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Ê�Ç¹»ÃÐÊÁ·Ò§¡ÒÃµÅÒ´ 

(Marketing Mix)

4P‘s

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´

SWOT

Internal environment

Product
ÊÔ¹¤�Ò·ÕèÊÒÁÒÃ¶¨Ñºµ�Í§ä´�áÅÐäÁ�ÊÒÁÒÃ¶¨Ñº

µ�Í§ä´� áÅÐÊÒÁÒÃ¶µÍºÊ¹Í§¤ÇÒÁ

µ�Í§¡ÒÃ¨íÒà»�¹¢Í§¼Ù�ºÃÔâÀ¤ä´�

Price ÁÙÅ¤�Ò¢Í§ÊÔ¹¤�ÒáÅÐºÃÔ¡ÒÃ·Õè¼Ù�ºÃÔâÀ¤µ�Í§ �̈ÒÂà¾×èÍ

áÅ¡à»ÅÕèÂ¹ÊÔ¹¤�ÒáÅÐºÃÔ¡ÒÃ

Place ÇÔ¸Õ¡ÒÃ·Õè¨Ð¹íÒÊÔ¹¤�Òä»ÊÙ�Á×Í¼Ù�ºÃÔâÀ¤ÍÂ�Ò§¶Ù¡·Õè ¶Ù¡

àÇÅÒ áÅÐ¶Ù¡»ÃÔÁÒ³

Promotion
¡ÒÃÊ�§àÊÃÔÁ·Ò§¡ÒÃµÅÒ´ã¹á§�¢Í§¡ÒÃÊ×èÍÊÒÃ·ÕèÁÕ

¡ÒÃãª�Ê×èÍÊÒÃÊíÒËÃÑº¢�ÍÁÙÅà¡ÕèÂÇ¡Ñº¼ÅÔµÀÑ³±�â´Â

ÁÕà»�ÒËÁÒÂã¹¡ÒÃÊÃ�Ò§¡ÒÃµÍºÊ¹Í§àªÔ§ºÇ¡

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Ê�Ç¹»ÃÐÊÁ·Ò§¡ÒÃµÅÒ´ 

(Marketing Mix)

4P‘s

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´

SWO

Internal environment

Product

Price

Place

Promotion

Customer/Consumer

Cost

Convenience

Communication

4P’s 4C’s



• Customer/Consumer • Cost

• Communication• Convenience

µÅÒ´

à»�ÒËÁÒÂ

Product

ª×èÍµÃÒÊÔ¹¤�Ò  
¡ÒÃÍÍ¡áºº ¢¹Ò´ ¤Ø³ÅÑ¡É³Ð 
¤ÇÒÁ»ÅÍ´ÀÑÂ 
ºÃÃ Ø̈ÀÑ³±� ¡ÒÃÃÑ¹µÕ Ê�Ç¹»ÃÐ¡Íº

Price

¡ÅÂØ· �̧ã¹¡ÒÃµÑé§ÃÒ¤Ò(µÑé§ÃÒ¤ÒÊÙ§
,µÑé§ÃÒ¤ÒµèíÒ à»�¹µ�¹) 
ÃÒ¤ÒÃ�Ò¹¤�Ò»ÅÕ¡ 
Ê�Ç¹Å´ÃÒ¤Ò/Ê�Ç¹Å´à§Ô¹Ê´ 
µÑé§ÃÒ¤ÒµÒÁÄ Ù́ µÑé§ÃÒ¤Òáµ¡µ�Ò§ 
ÃÒ¤ÒÂ×´ËÂØ�¹

Place or Distribution

ª�Í§·Ò§¡ÒÃ Ñ̈´ í̈ÒË¹�ÒÂáÅÐ¡ÃÐ¨ÒÂ
ÊÔ¹¤�Ò
¡ÒÃµÅÒ´áºº¤ÅÍ´¤ÅØÁ
ª�Í§·Ò§à©¾ÒÐÊÁÒªÔ¡
¡ÒÃ Ñ̈´¡ÒÃÊÔ¹¤�Ò¤§¤ÅÑ§(¤ÅÑ§ÊÔ¹¤�Ò,
¡ÒÃ¢¹Ê�§ ÈÙ¹Â�¡ÃÐ¨ÒÂÊÔ¹¤�Ò)
 ¡ÒÃ¤Çº¤ØÁ¡ÒÃäËÅ¢Í§ÊÔ¹¤�Ò

Promotion

¡ÅÂØ·¸�¡ÒÃÊ�§àÊÃÔÁ·Ò§¡ÒÃµÅÒ´
(¼ÅÑ¡,´Ö§ à»�¹µ�¹) 
¡ÒÃâ¦É³Ò  (AD)
¡ÒÃ¢ÒÂâ´Â¾¹Ñ¡§Ò¹ (PS)
¡ÒÃÊ�§àÊÃÔÁ¡ÒÃ¢ÒÂ  (SP)
¡ÒÃ»ÃÐªÒÊÑÁ¾Ñ¹¸�  (PR)
§º»ÃÐÁÒ³¡ÒÃÊ×èÍÊÒÃ·Ò§¡ÒÃµÅÒ´



ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´

»�¨¨ÑÂÍ×è¹ æ ·Õè
ÊÒÁÒÃ¶¤Çº¤ØÁä´�

(Controllabel
Factors)

SWO

Internal environment

• ¡ÒÃà§Ô¹/¡ÒÃºÑ­ªÕ (Finance&Accounting)

• ¡ÒÃ¼ÅÔµ (Manufacturing)

• ¡ÒÃµÅÒ´ (Marketing)

• ¡ÒÃÇÔ¨ÑÂáÅÐ¾Ñ²¹Ò (R&D)

• ¡ÒÃ¨Ñ´«×éÍ (Purchasing)

• ÀÒ¾ÅÑ¡É³� (Image)

• ·ÃÑ¾ÂÒ¡ÃÁ¹ØÉÂ� (Human Resources)

• ·íÒàÅ·ÕèµÑé§ (Location)

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Microenvironment

Publics

Competitors

Suppliers company Marketing 
Intermediaries

Customers

five forces model ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



¼Ù�¢ÒÂ»�̈ ¨ÑÂ¡ÒÃ¼ÅÔµËÃ×ÍÇÑµ¶Ǿ Ôº (Suppliers)

Microenvironment

¼Ù�à»�¹à �̈Ò¢Í§»�¨ Ñ̈Â¡ÒÃ¼ÅÔµËÃ×Í¼Ù�¹íÒÊ�§·ÃÑ¾ÂÒ¡Ã

·ÕèÁÕ¤ÇÒÁàËÁÒÐ¡ÑºµÑÇÊÔ¹¤�ÒËÃ×ÍºÃÔ¡ÒÃ·Ñé§´�Ò¹

ÃÒ¤Ò ¤Ø³ÀÒ¾ ÃÇÁ¶Ö§¤ÇÒÁÊÒÁÒÃ¶ã¹¡ÒÃ Ñ̈´ËÒ

»�¨ Ñ̈Â¡ÒÃ¼ÅÔµÍ×è¹æ ·Õèà¡ÕèÂÇ¢�Í§

MicroenvironmentÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Microenvironment

ºØ¤¤ÅËÃ×ÍË¹�ÇÂ§Ò¹ËÃ×Í Ø̧Ã¡Ô¨·íÒË¹�Ò·ÕèËÒÅÙ¡¤�Ò 

à¤Å×èÍ¹Â�ÒÂÊÔ¹¤�Òä»ÊÙ�Á×Í¼Ù�ºÃÔâÀ¤ ¤¹¡ÅÒ§

»ÃÐ¡Íº´�ÇÂ ¾�Í¤�Ò¤¹¡ÅÒ§ µÑÇá·¹ Ø̧Ã¡Ô¨

Ë¹�Ò·Õè¡ÃÐ¨ÒÂÊÔ¹¤�Ò Ø̧Ã¡Ô¨ÍíÒ¹ÇÂ¤ÇÒÁÊÐ´Ç¡·Ò§

¡ÒÃµÅÒ´ áÅÐ Ø̧Ã¡Ô¨·Ò§¡ÒÃà§Ô¹(Ê¶ÒºÑ¹¡ÒÃà§Ô¹)

¤¹¡ÅÒ§·Ò§¡ÒÃµÅÒ´ (Marketing Intermediaries)

MicroenvironmentÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Microenvironment

 ¡ÅØ�Á¤¹·ÕèÁÕ¤ÇÒÁ¨íÒà»�¹ ¤ÇÒÁµ�Í§¡ÒÃ ÁÕÍíÒ¹Ò¨«×éÍáÅÐ

¤ÇÒÁ¾Íã¨·Õè¨Ð«×éÍ¼ÅÔµÀÑ³±�¢Í§Í§¤�¡Ã

 «Öè§¹Ñ¡¡ÒÃµÅÒ´¨Ðµ�Í§ÁÕ¡ÒÃµÍºÊ¹Í§¤ÇÒÁµ�Í§¡ÒÃ¢Í§

ÅÙ¡¤�Òã¹µÅÒ´à»�ÒËÁÒÂ «Öè§µÅÒ´à»�ÒËÁÒÂ µÅÒ´ÃÑ°ºÒÅ 

(Government markets) áÅÐµÅÒ´ËÃ×ÍµÅÒ´ÅÙ¡¤�Ò 

(Customers markets) µÅÒ´¼Ù�«×éÍä»¢ÒÂµ�Í(Reseller 

markets)µ�Ò§»ÃÐà·È (International markets)

ÅÙ¡¤�Ò (Customers) ËÃ×ÍµÅÒ´

MicroenvironmentÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



ÊÒ¸ÒÃ³ª¹/ªØÁª¹ (Publics)

Microenvironment

¡ÅØ�Á¤¹ËÃ×ÍË¹�ÇÂ§Ò¹·ÕèÊ�§¼Å¡ÃÐ·ºËÃ×ÍÁÕÍÔ·¸Ô¾Å

µ�Í¡ÒÃ·íÒ§Ò¹¢Í§Í§¤�¡Ã ä´�á¡� Ê×èÍÁÇÅª¹ ªØÁª¹

ã¹·�Í§¶Ôè¹ ªØÁª¹·ÑèÇä» Ë¹�ÇÂ§Ò¹ÃÑ°ºÒÅ ¡ÅØ�Á

Í¹ØÃÑ¡É�ÊÔè§áÇ´Å�ÍÁ ¼Ù�¶×ÍËØ�¹ à»�¹µ�¹

MicroenvironmentÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Microenvironment

Í§¤�¡Ã·Õè¨Ð»ÃÐÊº¤ÇÒÁÊíÒàÃç¨áÅÐÊÒÁÒÃ¶µÍºÊ¹Í§

¤ÇÒÁµ�Í§¡ÒÃáÅÐÊÃ�Ò§¤ÇÒÁ¾Ö§¾Íã¨·ÕèàË¹×Í¡Ç�Ò¤Ù�

á¢�§¢Ñ¹ ´Ñ§¹Ñé¹Í§¤�¡Ã¨íÒà»�¹µ�Í§ÇÔà¤ÃÒÐË�Ç�Òã¤Ã¤×Í

¤Ù�á¢�§ ¨Ø´Í�Í¹ ¨Ø´á¢ç§ ¢Í§¤Ù�á¢�§¢Ñ¹à»�¹ÍÂ�Ò§äÃ 

»ÃÐàÀ·¢Í§¤Ù�á¢�§¢Ñ¹ÁÕ 2 »ÃÐàÀ·¤×Í

• ¤Ù�á¢�§¢Ñ¹·Ò§µÃ§

• ¤Ù�á¢�§¢Ñ¹·Ò§Í�ÍÁ

¤Ù�á¢�§¢Ñ¹ (Competitors) 

MicroenvironmentÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Microenvironment

ÃÐ´Ñº¡ÒÃá¢�§¢Ñ¹

ÃÐËÇ�Ò§¸ØÃ¡Ô̈ à´ÔÁ 

(Competitive 

Rivalry within 

an Industry)

ÍØ»ÊÃÃ¤¨Ò¡¤Ù�á¢�§¢Ñ¹ÃÒÂãËÁ� 

(Threat of New 

Entrants)

ÍíÒ¹Ò¨µ�ÍÃÍ§¢Í§ÅÙ¡¤�Ò 

(Bargaining Power of 

Customers)

ÍØ»ÊÃÃ¤¢Í§ÊÔ¹¤�Ò·Õèãª�·´á·¹ 

(Threat of Substitute 

Product)

ÍíÒ¹Ò¨µ�ÍÃÍ§¢Í§¼Ù�¢ÒÂÇÑµ¶Ǿ Ôº

(Bargaining Power of 

Suppliers)

The five forces model of competitive by Michael E. Porter

ÊÀÒ¾áÇ´Å�ÍÁ·Ò§¡ÒÃá¢�§¢Ñ¹ 

(Competitive 

environment)

ikkkkk
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MacroenvironmentÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



ÊÔè§áÇ´Å�ÍÁÁËÀÒ¤ 
(Macroenvironment)

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´

Social&Cultural

Nature

Economic

Political&Legal

Technological

Demographic

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Macroenvironment

Macroenvironment

»ÃÐªÒ¡ÃÈÒÊµÃ�

•â¤Ã§ÊÃ�Ò§ÍÒÂØ 
•¡ÒÃà»ÅÕèÂ¹á»Å§
ÃÙ»áºº¤ÃÍº¤ÃÑÇ 

•àª×éÍªÒµÔ 
•ÃÙ»áºº¡ÒÃ í́ÒÃ§ªÕÇÔµ

•¡ÒÃÈÖ¡ÉÒ 
•¡ÒÃà»ÅÕèÂ¹á»Å§·Ò§
ÀÙÁÔÈÒÊµÃ�¢Í§»ÃÐªÒ¡Ã

ÊÔè§áÇ´Å�ÍÁ·Ò§àÈÃÉ°¡Ô̈  

•ÃÒÂä �́ 

•¡ÒÃÍÍÁ 
•ÃÒ¤Ò 
•ÀÒÇÐË¹ÕéÊÔ¹
•¤ÇÒÁÊÒÁÒÃ¶ã¹¡ÒÃËÒ
ÊÔ¹àª×èÍ áÅÐÅÑ¡É³Ð

¡ÒÃãª� �̈ÒÂ¢Í§

•¹âÂºÒÂ¢Í§ÃÑ°ºÒÅ 
¡ÒÃà§Ô¹¡ÒÃ¤ÅÑ§ 

¡®ËÁÒÂ Ø̧Ã¡Ô¨ 

•¡®ËÁÒÂ¤Ø�Á¤ÃÍ§
¼Ù�ºÃÔâÀ¤ 

•¡®ËÁÒÂ¤Ø�Á¤ÃÍ§ÊÑ§¤Á
Ê�Ç¹ãË­�

¡ÒÃàÁ×Í§áÅÐ¡®ËÁÒÂ 

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



Macroenvironment
Century Generation Sub-Generations Time

Table

20
th
 c
en

tu
ry

Greatest

Generation

G.I. Generation 1901 -1924 ¡ÅØ�Á¤¹·Õèà»�¹¡íÒÅÑ§¢Í§Ê§¤ÃÒÁâÅ¡¤ÃÑé§·Õè 2 

àÈÃÉ°¡Ô¨µ¡µèíÒ ÁÕ¼Ù�Ë­Ô§ÁÒ¡Ç�Ò¼Ù�ªÒÂ

Silent Generation 1925 -1945 ¡ÅØ�Á¤¹ÂØ¤Ê§¤ÃÒÁâÅ¡¤ÃÑé§·Õè 2 ¤¹äÁ�¹ÔÂÁÁÕºØµÃ

Baby Boomers

(Gen B)

Boom Generation /

Hippie

1946 -1964 ÃØ�¹·ÕèÁÕà ḉ¡à¡Ô´ÁÒ¡æ 

Generation X Baby Busters 1965 -1980 Lost Generation à»�¹ÂØ¤·ÕèÍÑµÃÒ¡ÒÃà¡Ô´ÁÕµèíÒ

MTV Generation /

Boomerang

Generation

1975 -1985 à»�¹ª�Ç§·ÕèÍÂÙ�ÃÐËÇ�Ò§ Gen X áÅÐ Gen Y 

àµÔºâµÁÒ¡Ñº pop culture àËç¹¤ÇÒÁáµ¡µ�Ò§

ÃÐËÇ�Ò§à·¤â¹âÅÂÕ analog ¡Ñº digital 

Generation Y Echo Boom

(Generation McGuire)

1978 -1990 ¤¹ÂØ¤ÈµÇÃÃµãËÁ� Millennials ÁÕªÕÇÔµ¤ÇÒÁ

à»�¹ÍÂÙ�¡Ñºà·¤â¹âÅÂÕ  â·ÃÈÑ¾·�Á×Í¶×Í MP3  ÁÕ

ÇÑ²¹¸ÃÃÁáºº Teen pop 

21
st

ce
n
tu

ry Generation 

Z/Internet/ 

Always on/teens

New Silent

Generation

1995 -2007 iGeneration ËÃ×Í internet generation 

à ḉ¡ Gen Z à¡Ô´ÁÒã¹ÊÑ§¤Á·Õè¤ÇÒÁà·�Òà·ÕÂÁ·Ò§

à¾È

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´»ÃÐªÒ¡ÃÈÒÊµÃ�



Macroenvironment

Macroenvironment

¸ÃÃÁªÒµÔ ÊÑ§¤ÁáÅÐÇÑ²¹¸ÃÃÁ à·¤â¹âÅÂÕ 

•¡ÒÃµÔ´µÒÁá¹Çâ¹�Á
¡ÒÃà»ÅÕèÂ¹á»Å§

à·¤â¹âÅÂÕ 

•ÁÕ¡ÒÃ¡ÃÐµØ�¹¤Ô´¤�¹
à¾×èÍãË�à¡Ô´¹ÇÑµ¡ÃÃÁ

ãËÁ� æ

Ố¹ ¹éíÒ ÍÒ¡ÒÈ 

ÇÑµ¶Ø Ốº ¤ÇÒÁàÊ×èÍÁ

â·ÃÁ ¡ÒÃ¢Ò´á¤Å¹

µ�¹·Ø¹¾ÅÑ§§Ò¹·Õèà¾ÔèÁ

ÊÙ§¢Öé¹ ÃÐ Ñ́ºÁÅÀÒÇÐ

à¾ÔèÁÊÙ§¢Öé¹ ¡ÒÃ»ÅÕèÂ¹

á»Å§º·ºÒ·¢Í§

ÃÑ°ºÒÅ

¤ÇÒÁàª×èÍ ¤�Ò¹ÔÂÁ áÅÐ

ºÃÃ·Ñ´°Ò¹

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



¡ÒÃÇÔà¤ÃÒÐË�ÊÀÒ¾áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´áÅÐSWOT (SWOT Analysis)

¨Ǿ á¢ç§ (S:Strengths)

W

¨Ǿ Í�Í¹(W:Weaknesses) 

S

O T
âÍ¡ÒÊ 

(O:Opputunities)

ÍØ»ÊÃÃ¤ (T: Threats) 



»�̈ ¨ÑÂÀÒÂã¹Í§¤�¡Ã Internal factors External factors»�̈ ¨ÑÂÀÒÂ¹Í¡Í§¤�¡Ã External factors

¡ÒÃÇÔà¤ÃÒÐË�ÊÀÒ¾áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´áÅÐ SWOT (SWOT 

Analysis)

¨Ǿ á¢ç§

(S:Strengths)

¨Ǿ Í�Í¹

(W:Weaknesses) 

âÍ¡ÒÊ

(O:Opputunities)

ÍØ»ÊÃÃ¤ 

(T: Threats) 

ÊÔè§áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´



• ¾¹Ñ¡§Ò¹ÁÕ·Ñ¡ÉÐáÅÐ¤ÇÒÁàªÕèÂÇªÒ­ã¹¡ÒÃ·íÒ§Ò¹ 

• ÁÕ Empowerment ¤×Í ÁÕ¡ÒÃÁÍºÍíÒ¹Ò¨¡ÒÃµÑ´ÊÔ¹ã¨ãË�¾¹Ñ¡§Ò¹ã¹¡ÒÃ

» Ô̄ºÑµÔ§Ò¹ã¹ÃÐ´ÑºË¹Öè§ ·íÒãË�¾¹Ñ¡§Ò¹ÁÕ¤ÇÒÁ¤Å�Í§µÑÇã¹¡ÒÃ» Ô̄ºÑµÔ§Ò¹ 

• ÃÐºº¡ÒÃªíÒÃÐà§Ô¹à»�¹¡ÒÃ¤ÕÂ�ÃÐÃËÑÊÊÔ¹¤�Ò äÁ�ÁÕ¡ÒÃ¹íÒÃÐºº Barcode ÁÒãª� 

«Öè§·íÒãË�àÊÕÂàÇÅÒã¹¡ÒÃ¤ÕÂ�¢�ÍÁÙÅ áÅÐÍÒ¨¢�Í¼Ô´¾ÅÒ´ä´�

• ÃÊªÒµÔáÅÐ¤Ø³ÀÒ¾¢Í§ÊÔ¹¤�Òà»�¹·ÕèÂÍÁÃÑºâ´Â·ÑèÇä» 

• ¾º»�­ËÒã¹´�Ò¹¾¹Ñ¡§Ò¹ ·Õè¢Ò´Á¹ØÉÂÊÑÁ¾Ñ¹¸�¡ÑºÅÙ¡¤�Ò 

• ¤ÇÒÁÁÕª×èÍàÊÕÂ§¢Í§µÃÒÊÔ¹¤�Ò(ÂÕèË�Í) S & P ·íÒãË�ÊÔ¹¤�Òà»�¹·ÕèÂÍÁÃÑº 

• äÁ�·ÃÒº¤ÇÒÁ¾Ö§¾Íã¨¢Í§ÅÙ¡¤�Ò (customer feedback) ËÃ×ÍÊÔè§·ÕèÅÙ¡¤�Ò

µ�Í§¡ÒÃ 

• ¡ÒÃÁÕºÃÃ¨ØÀÑ³±�ÊÇÂ§ÒÁ ÊÒÁÒÃ¶´Ö§´Ù´ã¨ÅÙ¡¤�Ò 

• µíÒáË¹�§Ã�Ò¹ÍÂÙ�ã¹·íÒàÅ·Õè´Õ (ÍÂÙ�´�Ò¹Ë¹�ÒÃ�Ò¹áÃ¡) ÅÙ¡¤�ÒÁÒãª�ºÃÔ¡ÒÃä´�ÊÐ´Ç¡ 

• ÁÕ»�­ËÒã¹¢Ñé¹µÍ¹¡ÒÃ·íÒ¡Òá¿·Õè¤�Í¹¢�Ò§ãª�àÇÅÒ¾ÍÊÁ¤ÇÃ ·íÒãË�ÅÙ¡¤�ÒÃÍ¹Ò¹ 

¡ÒÃÇÔà¤ÃÒÐË�ÊÀÒ¾áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´áÅÐ SWOT (SWOT Analysis)



¡ÒÃÇÔà¤ÃÒÐË�ÊÀÒ¾áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´áÅÐ SWOT (SWOT Analysis)

• ÊÀÒÇÐ·Ò§àÈÃÉ°¡Ô¨¡íÒÅÑ§àÃÔèÁ¿��¹µÑÇ¨Ò¡»�·Õè¼�Ò¹æ â´ÂÁÕÍÑµÃÒ¡ÒÃàµÔºâµ·ÕèäÁ�ÊÙ§ÁÒ¡¹Ñ¡ áµ�¡ç¨Ñ́

ä´�Ç�Ò»ÃÐªÒ¡ÃÁÕ¡ÒÃãª�¨�ÒÂÁÒ¡¢Öé¹ ¨Ö§à»�¹âÍ¡ÒÊã¹¡ÒÃã¹¡ÒÃ¢ÒÂÊÔ¹¤�Òä´�ÁÒ¡¢Öé¹´�ÇÂ

• ¤Ù�á¢�§¢Ñ¹ÁÕÊÔ¹¤�Ò·ÕèËÅÒ¡ËÅÒÂáÅÐÊÒÁÒÃ¶µÍºÊ¹Í§µ�Í¤ÇÒÁµ�Í§¡ÒÃ¢Í§¼Ù�ºÃÔâÀ¤·ÕèËÅÒ¡ËÅÒÂ·íÒ

ãË�¤Ù�á¢�§ÊÒÁÒÃ¶áÂ�§Ê�Ç¹áº�§¢Í§¡ÅØ�ÁÅÙ¡¤�Ò¨Ò¡Ã�Ò¹S & P àºà¡ÍÃÕè ªçÍ¾ ä´�¾ÍÊÁ¤ÇÃ

• ¨Ò¡¡ÒÃ·Õèà·¤â¹âÅÂÕÁÕ¡ÒÃ¾Ñ²¹ÒáÅÐ¡�ÒÇË¹�ÒÁÒ¡¢Öé¹ Ê�§¼ÅãË�¡ÃÐºÇ¹¡ÒÃ¼ÅÔµÊÔ¹¤�ÒÁÕ

»ÃÐÊÔ·¸ÔÀÒ¾ÁÒ¡¢Öé¹ÃÇÁ¶Ö§à»�¹»ÃÐâÂª¹�µ�Í¡ÒÃÇÔ¨ÑÂáÅÐ¾Ñ²¹ÒÊÔ¹¤�ÒãËÁ�æ 

• ¡ÃÐáÊ¡ÒÃÃ³Ã§¤�ãË�ºÃÔâÀ¤ÊÔ¹¤�Òä·Â ÀÒÂãµ� ¤íÒ¢ÇÑ­ “ ä·Â·íÒä·Âãª�ä·Âà¨ÃÔ­ ” à»�¹¡ÒÃ

ª�ÇÂÊ�§àÊÃÔÁ¡ÒÃºÃÔâÀ¤¢Í§»ÃÐªÒª¹ãË�ËÑ¹ÁÒãª�ÊÔ¹¤�ÒÀÒÂã¹»ÃÐà·È Ê�§¼Å´Õµ�ÍÃ�Ò¹ S & P 

«Öè§à»�¹Ã�Ò¹àºà¡ÍÃÕè¢Í§¤¹ä·Â

• ¡ÒÃºÃÔâÀ¤ÊÔ¹¤�Ò¢Í§»ÃÐªÒª¹ã¹»�¨¨ØºÑ¹ ¨ÐÁÕ¡ÒÃãÊ�ã¨µ�ÍÊØ¢ÀÒ¾¡Ñ¹¤�Í¹¢�Ò§ÁÒ¡ ¨ÐÁÕ¡ÒÃàÅ×Í¡

«×éÍÊÔ¹¤�Ò·Õè´ÕáÅÐÁÕ»ÃÐâÂª¹� ÃÇÁ·Ñé§¡ÒÃºÃÔâÀ¤¢Í§¡ÅØ�ÁÇÑÂÃØ�¹¨Ð¹ÔÂÁºÃÔâÀ¤ÊÔ¹¤�Ò·ÕèÁÕá¤ÃÍÃÕèµèíÒ 

à¾ÃÒÐäÁ�µ�Í§¡ÒÃÁÕ¹éíÒË¹Ñ¡·ÕèÁÒ¡à¡Ô¹ä» ËÃ×ÍäÁ�µ�Í§¡ÒÃÍ�Ç¹¹Ñé¹àÍ§ «Öè§¨Ò¡ÊÀÒÇÐ¡ÒÃ´Ñ§¡Å�ÒÇ

Ê�§¼Åµ�ÍÊÔ¹¤�Òàºà¡ÍÃÕè¢Í§Ã�Ò¹S & P à¹×èÍ§¨Ò¡ÊÔ¹¤�Ò¨íÒ¾Ç¡àºà¡ÍÃÕèàËÅ�Ò¹ÕéÁÕ»ÃÔÁÒ³á¤ÃÍÃÕè

¤�Í¹¢�Ò§ÊÙ§ áÅÐ¼Ù�ºÃÔâÀ¤¨Ð«×éÍã¹»ÃÔÁÒ³äÁ�ÁÒ¡ à¾ÃÒÐ¡ÅÑÇÍ�Ç¹ 
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