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ABSTRACT

Butter R Café & Studio is a café that offers a variety of Beverage desserts and birthday cakes while also
providing photography services. The café is designed in a modern, minimalist, and nature-inspired style,
featuring a color palette of white, beige, and black to create a relaxing, visually pleasing, and spacious
atmosphere for customers. For both the café and studio services, we carefully select high-quality ingredients,
tools, and skilled staff to ensure customer satisfaction. The pricing for café products ranges from 80 to 1,000
THB, while studio service packages range from 1,000 to 5,000 THB. The total investment for establishing Butter
R Café & Studio amounts to 1,610,885 THB, with the entire investment solely funded by the business owner.
The investment return analysis indicates a payback period of 1 years, a net present value (NPV) of
16,292,542.50 1" THB and an internal rate of return (IRR) of 479. These figures demonstrate that Butter R
Café & Studio is a promising and worthwhile business investment.
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