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1A59n19 Apollo U189 NASA

“To put a man on the moon before the

Soviets”
Canon Corporation

“To beat Xerox”
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Toyota:
“To become a second Ford:

a leader in automotive innovation”
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NEC Corporation:

“ To achieve convergence
between “Computing and

Communication”
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Coca-Cola:

“To put a “COKE” within arm’s reach

of every consumer in the World”

Komatsu: “To encircle Caterpillar’
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Smart Principle

S = SENSIBLE&SPECIFIC (1flull1s tazdmia)
M = MEASURABLE (21817097 191)

A = ATTAINABLE&ASSIGNABLE
(UTTQHA LA uaz ANITDNALITNNLLA)

R=REASONABLE&REALISTIC(ague s uaziiluada)

T =TIME AVAILABLE (AN39D9i0a17iag)
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8. How do we know if we are on track?
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PEST ANALYSIS
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E = Economics zﬁmwmﬂmmgﬁ@ﬁ"qiﬂ
S = Sociocultural ANANLATIMURITN

T = Technology An&NI3g
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NULAA28n19AILUUIIU LAETLULAT

AULNALUNITAANIST LNDAARASTTNSTNEINS
LUAIULINENTEUIUNITANUUINUATURAN 9)
YRINANIS
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X

aLﬂi’]ﬁ;{ﬂ%‘%U’Juﬂ’]‘JLLﬂ%ﬁgUU AALUUSA

N9EUIUNNTUANATNANL LA LN

N.ANUNIIWENUINITNAR AUAVTALFNNT

(product development process)

1. ATUAINNABINNIUANGNAIUTANIAAIP

(demand management process)

A.ANLNNTLINTTYNAN

(order fulfillment process)

04/10/2005 STRATEGIC THINKING BY P.PRIYAKORN

58



chain SEULUNSNENNS chain
(AW TBNA V1)

N5=UIUNITWRIRINA B AN

N9ZUIUNITAANITNINNITAAA

NSZUIUNSLUNIT LURLS NG
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a a [ 1
16N15UTLLHURALILNLASAN DAY

N e linisissuiuliladinensatngy aseil
ABNA7LATALATI

1. AHNFANUTAANTNNDLNENTRINTNENN AU
RN (FTUUAL, FLULNUUALTTARENTALHINY,
TTUUANTAULNA)

04/10/2005 STRATEGIC THINKING BY P.PRIYAKORN 60



a a\ (] I
281552 UAALTIILAZANB DY

2. mmmummmﬁmm?w%"wmﬂﬂ%umﬁmmﬁ?
TUNNAZIULBENEAAENIN ¥FAN1TADEINIAN
AR 178 Balanced Scorecard 284 Robert S.
Kaplan and David P. Norton
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NN9LUNNAZLLUALININAALNN

(Balanced Scorecard)

B LUANNAARTEIENN9TANANNIATELN WA NN
4 AN (the 4 perspectives) Af
v a . . :

1. AN (Financial perspective)

2\ 5ﬂu@ﬂﬁﬂ (Customer perspective)

3. ATUNTZUAUNT7AY 1Y (Internal process)

4. fnunsEauilaziAula(Learning and growth)
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N15L9U

nsUjumnis

WENUIRIANIS
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NAANLANYNILATHF A
n1g9innnls
n15LAULA
NAANUNANIT
$1AYNNIN

13N1999AL59N97

NISWRIUINITHAB

N19AANITATUARIA

n1sUSN1TNAT

N5 bgn19zen
= o
N1SLFEUS L URIANIS

ANssauz lun1sUsumna

SIRAIE!

BALANCED
SCORECARD
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s a (] I
ussNAFIUlUN1sUsTINNAALS / anEau

Q/

dl v ) < I =
2 e linsdssiiugaudeqanaauilnny  dn

= a\ a o
SQRR! WJ?Nﬂ’W?Lﬂ?‘EI‘LILV]EI‘LIﬂ"m’]'j“?J@\‘iLﬁ"m‘LI
1 U??ﬁﬂﬁﬂuﬁﬂ@\‘lﬁ@ﬂ’]? (Industry norms)

2. 13¥9mnang

3. NAN199410 (Benchmarks)
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N15AAVINAITNATUAALAILASAADDUARIBIANS

(~4 =\
sz iauUNaIsTTUN

[~
AR

qmdau

1. S2ULNSNYINS
5211UAY

sEUUNULATLARENIg
ALY

FEUUAVTAULNA

2. NNFEU
WAL
Anls
\ALle
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1lsziauUNaNsTTUN

©
ARULUY

ANDDU

3. AHUNINA laaaIgnAl
AIUAUNTIN
AIUTIAIYNNT
AINFIALFILUNITLENNS

4. NFEUIUNITIANG
NISHAR
N1SAAIA
N15USNS

5. MIWAUIRIANS
ANTTOUSUATNIEHUN
N5I3aus luaIANIS

nisUsumanunalulag




nnsaniin SWOT MATRIX

& 1NHNANITILATIZHRNTNLIARAL

n. N18UAN: l@nN14 / 1a’Nne
5-10 19019

. A8k AW / 9paau
5-10 3181019

A. ANNRU LHAIADIADIUNITOL (Scenario
planning)¥saSWOT Matrix fasia 11T
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nglu

QAL ABY
ngUan
(Strengths) WWEELGEREES)
Tana
(Opportunities)

-ZZ-E:U:ZZ

(Threats) 1 i
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AUz Nall

’ﬂ’]ﬂﬂ?‘“ﬂﬂﬁ] Balanced Scorecard 37
muumn@ﬂ‘wﬁmumq “1an TR

M A AT IN153INaaIdDIUNS Ol
AINFA1918 SWOT Matrix: §n g 15w
A2 DAY DAL

AILUAIBNANNALVNIEATUFINN ] AD
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NALNEUBIBIANITANUEINN ]

B ANUNISAATESULUNTNENNS:
AITUTTLUAY FEULNULASTAREN1TAL LY

ATUSZULRATAULNA

B ATUNISIRUNTANANITWRIUN:
NISATNYAAILNN N159I11S UFAASIINS
ABNSU NIFHTNANNLAULA Wsa3 N5 e

Ug=Teimil
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NALVNEUDIBIANITATUBFN
B A URNATUTANSLLSNNS:
Yo a Y o a Ao & :
lASURUAIUTALETNISNANTT gNNTT 159N97
B ATUNTSLIUNNS:

WEIUINITHAR WEIUINITHRTA LAZNEIUING
115n15

%4 o

B AUAIANIS:
WERIWINNIZHUN WRIUINSIFUS bURIANIS
WeIUIANSTAUE I UNI5US LAY
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UndgdaanpEas SWOT Matrix

B 315151519 SWOT Matrix a2WL2AIH
NALNENEIAIAD

1. gnlilan93i: SO Strategies

nisusuniauan: ST Strategies

NNSWENRINNELY: WO Strategies

S G A

nngusulRsuniglu: WT Strategies
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Y

UDRINFLNLINLUNALIGHN ]

. N159N :
NENWIEAR N DN
WENUINITARALASAE]
WENUINISUSNISANAY

. nsusunguan:

NNSASIIANNANNBENANLU Suppliers

Vv Vv B VY VYV Vv 2

NISASINAUSNATAL AL L UL
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TaRANANLINUNARLNEFAN 7
A. NITWENUINNE L :

VEUINSWENNTNY HEAIANITITEUS
ARLUATWRIUIADNN
WAILNSZULNNSUSMsINan91d Reuuilag

3. masudasunalu:

N19AMATZULU Inventory

NISARAUYIU

n1sdsuiganszuaunns
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N15L9U

nsUjumnis

WENUIRIANIS
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NAALNNIRY AL
WBNnls
1@ kA ldAUNSWe
TaguAImNIN
szuamanan

V7N Y @ 1
1aduAILTININ

PWEIUINITHA B

NERIUINITAAFIR WA

LNNAIATINITUSNNS

SIRAIE!

19l pany
WNNNISITRUS

ANIS bhans

BALANCED
SCORECARD

VAS)



navuANAaeNgLAe g Balanced Scorecard

1. AIUNIFIY : 2. AUANAT:
vV @5 19NAALN v lpaasnng
v ihunanils v 1lszusinnd

v e laldgunsng v lnaaddanan
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ﬁ’muﬂﬂ@qmﬁmﬂ% Balanced Scorecard

3. AIUNTZUIUNIG © 4. ATUNBIUIDIANIS:
v oWamsean v iiumsisaug
v Wanangdsdum v ansldans

v Wauan1susnis v i ldanany
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ﬂ@ﬂqméuﬁ/ﬂ (Grand Strategies)

N nasmgiinvualasdusIssEAUEs

n. gnUI19911 AALNAY 95a RFINIAI

\ofox
Y&\

)

9. LUUGINALANWTANTSANLFINA

A. lEAINAINAISANIL U5

SANHNANUGISNARY ]
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nasLaUlpaanaae L

6 a M WRIUINARNNUNLAN (focus)
{?j 9. INNANENIWIUNISLIANZAANA

{( (niche market)

A. LAUBNARNN T LAN

(development & differentiation)
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N.N1999NG9NA (integration)

([~ -V =\
8B NLUIURY  LUUNUENS
(strategic alliance)NUIAL24

8 mauuaRe: 5989 (joint venture)
%158 99NNAN15 (merger)Nil
HAAATUUIE HAAUT WHAR
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N15LAULARINNIYUAN

€. n'iz:mﬁlh;ﬁ‘ﬁ@ (Diversification)
Inan1sdananis (take over)
(1) anEULAYINI (concentric)

(2) ﬂﬁzm‘wﬁus} (conglomerate)
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N155NEILADLTNIN

I

dorunisunaldlunnanm
Lauuuauga

Lﬁﬁug'ﬁwmem

9/ a = 3 o
ASlENALNELANINDLNLLNEINE
1|s£Tai93i(Harvesting)
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NAsAY95SULASNIS A nAs

1tlu NsanauInad (downsizing)

wsa nN151UmnNanas (closing down)
B ansaana (cut back)

. ﬁuﬂuﬁ@ﬂﬁﬁ (turnaround)

B ann15a9nu (divestment)

B 3nnans (liquidation)
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UNUEHFIEAUNAIN IINNALNG

n. snE#AN Latdsaulunisalg
AY AIYNS

O WauRaaAMN
(3 ¥ o %
O duginlunisaruanauny

a (3 a
u LWNﬂ')’]N%")ﬂL‘J’JOlUﬂ’]ﬁ“Uﬁ‘ﬂ’]%‘
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UNUTUITTEAUNAN TNNAYNS

%, NASAIARKAARULAFNAINAG
AR (segmentation)

LIMass market
LINiche market

A. LINR9ANASTAFANAS ARG

(Market lite cycle)
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NNPUANAITULASSILASLALR

B UNUSUITSEAUNRINLASSTZ AU LI

NAIBLAZSILAZLDUAUD
B 97415231 ( normal tasks)

B UlASINTS (projects)
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NANSUILUIARAIAE
7S Framework

Strategy
Structure
Systems

Style

Staff

Shared Values
Skills

N o o M o Db =
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McKinsey

The @ 7S Framework
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The 7 S Framework

H Strategy:

NALNEATURIN JNNIRBATBAILANNTALAW
danAaaddnIunIsi drxngaualdidfisale

B Structure:

ARUALUININNIFTU LY NI5HLEIY BI1UIA
RUINLAZANNTUNATAUTDINNINY
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The 7 S Framework

B Systems:

04/10/2005

NISAMUUANTSLIUNITTINNTULAREATY LAL
N15LTANLLINTEUIUNITTEUINNGNIY

Style:

N15USULURIULUIRAALAZLLUINIG LUAIS
o Q v Go -4
IR aInNg el tlulal AINNALNS
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The 7 S Framework

B Staff:

('Y (- U 1 al o [~ 33
NIWRIRINENU LUATUATE NANTTU FIHN
U (.Y o (~{ P
NISASININAG LUNISNI R L UN N

B Skills:

a Y @ Y P I~
NIFLANNNUANNIWAZINEZIRNIZATUNAzLT Y
Us=laginan1sn1a 1wl unNUsaNsua
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The 7 S Framework

B Shared values:

> NFASINANNENTINUDIBIANITRAZTNUNIY
= a = o
TraginiaanunsuaTINag NGl usITe

> NFEUIUNITRTTARSINANLENTINAY AELLUI
NN9N155UTIANAIAYa UL bE NSRS IINAT
AYIHNFINND
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