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Market AnalysisMarket Analysis

Discuss the overall industry competitiveness
(with evidence such as number of
competitors), total market value, market
share estimates, 
and trends. Use secondary or primary data 
(e.g., surveys or interviews)and cite sources
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Examples of Financial Objectives:
20% return on investment from the target market
10 million baht net profit in 2005
30% market share by 2007
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Increase brand awareness from 15% to 30%
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Company competitive advantageCompany competitive advantage
What are we good at?
What gives us a competitive edge? (Core Competency)
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Style, skill, passion
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Brand image
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Marketing & service
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Action PlanAction Plan
Detail implementation steps and schedules.Detail implementation steps and schedules.



Marketing BudgetingMarketing Budgeting
Process of allocating budgets for various marketing 
activities to ensure the plan meets its original goals.
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Monitor and measure marketing performance. Compare
actual results to targets. Identify the causes of gaps and
propose corrective actions for future plans.
Example:
If actual sales = 3M baht vs. target = 5M baht, analyze why
(e.g., outdated product), then adjust the plan
(e.g., new product development).
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