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Abstract

The research aims to (1) study the concepts, theories related to the pre-order products
business. (2) study the market trends of pre-order products. (3) Make suggestions related to the
pre-order business, collecting data by means of in-depth interviews with professional and 5
experts on the pre-order products. The study found that trend of pre-order business (1) The
business sector still has the same pattern. Most people turn to online business and want to do a
business that does not require a lot of capital, which the pre-order product business is another
popular business. (2) The consumer market tends to grow according to the changing behavior of
consumers and one more reason that the trend of the pre-order business is the most people
turn to online business and want to do business that doesn't require a lot of capital which the
pre-order product business is another popular business, so the way to do business is to have to
study various information such as what kind of product is needed by the market and a product
that matches the target group only technology knowledge or even economic knowledge in the
tax and then have to create techniques and strategies for doing business by finding ways to
expand sales channels and making the market known by using various marketing mixes. Finally,
the most important strategy in doing business is to have ethics. Honest to customers, sincere

service.

Keyword: Product Business Market, Online Business, Pre-order
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