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ABSTRACT

Creating a cafe with board games, food, drinks, bakery products, and also decorating the shop to attract more
customers. On BaGame Cafe has selected only good quality products. Every step is clean and safe so that
customers are satisfied and able to meet the needs of the target group as much as possible. The goal of the
business is Make the On BaGame Cafe business known and accepted by the target group and maintain service
quality. And maintain the quality of the products to meet the standards at On BaGame Cafe, with customers
coming to use them throughout the day. The main target group that uses the service is the male, female and
alternative gender population. In Bangkok those who are in school and working age. Those aged 18-35 years,
with an estimated income of 10,000 baht or more, have the habit of eating bakery goods, drinks, and enjoying
doing activities. Playing board games in investing in the On BaGame Cafe business this time required an
investment of 2,000,000 baht, with the return rate of the project being 59 percent. The return rate is quite high,
which can be concluded that The On BaGame Cafe business will receive good returns, and has a payback
period of only 1 year and has a positive net present value (NPV) with a value equal to 3,409,255.98 baht.
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