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Abstract

 Singer Thailand, the sole distributor for Singer USA in Thailand since 1889, 

had been successful in selling home electrical appliances for household outside the 

metropolitan area of Thailand. Through its strong customer base and installment 

purchase plan, Singer maintained market share of more than 80% at certain period of 

expanding its product line due to higher competition from both domestic and foreign 

motorcycle accounts increased a year later, Singer reported a loss of 1,300 million Baht. 

Singer appointed a new CEO, Boonyong Tansakul, to handle the motorcycle debacle

THB 320 million in 2013 to only THB 241 million in 2014 suggested that 

the future was not assured to be a smooth path. Students were put into the shoes of 

Boonyong to make an informed decision about how to respond strategically to new 

competitive realities.
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 In early-2015, as he began systemically pulling together his thoughts

concerning the presentation that he would be making at the annual shareholders 

Singer Thailand, knew that shareholders would want to know, in particular,

occurred since the highly successful turnaround that Boonyong himself has

engineered during the period, 2008-2013. Not only had his decisions and

implementation actions during the time succeeded in turning a 2008 operating loss 

of THB THB 320 by the end of 2013, they had 

gone a long way in establishing his reputation as an innovative and imaginative

leader. Indeed, the turnaround in 2008, along with his vision, was so impressive

that the board of directors had elevated him to the position of CEO.

THB 320  million 

in 2013 to only THB 241 million in 2014 suggested that the future was not 

assured to be a smooth path. Indeed, Boonyong could not help but wonder

whether strategic initiatives that he had launched and that had led to the 2008 

the local and international economic slowdowns, which would even out in time, 

Brief History of Singer Corporation

 Singer Corporation was established in the USA in 1851 by Issac Merritt Singer 

home use. Issac Singer had consolidated enough patents for related components

of sewing machines to allow him to engage in mass production in New Jersey,

USA. While Issac Singer was in charge of product development, Edward Clark,

The advent of sewing machines created new markets for ready-to-wear clothing,

shoes, and virtually all textile home goods, including canvas, sheets, drapes,
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curtains, rugs, blankets, and towels. Singer started to market his sewing machines

World Fair. By 1860, Singer was the largest manufacturer of sewing machines in the 

world. The company held a 90% share of all sewing machine sales outside the United 

retail shops, located in prime high-rent neighborhood, were nicely decorated and

staffed with knowledgeable company agents: a manager, a demonstrator, a salesman 

and a mechanic. This strategy was expensive because all staffs were paid weekly.

To promote the machine, Clark introduced a “hire-purchase” plan for the majority of 

 Other novel marketing strategies were crafted by Clark to expand its

market share of consumer sewing machines across the United States. Clark offered 

church members. He also originated trade-in programs, by which Singer accepted 

competitor products in exchange for discounts on newer Singer machines. 

coordinated everything from inventories to distribution to credit to accounting.

Pioneering the Modern Sales Organization 

 In the 1860s, due to its market potential, Singer began expanding sales of

sewing machines into Britain, whose income per capita was the highest in Europe. 

expected due to high freight charges and relatively low selling prices. In 1864,
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Singer transferred 31-year-old George Woodruff, who had been in charge of the

freight charges by contracting with local suppliers to build parts locally. He also

offered free sewing machine lessons, instruction manuals, and illustrated catalogs

salesman, or canvassers and collectors, which tremendously helped to grow

were well-dressed and carefully trained agents going from home to home

demonstrating sewing machines and selling installment plans, providing after-sales 

service, and collecting payments. In the most populous urban centers, the role of 

behavior, in which the collected money from the installment plans was used for 

company. 

received from initial sales plus an additional commission on the money collected

customer on their given route. Customer payments and whether the machine was 

serviced were noted on the card. At the end of the day, the canvasser would turn

in the lease card and payment received. Canvassers were urged to solicit business

on their routes and received additional compensation for extra business.

sales and collections and other key performance indicators. These reports were sent

collections, expenses, and other key performance indicators were calculated and 
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account clerk, bills receivable clerk, shipping clerk, machinist, collector, and

Singer Thailand

 Singer sewing machines were introduced to Thailand during the reign of

King Mongkut by Anna Leonowens, an Indian-born British who was hired by the

machine, the female members of the royal family made their own garments and

wore them publicly. Due to the esteemed status of royal family members in 

Thai society, their use of Singer sewing machines gave the Singer brand name an exalted 

status as signifying premium quality–an attribution that had continued in the public 

considered of high quality and most popular among the family in Thailand. 

 Singer sewing machines were imported and sold by Kiam Hua Heng

Limited, which was appointed by the U.S. parent company, Singer Corporation,

to be the sole distributor of Singer sewing machines in Thailand in 1889. The company 

changed its name to Singer Thailand Company Limited later and operated as

a branch of the parent company in the USA.

 At this time, Singer Thailand focused largely on geographical expansion by 

rapidly expanding its sewing machine business in Bangkok and in other provinces of 

systems. The canvassers went from door-to-door to demonstrate the sewing

machine, providing after-sale service, and collecting monthly payment of the

installment plan as invented by Woodruff. Since the cost of owning one sewing 

machine was beyond the reach of a regular family at the time, Singer Thailand

similarly offered an installment plan for a family who wanted to purchase a sewing 

machine. Essentially, a minimal amount of down payment was initially collected,



Anukal Chiralaksanakul

Vol. 10  No. 1  (January-June 2018) NIDA Case Research Journal
37

period of time. At the end of 2014, Singer Thailand had over 3,000 canvassers and 

an extensive sales network covering most of the local areas throughout Thailand in

appliances such as refrigerators, television, radio, etc. to their household customers 

in the local areas as the sewing machine market started to become saturated.

Singer exploited the relationship and the trust that the canvassers had built through 

the after-sale service and regular home visits of their customers. From their regular 

customer visits, the canvassers understood very well the need of household

municipality or even in the bigger town had access to large home appliance retailers 

due to either the remoteness or the lack of transportation. 

related

refrigerators, were produced by contract manufacturers. The market share of

competitors, especially in the provincial or rural areas. Singer had over 800,000 customer 

 “We had no competitors in the provincial areas except ourselves,” 

said Boonyong. 

Singer Before and After the 1997 Asian Economic Crisis

several other Asian countries such as Indonesia, Malaysia and South Korea, were 

to support its economic boom during the early 1990s. The retail sector store

expanded rapidly. Department stores started to open their branches in major
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provincial cities in Thailand. Modern formats of retailers, for example, convenience 

store, discount store, cash and carry store, and specialty store, were introduced 

into Thai market, but they were concentrated in the major towns. At this point,

Thai entrepreneurs owned almost all of these retail stores. 

 The explosion of retail establishments during this period did not affect

machines and home appliances in provincial and rural areas. Furthermore, strong 

customer loyalty helped to protect Singer businesses in most upcountry towns

where modern retail formats such as discount stores had entered the market.

Alas, all this would change with the sudden devaluation of the Thai baht.

blow after blow from international speculators, inevitably the nation had no choice 

except to request technical assistance from the International Monetary Fund (IMF). 

Despite this, the magnitude of the prior expansion of retail sectors that was funded

overnight, resulting in the insolvency of a majority of Thai retail business

entrepreneurs. But, in the main, the devaluation of the baht affected only large 

businesses, hence the working class in urban areas, as it was these businesses that

had been able to secure foreign capital during the earlier economic boom times. 

the IMF structural reforms forced Thailand to allow foreigners to be able to hold 

more than a 50% share in retail business establishments, which heretofore had

been reserved exclusively for Thai investors.

corporations from Europe expanded into Thailand and acquired majority of ownership 

in many large Thai retail companies, especially those with a discount store and 
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convenient store format. The international retailers brought in modern management 

They continuously lost grounds to these new competitors because of their inability

to match the international retailers on the bases of price, attractiveness (e.g., modern 

appearance), and conveniences. With limited and largely ineffectual Thai competitors, 

international retailers kept expanding their branches further into rural and provincial 

districts.

 This time, Singer itself was not exempt from inexorable forces of competition. 

had access to alternatives for their home appliances purchases, including better 

prices and the convenience of one-stop shopping at modern discount stores in their 

areas. Shoppers could purchase their grocery, clothing, and home appliance needs

at the same store, and on the same trip. Shopping at modern retailers became

widely accepted and considered as a modern and trendy lifestyle. Furthermore,

the discount stores began partnering with leasing companies to offer personal

loans for electrical appliances; and, aggressive promotional schemes were employed 

to attract rural customers through the partnership. 

 For its part, Singer attempted to upgrade, expand, and promote its own

retail shops in order to compete; however, it still could not successfully win back 

the droves of former customers siphoned off during the great economic upheaval 

growth slowed to a near halt, as they hemorrhaged customers to modern retailers 

and department stores.

Expansion to New Products: Experimentation with Unrelated 

 As a result of continuing increase in oil prices beginning in the year 2000,

Thai consumers became more conscious of their spending on car purchases,

especially for consumers in the rural and provincial districts. Within Singer Thailand, 
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crisis was viewed as an opportunity to diversify their product portfolio by exploiting 

on their strong brand recognition and consumer trust, Singer opted to offer

 Although much less expensive than the better-known brands from Japan, 

than the average price of the typical home electrical appliance that Singer had 

been selling. But, Singer executives believe that they could pursue a strategy similar 

strategy to the one they had employed for its existing home appliances business

a minimal down payment and a series of long-term installment payments, which

were typically longer than previous plans due to the higher value of motorcycle. 

Canvassers would also offer after-sale services when they paid visits to their

a sales level of about 4 billion Baht. At that point, Singer had a total of about

120,000 accounts for motorcycle leasing at the end of 2005. The expanded

portfolio had helped Singer to grow between 2000 and 2005 and compensated

for losing share in the electrical appliances market after the crisis. However, beneath 

 The problems related to motorcycle sales began to show up in late 2005. 

service personnel were inexperienced with motorcycle repair. The quality of Tiger 

motorcycles was also poor, resulting in a large amount of product return. But, the 

heaviest blow to Singer, by far, was the rapid increase in the number of bad

term of motorcycle hire purchase account compared to home appliances.”

The total asset value of Singer decreased by two billion Baht due to bad debt

accounts in 2006, yielding a net loss of 1,216 million Baht.
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The New CEO

from installment sales could not cover the increasing loss from the poor credit 

accounts. Therefore, it had to implement several measures to alleviate the

motorcycle problems. For example, the down payment was increased to higher 

amount. Second, all motorcycle installment purchase accounts after April 2006

had to be checked for credit history through the National Credit Bureau (NCB)

database before approval. And, third, the repossession process from defaulting 

hired by the board as a sales and marketing director to handle the motorcycle

were installment sales. He was well aware that these accounts were the heart of 

of motorcycle sales during 2004 and 2005 that led to deteriorating collection rate 

and high number of motorcycle repossessions in 2006. Boonyong implemented

more stringent measures for credit scoring, account follow-up and evaluation,

product repossession, and legal prosecution of non-payment accounts. The credit

and risk department was established independent of the collection department

control centers were set up to inspect and approve credit for Singer customers

All loans now required either a guarantor or collateral. Customer accounts were

after sales for accuracy. In 2008, there were over 100 account checkers operating 

nationwide. 
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 As the quality of customer account improved, Boonyong had to handle

a larger number of returned and repossessed motorcycles. There were about 30,000 

were limited while the second-hand motorcycle sales were promoted in order to 

eliminate the repossessed motorcycles. 

Singer by closing of underperforming Singer shops, laying off unproductive sale

agents, and reducing corporate permanent personnel by approximately 19%.

Moreover, Boonyong refocus Singer on its expertise in selling and servicing electrical 

home appliances for grassroots household in the rural and provincial districts

through the Singer sales network of more than 5,000 people across Thailand.

Since the markets for electrical home appliances were matured, with an ownership 

ratio between 90% to 98%, trade-in options were thus offered to Singer customers

so that they could purchase newer models of electrical home appliances (e.g., LCD/

LED TV, washing machines, refrigerators, air conditioners, etc.) to replace their old

ones. Additionally, new categories of products such as personal computers were 

introduced to satisfy various needs of customers. 

 However, despite all these efforts, Singer continued to report operating

spot in the picture was that there was decreasing amount of loss, which seemingly 

signaled that Boonyong had struck upon the right path. In recognition of this success 

increases in net losses, Boonyong was promoted

to deputy CEO in 2008. His continued success in generating new money-making

ideas led to his appointment as CEO in 2009.

most of whom did not have steady incomes and were refused normal credit by

areas required a small amount of credit to start their businesses. It was therefore 
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rural areas, Boonyong developed a new category of products called “money making 

machines” in 2009 so that Singer customers would put a small down payment for 

the particular machine and use it in their small business to earn money. Essentially, 

Singer changed its products from home use to commercial use while expanding their 

customer base to include micro and small business owners outside metropolitan

area. The installment plan for these money making machines was designed in such

expenses and each installment payment. 

 A series of the new money making machines was sequentially introduced,

regularly visited his customers in the rural areas throughout Thailand. He observed

earning money to pay the installments for the equipment. Subsequently, in 2010, 

Singer introduced airtime vending machine (ATVM), an automatic top-up machine

from selling the machine but earn a commission on the sale of airtime for mobile

phones for almost all carriers. By 2013, Singer had about 50,000 ATVM located 

nationwide. In 2012, petrol vending machines were marketed and became very

driving customers lived.

 There were other products in this category of “money-making machines,” 

such as water vending machines, tire air pump vending machine, etc. So successful 

revenue from commercial products had risen to 40%, with household products 

in 2010 and grew to 320 million Baht in 2013. 
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 Another opportunity that Boonyong saw as a potential source of new

business revenue was to move Singer into home appliance services. A separate

millions Baht of capital, whose core business was to provide quality after-sale

services for Singer products and the repair and maintenance of electrical appliances 

providing this service for Singer products already. There were essentially no major 

players in this home service market, especially outside the urban area. Singer Service 

Jaymart Group

 Jaymart Group was a chain retailer and distributor for mobile phones. At the 

end of 2014, Jaymart Group operated about 250 modern retail shops and kiosks for 

mobile phones and accessories, which covered Bangkok and surrounding areas and 

business, with the remainder derived from retail space management, 

debt management, and commissions from serving as a bill payment channel for 

utilities, credit cards, mobile phone air time, and insurance premium. Revenue structure 

 Jaymart started its business in hire-purchase retailing of electrical appliances 

for all brands in December 1988. The major retail products were initially video

was derived from mobile phone retailing. In 2009, Jaymart was listed in the Stock 

Exchange of Thailand. The business goals of Jaymart Group were to expand its

market share in retail business for mobile phones, accessories, and technological 

and to expand its service for retail non-life insurance brokerage. In order to position 

itself as a modern mobile phone retailer, Jaymart had been continuously

improving its retail shop customer experience. 
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Déjà vu All Over Again

strategy into commercial products seemed to have run its course by 2014. In fact,

grew at 2.3%, which was much lower than expected. Additionally, the global

through the Thai economy in the form of reduced domestic consumption due to

 For Singer, the coup de grace came in May 2014, when political stability

was shaken by a military coup, which had the near-immediate effect of further

driving down the economic outlook for Thailand. Singer was strongly affected and 

weakened since agricultural sector earnings, to which rural household incomes

was closely linked, also performed poorly. 

 Boonyong was certain that Singer and its existing businesses would not

prospects for a new growth strategy. For example, Singer had been a product-leasing 

company for more than a century. Would it be reasonable for Singer to refocus 

on servicing electrical appliances for both home and commercial customers as its 

newline of business so that it could continue its performance? Or, might Jaymart

and the opportunity to expand the business into mobile phones represent

Thailand so well to date? The next annual shareholder meeting was coming up

recommendations.
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Source: www.wikipedia.com

Exhibit 1: Issac Merritt Singer

Source: www.biography.com

Exhibit 2: 
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Exhibit 3: Total Number of Motorcycle Sales in Thailand

Source: Federation of Thai Industries



Singer Thailand: A Renewed Strategy

NIDA Case Research Journal Vol. 10  No. 1  (January-June 2018)
48

Ex
hi

bi
t 

4:
 

(In
 m

ill
io

n 
Ba

ht
)

20
03

20
04

20
05

20
06

20
07

20
08

20
09

20
10

20
11

20
12

20
13

20
14

Re
ve

nu
e 

fro
m

 s
al

e 
of

 g
oo

ds
5,

16
1

1,
62

8
1,

86
6

2,
32

6
2,

85
1

2,
53

0

In
te

re
st

 fr
om

 in
st

al
lm

en
t s

al
es

1,
06

6
1,

40
3

59
3

49
9

44
9

44
9

51
6

62
3

82
2

O
th

er
 in

co
m

e
29

42
22

42
49

98
96

15
14

15
88

To
ta

l r
ev

en
ue

s
4,

28
5

6,
58

6
3,

81
3

2,
51

4
2,

35
3

2,
96

3
3,

63
9

3,
44

0

Co
st

 o
f s

al
es

 o
f g

oo
ds

2,
59

2
2,

36
9

3,
99

1
1,

93
6

1,
38

6
93

6
1,

08
6

1,
34

1
1,

61
9

Se
lli

ng
 a

nd
 a

dm
in

ist
ra

tiv
e 

ex
pe

ns
es

*
1,

61
1

1,
58

3
1,

83
6

1,
52

0
90

6
98

3
1,

04
9

1,
05

6

Ad
m

in
ist

ra
tiv

e 
ex

pe
ns

es
26

2
25

3
23

8
29

5
41

4

O
th

er
 e

xp
en

se
s

50
8

10

To
ta

l e
xp

en
se

s
4,

20
3

3,
95

2
6,

33
5

4,
88

8
2,

90
6

2,
36

0
1,

98
3

2,
19

5
2,

62
9

3,
20

1
3,

08
9

ex
pe

ns
es

36
9

33
3

25
1

-3
92

10
6

19
0

20
2

33
4

43
8

35
1

Fi
na

nc
e 

co
st

s
32

44
11

0
15

8
10

8
56

58
45

54
59

28
9

14
1

-1
,2

33
-5

00
-

36
13

4
14

4
28

9
38

4
29

2

Ta
x 

ex
pe

ns
es

96
10

4
54

-
-

-
46

45
1

63
64

51

24
1

18
5

-1
,2

33
-5

00
-8

2
-1

0
89

14
3

22
6

32
0

24
1

So
urc

e: 
Ad

ap
te

d 
fro

m
 a

nn
ua

l r
ep

or
ts

. h
ttp

://
w

w
w

.si
ng

er
th

ai
.c

o.
th



Anukal Chiralaksanakul

Vol. 10  No. 1  (January-June 2018) NIDA Case Research Journal
49

So
urc

e: 
Ad

ap
te

d 
fro

m
 a

nn
ua

l r
ep

or
ts

. h
ttp

://
w

w
w

.si
ng

er
th

ai
.c

o.
th

 
20

02
20

03
20

04
20

05
20

06
20

07
20

08
20

09
20

10
20

11
20

12
20

13
20

14

M
ot

or
cy

cl
e

21
9,

11
3

1,
04

0,
68

0
62

5,
86

4
16

3,
82

2
41

,5
38

6,
51

4
0

0
0

0

W
as

hi
ng

 m
ac

hi
ne

65
6,

12
3

44
1,

42
1

44
1,

93
2

Re
fri

ge
ra

to
r

58
9,

48
3

55
9,

33
1

32
5,

39
2

46
3,

08
9

33
9,

25
5

32
2,

80
8

Te
le

vi
sio

n
95

1,
94

9
54

8,
33

3
49

2,
51

4
32

4,
08

0
29

8,
90

4
33

4,
15

2

0
0

0
0

33
3,

92
1

56
6,

63
3

84
4,

03
2

Ai
r C

on
di

tio
ne

r
0

0
0

0
0

0
84

,4
31

31
4,

92
6

44
2,

82
0

48
4,

00
9

31
0,

52
8

AT
VM

0
0

0
0

0
0

0
0

20
0,

93
5

48
1,

96
3

56
1,

61
5

M
ac

hi
ne

0
0

0
0

0
0

0
0

0
0

Se
w

in
g 

m
ac

hi
ne

24
9,

93
0

16
1,

45
0

12
3,

68
9

12
4,

69
8

12
2,

40
9

13
9,

40
1

10
2,

22
9

82
,8

58
82

,4
44

96
,9

61
10

9,
58

3
99

,9
55

O
th

er
s

40
2,

91
4

28
5,

96
6

35
5,

28
4

12
5,

40
4

91
,2

25
10

3,
08

1
13

1,
86

5
24

1,
31

0

Ex
po

rt 
sa

le
s

0
0

0
0

0
0

0
0

0
0

0
0

0

To
ta

l
4,

54
2,

53
4

4,
24

3,
58

9
4,

89
2,

41
1

1,
81

8,
59

3
2,

38
2,

48
5

2,
94

9,
95

9
3,

62
4,

51
8

Ex
hi

bi
t 

5:
 

(T
ho

us
an

d 
Ba

ht
)



Singer Thailand: A Renewed Strategy

NIDA Case Research Journal Vol. 10  No. 1  (January-June 2018)
50

Exhibit 6: 

(Thousand Baht)

Year
Hire-purchase contract value

(Due date less than one year)

Hire-purchase contract value

(Due date over one year)

Total Hire-purchase 

contract value

2003 3,035,256

2004 56,165

2005 4,561,033

2006 1,846,814 2,654,115

632,868 1,581,525

2008 954,443 1,311,020

2009 836,542 223,850 1,060,392

2010 1,105,519

2011 893,316 1,263,591

2012 1,114,390

2013 1,391,844 1,980,564

2014 619,693 1,995,164

Source: Adapted from annual reports. http://www.singerthai.co.th
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Exhibit 7: 
(Million Baht)

2012 2013 2014

Mobile phone business 9,242 8,332

Retail space management business 253 410

Debt management business 394 362 488

Other revenues 54 54

Total revenue 8,161 9,995 9,284

Source: Adapted from annual reports. http://www.jaymart.co.th
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