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WANAIUNLBARYITY WITNIUABIHAIINAINNTD ANAUARTIAAINITANDUAUDIADYNAN
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2.4 M3 aAseilentd (SWOT analysis)

SWOT 1Jugeu1a1ne1I strengths, weaknesses, opportunities uag threats
lae strengths Ao 9auds muneds Auausawasaniuntsainiglussdnsmiuuan
Feosrnshultidudslenilunsinuiioussaingusyass wienunefis nsaniivau

= I o M el
aglufiosrnsvilan
weaknesses  fo yngau nued anunmsalniglussdnsiiluavuasien
: & 1 ° 2 ° = «
AEN1e FeesfnsliausadiulddudsslevilunisinuieussaingUsvasd
o =3 o & - 3 o lad
wianueds Msandununelufiosdnsvinlalua
e & = w 5 4 & .
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TWN199191u99109ANTUTIqIngUTZaR ianmwindauntsuaniiuysylayd
ABN1TANLUNITVBIBIANS
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threats  fig guassa nusde Uadeuazaniunisalnigusnfitnuinanisinay
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2.5 WWIAANITIATIZNANEAINNITUYITUNINGIND

nstssuitsudouluiiusing q fendemsiteseianimuindeumisgifaiidana
wonsAmNIsULYITuYeegsAald diamond’s model Wundesiiolunisiinszvdade
wndeu tilevuisladenaduayuvieinvinemmansalunsudedulussduunnie
lgUssauisanysznoumedadonan 4 v waztadeuiau 2 a1 (Michael E. Porter,
1990 uazheITguartoya aa10usIvng NITNTNAAAIUNTIY, 2555)

(1) Reulvsuiladoniinan (factor - conditions) lélA datuguesiadunsnan
voeUszing 1y Jadudruninensuyvd niweanssssuvid laseadieiugiu
Auans1sUlae Tassaditugiuduineemaniuazinalulad undsiunuiidinade
nseniiugsna Wudu

(2) eulvsuguasd (demand conditions) laun guasdvesiiuslneluusasdiu
vInan ViruAfLarsatonveuilam dnyaziazlaTailanalalard1uLUINIINaIn
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(3) USUNAUN LU TULAENAENEVDIGINT (strategy and rivalry context) lawn
dNunLLATUIIIINATEINITUYITunegsie nalansnataiidenadonisivuanagns
megane Wudiy
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Amgszranei Wusu
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(1) unumaIasy (role of government) NidvEwauaylaFudniwasnUadendn

& o w o &
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Y8gAAMNITU (competitive  advantage)  vinldgaamnIsunIofUsznaUNTS

Tugaenunssulasulenialunisudedu



