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Abstract

The objective of this study is to develop the value creation strategy in plastic industry which is one of the strategic
Industry of Thailand. This Study selected 1 linkage industries which have high potential and capability then selected
one potential product in that linkage industry. This study used value creation model, SWOT analysis to analyze the
selected industry. The collective data is retrieved from the brainstorming activities, focus group activities and interview
with enterprise, organization, researcher, government and all stakeholders in the industry. The data mining tools are
TOWS matrix to generate strategies for selected products. Result of this study is aimed to create value for potential
products in the linkage industry. Even though, plastic industry has not take much of the direct value, but able to take
benefits from the growth of linkage industries, so does the country.

Keyword: Value Creation, Plastic Industry, SWOT Analysis, TOWS Matrix
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