [ ],  31  2552,  http://www.bonmarche.co.th 

 



68 

  

  105/1          10900 

 : 0-2953-8980 -9  : 0-2953-8988  : 1www.bonmarche.co.th   

27,200 .  6.00 -19.00 .  22.00 . 

 2,000 - 4,000    

   

   12   

   

   

       

   

   

   

      :  1,000  

 2   ( )  670  

 40    2   6   

 17  

 

 

 

 

 

 

 

 

 

 

 

 

 23  
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  (Modern)    

 (barcode)    

   

    

 

  

   (Theme) 

    

   

   

   

   

      

-  

   

 

            

 

 

 

 

 

 

 
 

 24   
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 .    

 

  (input)  (process) 

 (output)  (feedback) 

   

  

 

  (2www.smepromote.com/news-02/12/ -SMEs.html) 

 

  4      

  

 

  (Introduction Stage)  

  

   :  

 1.   

 2. 

 

 3.   

  

   4.     

 5.  

 6.   

  (Growth Stage) 
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  :  

 1.    

 2.  

 3.  

     

 4.  

 5.   

               (Maturity Stage)  

  

                 :  

 1.   

 2.  

 

 3.  (Optimum Capacity) 

 4.     (

) 

 5.  

 6.   

   (Decline Stage) 

 

                :  

 1.   

 2.  

 3.  

 

 4.   
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  (Capacity   Planning)  

 

  

 

 

 

 1  

 

  

  

   

 

 1.  (Capacity Lead Strategy) 

  

  (Aggressive 

Strategy) 

 

 2.  (Capacity Lead Strategy) 

 

 

 

  

 3.  (Average Capacity Strategy) 
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    (     2010) 

    

 

 

 

 

   

  

   (Input) 

 (Output) 

  

 

 2   

  1.   

 

   40 

    

  50  

  50   
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 2.  

  

   

  

     40  

   

 

 

  

                     =  

 

     

                

      =            40 

 

                                                              =     80   
 
 

 80% 

 

 (Value Chain) 

  (Value Chain)  Michael E. Porter  

Competitive Advantage (1985) 

 

   2   

 (Primary Activities)  (Support Activities) 

  

 

 
 

× 100 

50 ×100 40 
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 25  (Value Chain) 

 : Bua Consulting,  Valud Chain Analysis  [Online], accessed 8 June 2009, Available from 

http://www.buaconsulting.com/Value_Chain 

 

  (Primary Activities)  5 

   

 1.  (Inbound Logistics) 

      

  

  1.1   

   

  

 

   1.2      

 3    

  

 (Firm Infrastructure)

 (Human Resource Management)

  (Technology Development)     

 (Procurement)

 

 

 

(Inbound 

Logistics)

 

(Operations)

 

 

 

(Outbound 

Logistics)

 

(Marketing 

and Sales)

 

Services 
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  FIFO (First in First Out)  
  

   1.3   

   

 

 

 

 2.  (Operations) 

    

   

  2.1  

    

  2.2   

 

  (Healthy & hygiene) 

    

 3.  (Outbound Logistics) 

       

 

  3.1  

   

  3.2  (FACING LAY OUT) 

   

   3.2.1    

 

   3.2.2    

    3.2.3   
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   3.2.4    

    

   3.2.5   

  3.3   

 (SPACE MANAGEMENT) 

  

   3.3.1  

 

   3.3.2   

  

   3.3.3   

   3.3.4   

  

     

   

   3.3.5   

,   

       

 4.  (Marketing and Sales) 

     

  4.1   

   

 (Brand Awareness)     (Pull Strategy)  

  (Above the line)  (website)  

  (Below the line)  

  

 (Core Benefi )  

 (Brand Royalty) 
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  4.2    

   (Online) 

4www.kawnom.com   1     

 5.  (Services) 

    

      

  5.1   

   

  5.2   (5www.kawnom.com) 

    

  5.3 

  

  5.4  

 

  5.5  

 /     

   

  

     

 (Two-way Communication)  

 

 4    (Firm Infrastructure)  

    (Human Resource Management) 

 (Technology Development)  (Procurement) 

  

 

   (Support Activities) 

  



79 

 1.  (Procurement) -  (input) 

  (Suppliers)  

  1.1     

   

 

  1.2 

 

 

 

     

 2.  (Technology Development) 

 

  

  2.1    

  

  (Mass marketing)      

  2.2  

   2.2.1  (WEBSITE) 

  

   

    2.2.2 

  

   2.2.3  

    

  

   2.2.4  

 

 3.  (Human Resource Management) 
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     SMEs  

 

    

   7

   

     

  3.1  

  

  8

  

  3.2  9

 1 0  

   

  3.3   

  

  3.4  

  

      

   

  

   

  3.5    

      

        

     

  

 4.  (Firm Infrastructure)  
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 26     

 

    

   

 1.     

 

 2.   

 3.     

 4.   - 

 

 5.   

  

/
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 6.   

  

 

 

  

   

 (Healthy & hygiene) 

    

 

/  

  

  (12www.kawnom.com) 

 1   
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 9  

 

    

 

 

 
( ) ( ) ( ) ( ) ( ) ( ) 

       

       

       

       

       

       

       

       

       

 

   

 1.   

  

 2.  

 

 

 3. 

   

 

 4.   

  

   

 5. 
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 10                       

      

 
 

( ) 

  

( ) 

 

( / ) 

    200,000  5 40,000 

    450,000  5 90,000 

 120,000 5 24,000 

 100,000   

 180,000   

 1,100,000           154,000  

 

 

 

 11                                                                    

( ) 

  1  2  3  4  5 

       

 -  ( / )  40,000 40,000 40,000 40,000 40,000 

 -  ( / ) 90,000   90,000 90,000 90,000 90,000 

 ( / ) 130,000  130,000 130,000  130,000 130,000  

      

 -  ( / ) 24,000  24,000  24,000  24,000  24,000 

 ( / ) 154,000  154,000 154,000  154,000 154,000  
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 12  

( ) 

 

 1 

 

 2 

(+ 10%) 

 3 

(+ 10%) 

 4 

(+ 10%) 

 5 

(+ 10%) 

 

     ( ) 61,200 67,320 76,072 87,482 100,605 

     ( ) 100 100 100 120 120 

 6,120,000 6,732,000 7,607,160 10,497,881 12,072,563 
 

 :  

 100  

 

  

 

 13                                                                           

( ) 

  1  2  3  4  5 

           

  ( ) 1 1 1 1 1 

  (15,000 / ) 15,000 15,800 16,800 17,800 18,800 

  ( ) 3 3 3 3 3 

  (10,000 / ) 10,000 11,000 11,800 12,800 13,700 

  540,000 585,600 626,400 674,400 718,800 

 

 ( ) 

 

2 

 

2 

 

2 

 

2 

 

2 

  (10,000 / ) 10,000 11,000 11,800 12,800 13,700 

  240,000 264,000 283,200 307,200 328,800 
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 13 ( ) 

( ) 

  1  2  3  4  5 

 

 ( ) 

 

1 

 

1 

 

1 

 

1 

 

1 

  (200 / ) 60,000 61,000 62,000 63,000 64,000 

  60,000 61,000 62,000 63,000 64,000 

           

  ( )             1               1                1               1               1  

  (20,000 / ) 20,000 21,000 22,000 23,000 24,000 

  240,000 252,000 264,000 276,000 288,000 

 1,080,000 1,162,600 1,235,600 1,320,600 1,399,600 

 

    

 

 14    

( ) 

   1  2  3  4  5 

 ( )            

 360,000 396,000 435,600 479,160 527,076 

 1,800,000 1,800,000 1,800,000 1,980,000 1,980,000 

   306,000 336,600 380,358 524,894 603,628 

       2,466,000 2,532,000 2,615,958 2,984,054 3,110,704 
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 15   

( ) 

  1  2  3  4  5 
1/ 61,200 67,320 76,072 87,482 100,605 

 30 30 30 42 42 

 1,836,000 2,019,600 2,282,148 3,674,258 4,225,397 

 1/  30  

 

  

 

 16           

( ) 

  1  2  3  4  5 

 1,836,000 2,019,600 2,282,148 3,674,258 4,225,397 

 540,000 585,600 626,400 674,400 718,800 

 130,000 130,000 130,000 130,000 130,000 

 360,000 396,000 435,600 479,160 527,076 

      2,866,000 3,131,200 3,474,148 4,957,818 5,601,273 
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 9 

 

 

 

   “ ” 

 2     

 

  

  2    

  

 

  

 

   (Sole or Single Proprietorships) 

  

  

  

  

 

 

 

   

 

  

    

    

  1,100,000   650,000 

 450,000  

 5.9 : 4.1 
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  450,000  

  MLR + 2% (MLR : Minimum 

Lending Rate   = 5.85 + 2% = 7.85) 

 8% 

 5   900,000  

 (  2553) 

 1.   

  1.1  20  

 60  

  1.2  5  

 15,000   2  

 2.  

  2.1    

  2.2    

  2.3  

 

 

 

 17  

( ) 

    

1.     

  6  50,000 - 50,000 

  200,000 - 200,000 

  - 450,000 450,000 

  120,000 - 120,000 

2.  100,000 - 100,000 

3.   180,000 - 180,000 

 650,000 450,000 1,100,000 

 /  5.9 4.1  
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 (Financial Goals) 

   (Profit)  (Risk) 

 (Liquidity)  

  

  

   

 1.  5  

 2.  

 3.   3 

 

 

   

 

    

     

 “ ”    

     

 

 1.  

 2.  

 3.  

  1   1  

 31  

 

    

  (Income Statement) 

 

  

    



91 

( )   ( )   

  

  

  

 

   

  (Cash Flow)   

 3    

 1.  (Operating Activities) 

   

   

 2.  (Investing Activities) 

    

     

      

  

 3.  (Financing Activities) 

 

  

    

 

 

    

  

 

   

   (Balance Sheet) 

  3     (Assets)  

(Liabilities)  (Shareholder’s Equity) 
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   (Liquidity)  

 

    

   

   

 

  18         

( ) 

   1   2   3   4   5 

 6,120,000 6,732,000 7,607,160 10,497,881 12,072,563 

   1,836,000 2,019,600 2,282,148 3,674,258 4,225,397 

 4,284,000 4,712,400 5,325,012 6,823,623 7,847,166 

             

  1,080,000 1,162,600 1,235,600 1,320,600 1,399,600 

  2,466,000 2,532,000 2,615,958 2,984,054 3,110,704 

  154,000 154,000 154,000 154,000 154,000 

  100,000 - - - - 

 484,000 863,200 1,319,454 2,364,968 3,182,862 

 3,800,000 3,849,200 4,005,558 4,458,655 4,664,304 

   8% 36,000 28,800 21,600 14,400 7,200 

   (0.5% ) 306,000 336,600 380,358 524,894 603,628 

 142,000 398,240 733,997 1,460,540 2,057,62 
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 19  

 

   0   1   2   3   4   5 

       

 470,000 180,000     

 450,000      

       

  6,120,000 6,732,000 7,607,160 10,497,881 12,072,563 

       

 (A) 920,000 6,300,000 6,732,000 7,607,160 10,497,881 12,072,563 

       

 50,000      

 200,000      

 450,000      

 -      

 120,000      

 100,000      

 

 1,836,000 2,019,600 2,282,148 3,674,258 4,225,397 

 

 

      

  1,080,000 1,162,600 1,235,600 1,320,600 1,399,600 

    2,466,000 2,532,600 2,615,958 2,984,054 3,110,704 

  36,000 28,800 21,600 14,400 7,200 

   90,000 90,000 90,000 90,000 90,000 

       

  306,000 336,600 380,358 524,894 603,628 

  - 99,560 183,499 365,135 514,407 

 (B) 920,000 5,814,000 6,269,760 6,809,163 8,973,341 9,950,936 

 - - 486,000 948,240 1,746,237 3,270,776 

  (A-B) - 486,000 462,240 797,997 1,524,540 2,121,627 

 - 486,000 948,240 1,746,237 3,270,776 5,392,403 
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 20   

( ) 

   0   1   2   3   4   5 

          

   486,000 948,240 1,746,237 3,270,776 5,392,403 

  486,000 948,240 1,746,237 3,270,776 5,392,403 

       

  6  50000 50,000 50000 50000 50000 50000 

  200,000 160,000 120,000 80,000 40,000 - 

  450,000 360,000 270,000 180,000 90,000 - 

  120,000 96,000 72,000 48,000 24,000 - 

 820,000 666,000 512,000 358,000 204,000 50,000 

 100,000 - - - - - 

 920,000 1,152,000 1,460,240 2,104,237 3,474,776 5,442,403 

            

  450,000 360,000 270,000 180,000 90,000 - 

 450,000 360,000 270,000 180,000 90,000 - 

            

  470,000 650,000 650,000 650,000 650,000 650,000 

     142,000     540,240  1,274,237  2,734,776  4,792,403  

    792,000  1,190,240  1,924,237  3,384,776  5,442,403    792,000  

 1,152,000  1,460,240  2,104,237  3,474,776  5,442,403  1,152,000  
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  (Ratios Analysis)  

   

   

 4  (Karen Berman, Joe Knight and John Case 2552 : 225) 

 1.  (Liquidity Ratio) 

 2.  (Profitability Ratio) 

 3.  (Efficiency Ratio) 

 4.  (Leverage Ratio or Financial   

Policy Ratio) 

    

   

 (Efficiency Ratio)  

  (Profitability Ratio) 

 (Profitability Ratios) 

    

   (Berman, Knight and Case 2552 : 229-237) 

 1.  (Gross Profit Margin) 

   

   (%) = (  – ) /  

 2.  (Operating Profit Margin) 

 

   (%) =  /   

 3.  (Net Profit Margin)   

  

   (%) =  /   

 4.  (Return On Equity or ROE)  
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  (%) =  /   

    ROE 

 

  (%) =  /  

  (Efficiency Ratio) 

  

  (Berman, Knight and Case 2552 : 229-249) 

     

  

(ROA)  

 1.  (Return On Assets or ROA) 

 

   

   (%) =  /   

 

  21   

 

   1   2   3   4   5 

  
1  = 

 

100.0

% 

110.0

% 

124.3

% 

176.3

% 

197.3

% 

 
2  = 

 
7% 7% 7% 6.5% 6.5% 

 
3 

 
= 

 
7.9% 14.1% 21.6% 38.6% 52.0% 

 4 
 = 

 
8% 13% 17% 23.0% 26.0% 

 
5 

 (ROA) 
= 

 
42.0% 59.1% 62.7% 68.1% 58.5% 

 
6 

 (ROE) 
= 

 
61.1% 72.5% 68.6% 69.9% 58.5% 
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 1

     

   

 

  (Break Even Point)  

   

    

  

  

  
 
      =        

           (  – ) 
 

 1.    

2.   

 

 

 22     

( ) 

    1   2   3   4   5 

 6,120,000 6,732,000 7,607,160 10,497,881 12,072,563 

 666,000 732,600 815,958 1,004,054 1,130,704 

 4,870,000 5,136,200 5,471,748 7,128,858 7,758,997 

  :  

(  – ) 

5,454,000 5,999,400 6,791,202 9,493,827 10,941,859 

 :  

( / ) 

89.1% 89.1% 89.3% 90.4% 90.6% 

  : 

( / ) 

5,464,686 5,763,393 6,129,175 7,882,797 8,560,792 
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  (Payback Period: PB)  

  

 1.     

    

    

 

2.   

     

 

 

 23  

( ) 

   0   1   2   3   4   5 

 
-1,100,000 486,000 948,240 1,746,237 3,270,776 5,392,403 

  -614,000     
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      =       +      

                             

   =     1 +  ( 614,000 / 948,240) 

   =     1+ 0.6     1  7  

 

  (Discount payback period : DPM)  

  

(WACC)  

 

  (D) =    +   PV  

 

                                     =    1 + (658,177.4 / 783,625.5) 

        =    1 + 0.84  

          =     1   10     

 

 (NPV) 

  

 

  

  

 

   

 
 
  =  –  

  = -1,100,000 + (441,822.6+783,625.5+1,311,948+2,233,940+ 3,348,143) 

  = 7,019,479  

 

 

PV  
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 24  

( ) 

    0   1   2   3   4   5 

 -1,100,000           

   
486,000 948,240 1,746,237 3,270,776 5,392,403 

 10%   0.9091 0.8264 0.7513 0.6830 0.6209 

 

 
-1,100,000 441822.6 783,625.5 1,311,948 2,233,940 3,348,143 

 

 

  

 

 (Normal Case)  

 (Best Case) 

 20% (Growth 20%)  

 (Worst Case)  

20%  (Drop 20%) 

   20%  20% 

 

 25                

( )

 

 (Normal Case) 
  1   2   3   4   5 

 6,120,000 6,732,000 7,607,160 10,497,881 12,072,563 

 4,284,000 4,712,400 5,325,012 6,823,623 7,847,166 

 484,000 863,200 1,319,454 2,364,968 3,182,862 

 1,152,000 1,460,240 2,104,237 3,474,776 5,442,403 

 142,000 540,240 1,274,237 2,734,776 4,792,403 
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 26    

( )                            

  

(Best Case : Growth 20%) 
 1  2  3  4  5 

 7,344,000 8,078,400 9,128,592 12,597,457 14,487,076 

 5,140,800 5,654,880 6,390,014 8,188,347 9,416,599 

 580,800 1,035,840 1,583,345 2,837,962 3,819,434 

 1,382,400 1,752,288 2,525,084 4,169,732 6,530,884 

 170,400 648,288 1,529,084 3,281,732 5,750,884 

 

 27  

( ) 

 

(Worst Case : Drop 20%) 
 1  2  3  4  5 

 4,896,000 5,385,600 6,085,728 8,398,305 9,658,050 

 3,427,200 3,769,920 4,260,010 5,458,898 6,277,733 

 387,200 690,560 1,055,563 1,891,975 2,546,289 

 921,600 1,168,192 1,683,389 2,779,821 4,353,923 

 113,600 432,192 1,019,389 2,187,821 3,833,923 

 

 

 

 

 

 

-

2,000,000

4,000,000

6,000,000

8,000,000

10,000,000

12,000,000

14,000,000

16,000,000

 1  2  3  4  5

Normal case

Best  case 

Worst case
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 10 

 

 (Critical Risks) 

 

   

     

  

 

 

  (    2553) 

 

 

 1.  

 

 

 2.  

 

 3.     

 

 

 

 1.    

   : 

 

 2.    

   :    
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