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Global Comparison -
Revenue

Top 5
1. B8 United States US$44,478m

w A i’ 2.0 France US$23,574m

Reading Support 3. @ China US$22,054m
With a market volume of

4. 28 United Kingdom US$21,426m
US$44,478m in 2020, most

revenue is generated in the 5.0 Italy US$21,307m
United States.

5 30. == Thailand US$1,761m
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The Value Chain

FIRM INFRASTRUCTURE
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HUMAN RESOURCE MANAGEMENT
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PROCUREMENT MARGIN '.x:.xi .Tj{:ﬁ
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INBOUND OUTBOUND MARKETING AFTER-SALES
LOGISTICS OPERATIONS LOGISTICS & SALES SERVICE
{e.g., Customer (e.g., Branch (e.g., Order (e.g., Sales Force, (e.g., Installation,
Access, Data Operations, Processing, Promotion, Customer Support,
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Component
Fabrication)

Proposal Writing, Resolution,
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AV
PRIMARY ACTIVITIES
UMW 2.4 HUNIN Value Chain Model

111 : Institute for Strategic and Competitiveness, Harvard Business School (2020)
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Traditional SWOT Analysis

This framework involves identifying your
organization’s strengths and weaknesses and
its external opportunities and threats, and then
synthesizing all four factors into a strategic plan.

Internal

strengths

External

opportunities

ki
E‘IJJIW‘I 2.5 UAUNIW SWOT Analysis LHUUANUAN

11 : Are Your Company’s Strengths really Weakness, Harvard Business Review. (2019)
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11 : How to undertake the perfect SWOT analysis, Oxford college of marketing. (2016)
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External Opportunities (O)
: 3
2.
3

External Threats (T)
1.
7y
3.

Internal Strengths (S)
1.
2.
3.

SO
‘Maxi-Maxi’ Strategy

Strategies that use
strengths to maximise
opportunities.

ST
‘Maxi-Mini’ Strategy

Strategies that use
strengths to minimise
threats.

Internal Weaknesses (W)
1
7.2
3.

wWo
‘Mini-Maxi’ Strategy

Strategies that minimise
weaknesses by taking
advantage of
opportunities.

WT
‘Mini-Mini’ Strategy

Strategies that minimise
weaknesses and avoid
threats.

UMW 2.7 uWUNW TOWS Matrix Analysis

1 : TOWS Analysis step by step guide, Oxford, school of marketing. (2016)
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