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“Strategic Management is not just planning for the future—
Key Takeaway | itis the continuous process of creating, executing, evaluating, and
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403105 " Christensen, C. M. (1997).
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(References) Exploring Strategy (12th ed.). Strategic Management and Business Eree Press. Creating and Sustaining Superior Harvard:Business Review Press.
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Strategic Transformation: From DVD Rental to Global Streaming Leader o &
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Business Planning and Strategy Formulation
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Strategic planning connects analysis, direction, strategic choices, execution and continuous learning

Where are we now? Where do we want to go?
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How will we get there?
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Strategic Diagnosis / Priority Issues
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Strategic Direction + SMART Objectives
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Strategic Choices:
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Execution Roadmap + Performance Measures
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e Bright, J. E. H., & Cortes, E. R. (2019). Principles of management (11th ed.), OpenStax. Rice University. https://openstax.org/details/books/principles-management
¢ David, F. R, David, F. R., & David, M. E. (2020). Strategic management: A competitive advantage approach, concepts and cases (17th ed.). Pearson.
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Case Study: Connecting the 3 Levels of Strategy
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Vision = Mission = Goals = Objectives / KPis
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e Bamford, C. E,, Hunger, J. D., Hoffman, A, N., & Wheelen, T. L. (2024). Strategic manogement and business policy.
Globalization, innovation, and sustainability (16th ed.). Pearson
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Apply the concepts to a real organization
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SUMMARY

Business Planning and Strategy Formulation

Vision = Mission = Goals = Objectives/KPIs
WWaun WaUIANNUNAAWS IR LG

Key Takeaway

Strategic Alignment

Corporate = Business = Functional diauigaulusniu **
walininsdnsduirdaululufiemieidiennu

SMART & Workshop
tinn1vum Vision, Mission, Goals uaz SMART
Objective N2IANTITINIONTAIANYN
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ASZUIUMSAMUUANANINDIANSGIN "mazjﬁluu" @ I
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1
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VISION 51080 lUT lnu?

MISSION isiieginarls?
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Business Environment & Strategic Analysis

IdFunmomsatasikiwaasivanulasgulunmsuyodu

EXTERNAL INDUSTRY 380 INTERNAL
ENVIRONMENT ENVIRONMENT * ®  ENVIRONMENT

amwudadaumeuan AMWUDQADUDOAIKNSSY amwiunadaumeluavAns A wldwWssulumsusodu
(TomauazfneanAu) (Msuyvdulugaannssy) (Raudvuazasau) (A wdSvagwdvdu)

© @& ©

PESTEL Five Forces Industry Key Success Resources & Core Value VRIO
Analysis Model Analysis Factors Capabilities Competency Chain Framework
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@f SanuszavAamsissus (Learning Objectives) ~ -,‘(;)} Key Takeaway
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“uwumswnﬂ@” kSoovAnsh
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TECHNOLOGY ENVIRONMENT

e Al
e DIGITAL
* AUTOMATION

HASHZRE=aadd ud Al 1ldulaag1vsoalss l
gsionasavsuksauavklomalnu?

¢ CLIMATE CHANGE
* SUSTAINABILITY

dhgnAdmuidanuinduua:
wWasuldldvisdu a:lsa:rMiKovAnsgLAY
wyvdula?

COMPETITION CUSTOMER

* NEW ENTRANTS
e SUBSTITUTES
e RIVALRY

fAuwvasadainaluladuuuidesnuisila
a:lsAaavArikovAnsiLancv
uaztdsuuvuldenn?

» CHOICE
o EXPECTATION
e EXPERIENCE

uazgame... fioufiKuanagns

157s$1500 “Tanmauan” “guuv” MnauAs 1s1GavInlaNvawdiu wsinagnsnalulaisuonmMsaud “is1eennmmozls?”
K32(1D15119V” NdU? udisuonmstintooa “lanfArdvwasuadgvls nsudvduiiaviunivlku
= uazavAnsvavisitaszlsna:tdasvanuldawssu?” 2

UavVMSUUvIU

} { FIVE FORCES [ AN VALUECHAIN " \ STRATEGIC FIT
i il aw

/ whilausvnadu aan & “ Y j Lf‘laula\:lamamﬂuan : aswanulawssu
Tugaaknssy = $RaudvuaznLEILIS 7 Auvaudvmelu ~ 2EvEvEU
muluavAns
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AaumKuanNayns WUSKIsGavaauAMUEIATY 3 szau LaztBounalug Strategic Fit

( MACRO ENVIRONMENT \ f
PESTEL
lanuazamwudadaunisuan i
i

Aavwaguagvls?

Political « Economic ¢ Social i @@

Technological * Environmental * Legal Suppliers

sy waaws: lomaua:ngnnAw
1| I I (Opportunities & Threats)

\@

Uddsurvanudis? (Competitive Pressure & KSFs)

INDUSTRY ENVIRONMENT \
FIVE FORCES + KSF

anamnssuiusvnaauazls
uaza:lsfalaaurkvadwas?

B8 0® | R | 6

Buyers Rivalry Substitutes New Entrants

O KSF (Key Success Factors)

WadwWs: usvnaduMsudvdulas

External Opportunities & Threats +

Strategic Environment Analysis: nnwsounisoiAsitk

/ INTERNAL ENVIRONMENT
RESOURCES + VALUE CHAIN + VRIO
@ ISTINSWEINSUA=AIWEIWNSH
azlsnstiondnAubv?

= & \V4

Resources & . VeR+1-0
Capabilities alue Chain

Framework

.||_|'| Waaws: audvuazadaumeluavAns
(Strengths & Weaknesses)

\

Internal Strengths & Weaknesses

=> STRATEGIC FIT = COMPETITIVE ADVANTAGE

ML/ UszigudanydmSuliseu
@:

PESTEL, Five Forces, KSF, Value Chain ua: VRIO TildinSavijousndiu usdu “Grdumsha”
N8 TAISWOVIRUNIWS IUYDVSSTIVDEWSOUGU NDUMMKUGNAYNSTIKUEEL

Sources: Porter, M. E. (2008). The five competitive forces that shape strategy. Harvard Business Review, 86(1), 78-93

Barney, J. B. (1991). Journal of Management, 17(

(1), 99-120. Bright, D. S,, & Cortes, A. H. (2019). Principles of management. OpenStax, Rice U

OUTSIDE IN « INSIDE OUT
= Strategic Fit
uavINMeuaniwarnloma
vavanmelutieaswanulasey
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o a@sMsME (VAT / m8uwd / E-Tax Invoice)
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SIASRANMWLOAdDUUKNA: Trend = Impact = Opportuni

Political - nastijov
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Technological - inalulad

« Al, Data Analytics tig3AsEVgNMUAMAMSAIAIIGIDIMS

1%¢

o~ o ¢ Cashless Payment uaz Digital Wallet

o AI 5 ¢ 020 uar Delivery Platform wenetaamonisie
LE-1)

¢ Automation / ¥ususl davasasiunuuastwalssansmw

HaGDgSNY: LWNUSEANEMW ansiunu Yy
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A 1 Identify Trend

o v

NS:UDUNISILASIEK:

G Economic - L1ASUZND

l®

G Environmental - Sousadau

7 .

—> ‘% 2 Analyze Impact

‘ Lem - — G| G
PESTEL avaaumsaissnodouu:
ssnoAWanua: Convenience Store Us:inAlng

ty/Threat => Strategic Response @ Opportunity

e GDP U 2024 ~ 2.5% uazll 2025F ~ 2.7%
* Wutiadumiu nsznurindvde

« daseonilvdnansosiununomsidu

o GunuAuA WAL uaALSIUSUFIBY

wadiogsio: mavdolidaus dunuiiin
gioouduissimuazussansniwatinvsioifion
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¢ 3aMs Food Waste uazusanmomisalulinu
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‘ Threat @ Both ‘ﬂ

k
e Social - doau

. Opportunity
» Urban Lifestyle uardunuiiioovensen

® * Aging Society tAuAMuGDINISAUAROFUMW
;Q; e AFATDUTUIALAN GDINISANATAIN FIALFI
= e ANuAMeNIVgusiousns Delivery / Health

WasiogsAv: ANwGiDIN1s Convenience 1xTu
Tomavssduruazusmsaoulondladdlad

Legal - ngrue

« nguunuduasasduiina Winvreaundu

\ v Tk : .
‘ o AQVAIBUSYOIU (A0t / Baluerineu)
N \ e PDPA AuAsovtioyadiuunnaatinaliuede
2 » Competition Law Uaoffunsenuianianisei

WaGa§sHv: LRNMSENSUHURUNWINY
anudsesuunacinvuazdoidus

@ 3 Opportunity / Threat - 2 4 Strategic Response

Amuanusie:  “Al 1Uu Opportunity KSo Threat dnsugsioAlan?”

P Py ~ PR o
Q 2UANSNNTaYAaRMUMW IRIUSSTUDIANSAWSDU ua:mnuanmnsﬁ‘mm:au

asdou Al Wiiduanulsiuseulunisuduiiuasnododu

(/) ti‘auluold:j Internal Analysis: Resources, Capabilities uaz VRIO Model
waUsziiuavansiiFnenwlunistimalulaglsiognols

° - & '~ - ° - +
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£ BJC / CP ALL (7-Eleven)
Lotus CP AXTRA (Lotus's)
o makre  MAKRO
P Tops / Central Retail
amazongo Amazon Go / 7-Eleven Japan

nsaiAnuIUs:nauMSISBUS (G102810)

: Al Demand Forecast, Data-Driven Marketing
: Omni-channel, Personalization, Big Data

: Digital Platform, CRM, Automation

: Loyalty Program, Al Recommendation, 020

: Al + Automation + Cashless

* BOT. (2024). wiswgfiolnull 2567 uazuuwdlint 2568. sumiswisdsanalng.

31080

« TDRI (2024). amumsnidwanine U 2567 uazuurltul 2568, anniuddmWomswannuszmalng
» NESDC. (2024). nwounmziasugholnulasinadi 4 0 2567 wazuundldul 2568. amwauunmsiasughouazdonuuiomnd .
« Office of the National Economic and Social Development Council. (2024). Thailand Economic Outlook 2024-2025. *

ETDA. (2024). Thailand Digital Economy and Society Statistics 2024. ddoouwanngsnssumoBufinnsafing,
Euromonitor. (2024). Convenience Stores in Thailand. Euromonitor International.
Company Reports. (2023-2024). doyatinaonuudtmoanziliou (CP ALL, BJC, CP AXTRA, CRC).



Industry Analysis: »1n Macro gnisudvdu

PESTEL uand1 "lanfdvilasuagiols” = Five Forces goaaauin "mquasuuulaommuudowaoafnsoaswmsuuovu’tuaamnnssuadmls

From Macro = Industry

2 Threat of New Entrants 4 Bargaining Power of Suppliers
o PESTEL feqnAmuNNHudodusolnl dunvdasavuov Supplier “msrilsyavaaiknssy
(Macro Environment) = duagnulasvasovavuso
N D wivdunvkr Tuldweonis
0 G S 0 G o ,,Kﬂ wiodus:k3wudEnAvIedum

» - % -4 ~ J = I
@ Tanidowdousdwls @ auasonlumsingaaarnssy MSUYOTUSKIW @ SuouraANubLTuaHSaKSanaU Us:tnniiganutrindu
((Guavnu it [ag Tatsu % o . .
= : . - @ Gumnidanuuondio@wi: — Michael E. Porter
@ ulsuesy / 1AsYIND / dvAu @ wwndanuusuduaziAsauie Filllj\)lOU - -
il 5 . S v @ dunumsiasurdom (Switching Cost)
@ wnlulad / dowadau / ngruey @ msWwwovglauddna / dwnd Rivalry among

@ MSSOUCUDVKIOK

Existing Competltors

kannisdAny

Threat of Substitutes Bargaining Power of Buyers Five Forces gv

ABAMUINAUAIKSDUSNMISNaUNU d1uRdasavYDIgNAN ik

(amwmsuzioz?u'[uQqamnssu) N = oy > ‘ !
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; — st o = " " / anfmibmoidanuindu
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% % : : 4 > : v anwdaulkddasim (Price Sensitivity) | :

ws1:Udenanwudadaumeuan @ smnanugnav K5aa:aannnN v dunuaviiua:msaandnaaiaen/vie o il - Profit Potential

b i = \ : : dununiswasusiu / wsudan = .~
@ usonssuua:nalulagiudsuwndnssy |~ Anwuandiovavdufuauusud ) e S duudlduaaav

Huslna / Poyawsuuiigusimitiniiodne

amumsamsmmuonauns . 31dv

/(j ¢ Why Five Forces?

@ wlonuiraulovavaaaiknssuy V . \b #® Porter, M. E. (200?) The five compet'tl:e]f)or;;_s ;;\at shape
\ y Strategy larvard Business Re 8
1 . Five Forces
G momsm’Tamaua.n:nulé’uolumsaoqu PESTEL SiasreMmsigodu » KSF & Ya"'e Chain v Strateglf: F_'t # Bright, D. S., & Cortes, A, H. (2019). Principles of management.
@ rnuanagnsiwaaswnuldwdeulunmsudodu uaolan (Macro) (Industry) wava0ARS (Internal) aswawldseu OpensStax, Rice University.
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Case Study: Convenience Store Industry — Thailand | Traffic-Light Analysis (qnmknssus"\ua:nonﬁa)
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GrabMart, LINE MAN, ShopeeFood
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SUPPLIER POWER — MEDIUM
dunadasavuav Supplier

3 Y]
%E é usunmaa: Msuuvdulu Modern Trade vaving > 90% 1Ju Convenience Store
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BUYER POWER — HIGH
SundciasavyaLgNA
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e Switching Cost c Wasulugaswduldve
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SUBSTITUTES — HIGH
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CP ALL (2025); Krungsri Research (2024);
Porter (2008)
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Key Success Factors (KSFs)
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Key Success Factors: dovinvo:lsdva:udvdula?

KSFs = Uaduhnavanslugaamnssuintusawinldd iwoussauainudnsalunmsudedu

0 Location & Network — rauaziasauie

+ Waanlurinaidntede Indyugu unaseu
X e - .
* ASOUARUWUNGNULASDYTIUAIYMUILLY
M - Poyalunisidonviua (Geo-analytics)

« 1doudosrULYUAVNSISUTUATUNAIY U

}‘3 1wl Traffic wWhshuuazAuazaONYDIFNAN

0 Cost Efficiency — diunuua: Scale
» Ussndaanzura (Economies of Scale)

/6 + uSmiseunuasiiitslunnionssu

+ Wy Productivity éramaluladuazuasgiu
* aaYaILABUATAIUANGIUNUAADAVINTY

g Snwadwawnsalumsrdilsritunaiomsudodu

o Innovation — 3uAr/usmsinu

, * Wouun Ready-to-Eat, 13006, I3 UAaraMISFUN N
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’ s Subscription
+ nadauuazusuis (Pilot & Scale)

» . .~ - ¥
i dAsAduUaNaUATASIQUANSTIT

wazasanulassulunisudstuatnedviiu

Sources

/ asuloaowdAny \
. T T P o o
< ’ KSFs waniifie “denigioana” iwasuliousinaaudn Five Forces

Krungsri Research. (2026). Industry outlook 2026-2028: Modern trade. Bank of Ayudhya Public Company Limited.
CP ALL Public Company Limited. (202S). Annual registration statement/annual report 2024 (Form 56-1 One Report).
Porter, M. E. (2008). The five competitive forces that shape strategy. Harvard Business Review, 86(1), 78-93.
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e Digital & Data — Omnichannel + Insight
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« 1% Al, Big Data, Analytics toutinlognén
M

e Customer Experience — 152 * v18 * @:qdn
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Internal Environment: Resources - Capabilities > Core Competency

wWaguyuuovan Outside-In - Inside-Out 310 “gaamnssudiovnisarls?” g “avAnsvavisilaatsunazvirdvialamiioninguyv?”

Q @umonisitasizvinelu: Resources “151iiazls?” - Capabilities “1s1naz1s1a?” > Core Competency “is1laatcuasinels?”

o RESOURCES — 151iio:15?

Tangible Resources
¢ Bunu « WA+ 1AFD0INS
« Distribution Center « Technology

Intangible Resources
* Brand <« Reputation < Data
* Knowledge <« Patent < Relationships

@ ‘ ” Human Resources
.“ * Knowledge « Skills « Leadership

« Digital Competency

nsweIns = aunswimnuiiafavdnsifuidwooniawnfivle

Resources # Competitive Advantage
Taudalulis

Industry Analysis
uand “cavinvarls?”

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17(1), 99-120.
Johnson, G., Whittington, R., Scholes, K., & Angwin, D. (2020). Exploring strategy (12th ed.). Pearson.

Sources

Wheelen, T. L., Hunger, J. D., Hoffman, A. N., & Bamford, C. E. (2018). Strategic management and business policy: Globalization, innovation, and sustainability (15th ed.). Pearson.
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