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1.1 M3IATHN1I4 Mega Trend

1.1.1 Industrial Analysis
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Each generation's population in Thailand
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AINYIAV 2561 - FUNAN 2561

2.2 a3UHad I UMIVRRURYIAMIUIIYEIINNTIVY (MU-IRB)

IPSR-Imttutions] Roves Board (IPNR-IRB)

Establivhed 1985

COA. No. 201806-193
Certificate of Ethical Approval
Title of Project: Business Opportunity and Marketing Mixed That Effects to the Decision of Buying Dry
Shampoo with Activated Carbon and Silica Extracts

Duration of Project: § months (January - August 2018)
Principal Investigator (PI): Ms. Thannicha Kirawattanakun
PI's Institutional Affiliation: College of Managemens, Mahidol University
Approval includes: 1) Submission form

2) Research proposal

3) Questionnaire

4) Participant information sheet
5) Informed consent document

IPSR-Institutionzl Review Board (IPSR-IRB) met on 28 Junc 2018 and decided to 1ssuc the COA to
the above project.
T Pdns P2
Signature ~ — s
(Professor Emerntus Pramote Prasartioal)
Chairman, IPSR-IRB
Valid from Junc 28, 2018 to Junc 27, 2019
Remaris

1) Upon the completion of this project, the Pl should inform the IPSR-IRB of such progress.
2) The Plis obliged to notify any modification of the research project 1 the IPSR-IRB.

IORG Number: IORGO002101; FWA Number: FWAQQ002882, [RB Number: [RBO001007

Office of the IPSR- IRB, Institute for Population and Social Rescarch, Mahidol University, Phuttamonthon 4 R4
Salaya, Phuttamonthon district, Nakhon Pathom 73170 Tel (662) 441-0201-4 exz. 223

MWA 2.1 Ua@AINARIUNT NMIVOOUNINATUITIEITUNT 190 (MU-IRB)
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Seazden i1 2 i3 i 4 s
gnAINgN B2C
Y1 50 ML
51U (U1N) 345 345 345 345 345
UV (Naev) 2,000 12,000 13,200 14,520 15,972
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¥R 200 ML
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gnAINgN B2B
i 15 Sunedufmgquamiezaime
34 2-5 $ U AUAIGUATNUAZAIINIIN, Supermarket
YUIA 50 ML
51118 (UIN) 345 345 345 345 345
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318M3 i1 i 2 i3 i 4 i s
Wnmgeanisdadedui 3,000 12,000 13,200 14,520 15,972
FIMAUNUMITHAR 62.20 62.20 62.20 62.20 62.20
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FIMAUNUNITHER 248 248 248 248
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SWINAMAUNUMTHAR 1,120,860 | 2,465,892 2,712,481 2,983,978
Qupeuihonan 0 0 0 0 0
Qualsenudany 0 0 0 0 0
Quluia L 4 0 0 0
Auiuiihenan (80%) 2 - P 4 -
samlsunumsne 3,000 27,000 33,000 36,300 39,930
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318M3 i1 i 2 i 3 i 4 i s
Ruideu 840,000 1,600,332 | 1,648,330 | 1,697,779 | 1,748,713
Rumlseiudny 31,500 61,416 61,638 61,868 62,104
QuTuria - - 137,361 141,482 145,726
Masnaeuiad 36,000 36,000 36,000 36,000 36,000
mldedninau 218,280 188,280 188,280 188,280 188,280
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A l¥91e1unsusnin Tops 2 70,000 - - -
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Sponsor Event 50,000 50,000 50,000 | 50,000
Micro Influencer 337 50,000 100,000 | 100,000 | 100,000 | 100,000
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Tarwanruresmanonlail 50,000 100,000 | 100,000 | 100,000 | 100,000
pop-up TUN150ONYTIUIAAITUAT 20,000 - - - -
e lumsiusilulan 1,000 1,000 1,000 1,000 1,000
mlFnelumssaniniylae 40,000 - - - -
320 520,500 | 676,500 | 406,500 | 406,500 | 406,500

1 q U Y ¥ Y o 191 Ad o a a v
W?JWEJLW@]‘I ﬂ”li“lﬁ]”lfﬂu‘f‘l’]i!ﬁﬂﬂ]”ﬁl’m@u L‘]Juﬂflslffl]Tﬂﬂlﬂﬂﬂﬁﬂlﬂﬂaﬁaﬂﬂﬁgﬂglﬂanlﬂ']iNTﬂsU']fJﬁuﬂW

v 9 k4
Tuswauennuaaz usEN Nosana ey luvazdumniiu "lmmﬁaﬂﬂ%’mﬂmu

minlumsiuennluewina wag lisiuar19918 Gross Margin
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318Ms i1 2 i3 i 4 s
ﬂﬁléﬁ]iﬁ?ﬂ"lﬂWﬂﬁﬁ’Tﬁﬂﬂu 5,380 5,380 5,380 5,380 5,380
Andeusiagunsaiinieald 20,433 20,433 20,433 20,433 20,433

5 25,813 25,813 25,813 25,813 25,813
7.2 uEUMSHAY nsBUNA1 51 (@ wmunseil)
7.2.1 U3y dszianauilsvianu
m31afi 7.10 werastszanamseust lsvanuili 1- 90
318M3 i1 2 i3 i 4 s
sela
519'ldnmMsviedum 1,035,000 | 12,027,000 | 17,351,400 | 19,086,540 | 20,995,194
W - AU IETUA -186,600 | -4,153,260 | -6,128,892 | -6,741,781 | -7,416,109
W - AudeusIAunTeITnT 0 0 0 0 0
ils 848,400 7,873,740 | 11,222,508 | 12,344,759 | 13,579,085
¥in — m e lumsusms 208,176 -169,286 | -126,747 -80,219 29,326
¥in — m1s0e lumsvie -1,151,869 | 4,781,926 | 8257652 | 9,372,631 | 10,602,436
wa - AudouTIMAIUMTYSIIT
- 956,385 | -1,651,530 | -1,874,526 | -2,120,487
uagnN1svIY
Mlsnnmsautums -1,151,869 | 3,825,541 | 6,606,121 | 7,498,105 | 8,481,949
#n - aenidie - - - 749,810 | -848,195
mlsneuinmiitulatidyana -1,151,869 | 3,825,541 | 6,606,121 | 6,748,294 | 7,633,754
¥in — midu laiayana -1,151,869 | 2,673,673 | 9,279,794 | 16,028,088 | 23,661,843
lsqns -208,176 -169,286 | -126,747 | -80,219 -29,326
wn — quilumane -1,151,869 | 4,781,926 | 8,257,652 | 9,372,631 | 10,602,436
A lsuaanreduiluma - -956,385 | -1,651,530 | -1,874,526 | -2,120,487
lsazan -1,151,869 | 3,825,541 | 6,606,121 | 7,498,105 | 8,481,949
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YA Y
HNODHU
U a

3183 it o i1 i 2 i 3 it 4 Ui s
dunine
FunIndryuSeu
RuaauazRuaalusnms | 4,671,770 | 2,912,278 | 4,539,702 | 10,102,132 | 16,077,425 | 22,861,668
QﬂﬂﬁﬂWiﬁW - 85,068 988,521 | 1,426,142 | 1,568,757 | 1,725,632
Aumdusagiland - 99,420 894,780 | 1,093,620 | 1,202,982 | 1,323,280
INQALAING - 49,710 447,390 546,810 601,491 661,640
snauNSnevyuIgy | 4,671,770 | 3,146,476 | 6,870,392 | 13,168,704 |19,450,654 | 26,572,221
Funindlaivauite
Funswdoins 258,130 | 258,130 | 258,130 | 258,130 | 258,130 | 258,130
?’1'1L§E]3J51ﬂ1ﬁ'$ﬂmﬂ§lﬂ\‘i%}ﬂi - 0 0 0 0 0
ldnenouduiuay 70,100 70,100 70,100 70,100 70,100 70,100
Ao 1A - -25,813 -51,626 77439 | -103,252 | -129,065
sawaunsne luviyuion | 328230 | 302,417 | 276,604 | 250,791 | 224,978 | 199,165
smdUNINel 5,000,000 | 3,448,893 | 7,146,996 | 13,419,495 19,675,632 | 26,771,386
witdumazdauve ey
ﬁﬁauﬂaguﬁﬂu
Quszozdu : - - - - -
Bmiimsin - 15,337 341,364 | 503,745 | 554,119 | 609,543
ﬁﬁﬁuwguﬁauﬁlu - - - - - -
swmfe“mwyuﬁyu - 15,337 341364 | 503,745 | 554,119 | 609,543
witahingSen
Rudszezen 2,500,000 | 2,085,425 | 1,631,960 | 1,135,957 | 593,425 0
witau limgueusy - - - - - -
swmfe“m'lw'mguﬁyu 2,500,000 | 2,085,425 | 1,631,960 | 1,135,957 | 593,425 0
samiiay 2,500,000 | 2,100,762 | 1,973,324 | 1,639,701 | 1,147,544 | 609,543
DIATLRRG 2,500,000 | 2,500,000 | 2,500,000 | 2,500,000 | 2,500,000 | 2,500,000
Mlsazau - (1,151,869) | 2,673,673 | 9,279,794 [16,028,088 | 23,661,843
sUAIUVBIDONM 2,500,000 | 1,348,131 | 5,173,673 | 11,779,794 |18,528,088 | 26,161,843
samHauuazdnves | 5,000,000 | 3448893 | 7,146,996 | 13419495 | 19,675,632 | 26,771,386
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7.2.3 UMy Uszonaunszuaiivan

v
=

MI9N 7.12  uaaslseunamssunseuauanalli 1 -0 5
1M o i1 2 i3 W4 s
NIZUARUAANINMIAUTHUMNS
M lsnnmsaniivau - -943,693 | 4,951,212 | 8,384,399 | 9,452,850 | 10,631,762
Ad eI M US LAz ATYe - 0 0 0 0 0
Bmimsdn - 25,813 25,813 25,813 25,813 25,813
Qﬂ“ﬁ‘ﬁmiﬁ'? - 15337 | 326,027 | 162,381 50,374 55,424
AumduSagilaand - -85,068 | -903452 | -437,622 | -142,614 | -156,876
I0AVAINGT - 99,420 | 795,360 | -198,840 | -109,362 | -120,298
AoniioT - -49,710 | -397,680 | -99.420 | -54,681 -60,149
miiaynna - 208,176 | -169,286 | -126,747 | -80,219 -29,326
ASTUTRUAANNMSAUHUMITIN - - 956,385 |-1,651,530 | -1,874,526 | -2,120,487
NIZUTRUAADINMITAINY
Suamuludunindons -258,130 - - - -
RUAINUADUMITAUTUIIU -70,100 - - - -
NIZUTRUTADINMIFAINUIIN -328,230 ¥ - - - -
NIZUTRUTAVINNMTIANUIU
RUAANMINONEUIAG 2,500,000 |-414,575.0573 453,465.0573-496,003.2075-542,531.7297 |-593 424.9481
Ruaasuainmseoniunu 2,500,000 - - - -
Juaaveiluna _ - - - 749,810 | -848,195
ATTUTRUTAVINNITVAHUIUTIN 5,000,000 | -414,575 |-453,465.06 |-496,003.21 | -1,292,342 | -1,441,620
nIZUARUTAGNS 4,671,770 | -1,759,492 | 1,627,424 | 5,562,430 | 5,975,293 | 6,784,244
120 + AFTLAEUaAdUIIN e 4,671,770 | 2,912,278 | 4,539,702 | 10,102,132 | 16,077,425
nzualuaagnilaeaia 4,671,770 | 2,912,278 | 4,539,702 | 10,102,132 | 16,077,425 | 22,861,668
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o o a o 4 4 . a
HANIABULUNUAINU TIHITUNAANUN Dry Shampoo HLUTUA “Catrice” ITWITTU

= = 3 A 9 S [ ~ Yo 9 J
Taomsifseuneus u'ﬁ\‘ﬁqu‘ﬂ\‘]‘ﬁilﬂ‘ﬂﬁﬂﬁlﬁﬂl’lﬂﬂUWﬁﬁ@‘UuﬂUﬂ ﬂghlﬂiﬂi]WﬂﬂWiaﬁnuclu@ TUAN

A9A1319N 7.13

3 9 o a o 4 4
M319% 7.13 HAMHAADUUNUMTAINUA TN ITUNAANUN Dry Shampoo LLUTURA “Catrice”

(Payback Period)

3183 ANNHINY yamiannala
[ v [l
Aunudundeninimin (Weight | Aundevosdunundaainniues 10.33%
Average Cost of Capital: WACC) | 11838 UNUAINE) VOIUTEN
yamilagiiv wasuyamilagiiuvenszuavuan 13,241,883
(Net Present Value: NPV) 31 (319) gninanaeig Insang
o3 IWanoULNUNE U (Internal | HAADUUNUITEUINNISUTIUAATY 164.52%
Rate of Return: [RR) ueazilnanneiglasamstaziiuIuy
A
Ao
= Aa
JTEZIAAUNY U3z 3282aNNINT I 1.80

Y
lasuRuasmuAnivua

FTeZnAAUNUILDAAAN

(Discount Payback Period)

szanamaszeznamnamsaz 1gsu
a A e’;l a I 1
Ruasnuaunvua Taoaailuyaa

agiiv

1.91

7.3.1 gamﬁﬂ@ﬁuqﬁﬁﬂlmiﬂﬁmi (Net Present Valua: NPV)

Y
dmfumsinsgiraneuununamstuiii u3inaazinsannnyanilagiv

gnFU0INTZUaRUAAd 15 UAINIT (NPV of Free Cash Flow of The Firm) &sliyaailagiiugns

a

(NPV) 131170 Tagliyanuniny 13,241,883 11 laeldons1Anan (Discount Rate) 9INAUNU

v Y
NNMINUHARAEDIMINYBINING WACC (Weighted Average Cost of Capital)

Y o [ dy
TaglsgasmsmuInal

WACC =

wk, (1-T) +w_ k,
0.5 (9%)(1-20%) + (0.5)(13.46%)
10.33%
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Taen:

4

w, = dadiuveaniiauy

[ L:'BI L:yﬁ} A o Lﬂy a Y
k, = oasmanouunuidmiidesms nsedasmenidenug
T = danmiiRuldtayana 20 %

[ 1 YA Y
w, = dadiuvesdnodu
k, = 0ATHAADLUNUVBIADOHY (Cost of Equity)

9
v 9

WUAUNUNIMIEUREEVEININT WACC T4l uIng 10.33%

De

A3

4

A
) YA o o YA Y . 9 as
qu”lmmimmmamma@mmmumamam@u (Cost of Equity) 278395 CAPM

Se

. Y o w @ @ o = y
Iﬂﬂ risk free rate mll@mﬂmiu1’@)@151wamammuwu‘ﬁumﬁgmamq 5 ﬂ lﬂlfﬂafl market return

o

#1'189710 market cap Tunaiaiu dounas 3 3 drmualinai beta Haumnu 1

9

Taoldgasnsfiinim CAPM il

k = Rf+(Rm-Rf)bL
= 247%+ (13.46% - 2.47%)(1)

= 2.47%+(10.99%)
=, .13 a0,
Taoii:
Rf = SATIHAADUINUYBIHANNINEYs A9 InAINE D
Rm = 9AIINAADUUNUVDINAIANAINIT NG

bL = OAIIANVTIIVDINAADULUNUUYDIVTHN (Beta)

Y
%

WUONT IHANDUUNUYBIRDOH U (Cost of Equity) VLA WMNY 13.46%

7.3.2 dNTINANDUUNUUYBIIATINS (Internal Rate of Return : IRR)

o 9

a Jd v a o
Tunmsins1zHonsIHanoULNUYBY 1ATINS (IRR) U5EN4 93¢U1UDYQA Free Cash

U

I v

Flow Nilszanaims ldmdwnamdaswasouunuveslasams Taeldauyagruderiuny

a o ya 1 % a £ ' a v A [ %
M3unIen Iaelda5yaailagiiugnsuealnsams (NPV) GInuI T e IRR 0 164.52%
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7.3.3 zez@AUNY (Payback Period)

AMTUMINTAUNTZZIMNAUNY (Payback Period) MINNTEUTRUAAGNTA AN
o v A ) ~ @ le, Y9 =2 Aq ¥ a
dmsunams nlssumesunumaamn iy szuaalidasmuniudsseznanlylumslasy
a o oA [ I a = qﬂ/} v Aa o o A A A Y
gunswdnamu ) nduuniluduaadnass nun V5ENT dunsoduiunamsuazaunulalu

52801 11 9 1o

7.3.4 szﬂmmﬁuummuﬁﬂaﬂ (Discounted Payback Period)
AT UMINITUITZIZIAUNULUDAAAA (Discounted Payback Period) toan
1 a 4 A d‘ M Yo K K 1 a = a d‘
ABOUVDINITIUATIZHIZEzMAUNUN l ladlsdemvesiumuna nionszuaRuani
Y
mavuannany Iagl¥oasnaan (Discount Rate) My WACC lutgiazalwuin famsazannnso

aunulaluszezing 17 10 1hou

d
7.3.5 agdwamsInszrimsdsziiuanugummsasny
a 1 Aa o 4 4 A o 4
NMINITUINUIINAANYN Dry Shampoo LUTUA “Cartrice” VBIUTHN A5V 1
a o w 1 o ) a I~ T T W qul
Aoatuan 310a Uyanilegiugns (NPY) dluuan Tasliyanuiing 13, 241,883 119 UoNIINTY
o o T o S I3 4 1 @ { U g’ Y]
Woas HagaULNUMETY IRR) 10D 164.52 /o351 49011903 WaADLINURASHWIHIIN
a o v, i J 3 J. =2 A = . 1 A
YOIUTHN WACC) 1911101 10.33 ilosidud) sau lidliszeznafiunu (Payback Period) og#
Uszana 17 9 hou nagliszeznanuuuUAnaa (Discounted Payback Period) 8g#ilszaal
13 10 1o

&% a

Wonasanmaneunung lasunnmaasmuluayamilagiiugns (Net Present

q

A

Value: NPV) 8a518an0ULNUA18 11 (Internal Rate of Return: IRR) 202AUNU (Payback
A 1 a Aa o 4
Period) uazizammﬁunuuumﬂaﬂ (Discounted Payback Period) 4&A921F3NINAANUN Dry

J a o 4 a o w T
Shampoo HUITUA “Cartrice” UDIUTHN MU U AeENAn 31NA ﬁmmﬁ:mmamiamu
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a d Y
7.4 HAMIIAFZHANNANAIMIAINUazHansznunemaaunlasvadlasams

(1YY Scenario

a 4 1 A [~ = A J
ﬂﬁﬁllﬂﬂ%ﬁN'ﬁﬂi%“ﬂ‘ﬂﬂ@ﬂﬁlﬂﬁﬂullﬂﬁﬁﬂlﬂﬂiﬂiﬁﬂﬁ WuMsAnEI LN do1unsel

IS 1

Tumsauiulasems v ldawinamsal Beinadenanouununisasmu ulasams

1 9 dyw ] T A 1 a o Y o = d'
E)ﬁJNllﬂJNLL'ﬁ%Tﬂ‘i\iﬂﬁuﬁNu1ﬁQHH@QW?@%N‘WNU‘E‘H‘W’I vlﬂ‘VﬂﬂWiﬁﬂ‘HWﬂWiL‘]Jﬁﬁluuﬂﬁ\‘i"ll@\3

Pl
a K

flavenaanmismnavutdlnzdanansznuaonani 150619 151714

d -
NN 1 goav1ellna

ad A £
NIUN 2 DAVIUNNUY 20%

N3N 3 goAVIBANAL 20%

d' a 4 1 d‘
MI19N 7.14 MsauasIzvinansgnuaemsilasunlasvoslnsans

malasunilasves o o~ . _X .
in1 i 2 in3 1 4 ns
In3aMs
goneilng 1,035,000 | 12,027,000 | 17,351,400 | 19,086,540 | 20,995,194
gOAIBLNIAUY 20% | 1,242,000 | 14,432,400 | 20,821,680 | 22,903,848 | 25,194,233
¥OAVIBAATT 20% 828,000 | 9,621,600 | 13,881,120 | 15,269,232 | 16,796,155
d' a 4 A o A
M99 7.15 wamIunTIzrrRano LNl siasuulasvesseaviy
2RV HOAYVY goAYVE
UMI o2 _
MUY 20% Un@ anag 20%
yamilag1iy (Net Present Value: NPV) 17,786,744 13,241,883 | 8,697,021
AT AR UUNUNI T 214.19% 164.52% 114.33%
(Internal Rate of Return: IRR)
T28AUINU (Payback Period) 1.47 1.80 221
JLEZNAAUNUIUVAAAA 1.53 1.91 2.29
(Discount Payback Period)
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