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Abstract

The main objective of this research was to develop the business plan for creating
added values of the local functional food from Kala Shoot, Koh Kret, Nonthaburi
Province. The research findings of the qualitative and quantitative research as well
as quasi-experimental and experimental research revealed that the inclusion of Kala
shoot as the ingredient was adjusted from standard menus which were selected by
food expertise. The acceptance test of five food menus with Kala shoot as the ingredient
was implemented with 50 participants. The mixture with Kala shoot was applied with
the selected standard menus. The findings of the sensory testing were utilized to
develop the recipes of the local functional foods from Kala Shoot as follows: (1) Low
fat and herbal chicken sausage (2) Pork ball with Kala shoot (3) Shrimp roll with Kala
shoot (4) Minced pork bun with Kala shoot (5) Herbal cookies. The findings also suggested
that the entrepreneurs should give importance to the cooking operation plan in order
to achieve the standard quality. The product strategy of the marketing plan will focus
on the food menus with good taste and healthy value as well as herbal and medicinal
properties. The packaging strategy will focus on the convenience in consumption and
purchasing, especially as the souvenirs. The online advertising and market positioning
should focus on healthy value and brand personality of local functional food as
“Delicious and Healthy with Kala Shoot”. In addition, the support of governmental sector

in organizing the event marketing to stimulate Gastronomic tourism was also included.

Keywords: Business plan, Added value, Local functional food, Kala shoot
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WHUgsAa (Business Plan) iun1seSunefafienisdmiugsialny (Hisrich, Peters &
Shepherd. 2013: 193; Schermerhorn. 1999: 144) 24AUSENOUAAYVBIUNUTIAA il
(1) uuImsdnns Ssluneuusnasifendosiu msfvunidevial susia JngUsvasdues
3979 (2) uHuMTHAR wazusuMIURTRNS Fefife wnumsRaLINTUT90T (3) WNuns
R (4) uwunsRana Msiuedunan (Robbins & Coulter. 2012: 36-37; Certo & Certo.
2012: 58; Histrich, Peters & Shepherd. 2013: 266; Perreault, Cannon & McCarthy. 2015: 642)
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& Certo. 2012: 582)
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2012: 147)
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2016: 89)
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Uszneufidifyfionsieney menauay msysanms wazmsuiRng fonisdaaiu
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“18%) Lﬁadwauajqﬂﬁwﬁlﬂmmwaqmémﬁmﬂ (Shimp. 2010: 641)
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2015: 41; Keller. 2008: 75-76)
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2015: 168; Schiffman, Kanuk & Wisenbit. 2010: 61)
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wazAnuduafashliuslnailafasdendnsus/uinsduiudinosdsmgeninguds
(Riezebos. 2003: 69)
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A1519% 1: ()

. ¥y Y1IWI9YIA
AuUs = —

X sSD. uwlawa X SD. uwilawa
n1sdeasnsmann 374 0710 N 342 0786  un
auAsuIdamye g wivsinudenzan 361 0772 wn 310 1011 Yunans
auauURvayasgualvsianvienzan 361 0820 @ 297 0998 Urunan
Hadedudninerdus
1. snuanuvisleluguan 391 0843 3 384 0934
2. funsuansnanunsfniduendnvel 384 0778 N 4.02 0855 w7
3. mumsuaramanuwUaniv 380 0806 N 397 0905 N
arunslafiazuilnalusuian 370 0797 N 295 1120 Urunans
anaislafiazdnelusags 354 0947 N 247 1107 ey

=
dyluazanusiuna

v

INUANINAFDUANNATIY a5Uuazeiusenalanail

1. WWUﬂm‘UENUFWlENL‘VlEJ’J‘VIW’]’ﬂﬂ/lﬁlLLau?ﬁ’m’N‘mmJNﬁ@]@ﬂ’s’]ﬂiWﬂW’eﬂﬁ]G]’e]LJJ‘L!E]’]W]%
gunmInienzaTi 5wy egiioddyeeavisyiu 01 seildeswndnvionden
finssusiinrtunuenfisayulnsmionsaiianuzemaaygeieg - mssuiivadiady
vimuad AnusaniineliAnviedsnasoruimeladenyemnsguainlminnmionza 3
aonAdaafunuAToves Urala and Lahteenmaki (2007: 1-12) IfAnwniesnisiasunas
viruARsevsguAm wamsITewuianudesilueimsgunmlusnueavasndy uas
Usglomivosonsguam WudshdgiviiliAnnisseusu

2. mufisnelavesnvionsryminsuazynisinmnd ﬁma@iamm@?ﬂa%@&iaw
0IWNIGUNININAUBNZA 5 iy etnalfeddymsafifisedu 01 lesanniinvieaiilen
8T 5 wyreunsuwuvAeUMuLAL AU Autasudnuasiarsard iaarfianels
Femonndoatfun@nues Solomon (2009) nénd MsveasURARLleAnYIIEUSInAS
woRnssusondnsasifinaaouagnals evndounnieaudunuiuludly asdsmaiery
Hilade

3. fimund n1sdeansmspan AT wavauaNTRveNLYeNsaUA v 5
583 vestinvioadisarnlveuazyniinend dnasonisiuirewyens lnefld1ievazer
3814 66.0 - 66.2 (Adjusted R2) oeghsiiifodrdnymsadinfiszdu 01 sisilidlasannuyoims
aunwannvonzan Jaduiivanulnsifasswauvanavaneyszian Ssdwasiennssug
WIYDIUNIFVNIN Fsapnndeafusuideves Verbeke (2005) wuin N380UTUVDIQNAND
ownsaunn §uslaafinnuianudilanasiiruaiivesiuslaadeinussleviduaunines
anndutlidvddaivihliianiseeusu

4. msudrewyasguamlydannmiengan Jadesudninen (rruviasleluaunm
mauasnenusaRsifuendnual wazmsumenanuuaniu) Suarenginssunievds
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msvilaa (Anuadlaveuslaaluaunan) vesinviesdienynilve ovar 58.3 wary 1wy A
Sovay 57.5 uwariinasorudulafiardnglusniguesindeaiisavnilneg Sevay 46.0 uaz
YRR Joway 39.4 agnildudrdgneaiifnisedu 01 aeandeiungunisiuiiazns
Seudid msfuinndnseduinemannnglulazaiguen nswaananuwlantygd s
= adoy v | ] 4 = = £ .
fgunnanui anuveulaesiudwadieauaslanazuslaadilueuian (Schiffman, Kanuk
& Wisenblit. 2010: 212-213)

VDLEAUDLLUY

HUszneumgsiavsegiaulaanunsadunugnaiieaswyaaiwlvifiuemsvie sy
dieguam IagldingAuannmiengan TlHlunsifiugsin lnefisneasidunveauwnugsia

[

N

She

1. WNUeIANs (Organizational plan) miﬂivﬂaUﬁsﬁammiﬁaﬂﬁuLﬁaammwﬁ
lmwummmewmuwummmﬂmwmasu,m windinadivhmihigsemsasdesdin
%UWQULLa”’JﬁﬂﬁﬂN@’MﬁWJ 5 iyl daduownsfiifiBnisugsie lilidesdduyulunis
Sy @weshumsousimiinauluinlidlefenudualnsuazasman
yaen Wleannsauuzilvignilasuiieslevivesmionzandeguam

2. uHuNsUHURN5UT9eIMs (Cooking operations plan) Tun1sussownsguam
5wy fusasdesinundumou Bmslss Tagduiliifudiunay gunsaiflilunisuss ey
gnsensmuiiszylugilonsupiemsiiosiuainmienzan ilesanusiaziayaziiinisuas
Tmpaulunsugefiunnsnaiiu

3. WUy (Financial plan) I8Siorwuslisueing wanuaseei 5 iy way
usiagiunAnuazaewing fu agldtlsussinnusasiny (leduani) fail

M13199 2: UUsEAUNTT385U-T18T8 vaayudazUsEIAndadUAY
e U/dUani

31813 aniayulns  usiiu wnanmydu Wnsenlayulng  gniuny
nianzan  vidanzan nianzan logiunienzan  wianzan

sgldnnnisue 87,700 72,296 19,662 83,790 68,127
(;]IUV!U‘U’]EJ 60,455 49,740 15,293 55,430 45,044
ﬁ’lvl,i‘i]dw;l}u 27,245 22,556 4,369 28,360 23,083
AUYUNITALTILII 840 840 840 840 840
mls 26,405 21,716 3,529 27,520 22,243

NUER;: SuvunsAiuutudumiiy

4. wHunsRa1n (Marketing plan) awnsawdangugndndmanedu 3 ngu (1) Wn
vieuisrymlnenguiogu (2) dhvieadisrrmlnefonanau (3) dhvieadieardenings
fogu dvuamanadmang wazUSunagndifionavaussnnudesnisvesusaznagylmianiy
othaamwiwas lasfinagns fail
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nagnSAuNandna NMsaieyariurisEdndun Tnggusenaunsdesuuzii
TiAans$us uazaireiruadvesiiuilnndooivnsviosiiuanmienzan daadinandy
ayulnsuazasInAmne) InnleemnsaarsawAenIsnedd

nagnsAuuTTISae Wuanuazaanlunisuilaauaznnm lnsiawiznisde
nduthuduveshn Taglfussyiusinuugaania senuuuidugawanaiin dwsulinndy
AoApenwarduaulanin

nagniduaa fidedimavelagldiiuanifusunusnindosar 50 (Markup
Percentage on cost) 84 5 Wy laun (1) gnandmydumiensan 1 an (thutdn 50 n3w)
fifuyunisuan 4.08 VW 8 6 VI (2) usfumianzan 1 iy Glwidn 7 nd) Suyunis
WAR 18.60 VW 1A% 28 U (3) Anfiayulnsvensan 10 Fu/1 wia dfunumHan
15.68 UM 511018 25 U (@) ldnsenliayulnsluiudendensail wis dauyunisuée

v
a

3.40 UM 51A1 5 U (5) gnFunymienzan 1 wiia (180 n$/g9) fidiuyunisndn 20.48
UM 5978 30 UM

nagnsFuTemenIsiasinng uarnisadeussenidluiiu Tneiuesding
oedunsitasdosiaiwliansosenduiadsnmossusididmezelddaan e
wavgUnsainnuilefiffiaiuaiiaussena  saenaudeddwinnuresinidyriunasuen
mslunildifuinvieadien

nAgMSMsAeANSMIAANALUUYSINMS  “uusthsyuardaaiusumisiitinan
Fuauduayulnsuazasmanmisen Tneflsanin ~ Sefeanuiardlulaenudnans do
Aleun uanmden wiusesa Wameslawanifnegneluiiu/mihiu dessulard s
Tamasumimenisean Inelfinusiausmauduemsaunin fadisuaiiouyadn
31 (Brand personality) ¥esesviesiuiiioguamainmionzan “esosuazaun sy
ylanzan (Delicious and Healthy with Kala Shoot)”

AnRNssuUsZATA

Tasamsidoes uiugsiailoadsyarifinliifuomsviesduiioguamm: nsdifnw
IngAuviesduninuuenyan inzinda Smdauunm yalasimanisidedAaufaguruuas
FamiaruianaluazawIngen  1RSUIUUTNAETUAUAINANENTIUNMTIRBLMTIA uag
dinnunasuativayuniside UsednUaudsennn 2558 AugHIT80RUAMAMENITTINT
yvinu BsAnsUINSEUiUaINzINga fUsEneums viensa winda fugnuienzan Al

g wily USudse

LBNE159199D4

v
a [ a ¢ o a

fiagn 1HvdUYT. 2557, NMTAATIZREDR: ADAAINIUNITUSUITUAZIFY. AUNATIN 15.
NIANN: JRIAINTAUNINIAE.
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