3103201

N1SAANIFLIINAENE 3(3-0-6) 17 n.9. - 17 w.6. 2566

(Strategic Management)

| 6 B a\
éﬁ’)&lﬁ’]ﬂ@li’]ﬁ)’]iﬂ ﬂi.i{{ﬂﬂ%a&l ALY T

Asst. Prof. Dr.Sudthanom Tancharoen

Facebook : sudthanom.tancharoen
E-mail: sudthanom.t@bsru.ac.th

Line ID: dr.mam0982899495




To be open, honest

To help every customer and fair... whatever we do,
have a positive memorable - we do it right, and we

experiance do it together
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To have a positive Impact on
the lives of our customers
and our team
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Strategic Thinking

Five elements of

strategic
thinking

to structure the strategy
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Gather SWOT Strategic Define
Facts Analysis Matrix Strategies
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Gather Inputs  SWOT Analysis Review Inputs  Strategic Matrix  Define Strategies Final Reviews

* From all » External Analysis  + All Stakeholders « All Stakeholders  + Objectives * All Stakeholders
Stakeholders * Opportunities * Review Inputs  + Define Stralegies -+ Key Strategies  * Review Strategies

* Customer * Threats * Review SWOT to address SWOT « Shortand Long  * Review Goals
analysis * Internal Analysis Analysis combinations: Term Goals * Review Plans

« Competitor « Strengths * Define 3-4 key « Opportunities vs * Operational Plans * Adjust as
analysis « Weaknesses statements Strengths necessary

» Industry analysis = Strategic « Opportunities vs

*« Environmental Questions Weaknesses

« Company « Strategic Issues * Threats vs
performance Strengths

« Company * Threats vs

strategies Weaknesses
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(2) TOWS Matrix
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2. uunfing 2;715 (Strategy Map)
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LLN%ﬁﬂaig‘nﬁ (Strategy Map) (Key Performance Indicators; KPI)
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LLN%ﬁﬂﬂ qﬂﬁ (Strategy Map) (Key Performance Indicators; KPI)
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1. NAYNSILAVBIANS (Corporate Strategy)
1) Growth Strategies
2) Stability Strategies
3) Retrenchment Strategies

4) Combination Strategies
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2. NAYNDITAUFIND (Business Strategy)

3. NaEN 83AURWN (Functional Strategy)
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Value Chain Analysis for Manufacturing Firms

Firm Infrastructure
(general management, accounting, finance, strategic planning)

Human Resource Management
(recruiting, training, development)

Support Activities

Technology Development
(R & D, product and process improvement)

Procurement
(purchasing of raw materials, machines, supplies

Inbound Operations Outbound | Marketing Service
Logistics Logistics & Sales
(raw materials {machining, (warehousin [(advertising, [(installat-
handling and assembling, g and promoting, Ion, repair
warehousing) testing distribution | pricing, parts)
products) of finished | channel
products) relations)

Primary Activities

Margin
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