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The Requirement and Implementation of laundromat (Wash pro)
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Business Demand and Operation of the laundromat (wash pro)

The research purpose are to study 1. Demand of the market 2. Sale 3. Business
operation 4. Marketing planning by collecting date from target customers of 200 people using
and entrepreneurs or executive as well as the information related to business operations has to
chance, problem, and obstacles before being a business in order to guideline for study and

analysis structure of the business to be able to continue and very efficiently.

Research Results First, in present the laundry, dry, and iron business and the coin
laundry business, which is a business of Thai people familiar. The rate continues to grow and
creates many business opportunities with operator across the country. Since, to the
UrbanizationRate where a lot of people come to work in large cities, they are constantly
competing with time. Second, approximate monthly sales of 59,800 baht. Third, business
operations in organizational behavior. There is only one business owner and no hiring of
employees and also, checks and cleanliness in the morning and evening. In addition, collect
money of washing machines and dryers 2 weeks / time And check the system once a month.
Therefore, the owner receives a salary of 20,000 baht. Business finance, including investment
of 800,000 baht, operating budget 4 10Kg front-loading washing machines 360,000 baht, 4 7kg
dryers, 140,000 baht, registration fee and shop decoration 155,000 baht and working capital
145,000 baht. All of this has a breakeven point for the laundromat store business (wash pro)
which is 1 year. The operational aspects include select for the location of laundromat store at
Soutjai Wattana Apartment that is already owned by the business owner. After that, decorate
and run the water system for washing machines and dryers. Finally, the system is tested and
ready for service. Last of all, marketing plans include opening a free 5 day laundry trial. For the
purpose of customers get to know and choose a location close to the market, factory dormitory

and Amata Nakorn Industrial Estate.

Keywords: Demand Operation and Laundromat
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