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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




uNUNIsaou  1/2567

o (V) a\ % a\ [V ¢ "\ 6 (V)
s & ﬁﬁﬂ%tl%%%’l@l') aﬁmmﬁam‘nmm Qﬁilﬂizﬁ\‘lﬂ“llaﬂi'lﬂ')‘ﬁ"l LATWNNNIIIANALLAS
dUa1n 1 - . D e o e
ﬂszmuwa LL%%%’]LL%&G‘Y]S‘WEl'lﬂiﬂ'lilﬁﬁl%z

unil 1 wuIARRUgIUAIBINTIANSITInagNE
uNd 2 NMTAIATIEINALNE

_ o uNdl 3 NSAATIEREMNLIRRANMELEN
dilavin 2-7 undi 4 nMseseianwwansanely

UNT 5 NAENSTTALBIANIG

dan¥ii 8 saunatna 30 AZLLWW 27-8-2567

o & N
ﬁ‘ﬂﬂ’nﬁﬂ 9_14 ‘1J1/I‘1/l 6 ﬂ@il‘l/lﬁ? ﬂ‘l_lﬁﬁﬂq
‘LI‘VWI 7 ﬂ@ﬂﬂﬁ‘é‘”ﬂﬂﬂu’]ﬂ

U 8 meﬂszmuumzmuqunaﬂqwé
UNN 9 MSUTUITAUNINUALNITAANITANNS
UNN 10 m'z:pjﬁ']Lmzmeu’%msmﬂﬂﬁﬂuu,ﬂm

o & o 1
dUa1%in 15 wLanas El\'i'l%ﬂ@l&l

dUaiin 17 dauldangnia 30 Az urt.03. ganuaN Fuisiny




N1SUITZLNHA (100 A1)

® NPT WITE + ANanla 10 AZUR®
® NIMANE WNNBUNNNE 10 ATULY
® F1LNHNAN 20 ATLWI
® ATFEAIVUNANIA MAFDY 30 ATLW

® msdaudargnia 30 AZLLbH

NA.AT.HANUBN AULATTY



) UM 1 WUIAANIFAANITLTINALNG

) UNdi 2 AsAATIZUNRENS

) UNi 3 NIFALATIEVEMNILIARANANEUAN

> undi 4 nsAaszvanwwandannsly

) UNTI 5 NRENSTEALBIANIS

) UNTi 6 NAENSIEALGINA

) UNdi 7 nagNssEAUN

» undi 8 nsissifiuuazaruANNanNg

) UNT 9 MFUTMTAUNINUAENITIANTANNS
> undi 10 ﬂ’]’)?.:lg‘lj’lLL@%ﬂ’lﬁ‘ﬂ?‘M'\ﬁ‘ﬂ’]ﬁ‘Lﬂa‘ﬂuLL‘]J%N



A1 95UYITIYIL

Q a\ 6
MS 26201 ﬂ']i%ﬂﬂ']ilﬂiﬂﬂaﬁcll‘nﬁ 3(3-0-6)

Strategic Management
LL%’Jaﬂﬂ’ﬁ')’h‘lLLN%LLa&‘ﬂ’ﬁﬂuﬂﬂ’]ﬂ%dﬂRQﬂﬁg NSZUIWNNII

IANIITINAYNS NI IMBANANIVDIBDIANIT N1TIATIEH
ANINLIAADNNY LBUAZNILRDINDIANT NITILATITHANIN
ARIAUAZHNINNIIUDITH NIINTRRANAYNSITALDIANTT
NAaYNsITALSIND ﬂﬂ&;ﬂﬁ‘i%’ﬂ%ﬁ'\ﬁ N1IRINAYNSFN3
UP1ia nsarvaxnnagnsuaznsssiiwkanagns

HA.AT.AADUBN AULATTY



Strategic Thinking

Five elements of

strategic
thinking

to structure the strategy
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1) Set a vision of what you want X
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(3) Focus on an identified opportunity FOCUS
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U Performance result that pays back l” ‘
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( ) Define the goal (\02 Gather Information

@ Implement the plan Monitor Progress
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/Situation Analysis S
* SWOT

* Client meetings

o Competitor analyss
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; Other Data

* Internal Reports
* Business Plars
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(. Strategic Options Y
* Busingss Model
Canvas Workshop
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feasible options 1
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Gather SWOT
Facts Analysis

Gather Inputs  SWOT Analysis Review Inputs

* From all  External Analysis  + All Stakeholders
Stakeholders * Opportunities * Review Inputs

* Customer * Threats * Review SWOT
analysis * Internal Analysis Analysis

« Competitor « Strengths * Define 34 key
analysis « Weaknesses statements

* Industry analysis = Strategic

*« Environmental Questions

« Company « Strategic Issues
performance

« Company
sirategies

Strategic Define

Matrix Strategies

Strategic Matrix  Define Strategies
« All Stakeholders  + Objectives
* Define Strategies -+ Key Strategies
to address SWOT « Short and Long
combinations: Term Goals
« Opportunities vs * Operational Plans
Strengths
« Opportunities vs
Weaknesses
* Threats vs
Strengths
* Threats vs
Weaknesses

Final Reviews

« All Stakeholders

* Review Strategies

 Review Goals

* Review Plans

* Adjust as
necessary
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LLN%‘ﬁﬂﬂE}l‘ﬂﬁ (Strategy Map) (Key Performance Indicators; KPI)
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1. NAYNSITAVBIANT (Corporate Strategy)
1) Growth Strategies
2) Stability Strategies
3) Retrenchment Strategies

4) Combination Strategies

2IANINANRANUNNAINRANLADIUNINIFNNIIWNY K38 Sub-contracting, Cross Licensing,

Consortium, Joint venture
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2. NAYNSITAVSIND (Business Strategy)

3. NaYN5=ALUWIN (Functional Strategy)
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5. ANINWIAAANNIIETTHINFLAZRILIAADN (Natural Environment)
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Five Forces Model for Competition
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Five Forces Model for Competition
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Five Forces Model for Competition
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Five Forces Model for Competition
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Five Forces Model for Competition
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asrds=navvas Value Chain
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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, lon, repair
warehousing) testing distribution | pricing, parts)
products) of finished | channel
products) relations)

Primary Activities

Margin
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gro 0w market share
Market leaders ""‘v& Need cash

Require cash Poor profit margins

' Low growth & Low growth

High market share| 1 ow market share
High cashflow|  Nfinimal cash flow
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MARKET GROWTH RATE

LOW
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