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¡ÒÃÊÃ�Ò§¡ÅÂØ· �̧ ¡ÒÃÊÃ�Ò§¡ÅÂØ· �̧ 
Building StrategyBuilding Strategy

ºØÉÃÑµ¹�  ÈÃÕ¸¹»ÃÐàÊÃÔ°

¡ÒÃ¡íÒË¹´¡ÅÂØ·¸�¢Í§Í§¤�¡Ã

¡ÅÂØ·¸�ÃÐ´ÑºÍ§¤�¡Ã (Corporate Strategy)

¡ÅÂØ·¸�ÃÐ´Ñº¸ØÃ¡Ô¨ (Business Strategy) ËÃ×Í ¡ÅÂØ·¸�
à¾×èÍ¡ÒÃá¢�§¢Ñ¹ (Competitive Strategy)

¡ÅÂØ·¸�ÃÐ´ÑºË¹�Ò·Õè (Functional Strategy)

ÃÐ´Ñº¢Í§¡ÅÂØ·¸� ÁÕ 3 ÃÐ´Ñº
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Corporate StrategiesCorporate Strategies
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EFEEFE

TOWS MatrixTOWS Matrix

BCG BCG MatrixMatrix

IEIE MatrixMatrix
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Internal Factor Evaluation (IFE) Matrix

»�¨¨ÑÂÀÒÂã¹·ÕèÊíÒ¤Ñ (Critical Success Factor-CSF) 
·Õèà»�¹¨Ø´á¢ç§ áÅÐ¨Ø´Í�Í¹
¹éíÒË¹Ñ¡ (Weight) à»�¹¡ÒÃ¡íÒË¹´ª�Ç§¹éíÒË¹Ñ¡¢Í§áµ�ÅÐ
»�¨¨ÑÂ¨Ò¡ 0.0 – 1.0 ¡Å�ÒÇ¤×Í 0.0 ËÁÒÂ¶Ö§äÁ�ÁÕ
¤ÇÒÁÊíÒ¤ÑàÅÂ Ê�Ç¹ 1.0 áÊ´§Ç�ÒÁÕ¤ÇÒÁÊíÒ¤ÑÁÒ¡·ÕèÊØ´ 
¤Ðá¹¹¹éíÒË¹Ñ¡ÃÇÁ¢Í§·Ø¡»�¨¨ÑÂÁÕ¤�Òà·�Ò¡Ñº 1.0

¡ÒÃ»ÃÐàÁÔ¹¤ÇÒÁÊíÒ¤Ñ¢Í§¨Ø´á¢ç§áÅÐ¨Ø´Í�Í¹
      â´Â¡ÒÃ»ÃÐàÁÔ¹, Ø̈´á¢ç§áÅÐ Ø̈´Í�Í¹, áÅÐ¡ÒÃ¾Ô¨Ò³Ò ¤ÇÒÁá¢ç§á¡Ã�§¢Í§¸ØÃ¡Ô¨ (Business Strength) ËÃ×Í

µíÒáË¹�§·Ò§¡ÒÃá¢�§¢Ñ¹ (Competitive Position) ¨Ò¡µÒÃÒ§ÊÃØ»¡ÒÃÇÔà¤ÃÒÐË�»�¨ Ñ̈ÂÀÒÂã¹ (Internal Factors 
Analysis Summary: IFAS)

ª�Í§·Õè 1 ª�Í§·Õè 2 ª�Í§·Õè 3 ª�Í§·Õè 4 ª�Í§·Õè 5

»�¨ Ñ̈ÂÀÒÂã¹ ¶�Ç§¹éíÒË¹Ñ¡ ¤Ðá¹¹ ¤Ðá¹¹   
¶�Ç§¹éíÒË¹Ñ¡

¤ÇÒÁ¤Ô´àËç¹

¨Ø´á¢ç§ (Strengths: S)
•Marketing R&D

•Financial 

¨Ø´Í�Í¹

•¡ÒÃÅÒÍÍ¡¢Í§¾¹Ñ¡§Ò¹

0.15

0.25

0.15

5

4

4

0.75

1.00

0.6

ÃÇÁ 1.00 2.35

ºÃÔÉÑ·äÁ�¤�ÍÂÁÕ¤ÇÒÁá¢ç§á¡Ã�§·Ò§¸ØÃ¡Ô¨ÁÒ¡¹Ñ¡ µíÒáË¹�§·Ò§¡ÒÃá¢�§¢Ñ¹ÍÂÙ�ã¹ÃÐ´Ñº¡ÅÒ§¶Ö§µèíÒ

External Factor Evaluation (EFE) Matrix

»�¨¨ÑÂÀÒÂ¹Í¡·ÕèÊíÒ¤Ñ (Critical External Factors) 
·Ñé§âÍ¡ÒÊ áÅÐÍØ»ÊÃÃ¤
¹éíÒË¹Ñ¡ (Weight) à»�¹¡ÒÃ¡íÒË¹´ª�Ç§¹éíÒË¹Ñ¡¢Í§áµ�ÅÐ
»�¨¨ÑÂ¨Ò¡ 0.0 – 1.0 ¡Å�ÒÇ¤×Í 0.0 ËÁÒÂ¶Ö§äÁ�ÁÕ
¤ÇÒÁÊíÒ¤ÑàÅÂ Ê�Ç¹ 1.0 áÊ´§Ç�ÒÁÕ¤ÇÒÁÊíÒ¤ÑÁÒ¡·ÕèÊØ´ 
¤Ðá¹¹¹éíÒË¹Ñ¡ÃÇÁ¢Í§·Ø¡»�¨¨ÑÂÁÕ¤�Òà·�Ò¡Ñº 1.0

¡ÒÃÇÔà¤ÃÒÐË� SWOT

¡ Ò Ã ÇÔ à ¤ Ã Ò Ð Ë�  SWOT Ë Á Ò Â ¶Ö §  ¡ Ò Ã ÇÔ à ¤ Ã Ò Ð Ë� 
Strengths-Weaknesses -Opportunities-Threats 
â´Â¾Ô¨ÒÃ³Ò¤ÇÒÁÊÑÁ¾Ñ¹¸�ÃÐËÇ�Ò§¼Å¡ÒÃ»ÃÐàÁÔ¹Ê¶Ò¹ÀÒ¾
¢Í§ÊÀÒ¾áÇ´Å�ÍÁÀÒÂã¹ÃÐËÇ�Ò§¨Ø´á¢ç§áÅÐ¨Ø´Í�Í¹áÅÐ¼Å¡ÒÃ
»ÃÐàÁÔ¹Ê¶Ò¹ÀÒ¾¢Í§ÊÀÒ¾áÇ´Å�ÍÁÀÒÂ¹Í¡ ÃÐËÇ�Ò§âÍ¡ÒÊ
áÅÐÍØ»ÊÃÃ¤ «Öè§·íÒãË�à¡Ô´¡Ã³Õâ¹�ÁàÍÕÂ§ 4 ¡Ã³Õ
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»�¨¨ØºÑ¹¹ÔÂÁ¨Ñ´·íÒà»�¹µÒÃÒ§ÃÐËÇ�Ò§ SW ¡Ñº OT à¾×èÍ
ÇÔà¤ÃÒÐË�¡ÅÂØ·¸�·ÕèàËÁÒÐÊÁ àÃÕÂ¡à·¤¹Ô¤¹ÕéÇ�Ò TOWS Matrix 
¨Ð·íÒãË�ä´�¡ÅÂØ·¸�ËÅÑ¡ 4 ¡ÅÂØ·¸� ´Ñ§¹Õé

TOWS Matrix

¨Ø´á¢ç§(S) ¨Ø´Í�Í¹ (W)

âÍ¡ÒÊ (O)

ÍØ»ÊÃÃ¤ (T)
10

TOWS Matrix

SO : use its strengths to take advantage of 
opportunities

ST : consider a strength to avoid threat

WO : take advantage of opportunities by 
overcoming weaknesses

WT : defensive and act to minimize weaknesses and 
avoid threats 

TOWS Matrix

¨Ø´á¢ç§(S) ¨Ø´Í�Í¹ (W)

âÍ¡ÒÊ (O)
(SO)

¡ÅÂØ·¸�àÊÃÔÁ¨Ø´á¢ç§

´�ÇÂâÍ¡ÒÊ

(WO)
¡ÅÂØ·¸�á¡�¨Ø´Í�Í¹

´�ÇÂâÍ¡ÒÊ

ÍØ»ÊÃÃ¤ (T)
(ST)

¡ÅÂØ·¸�à¼ªÔÍØ»ÊÃÃ¤

´�ÇÂ¨Ø´á¢ç§

(WT)
¡ÅÂØ·¸�ÃÑ¡ÉÒ¤ÇÒÁÍÂÙ�

ÃÍ´¢Í§Í§¤�¡Ã

Cineplex Odeon TOWS Matrix

Source: Fred David, Strategic Management (Upper Saddle River, NJ: Prentice-
Hal l, 2001), p. 207.
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¡Ã³Õâ¹�ÁàÍÕÂ§ 4 ¡Ã³Õ

¡Ã³Õ �à´�¹áÅÐàÍ×éÍ� ¤ÇÃ¨ÐàÅ×Í¡¡ÅÂØ·¸�¡ÒÃÊÃ�Ò§¤ÇÒÁàµÔºâµ 
(Growth Strategy)

¡Ã³Õ �´�ÍÂáÅÐäÁ�àÍ×éÍ� ¤ÇÃ¨ÐàÅ×Í¡¡ÅÂØ·¸�¡ÒÃµÑ´·Í¹ 
(Retrenchment Strategy)

¡Ã³Õ �à´�¹áµ�äÁ�àÍ×éÍ� áÅÐ �àÍ×éÍáµ�äÁ�à´�¹� ¤ÇÃ¨ÐàÅ×Í¡¡ÅÂØ·¸�
¡ÒÃÃÑ¡ÉÒàÊ¶ÕÂÃÀÒ¾ (Stability Strategy)

Relative competitive position 

¤ÇÒÁÊÒÁÒÃ¶ã¹¡ÒÃá¢�§¢Ñ¹ã¹àªÔ§à»ÃÕÂºà·ÕÂº ãË�à»ÃÕÂºà·ÕÂºàÃÒ
¡Ñº¤Ù�á¢�§ àÃÒ¡Ñº¼Ù�¹íÒµÅÒ´

Question marks : ¤ÇÒÁÊÒÁÒÃ¶ã¹¡ÒÃá¢�§¢Ñ¹µèíÒ áµ�ÁÕ 
Market growth ÊÙ§ áÊ´§Ç�ÒÁÕâÍ¡ÒÊ´Õ áµ� strength µèíÒ 
´Ñ§¹Ñé¹ ¶�ÒàÃÒÁÕ¸ØÃ¡Ô¨ã¹ÃÐ´Ñº¹Õé¤ÇÃ·íÒÍÂ�Ò§äÃ ¤íÒµÍº¤×Í ¡çµ�Í§
Â�ÒÂä»·Ò§«�ÒÂ (Star) ¨Ð·íÒãË�¤ÇÒÁÊÒÁÒÃ¶ã¹¡ÒÃá¢�§¢Ñ¹ÊÙ§¢Öé¹ 
áÅÐ¨Ð·íÒÍÂ�Ò§äÃ ¨Ðµ�Í§ãª�¡ÅÂØ·¸�µ�ÍÊÙ�¡Ñº¤Ù�á¢�§ÃÒÂÍ×è¹æ à¾×èÍà¾ÔèÁ
Ê�Ç¹¤ÃÍ§µÅÒ´ (Market Share) 

Star : µÅÒ´àµÔºâµÊÙ§ áÅÐÁÕ Market Share ÊÙ§ ¶�ÒºÃÔÉÑ·àÃÒ
ÁÕ¸ØÃ¡Ô¨ÍÂÙ�ã¹ª�Ç§¹Õé ºÃÔÉÑ·¤ÇÃ·Õè¨Ð¢ÂÒÂµÅÒ´ Å§·Ø¹à¾ÔèÁ ÍÂ�ÒãË�
ã¤ÃÁÒá«§àÃÒ ·ÕèÃÐ´Ñº¹ÕéµÅÒ´ÂÑ§à¨ÃÔàµÔºâµÍÕ¡ ´Ñ§¹Ñé¹ ãË�¢ÂÒÂ
µÅÒ´

Cash cows : ¤×Í¸ØÃ¡Ô¨·Õè Market growth µèíÒ áµ� Market 
Share ÂÑ§ÊÙ§ÍÂÙ� ´Ñ§¹Ñé¹ ¶�ÒºÃÔÉÑ·äË¹ÍÂÙ�ã¹ª�Ç§¹Õé àÃÒ¡çÊÒÁÒÃ¶
à¡çºà¡ÕèÂÇ¼Å»ÃÐâÂª¹�ä´�áÅ�Ç à¾ÃÒÐÇ�ÒäÁ�µ�Í§¢ÂÒÂµÅÒ´ à¹×èÍ§¨Ò¡
µÅÒ´ÁÑ¹âµàµçÁ·ÕèáÅ�Ç ¶�ÒµÅÒ´ÂÑ§ÊÒÁÒÃ¶·Õè¨Ðâµä´�ÍÕ¡ ¨Ðµ�Í§ÍÂÙ�
ã¹ª�Ç§ Star
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Cash cows : à»ÃÕÂºàËÁ×ÍáÁ�ÇÑÇ·ÕèãË�à§Ô¹  ºÃÔÉÑ··ÕèÍÂÙ�ã¹ª�Ç§ 
Star àª�¹ µÅÒ´ªÒà¢ÕÂÇ, â·ÃÈÑ¾·�Á×Í¶×Í à¹×èÍ§¨Ò¡µÅÒ´ÂÑ§âµäÁ�
àµçÁ·Õè ´Ñ§¹Ñé¹ ¤ÇÃ¨Ðµ�Í§ÁÕ¡ÒÃ¢ÂÒÂµÅÒ´ ºÃÔÉÑ··ÕèÍÂÙ�ã¹ª�Ç§ 
Cash cows àª�¹ ¸ØÃ¡Ô¨Ã¶Â¹µ� ¶�ÒµÅÒ´âµª�ÒÅ§áÅ�Ç àÃÒäÁ�µ�Í§
Å§·Ø¹ÁÒ¡ àÃÒ¡çÊÒÁÒÃ¶à¡çºà¡ÕèÂÇ¼Å»ÃÐâÂª¹�ä´�
µÑÇÍÂ�Ò§ ¶�Òà»�¹ÊÔ¹¤�Ò ¶Ö§µÅÒ´äÁ�âµáÅ�Ç áµ�àÃÒÂÑ§¤§µ�Í§»ÃÑº»ÃØ§ÊÔ¹¤�Ò 
àª�¹ ´ÙáÅàÃ×èÍ§ packaging

dogs: ¤×Í ¸ØÃ¡Ô¨·ÕèäÁ�âµÁÕ¨Ø´Í�Í¹àÂÍÐ ÁÕ Market Share µèíÒ 
Market growth µèíÒ

ÊÁÁØµÔÇ�Ò µÍ¹¹ÕéºÃÔÉÑ·ÍÂÙ�ã¹ª�Ç§ Question Marks µÍ¹·ÕèµÅÒ´¡íÒÅÑ§âµ 
àÃÒ¡çä´�ÊÃ�Ò§¸ØÃ¡Ô¨ãËÁ� àÃÒ¡çËÇÑ§Ç�Ò¸ØÃ¡Ô¨ãËÁ�ÁÑ¹¨Ðâµµ�Íä» ÍÂÙ�äÁ�ÍÂÙ�ÁÒ
µÅÒ´ÁÑ¹¡çª�ÒÅ§ áµ�àÃÒÂÑ§ÊÙ�¤Ù�á¢�§äÁ�ä´� ´Ñ§¹Ñé¹ Question Marks àÅ×èÍ¹Å§
ÁÒà»�¹ dogs à¾ÃÒÐµÅÒ´äÁ�âµáÅ�Ç áµ� Market Share ÂÑ§¹�ÍÂÍÂÙ�
ËÃ×Í¶�ÒºÃÔÉÑ·àÃÒÍÂÙ�ã¹ª�Ç§ Star ¶�Òà¡Ô´µÅÒ´ËÂØ´âµ áÅÐºÃÔÉÑ·
äÁ�´ÙáÅÊÔ¹¤�ÒãË�´Õ ËÃ×Íà¡Ô´¤Ø³ÀÒ¾¢Í§ÊÔ¹¤�Òµ¡µèíÒ ´Ñ§¹Ñé¹ Star ¡ç
¨Ðà»ÅÕèÂ¹à»�¹ dogs
ËÃ×Í¶�ÒºÃÔÉÑ·àÃÒÍÂÙ�ã¹ª�Ç§ Cash cows ¶�Òà¡Ô´äÁ�´ÙáÅÊÔ¹¤�ÒãË�´Õ 
Market Share Å´Å§ ´Ñ§¹Ñé¹ Cash cows ¡ç¨Ðà»ÅÕèÂ¹à»�¹ 
dogs
ã¹¢Ñé¹ Star, Cash cows ¨Ðµ�Í§ÁÕ¡ÒÃ´ÙáÅ¤Ø³ÀÒ¾ÊÔ¹¤�ÒãË�´Õ 
·íÒÊÔ¹¤�ÒãË�·Ñ¹ÊÁÑÂ ÁÔàª�¹¹Ñé¹¡ÅÒÂà»�¹ dogs

Corporate Directional Strategies
¡ÅÂØ·¸�¢ÂÒÂµÑÇ ¡ÅÂØ·¸�¤§·Õè ¡ÅÂØ·¸�»ÃÑºµÑÇ µÒÃÒ§¡ÒÃ»ÃÐàÁÔ¹¤ÇÒÁ¹�ÒÊ¹ã¨¢Í§ÍØµÊÒË¡ÃÃÁ

ª�Í§·Õè ª�Í§·Õè 11 ª�Í§·Õè ª�Í§·Õè 22 ª�Í§·Õè ª�Í§·Õè 33 ª�Í§·Õè ª�Í§·Õè 44
»�¨ Ñ̈ÂàªÔ§¡ÅÂØ·¸�

(Strategic Factors)

¶�Ç§¹éíÒË¹Ñ¡
(Weight)

¤Ðá¹¹
(Rating)

¤Ðá¹¹¶�Ç§¹éíÒË¹Ñ¡
(Weighted Score)

1. »�¨ Ñ̈ÂÀÒÂ¹Í¡
2. »�¨ Ñ̈Â �́Ò¹ÍØµÊÒË¡ÃÃÁáÅÐ

¡ÒÃá¢�§¢Ñ¹

0.50
0.50

3.55
3.90

1.775
1.95

ÃÇÁ 1.00 3.725

5: ÍØµÊÒË¡ÃÃÁÁÕ¤ÇÒÁ¹�ÒÊ¹ã¨ÁÒ¡·ÕèÊØ´
4: ÍØµÊÒË¡ÃÃÁÁÕ¤ÇÒÁ¹�ÒÊ¹ã¨ÁÒ¡
3: ÍØµÊÒË¡ÃÃÁÁÕ¤ÇÒÁ¹�ÒÊ¹ã¨¤�Í¹¢�Ò§ÁÒ¡
2: ÍØµÊÒË¡ÃÃÁÁÕ¤ÇÒÁ¹�ÒÊ¹ã¨¹�ÍÂ
1: ÍØµÊÒË¡ÃÃÁÁÕ¤ÇÒÁ¹�ÒÊ¹ã¨¹�ÍÂ·ÕèÊØ´

IE  MatrixIE  Matrix
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¡ÒÃ»ÃÐàÁÔ¹¤ÇÒÁÊíÒ¤Ñ¢Í§¨Ø´á¢ç§áÅÐ¨Ø´Í�Í¹
      â´Â¡ÒÃ»ÃÐàÁÔ¹, Ø̈´á¢ç§áÅÐ Ø̈´Í�Í¹, áÅÐ¡ÒÃ¾Ô¨Ò³Ò ¤ÇÒÁá¢ç§á¡Ã�§¢Í§¸ØÃ¡Ô¨ (Business Strength) ËÃ×Í

µíÒáË¹�§·Ò§¡ÒÃá¢�§¢Ñ¹ (Competitive Position) ¨Ò¡µÒÃÒ§ÊÃØ»¡ÒÃÇÔà¤ÃÒÐË�»�¨ Ñ̈ÂÀÒÂã¹ (Internal Factors 
Analysis Summary: IFAS)

ª�Í§·Õè 1 ª�Í§·Õè 2 ª�Í§·Õè 3 ª�Í§·Õè 4 ª�Í§·Õè 5

»�¨ Ñ̈ÂÀÒÂã¹ ¶�Ç§¹éíÒË¹Ñ¡ ¤Ðá¹¹ ¤Ðá¹¹   
¶�Ç§¹éíÒË¹Ñ¡

¤ÇÒÁ¤Ô´àËç¹

¨Ø´á¢ç§ (Strengths: S)
•Marketing R&D

•Financial 

¨Ø´Í�Í¹

•¡ÒÃÅÒÍÍ¡¢Í§¾¹Ñ¡§Ò¹

0.15

0.25

0.15

5

4

4

0.75

1.00

0.6

ÃÇÁ 1.00 2.35

ºÃÔÉÑ·äÁ�¤�ÍÂÁÕ¤ÇÒÁá¢ç§á¡Ã�§·Ò§¸ØÃ¡Ô¨ÁÒ¡¹Ñ¡ µíÒáË¹�§·Ò§¡ÒÃá¢�§¢Ñ¹ÍÂÙ�ã¹ÃÐ´Ñº¡ÅÒ§¶Ö§µèíÒ

GE GE 9 9 CellsCells

Cell 1 Cell 2 Cell 3

Cell 4 Cell 5 Cell 6

Cell 7 Cell 8 Cell 9

55 33..6666 22..3333 11
55

33..6666

22..3333

11

3.75

2.35

¤Ç
ÒÁ

¹�Ò
Ê¹

ã¨¢
Í§
ÍØµ

ÊÒ
Ë¡

ÃÃ
Á

¤Ç
ÒÁ

¹�Ò
Ê¹

ã¨¢
Í§
ÍØµ

ÊÒ
Ë¡

ÃÃ
Á

IFE IFE 

áºº¨íÒÅÍ§¡ÅÂØ·¸�ÃÐ´Ñº¡Ô¨¡ÒÃ (Model of Corporate Strategies)
¤ÇÒÁá¢ç§á¡Ã�§¢Í§¸ØÃ¡Ô /̈ µíÒáË¹�§·Ò§¡ÒÃá¢�§¢Ñ¹¢Í§Í§¤�¡Ã
(Business Strengths/ Competitive Position)
5 á¢ç§á¡Ã�§              3.66          »Ò¹¡ÅÒ§ 2.33          Í�Í¹áÍ 1

1. ¡ÅÂØ·¸�¢ÂÒÂµÑÇ (Growth)
¢ÂÒÂµÑÇã¹á¹Ç Ốè§áÅÐà¡ÕèÂÇ¢�Í§

¡Ñº¸ØÃ¡Ô¨à ỐÁ

2. ¡ÅÂØ·¸�¢ÂÒÂµÑÇ (Growth)
¢ÂÒÂµÑÇã¹á¹ÇÃÒº áÅÐ
à¡ÕèÂÇ¢�Í§¡Ñº¸ØÃ¡Ô¨à ỐÁ

3. ¡ÅÂØ·¸�Ë´µÑÇ 
(Retrenchment)

»ÃÑº»ÃØ§à»ÅÕèÂ¹á»Å§Í§¤�¡Ã

4. ¡ÅÂØ·¸�¤§µÑÇ (Stability)
ËÂØ´ªÑèÇ¢³Ð ËÃ×Í¡�ÒÇµ�Íä» �́ÇÂ

¤ÇÒÁÃÐÁÑ´ÃÐÇÑ§

5. ¡ÅÂØ·¸�¢ÂÒÂµÑÇ (Growth)
àËÁ×Í¹ª�Í§·Õè 2

¡ÅÂØ·¸�¤§µÑÇ (Stability)
äÁ�à»ÅÕèÂ¹á»Å§ËÃ×Íãª�¡ÅÂØ·¸�

·íÒ¡íÒäÃ

6. ¡ÅÂØ·¸�Ë´µÑÇ 
(Retrenchment)

ºÃÔÉÑ·ã¹ÍÒ³ÑµÔ ËÃ×Í¢ÒÂ·Ôé§
¡Ô¨¡ÒÃºÒ§Ê�Ç¹

7. ¡ÅÂØ·¸�¢ÂÒÂµÑÇ (Growth)
¢ÂÒÂµÑÇÊÙ�¸ØÃ¡Ô¨ãËÁ�·ÕèÁÕ¤ÇÒÁ

à¡ÕèÂÇ¢�Í§¡Ñº Ø̧Ã¡Ô¨à ỐÁâ´ÂÍÒÈÑÂ
¤ÇÒÁÊÒÁÒÃ¶·ÕèÁÕÍÂÙ�à ỐÁ

8. ¡ÅÂØ·¸�¢ÂÒÂµÑÇ (Growth)
¢ÂÒÂµÑÇÊÙ�¸ØÃ¡Ô¨ãËÁ� â´ÂäÁ�
à¡ÕèÂÇ¢�Í§¡Ñº¸ØÃ¡Ô¨à ỐÁ

9. ¡ÅÂØ·¸�Ë´µÑÇ 
(Retrenchment)

¡ÒÃÂ×è¹¢�Íµ�ÍÈÒÅà¾×èÍ¿�Í§Ã�Í§
Å�ÁÅÐÅÒÂ ËÃ×Í¢ÒÂ·Í´¡Ô¨¡ÒÃ

ã¹¡ÒÃ¡íÒË¹´¡ÅÂØ·¸�ÃÐ´ÑºÍ§¤�¡Ã 
¨Ðµ�Í§µÍº¤íÒ¶ÒÁàËÅ�Ò¹Õé

1. Í§¤�¡Ã¨Ð¢ÂÒÂ Ë´µÑÇ ËÃ×Í·íÒ·Ø¡ÍÂ�Ò§àËÁ×Í¹à´ÔÁ?

2. Í§¤�¡Ã¨ÐÍÂÙ�ã¹ÍØµÊÒË¡ÃÃÁà´ÔÁËÃ×Í¢ÂÒÂµÑÇä»ÊÙ�
ÍØµÊÒË¡ÃÃÁÍ×è¹?

3. ¶�Ò¨Ðâµ ËÃ×Í¢ÂÒÂµÑÇáÅ�Ç¨Ð¡ÃÐ·íÒâ´Â¢ÂÒÂ¨Ò¡ÀÒÂã¹
ËÃ×Í¨Ò¡ÀÒÂ¹Í¡?
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¡ÅÂØ·¸�Í§¤�¡Ãáº�§ÍÍ¡ä´�à»�¹ 3 ÅÑ¡É³Ð 

¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ (Growth Strategy)

¡ÅÂØ·¸�¤§µÑÇ (Stability Strategy)
¡ÅÂØ·¸�Ë´µÑÇ (Retrenchment Strategy)

¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ
(Growth Strategy) 

¨Ø´»ÃÐÊ§¤�à¾×èÍ..

à¾ÔèÁÂÍ´¢ÒÂ

ÊÃ�Ò§Ê�Ç¹áº�§·Ò§¡ÒÃµÅÒ´

ª�ÇÂÅ´µ�¹·Ø¹µ�ÍË¹�ÇÂ¢Í§Í§¤�¡ÃãË�¹�ÍÂÅ§ à¾×èÍ
ÊÃ�Ò§¤ÇÒÁÍÂÙ�ÃÍ´ ã¹¡Ã³Õ¡ÒÃá¢�§¢Ñ¹ÃØ¹áÃ§ 

ÅÑ¡É³Ð¢Í§¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ
¹Ñé¹ÊÒÁÒÃ¶áº�§Â�ÍÂä´�à»�¹ 5 áººä´�á¡�
1. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ̈ Ò¡ÀÒÂã¹Í§¤�¡Ã (Internal Growth)

1) ã¹ÍØµÊÒË¡ÃÃÁà´ÔÁ
2) ã¹ÍØµÊÒË¡ÃÃÁãËÁ�

µÒÁá¹Ç´Ôè§ (Vertical Growth)
ÅÑ¡É³ÐÂ�Í¹ËÅÑ§ (Backward Vertical Growth)
ÅÑ¡É³Ðä»¢�Ò§Ë¹�Ò (Forward Vertical Growth)

µÒÁá¹ÇÃÒº (Horizontal Growth)
ÊÑÁ¾Ñ¹¸�¡Ñº Ø̧Ã¡Ô¨à ỐÁ (Concentric / Related Diversification)
äÁ�ÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨à ỐÁ (Conglomerate / Unrelated Diversification)

2. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ̈ Ò¡ÀÒÂ¹Í¡Í§¤�¡Ã µÒÁá¹ÇÃÒº 
3. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ̈ Ò¡ÀÒÂ¹Í¡ã¹á¹Ç´Ôè§ËÃ×Íá¹ÇµÑé§ 
4. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇâ´Â¡ÒÃ¤ÇºáÅÐ«×éÍ¡Ô¨¡ÒÃ 
5. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇâ´Â¡ÒÃà»�¹¾Ñ¹¸ÁÔµÃ·Ò§¸ØÃ¡Ô  ̈ 

¡ÅÂØ·¸�¢ÂÒÂµÑÇÍ§¤�¡Ãã¹ÁØÁÁÍ§ÍØµÊÒË¡ÃÃÁ

¡ÒÃ¢ÂÒÂµÑÇã¹á¹Ç
¢ÇÒ§/¡Ç�Ò§
(Horizontal 
Integration)
*** ¤Ù�á¢ �§ ***

1. ¡ÒÃ¢ÂÒÂµÑÇä»´�Ò¹ËÅÑ§
(Backward Integration)
*** ¼Ù�¨íÒË¹�ÒÂÇÑµ¶ Ø´ Ôº***

¡ÒÃ¢ÂÒÂµÑÇã¹á¹Ç´Ôè§/ÅÖ¡

(Vertical Integration)

2. ¡ÒÃ¢ÂÒÂµÑÇä»
´�Ò¹Ë¹�Ò

(Forward Integration)
*** ÅÙ¡¤�Ò/ª�Í§·Ò§¨Ñ´¨íÒË¹�ÒÂ***

¡ÒÃ¢ÂÒÂµÑÇã¹á¹Ç
¢ÇÒ§/¡Ç�Ò§
(Horizontal 
Integration)
*** ¤Ù�á¢ �§ ***

µíÒáË¹�§»�¨¨ØºÑ¹
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¡ÅÂØ·¸�¢ÂÒÂµÑÇ¢Í§Í§¤�¡Ãã¹ÁØÁÁÍ§´�Ò¹¡ÒÃµÅÒ´

µÅÒ´»�¨¨ØºÑ¹
Current Market

µÅÒ´ãËÁ�
New Market

¼ÅÔµÀÑ³±�ËÃ×ÍºÃÔ¡ÒÃ
»�¨¨ØºÑ¹

Current Product & Service

¡ÅÂØ·¸�¡ÒÃÁØ�§µÅÒ  ́
(Market Penetration)

¡ÅÂØ·¸�¡ÒÃ¾Ñ²¹ÒµÅÒ  ́
(Market Development)

¼ÅÔµÀÑ³±�ËÃ×ÍºÃÔ¡ÒÃãËÁ�
New Product & Service

¡ÅÂØ·¸�¡ÒÃ¾Ñ²¹Ò
¼ÅÔµÀÑ³±� (Product 

Development)

¡ÅÂØ·¸�¡ÒÃà¢ �ÒÊÙ�ÍØµÊÒË¡ÃÃÁ
ãËÁ� 

(Diversification)

ÅÑ¡É³Ð¢Í§¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ
¹Ñé¹ÊÒÁÒÃ¶áº�§Â�ÍÂä´�à»�¹ 5 áººä´�á¡�

1. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹Í§¤�¡Ã (Internal Growth)
1) ã¹ÍØµÊÒË¡ÃÃÁà´ÔÁ

2) ã¹ÍØµÊÒË¡ÃÃÁãËÁ�
µÒÁá¹Ç´Ôè§ (Vertical Growth)

ÅÑ¡É³ÐÂ�Í¹ËÅÑ§ (Backward Vertical Growth)

ÅÑ¡É³Ðä»¢�Ò§Ë¹�Ò (Forward Vertical Growth)

µÒÁá¹ÇÃÒº (Horizontal Growth)
ÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨à ỐÁ (Concentric / Related Diversification)

äÁ�ÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨à ỐÁ (Conglomerate / Unrelated Diversification)

ÅÑ¡É³Ð¢Í§¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ
2. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ̈ Ò¡ÀÒÂ¹Í¡Í§¤�¡Ã µÒÁá¹ÇÃÒº (Horizontal 

Integration / Horizontal Diversification)
 ¡ÒÃ¤Çº¡Ô¨¡ÒÃËÃ×Í¢ÂÒÂµÑÇà¢�Òä»ã¹¸ØÃ¡Ô¨ ·ÕèÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨

à´ÔÁ (Concentric or Related Diversification)
 ¡ÒÃ¤Çº¡Ô¨¡ÒÃËÃ×Í¢ÂÒÂµÑÇà¢�Òä»ã¹¸ØÃ¡Ô¨ ·ÕèäÁ�ÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñº

¸ØÃ¡Ô¨à´ÔÁ (Conglomerate or Unrelated Diversification)
3. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ̈ Ò¡ÀÒÂ¹Í¡ã¹á¹Ç´Ôè§ËÃ×Íá¹ÇµÑé§ (Vertical 

Integration / Vertical Diversification)
 ¡ÒÃ¢ÂÒÂµÑÇã¹á¹ÇµÑé§ áººÂ�Í¹ËÅÑ§ (Backward Vertical 

Integration) 
 ¡ÒÃ¢ÂÒÂµÑÇã¹á¹ÇµÑé§ áººä»¢�Ò§Ë¹�Ò (Forward Vertical 

Integration)

ÅÑ¡É³Ð¢Í§¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ
4. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇâ´Â¡ÒÃ¤ÇºáÅÐ«×éÍ¡Ô¨¡ÒÃ (Merger & 

Acquisition: M&A)
 ¡ÒÃ¤Çº¡Ô¨¡ÒÃ (Merger)

• ¡ÒÃ·ÕèºÃÔÉÑ·µÑé§áµ� 2 áË�§¢Öé¹ä» (¢¹Ò´ã¡Å�à¤ÕÂ§¡Ñ¹áÅÐà»�¹ÁÔµÃ
¡Ñ¹) ·íÒ¡ÒÃáÅ¡à»ÅÕèÂ¹ËØ�¹áÅÐÃÇÁ¡Ô¨¡ÒÃ¡Ñ¹

 ¡ÒÃ«×éÍ¡Ô¨¡ÒÃ (Acquisition)

• ¡ÒÃ·Õè¡Ô¨¡ÒÃË¹Öè§«×éÍÍÕ¡¡Ô¨¡ÒÃË¹Öè§ áÅ�Ç¡Ô¨¡ÒÃ·Õè¶Ù¡«×éÍ ä´�¶Ù¡ Ñ̈´ãË�
à»�¹Ê�Ç¹Ë¹Öè§¢Í§¡Ô¨¡ÒÃ·Õèà»�¹¤¹à¢�Òä»«×éÍ

5. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇâ´Â¡ÒÃà»�¹¾Ñ¹¸ÁÔµÃ·Ò§¸ØÃ¡Ô  ̈ 
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¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹Í§¤�¡Ã 
(Internal Growth)

1. ¡ÒÃ¢ÂÒÂµÑÇã¹ÍØµÊÒË¡ÃÃÁà ỐÁ
2. ¡ÒÃ¢ÂÒÂµÑÇâ´ÂÍÒ¨¨Ðà¢�ÒÊÙ�

ÍØµÊÒË¡ÃÃÁª¹Ô´ãËÁ�

¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹Í§¤�¡Ã 
(Internal Growth)

1. ¡ÒÃ¢ÂÒÂµÑÇã¹ÍØµÊÒË¡ÃÃÁà´ÔÁ ÍÒ·Ôàª�¹ ¡ÒÃà¾ÔèÁÂÍ´¢ÒÂ à¾ÔèÁ
¡íÒÅÑ§¡ÒÃ¼ÅÔµ à¾ÔèÁÊ�Ç¹áº�§·Ò§¡ÒÃµÅÒ´ à¾ÔèÁ¡íÒÅÑ§¤¹ 
 àª�¹ Mc Donald’s äÁ�à¤Â«×éÍ¡Ô¨¡ÒÃ¤¹Í×è¹ à¹×èÍ§¨Ò¡µ�Í§¡ÒÃ

ÃÑ¡ÉÒ¤Ø³ÀÒ¾áÅÐÁÒµÃ°Ò¹·Õè´Õã¹àÃ×èÍ§¤ÇÒÁÊÐÍÒ´ ºÃÔ¡ÒÃ 
áÅÐ¤Ø³ÀÒ¾¢Í§ÊÔ¹¤�ÒàÍÒäÇ�

 àª�¹ Mc Donald's ¢ÒÂá¿Ã¹äªÊ� (Franchising)
 ¢�Í´Õ ¤×Í ÊÒÁÒÃ¶ÃÑ¡ÉÒÀÒ¾ÅÑ¡É³� ÇÑ²¹¸ÃÃÁÍ§¤�¡Ã 

¤Ø³ÀÒ¾ äÇ�ä´�´Õ¡Ç�Ò¡ÒÃä»«×éÍ¸ØÃ¡Ô¨Í×è¹æ

¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹Í§¤�¡Ã
(Internal Growth)

2. ¡ÒÃ¢ÂÒÂµÑÇâ´ÂÍÒ¨¨Ðà¢�ÒÊÙ�ÍØµÊÒË¡ÃÃÁª¹Ô´ãËÁ�

1) ã¹á¹ÇÃÒº (Horizontal Growth)
I. ¡ÒÃ¢ÂÒÂ¡Ô¨¡ÒÃà¢�ÒÊÙ�¸ØÃ¡Ô¨ãËÁ�·ÕèÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨à´ÔÁ 
II. ¡ÒÃ¢ÂÒÂ¡Ô¨¡ÒÃà¢�ÒÊÙ�¸ØÃ¡Ô¨ãËÁ�·ÕèäÁ�ÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨

à´ÔÁ

2) ã¹á¹Ç´Ôè§ (Vertical Growth)
• ã¹ÅÑ¡É³ÐÂ�Í¹ËÅÑ§ (Backward Vertical Growth)

• ã¹ÅÑ¡É³Ðä»¢�Ò§Ë¹�Ò (Forward Vertical Growth)

¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹Í§¤�¡Ã
(Internal Growth)

2. ¡ÒÃ¢ÂÒÂµÑÇâ´ÂÍÒ¨¨Ðà¢�ÒÊÙ�ÍØµÊÒË¡ÃÃÁª¹Ô´ãËÁ�         
ã¹á¹ÇÃÒº »ÃÐ¡Íº´�ÇÂ

1) ¡ÒÃ¢ÂÒÂ¡Ô¨¡ÒÃà¢�ÒÊÙ�¸ØÃ¡Ô¨ãËÁ�·ÕèÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�        
(ªÔ¹ÇÑµÃ) àÃÔèÁ¨Ò¡¡ÒÃ¢ÒÂ¤ÍÁ¾ÔÇàµÍÃ� áÅ�Ç¢ÂÒÂ¡Ô¨¡ÒÃÊÙ�
¡Ô¨¡ÒÃÁ×Í¶×Í â´ÂÅÙ¡¤�Ò¡ÅØ�Á¡Ô¨¡ÒÃà´ÔÁ ÊÒÁÒÃ¶à»�¹ÅÙ¡¤�Ò
¡Ô¨¡ÒÃãËÁ�ä´�´�ÇÂ) 

2) ¡ÒÃ¢ÂÒÂ¡Ô¨¡ÒÃà¢�ÒÊÙ�¸ØÃ¡Ô¨ãËÁ�äÁ�ÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨
à´ÔÁ (CP àÃÔèÁ¨Ò¡·íÒ¸ØÃ¡Ô¨¡ÒÃà¡ÉµÃ ¨Ò¡¹Ñé¹ä´�·íÒ¸ØÃ¡Ô¨
â·ÃÈÑ¾·� ÅÙ¡¤�Ò·Ñé§ÊÍ§¡ÅØ�ÁáÂ¡¡Ñ¹ÍÂ�Ò§ªÑ´à¨¹ äÁ�ÁÕ
¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñ¹·Ò§¸ØÃ¡Ô )̈� 
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¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹Í§¤�¡Ã
2. ¡ÅÂØ·¸�¡ÒÃ¢ÂÒÂµÑÇ¨Ò¡ÀÒÂã¹µÒÁá¹Ç´Ôè§ (Vertical 

Growth)
¤×Í¡ÒÃà¢�ÒÊÙ�¸ØÃ¡Ô¨ãËÁ�·Õè¨Ðµ�Í§ÁÕ¤ÇÒÁÊÑÁ¾Ñ¹¸�¡Ñº¸ØÃ¡Ô¨à´ÔÁã¹á§�¢Í§¡ÒÃ

à»�¹¼Ù�¨Ñ´ËÒÇÑµ¶Ø´Ôº (Suppliers) ËÃ×ÍÅÙ¡¤�Ò (Customers) 
¢Í§¸ØÃ¡Ô¨à´ÔÁ 
 (Backward Vertical Growth)
 (Forward Vertical Growth)

¡ÒÃ¼ÅÔµÇÑµ¶Ø´Ôº¢Ñé¹µ�¹

¡ÒÃ¼ÅÔµÇÑµ¶Ø´Ôº¢Ñé¹¡ÅÒ§

¡ÒÃ»ÃÐ¡ÍºµÑÇÊÔ¹¤�Ò

¡ÒÃ¨íÒË¹�ÒÂ

¡ÒÃ¢ÒÂÊ�§

¡ÒÃ¢ÒÂ»ÅÕ¡

¸ØÃ¡Ô¨·Õè
ÊÑÁ¾Ñ¹¸�¡Ñº
¸ØÃ¡Ô¨à´ÔÁ

¸ØÃ¡Ô¨·Õè
äÁ�ÊÑÁ¾Ñ¹¸�¡Ñº
¸ØÃ¡Ô¨à´ÔÁ

Horizontal

Ve
rti
ca

l

Backward

Forward

¡ÅÂØ·¸�¡ÒÃ¤§µÑÇ

¶�Ò¡ÒÃ¢ÂÒÂ¡Ô¨¡ÒÃÊ�§¼ÅãË�  Å§·Ø¹ÁÒ¡¡Ç�Ò¡íÒäÃ·Õè¨Ðä´�ÃÑº
à¡Ô´¢Öé¹àÁ×èÍÍ§¤�¡Ã¸ØÃ¡Ô¨à»�¹¼Ù�¹íÒã¹ÍØµÊÒË¡ÃÃÁ áÅÐãª�¡ÅÂØ·¸�

¡ÒÃ¤§µÑÇà¾×èÍËÅÕ¡àÅÕèÂ§¡ÒÃà»�¹ Monopoly (ÀÒÇÐµÅÒ´·ÕèÁÕ¼Ù�¢ÒÂà¾ÕÂ§¼Ù�
à ṌÂÇ)

ã¹Í§¤�¡Ã¢¹Ò´àÅç¡·ÕèÁÕÊÔ¹¤�ÒáÅÐºÃÔ¡ÒÃà©¾ÒÐµÑÇ ãª�¡ÅÂØ·¸�¤§µÑÇ
à¹×èÍ§¨Ò¡µ�Í§¡ÒÃÃÑ¡ÉÒ¤Ø³ÀÒ¾¢Í§ÊÔ¹¤�ÒáÅÐºÃÔ¡ÒÃäÇ�

ÃÑ¡ÉÒÊ¶Ò¹ÀÒ¾à´ÔÁ·ÕèÁÕÍÂÙ�¢Í§Í§¤�¡Ãà¾×èÍÃÍâÍ¡ÒÊáÅÐ¨Ñ§ËÇÐËÃ×Í
Ê¶Ò¹¡ÒÃ³�à©¾ÒÐË¹�Ò·Õè¤Ò´Ç�Ò¨Ðà¡Ô´¢Öé¹¡�Í¹

2. ¡ÅÂØ·¸�¤§µÑÇ (Stability Strategy)

    2.1 ¡ÅÂØ·¸�¡ÒÃÂÑºÂÑé§ ËÃ×Í¡ÒÃ´íÒà¹Ô¹¡ÒÃ´�ÇÂ¤ÇÒÁ
ÃÐÁÑ´ÃÐÇÑ§ (Pause/Proceed with Caution Strategy) 

    2.2 ¡ÅÂØ·¸�¡ÒÃäÁ�à»ÅÕèÂ¹á»Å§ (No Change 
Strategy)

    2.3 ¡ÅÂØ·¸�¡ÒÃ·íÒ¡íÒäÃ (Profit Strategy)
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¡ÅÂØ·¸�ã¹¡ÅØ�Á¹ÕéÁÕäÇ�à¾×èÍ»�Í§¡Ñ¹ Market Share, Mind Share, 
Brand Positioning áÅÐ Profitability ¨Ò¡¡ÒÃ¨Ù�â¨ÁáÅÐª�Ç§ªÔ§
¢Í§¤Ù�á¢�§  

ËÑÇã¨¢Í§¡ÒÃµÑé§ÃÑºÍÂÙ�·ÕèÇ�ÒàÃÒµ�Í§¾ÂÒÂÒÁËÒ¨Ø´Í�Í¹¢Í§àÃÒÍÂÙ�
µÅÍ´àÇÅÒà¾×èÍÊ¡Ñ´ãË�ä´�àÁ×èÍ¶Ù¡â¨ÁµÕËÃ×Í¾ÂÒÂÒÁà»ÅÕèÂ¹ãË�à»�¹¨Ø´
á¢ç§  àÃÕÂ¡Ç�Òà»�¹¡ÒÃ·íÒ Weakness audit 

ËÅÑ¡¡ÒÃÍ×è¹ æ ¡ç¤×Íµ�Í§ÊÍ´Ê�Í§Ç�Ò¤Ù�á¢�§ÃÒÂã´¨�Í§¨Ðâ¨ÁµÕàÃÒº�Ò§
áÅÐàÁ×èÍã´  

¡ÅÂØ·¸�¡ÒÃ¤§µÑÇ
 1. Position Defense µÑé§ÃÑºáººäÁ�à»ÅÕèÂ¹á»Å§ Core Positioning áÅÐ 

Mainstream Strategy à»�¹¡ÒÃÊÃ�Ò§ Entry Barriers ãË�¡Ñº
¼ÅÔµÀÑ³±�áÅÐµÅÒ´à¾×èÍ·íÒãË�¤Ù�á¢ �§ÁÕÍØ»ÊÃÃ¤ÁÒ¡¢Öé¹ã¹¡ÒÃâ¨ÁµÕ¼ÅÔµÀÑ³±�ã¹µÅÒ´ 
·Õè¹ÔÂÁãª�¤×Í CRM (Customer Relationship Management) à¾×èÍãË� à¡Ô´ 
Brand Bonding áÅÐ Brand Relationship ·ÕèàË¹ÕÂÇá¹�¹¡ÑºÅÙ¡¤�ÒªÑé¹´Õ«Öè§ÁÑ¡à»�¹
ª¹¡ÅØ�Á¹�ÍÂ·Õè¡�ÍãË�à¡Ô´ÃÒÂä´�Ê�Ç¹ãË�¢Í§¸ØÃ¡Ô¨ ·Õè¹Ñ¡ÇÔªÒ¡ÒÃÁÑ¡àÃÕÂ¡Ç�Ò 
80/20  Rule ¸ØÃ¡Ô¨ºÒ§ÃÒÂ¶Ö§¡Ñº Ignore ÅÙ¡¤�Ò 80 % àÁ×èÍÅ´ cost ¢Í§¡ÒÃ 
serve ÅÙ¡¤�Ò·ÕèäÁ� Profitable à¾×èÍà¾ÔèÁ Bottom Line â´Âà©¾ÒÐã¹¡ÅØ�Á¸ØÃ¡Ô¨·ÕèÁÕ 
High-Variable Cost Business Model ¹Í¡¨Ò¡ CRM áÅ�ÇÂÑ§ÁÕ Tactics Í×è¹ 
æ àª�¹ ¡ÒÃ¨´ Patent Protection, ¡ÒÃ·íÒ Exclusive Agreements ¡Ñº 

Dealers áÅÐ Channel Members 

¡ÅÂØ·¸�¡ÒÃ¤§µÑÇ

2. Mobile Defense à»�¹¡ÒÃµÑé§ÃÑºáººà»�Òà¤Å×èÍ¹·Õè  ÁÕ¡ÒÃ
à»ÅÕèÂ¹á»Å§ Positioning áÅÐ Strategy ÍÂÙ�µÅÍ´àÇÅÒ·íÒãË�·íÒ
ãË�¤Ù�á¢�§ÂÒ¡ ·Õè¨Ðâ¨ÁµÕä´�ÍÂ�Ò§ÁÕ»ÃÐÊÔ·¸ÔÀÒ¾áÅÐ»ÃÐÊÔ·¸Ô¼Å 
Tactics ·Õè¹ÔÂÁãª�¤×ÍÍÍ¡¼ÅÔµÀÑ³±�ãËÁ�ÍÍ¡ÁÒàÃ×èÍÂ æ 
 ¡ÒÃà»ÅÕèÂ¹µíÒáË¹�§¼ÅÔµÀÑ³±�ãËÁ�

 ¡ÒÃà»ÅÕèÂ¹¡ÅÂØ·¸�¡ÒÃÊ�§àÊÃÔÁ¡ÒÃ¢ÒÂ
 ¡ÒÃà¢�ÒµÅÒ´ãËÁ� (Market Development) 
 ¡ÒÃà»ÅÕèÂ¹¡ÅØ�ÁÅÙ¡¤�Òà»�ÒËÁÒÂ

»ÃÐÊº¤ÇÒÁÊíÒàÃç¨¡çµ�ÍàÁ×èÍÅÑ¡É³Ð¢Í§Í§¤�¡ÃÊÒÁÒÃ¶»ÃÑºà»ÅÕèÂ¹
·ÔÈ·Ò§ä´�àÃçÇáÅÐÁÕ»ÃÐÊÔ·¸ÔÀÒ¾

¡ÅÂØ·¸�¡ÒÃ¤§µÑÇ
3. ¡ÅÂØ·¸� Counter Offensive à»�¹¡ÒÃâµ�µÍºáººÂ�Í¹ÃÍÂà¾×èÍ

Å´ Impact ¨Ò¡¡ÒÃâ¨ÁµÕ¢Í§¤Ù�á¢�§ àª�¹¶�Ò¤Ù�á¢�§ÍÍ¡  New Ad 
Campaign à¾×èÍ claim Ø̈´á¢ç§¢Í§¼ÅÔµÀÑ³±� àÃÒ¡çÍÒ¨¨ÐÍÍ¡ Ad Campaign 
à¾×èÍ claim Ø̈´Í�Í¹¢Í§¼ÅÔµÀÑ³±�¤Ù�á¢�§·ÕèäÁ�¾ºã¹¼ÅÔµÀÑ³±�¢Í§àÃÒ

4. ¡ÅÂØ·¸� Pre-emptive Strike à»�¹½�ÒÂâ¨ÁµÕ¡�Í¹à¹×èÍ§¨Ò¡·ÃÒºÇ�Ò
¤Ù�á¢�§¨Ðâ¨ÁµÕ 

5. ¡ÅÂØ·¸� Flank Position à¹�¹¡ÒÃµÑé§ÃÑºà¾×èÍ»�Í§¡Ñ¹ Market 
Share ¨Ò¡¡ÒÃ¶Ù¡â¨ÁµÕ áººäÁ�à¼ªÔË¹�Ò ¶�ÒËÒ¡µÑé§ÃÑºäÁ�äËÇ¡çãª�¡Å
ÂØ·¸�µÑ´·Í¹

¡ÅÂØ·¸�¡ÒÃ¤§µÑÇ
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´Ã.ÊØÁÒÊ Ç§È�ÊØ¹¾ÃÑµ¹�

µÑÇÍÂ�Ò§¾ÃÃ¤¡ÒÃàÁ×Í§·Õèãª�¡ÅÂØ·¸� Mobile Defense ä´�ÍÂ�Ò§
ÂÍ´àÂÕèÂÁ¤×Í¾ÃÃ¤ä·ÂÃÑ¡ä·Â·ÕèäÁ�ÁÕ¾ÃÃ¤¡ÒÃàÁ×Í§ã´µÒÁä´�·Ñ¹
à¾ÃÒÐÊÒÁÒÃ¶à»ÅÕèÂ¹á»Å§¡ÅÂØ·¸�ä´�ÍÂ�Ò§ÃÇ´àÃçÇÍÂÙ�µÅÍ´àÇÅÒ 
ã¹¢³Ðà´ÕÂÇ¡Ñ¹¡çÂÑ§ÊÒÁÒÃ¶·íÒ Pre-emptive Strike µ�Í¾ÃÃ¤
¡ÒÃàÁ×Í§¤Ù�á¢�§ÍÂ�Ò§¾ÃÃ¤»ÃÐªÒ¸Ô»�µÂ�ä´�ÍÂ�Ò§àË¹×ÍªÑé¹àª�¹¡ÒÃ¨Ñ´
§Ò¹ (·ÕèÅ�ÍáËÅÁ) ÍÂ�Ò§ÃÒ¡Ë�ÒÊÙ�ÃÒ¡á¡�Çã¹¢³Ð·Õè Caravan á¡�
¨¹¢Í§¾ÃÃ¤»ÃÐªÒ¸Ô»�µÂ�¡íÒÅÑ§¨Ðà´Ô¹ÊÒÂâ¨ÁµÕ¹âÂºÒÂÃÒ¡Ë�Ò
¢Í§¾ÃÃ¤ä·ÂÃÑ¡ä·Â·Õè¼Ô´¾ÅÒ´ã¹ÁØÁÁÍ§¢Í§¾ÃÃ¤»ÃÐªÒ¸Ô»�µÂ�
ã¹ÀÒ¤ÍÕÊÒ¹ 

´Ã.ÊØÁÒÊ Ç§È�ÊØ¹¾ÃÑµ¹�

Ê�Ç¹¾ÃÃ¤¡ÒÃàÁ×Í§·Õèà»�¹µÑÇÍÂ�Ò§·Õè´Õ¢Í§ Strategic Withdrawal 
¡ç¤×Í¾ÃÃ¤ªÒµÔ¾Ñ²¹Ò·Õèá·ºäÁ�µ�Í§ºÍ¡àÅÂÇ�ÒÊÒàËµØ·ÕèÂØº¾ÃÃ¤ÃÇÁ
¡Ñº¾ÃÃ¤ä·ÂÃÑ¡ä·Âà»�¹à¾ÃÒÐàËµØ¼Åã´ 

Ê�Ç¹¾ÃÃ¤ªÒµÔä·Â¡çãª�¡ÅÂØ·¸� Position-Defenseä´�´Õã¹á§�·ÕèÇ�Ò
äÁ�à»�¹ÈÑµÃÙ¡Ñºã¤Ã äÁ�·ÐàÅÒÐàºÒÐáÇ�§¡Ñºã¤Ã äÁ�Ç�Òã¤Ãà¤�Ò¨ÐÃºÃÒ
¦�Ò¿�¹¡Ñ¹ÍÂ�Ò§äÃ¾ÃÃ¤ªÒµÔä·ÂÁØ�§ÊÃ�Ò§¤ÇÒÁÊÑÁ¾Ñ¹¸�·Õè´Õ¡Ñº°Ò¹
àÊÕÂ§à´ÔÁ (CRM) áÅÐÃÍ¨Ñ§ËÇÐà¢�ÒÃ�ÇÁÃÑ°ºÒÅàÁ×èÍ Opportunity 
Calls For

¡ÅÂØ·¸�¡ÒÃË´µÑÇËÃ×Í¶´¶ÍÂ 
(Retrenchment Strategy)

àËÁÒÐÊÁ·Õè¨Ð¹íÒÁÒãª�àÁ×èÍ¡ÒÃ´íÒà¹Ô¹§Ò¹ÍÂÙ�ã¹
ÊÀÒÇÐ·ÕèäÁ�¹�Ò¾Ö§¾Íã¨ËÃ×Íà¾×èÍ¤ÇÒÁÍÂÙ�ÃÍ´¢Í§
Í§¤�¡Ã

¡ÅÂØ·¸�¡ÒÃË´µÑÇËÃ×Í¶´¶ÍÂ
 ¡ÅÂØ·¸�¡ÒÃË´µÑÇÁÕËÅÒÂÅÑ¡É³Ð¤×Í 

1. ¡ÒÃ¾ÅÔ¡¿��¹¡Ô¨¡ÒÃ (Turnaround) ¤×Í¡ÒÃ»ÃÑº»ÃØ§
à»ÅÕèÂ¹á»Å§Í§¤�¡ÃãË�ÁÕ»ÃÐÊÔ·¸ÔÀÒ¾ã¹¡ÒÃ´íÒà¹Ô¹§Ò¹·Õè´Õ¢Öé¹ 

2. ºÃÔÉÑ·ã¹ÍÒ³ÑµÔ , ¡ÅÂØ·¸�ºÃÔÉÑ·àªÅÂ (Captive Company)  
ã¹Ë¹Ñ§Ê×ÍäÁ�ÁÕ

3. ¡ÒÃàÅÔ¡¡ÒÃÅ§·Ø¹ (Divestment) 

4. ¡ÒÃ¢ÒÂÊÔ¹·ÃÑ¾Â� (Liquidation) 


