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This research is a feasibility study of dog food delivery with subscription business model. The aim 

of this research was to study the feasibility of investment based on research assumption.  Cash flow-based 

company valuation is applied for this studying of the feasibility.   

Subscription business model is popular in many industries but does not have a well-known 

company that applies in dog food delivery in Thailand in 2020.  So, this research will help investors who 

are interested.   
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CHAPTER 1 

INTRODUCTION 
 

1. Background 

 Pet is a good friend for everyone. Not only pets are friends but also have many benefits for us. For 

example, if you have a dog, most of dogs can protect your house.  If you have a cat, most of cats can chase 

your house invader like rats. And so on. 

 From survey, they found that the most popular pet in Thailand that people treats is a dog.   

 

  Pet population   

  Year Million   

  2560 13.2   

  2561 13.7   

        

 Source: Thonglor International Pet Hospital 

      
Table 1-1: Pet population in Thailand 

 

 

 

  Pet portion   

  Dog 61%   

  Cat 24%   

  Others 15%   

  Total 100%   

      

 Source: Thonglor International Pet Hospital 
  

Table 1-2: Pet portion in Thailand 
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 Pet market size looks like small market for some people. But in fact, pet industry is big. And market 

growth is still positive trend.   

Pet market size 

Year Million 

2560 29,300 

2561 32,230 

2562 35,453 

  

Source: Marketeer 
 

Table 1-3: Pet market size in Thailand 

 

Unit: Million Baht 

Pet market size 

Year Food Healthcare Clothes & toy 

2560 13,300 45% 9,300 32% 6,700 23% 

2561 14,630 45% 10,230 32% 7,370 23% 

       

Source: Marketeer      
 

Table 1-4: Pet market size in Thailand (In details) 

 

 If take a look only pet food, the amount of this industry is around fifteen thousand million baht 

per year and growth every year.   

 

Unit: Million Baht 

Pet food market size 

Year Food Growth 

2560 13,300   

2561 14,630 10% 

2562 15,000 3% 

   

Source: Marketeer  
 

Table 1-5: Pet food market size in Thailand 
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 And if you treat some pets, you must give your time to take care.  You have to feed food to your 

pet.  You have to bring your pet to exercise.   You have to bring your pet to pet hospital.  

But in some activities that you have to do regularly like buy a dog food. Researcher found that It 

is still your pain point.  

For example, in buying food especially dog food.  If you would like to buy dog food. You will go to 

shopping mall or convenience store to buy it. And you have to carry them from the shop to your home. 

Some people will buy 1-20+ kg in shop and have to carry them to home.  It is not convenience for girl 

especially a tiny girl.  

But some people will argue that It is an easy problem to figure out. Instead of order from shopping 

mall or convenience store, we should change to buy thru online shop.  They will bring a dog food to your 

door.   

But it is still not convenience because you have to order periodically even though this is a thing 

that you are regularly buy.   

So, Researcher would like to propose a business innovation called “Dog Kingdom”, this is an online 

delivery dog food business.  Our business will bring dog food to your home. It is not fixing your schedule 

you can order us to deliver earlier or later your appointment date. You can apply like you apply movie 

streaming platform (It is a subscription business model).  Our business will give a better price. 
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Figure 1-1: Concept of business (Brand “Dog Kingdom”) 

 

 

 

 

 

 

 

 

Figure 1-2: Logo of “Dog Kingdom” 

 

 

 

 

 

 

Subscription  

Business Model 
 

Online Commerce Dog food  
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2. Objective 

To study feasibility of dog food delivery with subscription business model 

 

3. Scope 

1. Study only dog food 

2. Assumption based on Yalee (2014) and Cerbo (2017) 

3. Valuate business with discounted cash flow method 

 

4. Benefit 

1. Knowing initial investment based on assumption  

2. Knowing financial business output   

(Discounted payback period, Net present value, and Modified internal rate of return) 
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CHAPTER 2 

CONCEPT AND THORIES 
 

 In this study, researcher studied the concept, documents, and related research to be used for 

determining guidelines for conduction research. Especially finance analysis theory. The content according 

to the order as following. 

 

1. Concept 

Subscription business model 

The subscription business model is a business model in which a customer must pay a recurring 

price at regular intervals for access to a product or service. The model was pioneered by publishers of 

books and periodicals in the 17th century and is now used by many businesses and websites. For example, 

Windows operating system from Microsoft they get a lot of revenues from this model.  In the past they 

use other models (sell product at once) and they found that some products are not popular as they expect, 

moreover nowadays a lot of competitors want to entry this market.    

 In order to fix this problem, researcher founds that this business model can fix this problem 

because it can serve customers periodically. In view of customers, this may be convenient for some 

customers.  In view of entrepreneur, this model may reduce finance risk because business can get 

recurring revenue.  

 

 

 

 

 

 

Figure 2-1: Example of products with subscription business model 
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2. Theory 

2.1.1. Valuation Model  

A valuation is the analytical process of determining the current or projected worth of an asset or 

a company. A valuation can be useful when trying to determine the fair value of a security There are many 

techniques used for doing a valuation. And it can be grouped 4 categories as following. 

1. Asset based valuation  

2. Earnings Based Valuation  

3. Cash Flow-Based Valuation 

4. Others (Sum of the parts)    

In this research, it will use only cash flow-based valuation. This method believe that value of a 

company is estimated from the value of expected current and future free cash flows (FCF), which are 

discounted to the present value by discount rate (WACC rate).  It is called discounted cash flow (DCF).  

 

 

 

 

   

 

Figure 2-2: Discounted cash flow valuation model 

 

Year 0

Year 1

Year 2

Year 3

Year 4

Year 5

....

Year n

FCF Future Value 2 FCF Future Value 4 

FCF Future Value 1 FCF Future Value n Present Value FCF Future Value 3 FCF Future Value 5 

Discount Rate 

Discount Rate 

https://www.investopedia.com/terms/f/fairvalue.asp
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2.1.2. Free Cash Flow (Free Cash Flow to Firm)  
 

Free cash flow (FCF) is the cash a company produces through its operations after subtracting any 
outlays of cash for investment in fixed assets like property, plant and equipment. Unlike net income, free 
cash flow is a measure of profitability that excludes the non-cash expenses of the income statement and 
includes spending on equipment and assets as well as changes in working capital. Unlike net cash flow 
that they include finance from financing.  Free cash flow is commonly used in valuation.    while FCF is a 
useful tool, it is not subject to the same financial disclosure requirements as other line items in the 
financial statements. 

Formula of free cash flow to firm is shown as following.  

 

or 

 

or 

 

 

https://www.investopedia.com/terms/f/freecashflow.asp
https://www.investopedia.com/terms/f/fixedasset.asp
https://www.investopedia.com/terms/p/ppe.asp
https://www.investopedia.com/terms/n/netincome.asp
https://www.investopedia.com/terms/i/incomestatement.asp
https://www.investopedia.com/terms/w/workingcapital.asp
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2.1.3. Present Value  

Present value (PV) is the value of your future money in today’s dollars. The concept is that a dollar 

today is not worth the same amount as a dollar tomorrow. 

 

PV = FV/(1+r)n 

Where: 

PV = Present value is the value on a given date of a payment. 
FV = This is the projected amount of money in the future 
r = the discounting rate. 
n = number of years 

 

2.1.4. The Weighted Average Cost of Capital (WACC) 

The weighted average cost of capital (WACC) is the rate that a company is expected to pay on 
average to all its security holders to finance its assets. 

In the case where the company is financed with only equity and debt, the average cost of capital 
is computed as follows:  

 

  
 

WACC is the rate that will discount future value to present value  

https://en.wikipedia.org/wiki/Equity_(finance)
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2.1.5. Income Statement 

Income statement is one of the three important financial statements used for reporting a 
company's financial performance over a specific accounting period.  

This statement is to show whether company operated at a profit or loss for period of time. 

 

 

Figure 2-3:   Example of income statement  
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2.2. Financial Indicator 

 There are so many financial indicators, but this research will use 3 metrics to measure business  

2.2.1. Net Present Value  

Net present value (NPV) is the difference between the present value of cash inflows and the 
present value of cash outflows over a period of time. 

 

A positive net present value indicates that the projected earnings generated by a project - in 
present dollars - exceeds the anticipated costs, also in present dollars. It is assumed that an investment 
with a positive NPV will be profitable, an investment with a negative NPV will result in a net loss.  

 

2.2.2. Modified Internal Rate of Return 

The modified internal rate of return, or MIRR, is a financial formula used to measure the return 
of a project and compare it with other potential projects. It uses the traditional internal rate of return of 
a project and adapted to assume the difference between the reinvestment rate and the investment 
return. 

MIRR portrays more accurately than internal rate of return (IRR) . The internal rate of return is a 
discount rate that makes the net present value (NPV) of all cash flows from a particular project equal to 
zero. MIRR aims to resolve some problems with the IRR.  For example, IRR can be found for projects with 
alternating positive and negative cash flows, which leads to confusion and ambiguity (MIRR finds only one 
value).   And IRR is misapplied, under an assumption that interim positive cash flows are reinvested at the 
same rate of return as that of the project that generated them (IRR is more optimistic)  

If the MIRR is higher than the expected return, the investment should be undertaken. And if the 
MIRR is lower than the expected return, the project should be rejected.  

https://www.investopedia.com/terms/v/valuation.asp
https://en.wikipedia.org/wiki/Internal_rate_of_return
https://www.investopedia.com/terms/d/discountrate.asp
https://www.investopedia.com/terms/n/npv.asp
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Also, if two projects are mutually exclusive, the project with the higher MIRR should be 
undertaken. 

 

 

2.3. Discounted Pay Back Period   

The discounted payback period is a capital budgeting procedure used to determine the 
profitability of a project. A discounted payback period gives the number of years it takes to break even 
from undertaking the initial expenditure, by discounting future cash flows and recognizing the time value 
of money. The metric is used to evaluate the feasibility and profitability of a given project. 

The more simplified payback period formula, which simply divides the total cash outlay for the 
project by the average annual cash flows, doesn't provide as accurate of an answer to the question of 
whether or not to take on a project because it assumes only one, upfront investment, and does not factor 
in the time value of money. 

A general rule to consider when using the discounted payback period is to accept projects that 
have a payback period that is shorter than the target timeframe. A company can compare its required 
break-even date for a project to the point at which the project will break even according to the discounted 
cash flows used in the discounted payback period analysis, to approve or reject the project. 

 

 

 

 

 

https://www.investopedia.com/articles/financial-theory/11/corporate-project-valuation-methods.asp
https://www.investopedia.com/terms/p/paybackperiod.asp
https://www.investopedia.com/terms/p/paybackperiod.asp
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3. Related literature 

Yalee (2014) studies the Factors Influencing Consumer’s Decision to      Purchase Prefabricated 
Dog Food in Bangkok and Metropolitan Region. 

By using the survey method that the population of the study is the groups of dog raisers who 
purchased for prefabricated dog food. The study was implemented in the area of Bangkok and 
metropolitan through questionnaire survey, and the data was received from all 415 completed replied 
questionnaires. 

  From the study results, it is found that majority of the sample is female aged between 20-30 years 
old. Moreover, the mainly education level of the sample is bachelor’s degree or equivalent. Furthermore, 
the majority of the sample is private company’s employees who have average monthly income from 
15,000 to 30,000 Baht. According to the survey, it is also discovered that the most popular kind of dog 
food is dry type (Grain-based Diets) that the purchasing amount for each time is 1-2 kgs., and the 
purchasing frequency is 1-2 times per month. In addition, it is also found that the average expense for dog 
food buying is from 100 to 300 Baht, and  

Pedigree is the most popular band among others. The main reason of the consumers for 
purchasing Pedigree is that it is the brand which dogs like to consume. In addition, it is the brand which 
has variety, full of nutrition and also appropriate for all dog ages and breeds. Most of the consumers do 
not change the dog food’s brand because they favor in both quality and price of the band they choose. 
However, the reason they may change the brand is that there is no such brand they need in the stores so 
they choose another brand instead, and another reason is that their dogs do not want to eat food because 
they bored with the same brand. Furthermore, the result also suggested that the place where consumers 
purchase for dog food is large retailers. In addition, the average number of dogs they raise is 1, and the 
dogs that most consumers have raised are small dogs.    Besides, the research result also discovered that 
there are factors that affected the consumer’s purchase of prefabricated dog food in Bangkok and 
metropolitan area comprised of 4 factors which are reasonable price, variety of packaging and product 
flavor respectively. These are positive factors affected the decision to buy dog food. Moreover, the 
advertisement is the factor concerned as negative factor for consumers to buy dog food. For the 
hypothesis testing about whether demographic factors in terms of gender, age, education level, 
professions and monthly income have affected the decision level of dog food purchasing or not, the result 
shows that gender, education level, professions and monthly income are not the factors affected for 
consumer decision whereas people with different ages have different level of decision in dog food 
purchasing that the people aged between 31-40 years old have the highest decision level of dog food 
buying in Bangkok and metropolitan area.  
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  Quantity Portion (%) 

1. Gender     

Male 117 28.2% 

Female 298 71.8% 

2. Age     

Below 20 Year 8 1.9% 

20 - 30 Year 224 54.0% 

31 - 40 Year 123 29.6% 

41 - 50 Year 26 6.3% 

51 - 60 Year 33 8.0% 

60 Year + 1 0.2% 

3. Education     

Below bachelor’s degree 21 5.1% 

Bachelor’s degree 248 59.8% 

Master’s degree 144 34.7% 

Upper master’s degree 2 0.5% 

4. Occupation     

Student 24 5.8% 

Gov. Officer 159 38.3% 

Employee 174 41.9% 

Entrepreneur 45 10.8% 

Housewife 9 2.2% 

Freelance 4 1.0% 

5. Income per month     

Below 15,000 THB 34 8.2% 

15,000 - 30,000 THB 178 42.9% 

30,001 - 45,000 THB 82 19.8% 

45,001 - 60,000 THB 53 12.8% 

Upper 60,000 THB 68 16.4% 

 

Figure 2-4: Demographic surveyed 
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Figure 2-5: Dog food buying channel 

 

 

Figure 2-6: Dog food format 

 

 

2%

3%

8%

34%

53%

Internet

Convenience store

Pet hospital

Pet shop

Hypermarket

Dog food buying Channel

90%

10%

Now, You buy dog food in format

Dry Food Wet Food
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Figure 2-7: Dog food buying quantity per times (Dry food) 

 

 

 

Figure 2-8: Dog food buying quantity per times (Wet food) 

 

24%

9%

1%

12%

22%

26%
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More than 10 Kg
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Less than 1 Kg

Dog food buying quantity per times  (Dry food)

18%

15%

38%

23%

8%

More than 10 Can

9-10 Can

5-6 Can

3-4 Can

1-2 Can

Dog food buying quantity per times  (Wet food)
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Figure 2-9: Dog food buying frequency 

 

 

 

Figure 2-10: Dog food expenses per times 
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Figure 2-11: Dog food brands 

 

 

Figure 2-12: Quantity of Dog that surveyed people have 
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Figure 2-13: Dog food buying reason 

 

 

Figure 2-14: Dog food loyalty 
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Figure 2-15: Dog breed that surveyed people have 

 

For summary, Yalee (2014) research is important for us to develop business model. But 
some point of question may be sensitive because of time (this research surveyed since 2014). For 
example, channel that surveyed in 2014, surveyed people buy dog food at internet only 2%. If we 
survey again, researcher assume that it will be changed. 

 So, this research is a guideline to develop business for this research only and have to 
survey again if investor would like to set up a business.     

 

Another literature review is Cerbo (2017) literature review. He studied functional foods 
in pet nutrition: Focus on dogs and cats.  

 He concluded that dietary intervention might be a valuable alternative for treatment of 
cognitive deficits and behavioral disturbances in dogs. 

 But the difficulty understanding pet food labels, consumers' education becomes a key 
issue for the marketing of functional foods.  

 In addition, research on pet food is still scarce. Accurate claims on food labels help 
consumers select products that satisfy their desire to promote animal care and improve their 
pets' health.  

 

47%

39%

14%

Dog breed you have

Small dog

Medium dog

Large dog
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CHAPTER 3 

METHODOLOGY 

 

Researcher will use methodology as following.  

1. Business model 

This phrase, researchers will use tool to develop business model and business strategy  

2. Marketing plan 

This phrase, researcher will deep down detail from business strategy of marketing and 
sales. 

3. Organization plan 

This phrase, researcher will look back to organization to achieve marketing and sales 
assumption. 

4. Financial plan 

This phrase, researcher will find out valuation of company, initial investment, and 
sensitivity analysis based on business model assumption.  
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CHAPTER 4 

BUSINESS MODEL 
 

1. Business Model Canvas 

Business Model Canvas is a template for developing new or documenting existing business models. It 

is a visual chart with elements describing a firm's or product's value proposition, infrastructure, 

customers, and finances initially proposed in 2005 by Alexander Osterwalder. 

 

 

Figure 4-1: Dog Kingdom business model canvas 

 

 

 

 

https://en.wikipedia.org/wiki/Business_model
https://en.wikipedia.org/wiki/Value_proposition
https://en.wikipedia.org/wiki/Alexander_Osterwalder
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2. Industry Analysis  

2.1. External Factor 

Five Forces Analysis is a tool for analyzing competition of industry that Michael E. Porter of 

Harvard University publishes in Harvard Business Review in 1979.  

Researcher will use five force analysis to analyze competition of this industry as following to find 

out level of competition in this industry. 

 

 

Figure 4-2: Dog Kingdom Five Force Analysis 

 

So, this industry is high rivalry industry, but it is still having customer pain point and customers 

still feel inconvenience. 

 

 

 

 

 

 

https://en.wikipedia.org/wiki/Competition_(economics)
https://en.wikipedia.org/wiki/Michael_E._Porter
https://en.wikipedia.org/wiki/Harvard_University
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2.2. Internal Factor 

Researcher will use value chain analysis tool to help analysis. This tool is developed by  Michael E. 
Porter of Harvard University in his 1985 best-seller, Competitive Advantage: Creating and Sustaining 
Superior Performance. 
 

Value chain analysis is a process where a firm identifies its primary and support activities that add 
value to its final product and then analyze these activities to reduce costs or increase differentiation. 

 

 

 

 

 

 

 

 

 

 

Figure 4-3: Dog Kingdom Value Chain Analysis 

 

Researcher will focus service activity with differentiation strategy because researchers found that 
this activity can compete to other competitors.  

 

 

 

 

 

 

 

Support Activity 

Primary Activity 

https://en.wikipedia.org/wiki/Michael_E._Porter
https://en.wikipedia.org/wiki/Michael_E._Porter
https://en.wikipedia.org/wiki/Harvard_University
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Our differentiation will use as following.   

 

1. Use keyword “Convenient” and “Automatic” and “The first dog food delivery innovation in 

Thailand and World” to communicate to customers.   

Because this is a pain point from customers that originate this business.   

 

2. Just 3 months service.  Not satisfy, you can stop every time. 

Because we use subscription business model.  some customers do not want to fix their life and 

some customers want to try.  So, company will use shortest month to subscript as much as possible to 

help customer decision.   

 

3. Not only delivery like others, but we have dog food specialists to take care  

Now related logistic provider, they just send products.  But no one knows product a lot. So, we 

will provide skilled staff to consult to customers. 
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CHAPTER 5  

MARKETING PLAN 
 

1. Segmentation, Target, and Positioning 

 

1.1. Segmentation 

We categorized by dog food format based on Pet Food Manufacturer Association (PMFA), UK. 

They categorize dog food format for 3 types (dry food, wet food, and raw) 

Our business will serve only dry dog food because this format is 90% from customers using based 

on Yalee (2014) literature review. 

 

 

 

 

 

Figure 5-1: Dog food segmentation 

 

 

 

 

 

 

 

 

 

 

1. Dry food 2. Wet food 3. Raw 
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1.2. Target 

We will focus customer who has profile as following. 

- Demographic  

        Unisex but focus on female (75%) male (25%)        

Age = 18 – 55 year 

         Education: High school up 

         Occupation: SMEs owner, business owner, employee & officer  

         Personal income = 35,000 Baht/month up 

- Geographic  

        Bangkok only (Home village price 3M+ in Bangkok) 

- Psychographic  

         Dog owner who prefer convenient life 

- Behavior segmentation 

        Buying for others using  
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1. Primary target    →   dog owner lives at home village in Bangkok 

 

 

Figure 5-2: Primary target 

 

Mam, she is 28 years-old who has 1 big dog (golden retriever), she is daughter of SMEs 

owner. She lives in Bangkok Thailand. She always buys things and dog food in e-commerce 

because she does not want to stick in a traffic jam, and she does not want to carry dog food from 

offline commerce to her home (it is heavy).  She buys dog food many times because her golden 

retriever eat a lot and she does not want to stock dog food too much in her home. At her free 

time, she like to see social media like Facebook and Instagram.   She like to see cute dog image 

from others. Some weekend, she goes to dog café to see cute dog and drink some coffee.  

 

2. Secondary target   →   dog café owners in Bangkok 

 

 

Figure 5-3: Secondary target 

 

Note, he is 35 years-old who has dog café business. He has a lot of dog and a lot of 

employee also. He wants to make more profit and save their time by outsourcing some task of 

business. (Ex. Buy dog food)  
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1.3. Positioning 

We will position based on 2 factors channel and sales.  So, we are online commerce and 

specific sales    

 

 

 

 

 

 

 

 

 

 

                 Figure 5-4: Dog Kingdom positioning 

 

 

 

 

 

 

 

 

Online Commerce 

Offline Commerce 

Specific General 

x x 

x 
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2. Marketing Mix   

2.1. Product 

Our product is “Dog food delivery”.  We provide monthly dog food delivery that customer can 

choose dry dog food from Pedigree brand and Smart Heart brand.  We use these two brands because 51% 

of survey they use these brands. 

And another reason that customer who buy dog food is loyalty. Most of customers they do not 

change dog food brand.  (Yalee 2014) 

 

 

 

 

 

 

      Figure 5-5: Dog kingdom product 

  

As this is monthly delivery, So, product will categorize three group based on dog breed from 

Pedigree research in figure 5-7.  Size S is suitable for small dog breed. Size M is suitable for medium dog 

breed. And size L is suitable for large dog breed. 

 

 

 

     

 

 

Figure 5-6: Product package 

Delivery Pedigree Smart Heart 

Monthly Delivery 

Size S = Dog food 10 Kg 

Size M = Dog food 30 Kg 

Size L = Dog food 50 Kg 
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Figure 5-7: Dog food consumption 
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2.2. Place  

We will sell our service in company website and company mobile application.  Because customers 

can subscript every time, every day, and every device. 

 

2.3. Price 

Our service, customers have to apply at least 3 months. We will delivery dog food 1 times per 

month for 3 months as average as date and package size as customers request.   

And because customers have to pay dog food for 3 months in advance.  So, we will give a discount 

to attract customers max to 382 baht. 

 

 

 

 

 

Table 5-1: Dog Kingdom package price 
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Table 5-2: Shopee price at 8 Mar’20 

 

 

 

Table 5-3: Makro price at 8 Mar’20 
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For cost of goods sold, cost of goods sold is an important part for business valuation. But it is 

difficult to find real cost of goods sold if you are not seller now.  So, we will expect cost of goods sold 

based on merchandizing company that shares a financial report to public. 

 

We will use % cost of goods sold as a % of revenue in Siam Makro public company limited. 

(Makro brand) Because they are a wholesaler and their service look like us the most. So, we will use cost 

of goods sole = 89% of revenue or cost of goods sold = 89% from dog food price of Makro. 

 

 

 

Table 5-4: Marginal profit 

 

 

 

 

 

 

 

 

 

2016 2017 2018 Average

Revenue (A) M THB 172,093 M THB 185,804 M THB 191,997 M THB 183,298

Cost of goods sold (COGS) (B) M THB 153,722 M THB 164,352 M THB 169,639 M THB 162,571

Gross profit (A) - (B) M THB 18,370 M THB 21,452 M THB 22,358 M THB 20,727

COGS as a % of revenue (B) / (A) 89% 88% 88% 89%

Source : www.jitta.com,Siam Makro, 20 Dec'19

% COGS

89%

( A ) ( B ) = 89% * ( A ) ( C ) ( D ) = ( C ) - ( B ) ( E ) = ( D ) / ( C )

Marginal profit

10 kg THB 579 THB 516 THB 667 THB 151 23%

30 kg THB 1,737 THB 1,546 THB 1,817 THB 271 15%

50 kg THB 2,895 THB 2,577 THB 2,967 THB 390 13%

Dog food Makro click 

dog food price

Dog Kingdom 

Package / 3

Income statement (Makro or Makro click)

% Marginal profitCOGS
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2.4. Communication 

Although company has only online channel. But company will promote our service both online and 

offline channel.  The details are shown as following.   

 

2.4.1. PR Board 

Purpose:                        Increase awareness & decision in offline channel 

Mechanic:                        Set up information board in potential area of all communities in Bangkok                 

                                                   (10% * 2,070 = 210 boards) 

Budget:          840,000 Baht (1 board =4,000 Baht) 

Expected Visitor:          N/A    visitors               

Expected customers:         2,100 customers 

Expected success rate:          N/A 

 

 

2.4.2. PR at pet expo 

Purpose:                                   Increase awareness & decision in offline channel 

Mechanic:           PR at pet expo 

Budget:                                     880,000 baht per year 

Expected Visitor:          114,000 visitors (Source: www.petexpothailand.net, 2018) 

Expected customers:          4,400      customers  

Expected success rate:          4% 
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2.4.3. Google Advertising 

Purpose:                  Increase awareness & decision & retention in online channel 

Mechanic:                          Google advertising   

Budget:                               19,578 * 12 = 234,936 Baht per year 

Expected Visitor:               62,940 visitors         

(Source:  ads.google.com, radius from pinpoint = 20 km, keyword = อาหารสุนัข, ดูแลสนุัข, คาเฟ่สุนัข, ชื่ออาหารสุนัข) 

Expected customers:   900 customers 

Expected success rate:     1% 

 

 

2.4.4. Facebook Advertising 

Purpose:    Increase awareness & decision & retention in online channel 

Mechanic:    Facebook advertising   

Budget:                  600 * 30 *12 = 216,000 Baht per year 

Expected Visitor:               70,200 visitors (Location = Bangkok, Gender = M & F, Interest = dog or pet food) 

Expected customers:   920 customers 

Expected success rate:    1% 

 

 

2.4.5. Content in website & YouTube 

Purpose:       Awareness 

Mechanic:     Landing page after our Google and Facebook advertising 

Budget:                       10,000*12 = 120,000 Baht  

Expected visitor:  62,940 visitors from Google ad and 70,200 visitors from Facebook ad       

Expected customers:  - 

Expected success rate:     - % 
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2.4.6. Lucky draw support 3,000 THB for dog training school 

Purpose:    To use customer relationship management (CRM) strategy  

Mechanic:                               Support 30 customers to reduce 3,000 Baht dog training course fee 

Budget:                    90,000 Baht 

Expected visitor:    8,600 visitors 

Expected customers:   30 customers 

Expected success rate:    0.3% 

 

 

2.4.7. Lucky draw functional dog food 2,000 Baht  

Purpose:                               1. To increase existing customer decision  

                                                         2. To develop our dog food product and test market 

Mechanic:                                Lucky draw for 250 customers to get our functional dog food  

Budget:     500,000 Baht 

Expected Visitor:    8,600 visitors per year  

Expected customers:   250 customers per year 

Expected success rate:                 3%  
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So, researchers will summarize communication plan and period as table 5-5 and 5-6.   

 

 

 

Table 5-5: Communication plan 

 

 

 

 

Table 5-6: Communication timeline 

 

 

And for the next year of communication expenses, researchers will assume 10% increase per year. 

Because this industry is high rivalry. 

 

Table 5-7: Communication expenses 
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3. Service flow chart 

If customers want to be our customer, customers have to follow these 7 steps as following.  

 

 

Figure 5-8: Service flow chart 

 

 

 

 

 

 

 

 

 

 

1. 
•Visit  www.dogkingdom.com or Dog Kingdom mobile app

2.
•Put customer profile & customer dog eating rate and customer dog profile

3. 
•Select dog food brand, flavor, package, and delivery date

4. 
•Pay money to activate

5.
•We will send app notification prior 1 day before delivery date in the morning 

6.1
•If customer clicks OK in notification, delivery staff will call for confirmation again at delivery date

6.2

•If customer does not confirm, system still does not charge. We will deliver when customer click OK 
in notification.

7.

•Customers wait dog food at thier home.  

•For next delivery, app will calculate from consumption rate or customers determine delivery date
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4. Customer growth 

We expect to get customer = 8,600 customers per month in steady state. (first of year 2) For 

next year, we assume, we can keep customer at this level and cannot growth because this industry is 

high rivalry (0 % increase per year) 

 

 

Table 5-8: Customer per month 

 

Company has to delivery 12 trip per year per customers. So, company will gain profit from one 

customer twelve times. So, this is a quantity of delivery of company each year. 

 

Table 5-9: quantity of delivery each year 

 

From Yalee (2014) literature review, customers who take care small breed of dog = 47%, dog 

medium breed of dog = 39% and large breed of dog = 14%.  From this portion we assume that customers 

will select dog food package as the same they take care (small breed = company package size S, medium 

breed = company package size M, and large breed = company package size L)   So, delivery each year will 

be shown as following. 

 

Table 5-10: quantity of delivery each year by package size 

 

 

 

 

0 1 2 3 4 5

0 49,080 103,200 103,200 103,200 103,200

Delivery

Total

Year
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CHAPTER 6 

ORGANIZATION PLAN 

1. Staff 
We will have 50 staffs that will show in table 6-5.  Each staff will live in each head office and 

warehouse that is shown in figure 6-1. 

 

Figure 6-1: Position and office chart 

 

All staffs will work 25 working day a month or 300 working day a year.  In year 1, staff will get 

benefit depending on their position. They will have position and job description that is shown in table 6-

1. 

 

Table 6-1: Staff job description 

 

 

Table 6-2: Staff benefit 
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Delivery staff assumption 

• Delivery staff must have their own motorcycle. 

• Assume 1 delivery staff can serve 10 customers per day or 250 customers per month. 

• Assume delivery staff can serve max 6 bags or 60 kg per loading 

• Assume time from customer to customer = 30 minutes 

• Assume time from customer to company = 60 minutes 

 

 

Table 6-3: Delivery staff time schedule 
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Table 6-4: Expected delivery staff monthly benefit 

 

 

For other staffs, we will hire staff from famous university especially consultant staff. We will hire 

staff from faculty of veterinary technology because they are specialist for take care pets.  

 

 

 

 

 

 

 

 

 

Figure 6-2: Other staff assumption 

 

 

 

 

 

 

 

 

Size S 47% 118 THB 50 THB 5,900

Size M 39% 98 THB 75 THB 7,350

Size L 14% 34 THB 100 THB 3,400

Total 100% 250 THB 16,650 THB 6,500 THB 23,150

Simulation Delivery staff 

expenses

1). Delivery Incentive 2). Basic & 

Insurance

Grand total

Estimated delivery per month per 

staff

Incentive Total
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Table 6-5: Staff headcount 

 

 

 

Table 6-6: Staff expenses 

 

 

2. Head office & warehouse 

As we use keyword “อาหารสนุขั” in google trend, we found that most customers search from 

greater Bangkok and our primary target customer is dog owners live at home village in Bangkok. And to 

achieve delivery staff can serve 30 minutes per customers.  We decide to have 1 head office & 5 

warehouses around Bangkok. 

 

 

Table 6-7: Head office & warehouse expenses 

 



45 
 

 

Where operating cost (telephone, water & electricity cost, and so on) will be estimated from 25% 

from total rental expenses. 

 

3. Company website & mobile application  

We will use outsourcing strategy for website & mobile app development because we are not 

skillful in this field.   

This topic, it is difficult to find expenses because it depends on supplier, but we will assume 

expenses based on requirement. 

Assumption 

1. 200,000 Baht per requirement 

2. Upgrade & maintenance cost = 10% of development expenses and will increase 5% per year 

3. Staff computer depreciation is linear 

 

 

Figure 6-3: Company website & mobile app requirement 

 

 

 

Table 6-8: Website & mobile application expenses and depreciation 
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CHAPTER 7  

FINANCIAL PLAN 
 

1. Initial investment 

Company need initial investment = 5.5 million baht that company will invest as the following.    

 

 

Table 7-1: Initial investment 

 

 We will use 5 years Kasikorn bank loan for SME = 2,200,000 Baht (debt 40%) because we have our 

equity only = 3,300,000 Baht (60%). 

 

 

 

Table 7-2: Capital structure 

 

Debt Equity

40% 60%

2,200,000฿           3,300,000฿           

Capital structure
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Figure 7-1: Interest rate from Kasikorn bank (28 Jun’20) 

 

 

As we will use 5 years SME loan from Kasikorn bank that charges interest rate = MRR* + 5% per year 

= 5.97%* + 5% = 10.97%. So, minimum payment = 47,801 Baht per month. We plan to clear our debt 

when our free cash flow to firm covers all debt (2 years 6 months) 

 

 

Table 7-3: Bank payback plan 
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And cost of capital with CAPM Model will be assumed as following. 

 

 

Figure 7-2: Cost of capital 
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2. Working capital 

 

Company will have an assumption for working capital as following. 

 

1. Company will collect money from customers 3 months advance. 

 

Days sales outstanding: DSO = -90 days                    or account receivable = -25% of revenue  

 

2. Company will have stock policy for 3 day  

 

Days inventory outstanding: DIO = 3 days                or inventory = 1% of cost of goods sold 

 

3. Assume supplier will give 1-month credit term.    

 

Days account payable outstanding: DPO = 30 days or account payable = 8% of cost of goods sold 

 

 

 

 
 

Table 7-4: Working capital 
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3. Financial Plan 

So, our business will have income statement that is shown in table 7-6.         

 

 

Table 7-5: Income statement 

 

So, our business will have free cash flow to firm that is shown in table 7-7. 

 

Table 7-6: Free cash flow table 

 

0 1 2 3 4 5

(THB 1,618,000) (THB 3,292,514) THB 2,580,490 THB 1,690,171 THB 609,694 (THB 563,137)

THB 0 THB 223,970 THB 96,365 THB 0 THB 0 THB 0

THB 0 THB 10,617 THB 19,273 THB 0 THB 0 THB 0

THB 0 (THB 3,868,650) THB 0 THB 0 THB 0 THB 0

THB 0 THB 0 THB 0 THB 0 THB 0 THB 0

THB 0 THB 90,000 THB 90,000 THB 90,000 THB 90,000 THB 90,000

(THB 1,618,000) THB 879,488 THB 2,747,582 THB 1,780,171 THB 699,694 (THB 473,137)

FCFF accum (THB 1,618,000) (THB 738,512) THB 2,009,071 THB 3,789,242 THB 4,488,936 THB 4,015,799

F Income statement

Free cash flow to firm (FCFF) G = A+B-C-D-E+F

Chaging in net working capital D

Capital expenditures (CAPEX) E Capital expenditures table

Depreciation and amortization

Tax shield on interest 

expenses
C

Interest expense 

* Tax rate

Working capital table

Year
Free cash flow to firm Item From

Net Income A

Income statement

Interest expenses B
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As cash today is not worth the same amount as cash tomorrow. Our business will have present 

value of free cash flow that is shown in table 7-8. 

 

 

 

Table 7-7: Present value of free cash flow 

 

 

 

So, our business will have project KPI that is shown table 7-9. This business is OK compared with 

our criteria. 

 

 

 

Table 7-8: Project KPI 
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For sensitivity, we will use 2 factors.  Cost of goods sold and customer growth each year that are 

shown.  

 

 

Table 7-9: Sensitivity analysis 
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4. Project summary   

As some dog owners buy dog food not convenience.  So, we propose to buy dog food more 

convenience by adding subscription business model and online commerce and delivery. Most assumption 

based on Yalee (2014) and Cerbo (2017) studied. So, some points need to study again (ex. Dog food buying 

channel, internet = 2%). 

Summary of our assumption 

1. Service price does not increase, and cost of goods sold = 89% from dog food price of Makro. 

2. We have customer per month in steady state = 8,600 customers per month (year 2 onward) and 

growth of customers = 0% because this industry in high rivalry.  

3. Communication expense increases 10% per year. 

4. We will have 50 staffs. Growth of staff expense = 5% per year  

5. We will rent 1 head office and 5 warehouses in Bangkok to distribute.  Growth of rental expenses 

= 5% per year. 

6. We will invest in IT 1.45 million baht and will have update & maintenance cost = 10% from initial 

investment. Growth of update & maintenance cost = 5%. 

7. Our day sales outstanding = -90 days (Customers have to pay 3 months advance for our incentive) 

8. Our day inventory outstanding = 3 days (We design to prepare operation for 3 days advance) 

9. Our day account payable outstanding = 30 days (We expect supplier will be happier that they have 

more channel to sell)    

10. Our cost of capital is 19.61%. 

So, this business, investor has to invest for initial investment at 5.5 million Baht.  (staff computer, Web 

& mobile app developing, advance office rental for 2 months, office decoration, cash and other cash).  We 

can achieve all our KPI.  Discounted payback period = 1.49 years. Net present value = 2,456,242 Baht. 

Modified internal rate of return = 32.68%. 

For income statement point of view, our net income will negative in year 0 and 1, but will positive in 

year 2,3,4 and will negative again in year 5. Net income (accumulative) is negative all 5 years. And it will 

be worst at year 1 month 8 which is loss 5,060,352 Baht. 

For free cash flow to firm point of view, our free cash flow to firm is negative at year 0 but positive 

since year 1 to year 4 and will negative again in year 5.  But for free cash flow to firm (accumulative), our 

business is positive since year 2 onward. Our free cash flow (accumulative) is worst at year 1 month 4 as 

we will shortage cash = 3,164,168 Baht that we have to plan to invest in initial investment. 

And you will see our free cash flow (accumulative) trend is decreasing. Because we assume all 

expenses will increase 5 – 10% but we do not expect our customer growth and do not expect to increase 

service price. 

We propose to not sell only dog food in this business model but other things for dog like functional 

dog food, dog food snack, and dog accessories should be included. This business model cost of goods sold 

is more sensitive than customer growth. 
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