
INE 402 , 



ruwd 5 
d 
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(Strategic Management) 

n i r 2 1 ~ u w u n a ~ n ;  (Strategic Formulation) ~ d u n 3 e u 9 u n i i ~ u l o  
C, " d  

~ ~ M U ~ ? ~ ~ ~ ~ ~ ~ ~ ~ L ~ E ~ J ~ ~ X I ~ ~ ~ ~ ~ ~ ~ O J ~ ~ ~ L O I ~ ~ L ~ ~ ~ I T ~ ~ J M M ~  aJ lunl361 L c ~ n l 3  
t: d 8, 

9IJllWUflB~VlbUU ~ 6 a ~ i u i d 3 t n a u 6 ~  

"ITI~?BLIWBO L~o I ) ;~~~~;~~GIou~~~J~~~~I I~JL~~~oJ~~S~  ~Wllilf & t n ' l ~ ; l d 3  
d A .  

r d a I ~ " I i a e I ~ ~ u ~ ~ ~ ~ ~ u ~ ~ ~ a i I ~ r ~ a i ~ u ~ n n i M u t i l l ~  
C C 

n 1 3 ? r n ~ i t ~ a ~ n n ~  mulaJ rratIani wnitru~ln " L ~ ~ I < ~ ~ I U Y L ; L ~ ? L I U ~ ~ J ~ ~ ~  

LL~JC%" ~ ~ I I ~ L ; ~ R ~ ~ ~ ~ U ~ ~ $ J ~ " ~ O O J ~ ~ I T  (competitive advantage) 

d 

nimiduwnnaqna (Strategic Formulation) L ~ L I U L R ~ ~ U ~ ~ U W ' L Q ~ ~ ~ I J ~ ~ ~ O  
v5aaiuun~ld&uni&i~@ 

1. ~ ~ ~ ~ U F f i O ~ O J l T 1 ~ ~ d m ' 7 ~ ~ M ~ ~ ~ ~  

- SWOT ANALYSIS 

- Value Chain 

- BCG 

- 7's 

- Five Forces 

INE 402 



Y ." J' T;Ju.r~~ouniuuan ~ d r r ~ ~ u d d i ~ d ~ ~ o ~ ~ i i u f ? u f  .ruu~=:~.iiui~~nmr~rn~u 
. I Y 

1. ~a~~.rnaaunit lh:nimm~n~ (Demographic Environment) 
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1.7 nifAd~rginfr$;Funir8nwi$u 
i .8 ~ I ~ L ~ ~ u u L L ~ ~ J ) ; ~ u L P " ~ ~ I Q L L ~ ~ ~ ~ ~ ~  
1.9 n i s r d d b u u d a ~ ~ i n n a i m ~ ~ ~ ~ ~ u m a i m ~ a ~  

2. ~ d t t ? R ~ ~ n l d l ~ f ~ ~ ~ i l  (Economic Environment) 

2.1 ~ ~ ~ I P ~ ~ ~ ~ L G U I W T I B J  GNP M%I GDP 
Y t  t 

2.2 gmm~anrutln~Ius=:~lt~~~~~a:ft~lt~i? 

3. krran&unidrnnI d a ~  (Technology Environment) 

3.1 i i n i f ~ i ; u ~ u ~ ~ a d r n n ~ u ~ a ~ ~ ~ i  c~ aflmaamr7~1 

3.2 ~ a n i m i n n i ~ s ; U w u u ~ ~ ~ n ~ ~ u  iuin4u 

3.3 ~ I ~ ~ ~ . ~ L I U A : ~ W U I ~ I L ~ U ~ ~ ~ I ~ L ~ ~ I ~ I ~ G L ' U ; ~ ~ L I  
" " "  ' d J  " 

3.4 ' aau~nuni~n~nu~u1ua?u~1~n~1~'~a~n"u~nc1~u1~~~u~nu"u 
4. ~ d ~ r a n & u n i d n i ~ ~ ~  ~ ~ L L R ~ ~ ~ M u ~ I o  (Political And Legal Environment) 

4.1 n i ~ ~ ~ u $ u ~ a ~ n ~ ~ u i ~ ~ ~ i l ~ ~ a : n ~ M u i ~ ~ u n ~ a ~ ~ u ~ ~ n n ~ a ~ ~ ~ u i a  
" "  

4.2 CLGLIUYOUJ~~U&J .) C/~JI~~I~LER~I~RJ~W 

5. $~LL?&U~IJ?WU~SULLA:$~F~U (Cultural And Social Environment) 
.I d 

5.1 auum~ur(ieu dr=:rw$ u~.mknu i i i rou n? iu raanrd~suudadd 

5.2 ni~rd~~lurrdaai~nir61riru~im 
\ 5.3 n i n d i e u a d a a n i u n r t ~ ~ a ~ a n i ~  

YRY 

C 

aniau?aaouniub i i d s r d d ~ ~ r d u & ~ n f ~ ~ c p a u  &if 
V 

1. miunifmaim (Marketing) . 
11" 

1.1 n l f h f ? ~ ~ f 0 3 i l U ~ ~ l ~  I 

1.2 ~ ~ S W Y B U U I W S ~ ~ ' T U ~ ' / ~ ~ ~ I T  
1: 

1.3 nlf ~ ~ h l 3 1 ~ 1 ~ ~ 1 t l R ~ ~ ~ & ~ l  
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1.4 ~ I ~ F ~ ' ~ ~ I M M I L I L L R ~ ~ O J ~ I J ~ ~ ' S ~ I H U ~ L I  
1.5 n ~ ~ n ~ ~ i ~ n i 3 f f ~ ~ ~ i ~ n l ' i ~ R i ~  (Promotion) 

1.6 naLlninnl~vY~un~~a~i(ldW 
Y 

2. a l u n i r w i m ~ ~ n r n l r ~ l ~ ~ u ~ l u  (Production and Operations) 

2.1 ni~F1'anis~huj.~~u 
\ 

2.2 rncliicln~rwGar~r~rnrru~un~rwGm 
2.3 6l$~n13~% (Capacity) L L A ~ = ~ ) G - I ~ ? I U ~ U I ~ ~ ~ U ~ I ~  wzfl 
2.4 ~cl?iul;kuuq~nvu7mn7~w~m 

2.5 n-irui~13'nm;nrnk (Inventory) 
I 

2.6 ~ I ~ R J U ~ U ~ L A ~ ~ ~ ~ U ~ U ~ I ~ U R ~  , 

2.7 fii$~nu (Workforce) 

2.8 drrEnnin~w ytun~w r~atu'lmrpu , ~ 
3. &un1rrjuunrn131~"~~ (Finance and Accounting) 

3.1 ~I~&I~UIO(;IW~ISRJ~U (Investment Decision) 

3.2 n l r < a ^ ~ u ~ i l R ~ u n ~ s < a ~ l ~ ~ i ~ u  (Financing Decision) 

3.3 W R ~ O U L L ~ U F ~ I ~ ~ I ~ R J ~ U  

3.4 3ruunir~an13G1un13~;~ I 

3.5 n~ruLj~i'in~~~?u r r ~ r ~ n ~ w c l ~ a ~  

CI 

R I U ~ I ~ U ~ M I ~ ~ % L I I ~ ~  uY W; (Human Resource Management) 
* Y - ? ~ I ~ ? L ~ ~ I Z M L U M I U  

- ~1331~1lf4u~~dlcl~ 
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& u n i r ~ ~ o ~ ~ s : ~ w u i  (Research and Development) 
C " Y miwniroma 

I 

n7s?bers7tw SWOT (Strengths, weaknesses, opportunity and threats) 
* z  

~~wnir^7~nri:~n~niolu~~~:niouana~~nir 

?.rr k (Strengths) 
z d ,  

~ilun~iu~d~~m~~d~fimoin~~~~3m~aunitl1~~ii0nirn~n~nmoinn3iumui~n 
C I  , o n  

(Capabilities) nkoinmiumi~ q (Resources) ~ a ~ o ~ o i u ~  d f i o r n s i ~ ~ ~ a n ~ i ~ ~ ~ u ~  

? .~ou (Weakness) I 

Liluds:l~ufi~~ilMldLfim~in6~~~~m~a1~nitl1~ dfioniruasnuin fiaviirnn?la.k 
, , 

L ~ I C ~ ~ L L ~ J % U ~ U  .l iii W ~ I ~ L A ~ ~ I U  L G ~ L G L I ~ I U ~ I ~ L L ~ J U " ~  

k u u n i s u i ~ i s r ~ ~ n r  yd 
- ~ ~ n r i : ~ w n i u n i l ~  (SWOT Analysis) 

- rimumqnnfli~m; (Strategy Formulation) 

- di~iiuqnnfliam; (Strategy Implementation) 

- dr:~~una~n; (Strategy Evaluation) 

nir~mnirna~n~~~u~innisi~nn:G~niuniwmu~a~lm~~nisl.a'~nn~n SWOT 

SWOT ANALYSIS 

C d 5 5 5~weun 1 nis3rmsizwa\rernis 

nis?rasird SWOT 

SWOT Analysis 
C * ' C z  

n i f i ~ n n : ~  SWOT Aa nis~~~s~m~m~nuua~naon~ni t l Iu~~~:n io~~ana~S;n i r  

~ 4 a n i r ~ i  ~qnn~11n~~~uit1u&;i)~niunirns'~i7~~ 
< 
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Strength P ~ ~ O ~  ~ i l u n ? i u ~ ~ ~ ~ ~ ~ n ~ ~ i ~ f i m o i n i ~ ~ ~ ? ~ & u n i o ~ u ~ i i o m s ~ ~ d  
Y I  

~iiGlslnn?lumulsn (Capabilities) ~ ~ Y ( L ~ I ~ ~ R I U ~ I J  7 (Resources) nialh<otu.) 
8 ,  

?~ f i sn i s~~n~annpuu~  

Weakness 9 ~ d o u  Ldudsz~n'ul~rynin"~finsinffc~nm&unio~u n'fionis 

uacmuin v i r a r i i ~ m ~ ~ 6 ~ ~ 1 ~ ~ ~ ~ 1 ~ c u " u ~ u ~  ~ w R I ~ L ~ ~ ~ ~ ~ L ~ ~ L I J ~ ~ Y z ~ ~ I T L L ~ J ~ " ~  

Opportunities h n ~ a  ~ i l u w ~ n x z n u n i ~ u ~ n ~ ~ ~ o i n n i 3 ~ ~ n ~ i z M ' 6 c ~ ~ ~ m ~ a u  
Y Y  

niauan n " f i 8 n i s s ~ m a ~ l a n ~ i u w o i u i u l u n i ~ r i 1 ~ n ~ ~ ~ ~ ~ i ~ ~ m l a n i ~ F ; u ~ ~ l M ' o ~ l ~  

C Y C 

, q ~ i i ~ ~ o ~ ~ ~ ~ ~ ~ n ~ ~ 1 d ~ ~ ~ ~ 3 ~ ~ ~ b ~ i 3 1 ~ l ~ ~ n  3 ~ ~ I J H U I  

- VISION 
1. - MISSION 

- GOALS 

- Obkectoves 

n1wi1~urn~an1~wo~o~Xn7a 
" t  

h n u u u n a w a ~ ~ m ~ r n ~ l w a ~ a c i n i ~  (Hierarthy of purposes) 

1. j~i l l~d vision) 

2. nilfia (Mission) 

3. 1~1d-i: R J ~  (Goals) 

4. ~ R ~ ~ ~ L R J ;  (Objective) 
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n w 
aau& (vision) 

l ~ u n i r i i m u ~ d ~ d ~ i l n i ~ n i r ~ " r a ~ i m m ? ' ; ~ ~ i l : n ' i ~ ~ d ~  m~i~~d3irnui6i1:1~ 

ihniz~iluluouiclm niurrutr?aiuaJnir?i;ILLwu niul~<nuni~ua~fi~nir~~a:cl77~ 

~duldl~i l in~~i l<uniuuan 1 m u r r ~ ~ i l u ~ a n ~ i u n ' ~ ~ n ~ m ~ n ~ i ~ ~  & l ; n a ~ n i m u m  

, i'dnir~ail; 

C d d d 
Cormoorol1 n~s?sms~tvlosmn~s 

SWOT Analysis 

Strength = gm~& ( + ) n~u%or 
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Weakness = gmooor ( -  ) 

Opportunity = Ionla ( + ) 

Threat = &?qnnlu ( - ) 

nls6lvlor~na (Strategy Fmmulation) 

ao. b. d 
a5leolHor '(vision) 

h f d o  (Mission) 

diiiuuvl~n (core value) 

(In rnal) 
I T' 

niuoron 

(External) 

v 
d 

na$ms (Strategy) 



C, 

~ ~ a o u C (  1 ni.rri i~umna~na' 

n i . r e i i ~ i i u n i . r n ~ . r ~ m n i ~ ~ n s ~ i a a ~  n i s < m n i s y n a ~ i a n ~ u o ~ a r ~ n i s  

sz&.siinisfiilisn i ~ n s i z ~ ~ a ~ r i i ~ u n a ~ ~ d s : n a u m i u n ' i ~ u  Aa 

1. %u~'QI; (Vision) , 

2. ni~f i i l  (Mission) 

3. l~idlzad: (Goals) 

4. ~ n ~ d s z ~ d :  (Objective) 

1. ?$UGH; (Vision) 

tdunirn'i~um aniwznirrluoulnn i ~ A f i i l n i r G a ~ n i s ~ " s n i n ~ T d ~ i l z  

I. ~ w a i l i n n i s ~ m n z ~ ~ n i u n i f  m*1ui~i l~~u (Situation Analysis) uirdunsau 

Iunisfiili~mi 
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&fifiO 1115fiO (Mission) 

~duni.rrii~wn~an~iu~a:~~n~l~lM'~$~6rl~a~~fi~nisva~~nar&~rii ~ i a ~ n  

~n~iu~arlni.rfi'a:rii ~rla:~iui'in~rluanlM'~~~n'~~nwm:v~~~siiadfianis~arl~.n 
8 Y 

cii~iiuaC] ~i~dwqsiiadsr~nnlniianisua~~siyrl~uuFii~~uni.rlil~i'arlnlu~~a~liu 
' J- r ~ a r ~ r l n n ~ n i ~ n ~ ~ ~ : ~ i ~ u ~ d o : F i i ~ ~ u n i . r I ~ a ~ i n n  

I 

1. pi (Customer) 

2. w h h & n ' ~ i a u i n l ~  (Products or Services) 

3. 6IR761 (Market) 

4. rnnrdafi (Technology) 

(Concern survival, growth and profitability) 

6. ding1 (Philosophy) miudo n2iuninnQ 
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8. n ~ u ~ f ; ~ 2 & ~ n ' u n i ~ ~ n ~ ~ ? ) D ~ f i i l n i ' i  (Concern for public image) 

9. n n u ~ ~ u ~ ~ a ~ 6 u w ~ n ~ i u  (Concern for employees) 

C L I . . ~  
, . 

- motinmnuiwicaaunnu~nni (Supplier) ~ ~ a : ~ a ~ m ~ n i r ~ n ~ i n u i t l n i ~  3 
1 ,  

(Distribution Channel) aaicna~iac b u ~ i ~ ~ ~ u a w a u u n u ~ ~ d ~ ~ r r u ~ ~ r ~ ~ n ~ i u  
- morl&~iu~i~ryn"u~nain~1ua~C;nr~~ijaunulu~~auni~~~tl~n"u n i o l i  

' i w  

~ani~ri inun^R~nwa~nir (outcomes) n u i u G ~ n i r u l l a n S a u l ~ u w n ~ r ~ o ~ ~ a ~  
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&id%:a& (Goal) 

5. ~ iun~iurnui~nluni~n' i r i i l~  .I 

6. &unpnuiu rr~r.retduu~afi<ud7 J 

7. &uwu'naiu 
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Y 

8. @ l l ~ ~ 1 1 1 ~ ? l J k 5 l a a ~ ~ 0 ~ d f l ~  *5 

9. c;iuni.rvjsluiarfiaTm u~au 

niohJn~snornn7rii~6~tbii71/f~~JP;~ai7 2548 - 2550 

1) ~duduau?ulu 4 & u ~ a n i ( ~ ( ~ u ,  u i n v u ,  tlainniiu ua:main 
,2)  iiuuim3~iugruniw 2 &u:a GMP, a.u. 

Y 1 3) WII~L~E$WUI$I~~ 5 5fm ua:wInn '~ f iu~  ainud 2 a fn  

~ m ~ d ~ e a a i  (Objectives) 
, I 

t luiuf i~ n i s r i l ~ G i d s : ~ ~ h i n ~ r o i u ~ i l u ~ ~ n ~ e a a ~ ~ a a i  &Tmu$aldiYna: 
r i i ~ u m ~ u s - ~ u i l ~ n u r j a i r o r i n i u ( P ( o i u n i s ~ ~ ~ ~ : ~ n u n i w v a d ~ s i ~ u ~ a c ~ a a i ~ ~  Tnu 

i m q d . r e n a ~ ? ~ n i s ~ n i ~ ~ 3 a n a S n ~  
1. ?~?d3:lr~&ldni~i~u (Financial Objectives) L L ~ ~ d f i ~ n ~ 0 f l 3 0 ~ ~ ~ d 0 d ~ n l 3  

niulGnalu tB~do~di~.1 7 
(1) g n n n i ~ ~ I u d n n ~ o ~ ~ l a m ~ ~ i u ,  n d; 

1 I 

(2) Za~inisrGulmo~rii l~, m u m i ~ 1 1 a ~ ~ ~ r i i l s  
(3) i ~ u l f ~ ~ a C ( ~ $ u  

Y 
(4) fiamautmtsoinn7raJyu~dqu 
(5) ~ n i  wnistlBuij ~ U Y ~ J ~ J U R R ~ ~ ~ U  
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2. ? w ? d c ~ d ~ ~ % d n ~ ~ n ;  (Strategic Objectives) L ~ ~ ~ ~ u ~ ~ J L L ~ : L ~ u ~ ~ : ' ~ M s ~ I w  
Y I 

n ~ r i n ~ Q u ~ ~ u . a  ad o ~ ~ n i r l u m i u m ~ ~  q 

VISION 

- ~ o ~ ? m u u ' ~ w ' Q m l o n ~ ~ ,  n ~ n i i i o , t ~ d ~ r s n  w u a u ~ q n d n u  

( n s l ~ ~ o ~ o ~ ~ i ~ m ~ ~ a ' ~  r ~ u c i i ~ d n n n l ~ )  

- h n u n  statement dsnu~rnrilu&l~ 

- OOR VISION ~ l . ' ~ ~ d ~ : ~ ~ 1 R ~ ~ n ~ l l d U n 1 3 f i ~ ,  f i I i 6 9 .  
JJ n~rmuinno:modvi~ L ~ D G  VISION rfluo5~lG 

Goals 

- ~~dn~n~s:~od~flu~an~~u~M'~fluwan'wa' ( ~ d m r ~ )  . 
Y Y  

- ud~tn~s:fioyrm o ~ n n n . ~  ~ ~ o ~ ~ n ~ r f i o ~ n n r : n ' ~ o ? ~  
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Objectives 

- $ i l a i  Goals ulnf :a iu~w'a~mdi luun 'a :n?~~?a i  (1 d )  
miu~nuniwrra:lanin 

Y Y  I 

- Objectives ~uudnrd ~das~unitue?matrmCu Goals 5Jil:uff~ VISION I; 
z 

3. zpfiorna:ldi~~muhaui~lf 

nayn&:Kuarhs maurna~ VISION 

nnqn&:Guni?uFfia mauRuaJ MISIO~ 

nayn&:Kun;id maUiWaa GOALS rrw: OBJECTIONS 

dsrmnao~nr~n; 

n i ~ r i i ~ u m ~ n s ~ i ~ n ~ n n y n ~ ~ f f i i l  ~an i~hum~~umi~d~an i~ i l : u ' i ~dd~u% 

~ ~ a l ~ u n ~ f i ~ n i ~ z p f i i l d n ' i ~ u m l ~  ~muiina yn i  3 1:6ukZ 

1. nay n&:6uar&is (Corportate level stratege) 

2. naqn&:~uq5fia (Business level strategy) 

3. na n&riYuniid (Function level strategy) 

n7sniwunnrrynits~~Riw~7:au 
t: I. il:(IO~~nui:~u~~~:~amn~o~Cu~niuni~&~a~~iln~~luvm:uu 

C Y  

2. na qna1uunaiuik.n~ (Stability strategies) 

3. nayn~Kmnaun?ananau (Retrenchment strategies) 
C 

4. na ynzw Ru wmu (Combination strategies) 
" Y lunisri~numna~n~~:~a~C;ni~il:~a~mauciinium~u 

n a y n ~ ~ & n i s ~ ~ ~ ~ 6 u ~ r n d ~ ~ ? w  A I C L I ~ U ~ J ~  
J '  I. ~niw~~?m&u0n7.r~d~uu~~da~maam~~ai~~a: f?m~"r  a~nnbtf im~arn~ 
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n n q n ~ ~ ~ u n ~ ~ ~ ~ ~ r u t ~ u ~ m ~ ~ t l n a ~ n L d u  5 dwnn l a  
I I. naqn;nnl3u e i ~ n i ~ i n n i o I ~ m i u ~ ~ u ~ ~ i u  (Horlizontal Growth) 

t 
2. nnqn~nlfuu10~~innlo~umluLLu3m~ (Vertical Growth) 

3. n n q n & l f ~ o l ~ & i l l n n l ~ n  (Intergration or Diversification) 

4. nlsuuluei?~nsni3~il~w"un~m3ni~~ffi~1 (Strategic Alliances) 

# d Y 

I. n n q n ~ u ~ u n ~ ~ ~ n ~ s w u 1 ~ 6 a ~ ~ n n ~ u I o 1 n ^ 0 n i ~  

1.1 nisLF1i:mniw (Market Penetration) 

1.2 nif~kl~i~i~mn'obn' (Product Development) 

1.3 nif %huimnlm (Market Development) 

2. nayn&7swu7u&O7nn7u~o1917Al~L~asl~ (Horizontal Growth) 
-- 

2.1 ni~a~ iu~~n1~~~1~n~f i~11~u 'ddn~1u~uw"tbs 'n 'u~ i i~1~Ru u ?l 

2.2 ~ I S ~ I ~ I ~ R J ~ I ~ ~ ~ I ~ F T ~ ~ F ~ ~ M ~ ~ I ~ ~ ~ ~ I ~ K ~ W " M ~ ~ ' ~ ~ A F ~ L ~ ~  u l 

3. naqni;niswuiu.i~~nn1uI~097~l~~~am~ Vertical Growth) 

3.1 n l f ~  Ll1 ~63~~LLM3~~1du ' l~~u ' l  (Forward Vertical Growth) 

3.2 niTu o 1  L~~~IULLU~QI"JI~U'IJMKJ (Backward Vertical Growth) 
# ' 

. 4. na qn5uo ~ n i ~ T J u l u 6 3 ~ l n n l ~  (Intergration or Diversification) 

4.1 n l ~ f i 3 ~ ~ 0 n l ~ 0 ~ ~ 1 t l 6 3 0 l n n l ~ ~ a n ~ u L L ~ 3 T i u  (Horizontal Diversifica- 

tion) 

4.2 n i ~ m ~ R ~ n i ~ ~ j 0 u ~ n u 6 ~ ~ 1 i n n i u u a n ~ u ~ ~ u ~ k ~  (Vertival Diversification) 

5. n n q n ~ n ~ s a u ~ u ~ a T a u n 7 s ~ ~ 0 1 w " ~ ~ ~ ~ s n 7 ~ q s ~  (Strategic Alliances) 
I u s  

5.1 nlfr3unl (Joint Venture) 

5.2 ~IS;~URJ?U wenture Capital) 

5.3 n i ~ ~ ~ u ~ a n i ( ~ i l ~ ~ u ~ f i t i l r n ~ ~ ~ ~ ? i i l I u ~ d ~ ~ ~ ~  7 L;U auTu ~ u i n u  
LLR:~& uuster ~ilu& 

5.4 ni~;~uiion'ulunirni3~1n~~ni~nifmai~ 
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6' d - 
d3:bnnundnaynaununboaoamai85o";-o.(md (Stability Strategy) 

Cd u 

1. naqnm~uurn~~iLddeu~Ld~~ (NO change Strategy) 

2. n a y n ~ n i ~ d n f i u ~ i u & t l n ~ i u r = : ~ m ~ r ~ ~  (Caution strategy) 
r s  u 

3. na$na~r~ari ~ u ~ r i ~ l r  (Profit Strategy) 
u I 

4. nsqninisaa al?nau (Pause Strategy) . 

nayn$Rknorc~innnnou 

Go<udl~Iumr~m~ulorj~~ial~u" 
1. f i ~ ~ l ~ ~ ~ ~ l ~ l ~ ~ d l L ~ ~ ~ 1 ~ 1 M ' ~ 5 ~ ~ L ~ l ~ ~ l t l ~ n '  

2. f toni r !~ndauuimda~r~r t l~~~trun"~1~~~~~u"u 

3. ~ s n i r d ~ c m n i ~ r i n ~ 6 ~ u l i r a ~ n i r d i ~ ~ u ~ i ~ i ~  
4. ~ a n i r d r c ~ u n " u n ~ i u ~ u ~ ~ ~ a I u n i r u ^ r ~ i r ~ % ~ n ~ q n ~  
5. fiilnl~LkIlVlL~?Ld ' l l l G l ~ 7 1 ~ ~ ~ ~ ~  

6. drcrnGy~iinq6ni~~arw~fio ~ ~ ~ r ~ n i u n i ~ ~ n i ~ u a ~  

nayn i iouhn~s6nnou  wionnnou 

1. naqn in i rd iu6~~~s~anAcbf ion i r  (Turnaround) 

2. n a q W < ~ q n n ~ r ~ ~ ~ u ~ ~ 1 8 n f i o n i 3  (Divestiture) 

3. na y ~ i n ~ 5 n a u n ' ~ K ~ I d a m ~ ~ a i ~  (Retrenchment) 

4. n ~ ~ V l i f l 1 3 ~ 1  LI^Ru~Fw; (~i~uidation) 
- 

5. ~~uriin~~&n'u~n&nel~rb;luKninanr~rii~ry~im~&rrur~n~~?a~ilu 

ufgnluainr? (Captive Company) 
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d 

n a q n b U W U  w WIU (Combination Stragegles) 

~~unini innqnG3 nnqn~u i I~m iannu l~u i r~u~a~ f i sn i r  Imu~amrfianir 

diini3sq.ifisuinn;i 1 nias a = ~ o ~ r i i ~ u n n n ~ n ~ I M ' ~ 1 4 u l d m i u ~ u ~ 1 u ' u ? 1 a ~ ~ ~ ~ n  
qrfiszu.] 

~ I ~ ~ ~ M I . ~ L S J ~ ~ ~ ~ ~ H % Z G P I W ~ ~ I ~ % ~ ' B  , - 
i u  J '  

SBU ~ ~ a ~ u a s n u n r u  w maauIunirrii~umnaqn~.irn'uqrfis ~w O~JRIIJ 

f t~iul~~fisuIunir~~~~u'u&6;old6 

nclun&rn'usrCa~A oft3iu~6;~fitluIuni~~~~~u'u 4 drmir &6 
1. naqn~&i~ft3iuunniiJ (Differentiation) 

2. n n L m ~ n 1 l m ~ ~ ~ o ~ ~ ~ 1 4 ~ 3 ~ ~ " 5 3  (Quick response) 
v .  v * 

3. n a q n ~ n i a ~ u ~ u i a i u m u ~  (Cost Leadership) 
..I Y 

4. n~~naqJluumluiiu1 qlawir (Focus or Niche) 

I w 

1. f t ~ ~ k ~ n ~ i J ~ l ~ ~ ^ ~ n n i u . n ' f i  (Product Differentiation) c 
, Y 

2. ~ ~ ~ I u u ~ ~ ~ I J ~ ~ ~ I u L I ~ ~ I ~  (Services Differentiation) 
I w 

3. ft3iUUanalJalU~ft~lnf (Personal Differentiation) 
I Y 

4. ~31ullanal~m1unlw 6'nw.G (Image Differentiation) 

n ~ ~ n h n a o u ~ ~ o ~ a h ~ s ~ a ~ ~ ' ? i j n ~ q n ~ ~ a t l ~ ~ 6 ; o ~ d u "  
w 

1. n i ~ % ~ ~ i ^ R I f t i ~ ~ d  (Developing Products) 

2. n i s w ~ a ' r U r i a i u 6 1 k ~ ~ o ~ ~ n ~ i  (Customizing Product) 

3. ~ I ~ ~ ~ u ~ ~ J ~ ~ B ~ ~ L J ' J ~ I M ~ I L I E ~ ~  (Improving exising Preducts) 
L Y  " U  

4. ~ ~ ~ ~ J u o u ~ ~ ~ R ~ u ~ ~ I J ' I I o ~ ~ ~ ~ ~ ~ ~ ~ L ~ ~ ~  (Delivery of ordered products) 

5. nisw siuiu Aa~~uf ionf  suni~nif ~ 1 ~ 1 6 1  (Adjusting marketing efforts) 
Y  

6. n i31&7 i~ fb6~~~n l f  ~ 1 o ~ ~ i l n l u 2 1 ~ ~ ~ n ~ l  (Answering customer question) 

INE 402 



Y e  Y Y * '  " 2  ' nayn~nis~ilur?uimiumu'l~dnn'lniiu~util~~ 
A Y ,  

1. rrJaoRuni ~m?~unn~<mhn~it l f f~u'~ic~idi~m ~&kun"~dyuLfle Credit 

Term UIU?~NGI ' Y I 

2. Y ~ t ? l n n i n q u l ~ ~ l ~ ~ n i m ~ i i ~ u i u  u n : r i ~ r r u ~ u o u ~ a t i l u a ~ ~ ~ i m l M ' n ~ i ~ ~ ~ i ~  
A ' "  uinvu~uunif W ~ L L U U  Mass Production 

J 
" 

4. ~ ~ i ~ l ~ n l ~ i ~ u ' ~ ~ ~ ~ ~ i ~ ~ ~ : ~ c ~ ' ~ ~ ~ ~ ~ ~ ~ i ~ n i  (Economic of scale) 
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nrr y niIsn^o 

i nisdi~luna~n; (strategy implementation) 
- restructuring1 redesign 

- New leadership 

' - Synergism1 value chain 

- Total quality management (TQM) 
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Y 

~a"(~1wnir l i lo~~au~~aiu3m~n"~a6~ni~maie \mird inuia  

(S T P Marketing) 
t  
aurlfn nI3nAlmU7A'llU (Nass Marketing) 
t i  YUnRaJ m s n a i n m ~ ~ w ~ ~ ~ f i ~ ~ , n ' ~ ~ ~ n n i i ~  (Product Variety Marketing) 
t . i  aunmu ~ i m m f l . i ~ ~ ~ i ~ u i u  (Target Marketing) 

t  8. 

aumauaa~nifm~ia~di~uiu 

n i s ~ a i ~ n i u ~ ~ i n u i u  (Target 
L( .id u ~.r:~uni~nirmaimdrrnn~i~n"u ~ w a ~ u ~ n a i u a ~ n i a o ~ n ~ i n n u ~ n ~ t u , : ~ ~ ~ : n a i u  

ia~nir irrmnii~n~u 

I 
1. mlnmnau~ua~na iu~a~n i r?~aJ~u~~nn  (Customer's Wants & Needs) 

'lR;iniRn 
*i 8.u 

2. nisriinunsimd~u~InnwoZ~1n'u w~df::'Ionun'lafu (customerls cost to 

Satisfy) uinsqn 
Y rf 

3. l i i~~inaiu~,aanlunimo (convenience to Buy) uinnqm 
i  

4. riniiuni~&rns (Communication) nlnu1:~ull~rddst~'fniwuini~n 

nisn'~vundi~~v~~w561n'mn' 
~ u a n l n  (Positioning) , . 
- ~ ~ I M U ~ ~ ~ L M U J W ~ ~ ~ ' ~ ~ '  

1 
. , 

MLLmA?uaW7n 

- ~"Rnnw'euuiu~rrii~un 

O~~UMS;JU^RO~~Z '~&~ '~~OJ  
u=SndIvY~fi any; 

8 ,  

ni-ilLu~a?unain (segment) 

- ~ ~ I M U ~ G ~ L L ~ ~ ~ I % ~ ~ ~ I T U L ~ J  

~ u ~ ~ I ~ L L R Z ~ ~ M U ( I ~ ~ U ~ ~ R I ~  

- w'euuilnr~~i~ua~f?umRin 

naqns"nisu3imaarni~~ib~uJi~ (Production and Operation Strategy) 

I. n i s n a u ~ u ~ d a n i s d ~ u ~ ~ ~ ~ d ~ r ~ ~ n i w n i s w ~ ~  rdo~du~mn~wao~w^Rmn'tu,n' 
nseuim~iu~unisuBm < 

n i r r i ivunaain~~inu iu  

(Tergeting) 

- - d ~ f  L ~ U U B ~ ~ I U W % ~ J L L W  
' I I l U  

a~unurmmuiznmauspua~ 

n~iu&an7s"lG 

- ~ i a n m ~ i n ~ C i ~ u i u  
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I / 

1 .I n m n 1 3 ~ ~ ~ ' ~ u l u ~ n v h u  

1.2 nmn?iuk~ll'~ac (Scrap) . I  

1.3 R ~ ~ ~ ~ ~ I ~ ~ I ~ I ~ ~ ' ~ o J ~ ' I ~ M ~  (Rework) 

1 A n m ~ y ~ i n i r j u ~ 3 : ~ u n i ~ ~ ~ i i u ~ F ; i ~  aqn& 
Y Y  

1.5 nim?u?u~mqb~~~:bun'in~~~~a~~L21in'u1niunif FIbC (Just in case) 

2. ~ I ~ W S @ I ~ ~ L ? R I W O ~  (Just in time) L~EIRR;U~UIU~I~ ~%Jr'~~i%4n'i 
3. n i 3 ~ ~ n i f 3 : ~ ~ n l 5 ~ ~ i ~ 1 ~ ~ ~ ? i ~ ' i ~ ~ ~ ~  (Flexible Manufacturing systrnes) 

Y rrn: id.r:Znf n i  w r6u uinqu 

P OIP ~ ~ w d s m o u ~ ~ n i n u o ~ n a ~ w r f n i s ~ ~ m ~ ~ a = : ~ ~ ~ u ( i ; l n i ~  I 

I. nirn=1~um6iu~ueua~~:uuni3wSm 
1 .I ni~aanrruu w~nn'slbn'~ u ? n i ~  

1 .2 n3:u?uni3wlnn 
Y 

1.3 niGmnirhnincnKc 
I Y  Y 

2, ~ I ~ ~ J L U U ~ M A ? I U ~ ~ ~ ~ U ~ I T W ~ ~ I  dfju?nif 
2.1 miu~~~nsi~~am:luw~mn'slbn'~ u5ni-i 
2.2 ~ ? I u L ~ u ~ ~ I ~ ~ ~ ~ ~ : u ? u ~ I T ~ ^ ~ ~ /  ~5n13 

3. n i ~ r i 7 ~ u ~ ~ 6 ~ ~ ~ n i ~ w ' ~ ~ u i w S a n ' ~ l b n * /  y'rnir 
P CI 

4. nisriinucl~#u~Cuns:u~unin~n:~~~~lul~bni~wlnn/ dgumnir 

5. ni~~mni~n~wuin~dls*1uni~~GmO;ic 1Gr~ui:nu 
Y A d  

6. n i 3 r i i ~ u ~ ~ ~ ~ u n ~ n u ~ n ' u n i ~  diu?ufl?iq~:mr~~uni~w~m/ llfju3ni3 
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n a $ n k s i $ u u a z ~ w u i  (Research and Development) 
* * 

I. a : n a ~ d ~ r n a ~ ~ m ~ u 7 ? " ~ ~ i n i r ~ i ~ 7 ~ ~ 1 i ~ i ~ m ~  rrarni~^?w2nsru 

2. iin2iu<i~dwn'srXa ~ ~ ~ a u ~ u ~ n ' u s c ~ ~ i ~ n i r ? < u ~ ~ a r ~ ~ ~ l u i ~ ~ ~ ~ i d ~ ~ n  

d r i i ~ ~ i u  lno~awimirmaim uarniraBm I ~ u ~ i w n r : u ~ w n ~ r n i ~ ~ ~ a n r r u  i i u~ iw 
Y 

1 l l U A l U J l U  Cross - functional team 
u 8 

3. ~iuni~&unirmaim~:m'a~~"~nirl~~]iu~<u~~arw"~~iln'~Baulu~6u~n~i 

4. n~iuwuiuiuluniri<u~~a::~aui~~r:~un~iudi~ia~ra:~iuiro~~i~ 

n a q n i n i s $ ~ o s & i s u a z n i s ~ ~ ~ i s  . - ' 

1. nir~~i~ciuaant8uRluq ., 

2. nir6iMwmlnrJ~~iJaJ~nir 
i 

* I 

3, n i~6 i~uamun i r rJ "~ i iuY"~~ i  

4. ~ ~ ~ u ~ U M ~ ~ U ~ ~ ~ ~ ~ ) M ~ ~ L L ~ ~ F ~ ~ ~ U ~ U ~ ~ T ~ ~  
I I 

5. n i r i i n u m f i u i m n u l u ~ ~ m a r ~ ~ ~ ~ ~ n ~ ~ ~ i a u a ~ n i r n ~ ~ ~ ~ u  

6. nir~i;11~wnir1~~nn~ijnaiu~u'iIa1~u~uuiu~a~fionir 

na $ n i n i n k n i s n i n r n n ~ 9 1 ~ ~ i  ( ~ u m a n  Resource Strategy) 
* r Y  

1. 
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A' 
ni%&~li l (Purchasing) 

u Y 
I. l ~ n n s n ~ d ~ w i ~ ~ i u ~ i t l ~ ~ i t l ~ ~ ~ ~ ~  lY ~ ~ o n i s a n . a a l n e n i s ~ ~ z ~ n ~ i n i ~ ~ ~ l C ;  

~ ~ ~ ~ l ~ ~ ~ Y d u ' ~ 0 l n ~ Y l L I ~ f l l t l ~ ~ ~ f l d  
YU *ddY 

2. ~13~n~Rltl~aJ$UTjnnn~$21itl (Vender relations) 
Y I  

3. n i s l & n q n ~ l ~ ~ u ~ ~ ~ i u n i u u o n ~ i n i s u ~ n  unza'nM~u8nri'mm'l~ 

(Outsourcing) 

4. ~ ~ u ~ n i ~ l u n i s ~ s i s ~ i u f  ~ n i u i  tl 

- n2iu h d a d  ~I&IJIJI; (Trust) 

- qnmiw (Quality) 

- ~ ~ i u R l u i 3 ~ ~ ~ n i 3 ~ d u ~ ~ ~ ~ f l : ~ ~ d " ~ ~ 2 f l i  (Delivery capability and timing) , 
t: d - nismd3ininninitl (Aggressive pricing) 

n a q n ~ w i r n l % ~ n J ~  (Accountging) 

I. ni~iiqBni3r'iu 
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C '  * U A *  

1. riii~qds::~;ln ~ a : : ~ a u i ~ i ~ u a n a q n i I u ~ u i n a i ~  Il;nsudanisuss~~(l 
C *  j 

mu inqdsc~~n van i 

IGnnaqn~nisa~m i .1 aa:: 1.2 

I~nnaqn~nirmain 2.1,2.2 an:: 2.3 

~Gnnaqninisfiu 3.1 une 2.3 

niws?uaoo~lsriiurrwqsiio 

- riinunltkn~ou ins arlr'f(lnu (u%n &I main) 

- i~nsir~~~n::?iauau o; i~ ls  (nnqn; uau uhis)  
- diu~~a:~$~iluRi~as ( h d ~ i ~ ~ f l u  fi~nssuC(;a~ii f i ~ )  
- ~fJ~fifJ4k~lflU3:LllJ (unldiu'nis ~ 7 3 @  LJ~RIS~IJDJ) 
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', - FtaiuGiuiq 
v Y 

- ualar~~rouluniru~~u'u 
C I  Y 

- n7r7^rnm:~o~nn7rwa SWOT Analysis 

- ? R L L ~ J  
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rrwun~maia~muacru STP + 4P 
I I 

- nlf  LLu~~aUaala (segmentation) 
I C 

- niTiRonn~u ~diwulu (Targeting) 

- n m i ~  h u~~ahlulonn& (positioning) 
9 

- n i q n ~ ~ i u a ' ~ n n i u n  (Product) 
C t :  - nnqnmif aJ3ini (Price) 

- n ~ q n G o ~ n i ~ ~ i i ~ i i u  (place) ' 

- nnqn~ni~'Ramsni~ni~anitil (Promotion) 

I u 

n7~6&tnn?u6dn~u7~1 (Targeting) 

- ~ ' lonni$qn&h~~i~ f iu~wo 
" i  - ~gonn~unnnin~,in,Y, 

? w i l l  

- ~~onnnu~nnin~1naiu~ran8; i~  
1 "  v ;  Y 

- ~ ~ o n n ~ u ~ n n i n n i ~ r i i h  
r 3 

naqnarr7nrr8nniuw' C (prociuctj 

- ffuio Packaging 
Y 

' - aainhmi 
naynin7n?r&nq7 (Price) 

t Y *  t: - ni fm~f imia iu~~u)?~  - ni.ra~riniaiuqpin 

- ~ I ~ & ~ C I ~ I U L R S W ~ ~ ~ O  - ~ I ~ ~ J ~ ~ I L L U Y  W [ ~ U  
t: I - nifa~mmiaiu~ar~7 
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8 . .  . 
nagnaao~n7~okd7wtr7~ (place) 

Y b  
1 

- nr:oi~~Guni wiu'lnr? 
- 1IILIFITJ MLM SLM 

- YILI w iu~~rrnu' j7~i~  LILLYYI~"JLGU Iniw 
- 111 LI ~ I U K ~ L L ~ U ~ I M ~ I  LILLYUICLII& modern trade 

t: 1: - r:6unuua~nunni~ 1 - 4 au 
- Fj7u~u~adnunni~ 

' 8  - Exclusive nunaid dl: L ~ ~ ~ ~ U ~ J ~ J L ~ ~ L I J ~ I L I L ~ L I ~  

- Selective ni~~~anmun~i~uinn-n 1 ~ I L I  

- Intensive n u n n i ~ ~ ~ u u ~ ~ ~ u ~ u  
nagnin7rda~7rn7~n7sma7m ~romotion) 

- kurui : Cii ivy  Paurns n~~'mfiuw'~iu 
1 

i - dr:aiZuw'un : wa iionrrufi~pru 
- n ~ r w ~ ~ f i u n i r ~ i ~ ~  : nirnw ~ian LLPn LLnu 

- nirui~Itilu~MUT1~1~111 LI 
1 

- niTmaiwnimrd : ~ i ~ j  L L Y J ~ ;  L~LJI& P~HUILI 
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mqmmMnrslI BOI 

- ultluiuu313n 
\ 

- hitllu ~IUKJRU 
t ' - 2 1 ~ 6 1 0 ~ n i 3 f i ~ i ~  Flowchart 

- % LLWU O.T. O;"llr~itlGi ~ i l m  line niswimw~aun~~ 
Y I  C 

nisZmnis~iu7suamaou 
- aini(r~btl 
- 2 1 1 ~ ~  

- rZtlrLdufiv 
r w  w - uu: Recycle nilay?nwaul[~ 

- a?iu~aasln'tll~~n'iriu 
- n3u I 

I 

- n i s ~ a l m ~ n b ~ ?  Green Marketing 

- IS0 14000 
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- IS0 SPC TQM Six sigma BSC 

- nirr&uds:h'm~wn~s~~~iiud~u 

~ssuiunnrqsfio 

- ~%nnftlli~ Good Governance 

- r ~ u - ~ n ~ r m r ~ ~ y n n n ~ s  

- M'ILad & U Y ~ & ~ M I ~ I ~  internet 
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