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ABSTRACT

Currently, cosmetics has become a popular consumer product and plays a key role in becoming a part of
everyday life, not just a group of female consumers, because of consumer behavior, and there is more demand
for cosmetic products, beauty care, beauty. Health and external appearance, as well as lifestyle and lifestyle,
have changed until the emergence of daily beauty values, where the consumption of consumers’ cosmetology
has changed the shopping channel more online. Beauty Story business requires an initial investment of
2,332,000 baht, operated by a single owner. Holds 100% of all shares from the feasibility study of the business.
It was found that the net factor of the business was positive equal to 40,188,096.57 baht, with the return within
the year of the business at 193% and the payback period is 4.11 month, together with the analysis of the
situation. Marketing analysis Production Analysis of management plans and manpower and financial analysis
Thus, it can be concluded that the Beauty Story business under the conditions set up by the business is an
interesting business and worth the investment
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