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4.3  (Competitive Analysis) 

 5  Five Forces Model 

1.  (Industry Competitors) 

 31  2551 
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 (Shopping product) 

2.  (Threat of New Entrants) 
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3.  (Bargaining Power of Suppliers) 

 Supplier 

4.  (Bargaining Power of Buyers) 

 2  70% 

 30% 

 6 

 Supplier 

5.  (Threat of Substitute Product) 

 Modern Style 
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 Win – Win 
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4.4  (SWOT Analysis) 
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2.  (Weakness) 
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3.  (Opportunities) 

-
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-
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1.
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4.6.2
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 (Brand) 
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 (Brand) 

 “Thavil Product” 
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3.  (Place)

4.  (Promotion) 
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4.6.4
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2.5  Manual 

 Microsoft Excel 

 30 - 45  L/C  P/O 

 7 - 30 

2.6

   

 -                            41% 

 -                            45% 
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2.7

 (First In - First Out) 
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4.

 4.2 

Common Size Trend Analysis 

 2550  2551  2550 - 2551

 46.9 % 15.5 % - 65.3 %

-  14.7 % 20.3 % 44.7 %

 13.0 % 34.5 % 177.9 %

 0.5 % 2.3 % 352.0 %

 75.3 % 72.6 % -1.4 %

-  23.5 % 26.3 % 17.3 %

              0.2 % 0.1 % -33.3 %

 1.0 % 1.0 % 0.0 %

 24.7 % 27.4 % 16.1 %

100.0 % 100.0 % 5.0 %

 2.8 % 1.2 % - 53.0 %

 31.1 % 39.3 % 32.2 %

 6.6 % 8.0 % 28.5 %

 40.5 % 48.5 % 25.8 %

40.5 % 48.5 % 25.8 %

 45.2 % 43.0 % 0 %

 45.2 % 43.0 % 0 %

 14.3 % 8.5 % - 37.7 %

59.5 % 51.5 % - 9.1 %

100.0 % 100.0 % 5.0 %
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 4.3

Common Size Trend Analysis

 2550  2551  2550 - 2551

 99.9 % 99.8 % -38.3 %

 0.1 % 0.2 % 46.9 %

 100.0 % 100.0 % -38.2 %

 52.5 % 54.0 % -36.4 %

 43.5 % 48.6 % -31.0 %

 96.0 % 102.6 % -34.0 %

( )  4.0 % (2.6 %) -140.3 %

 (0.6 %) (0.1 %) -86.5 %

( ) 3.4 % (2.7 %) -150.0 %

4.1  (Common size)

 75.3%  2550  72.6%  2551 

 24.7%  2550  27.4%  2551 

 40.5%  2550 

48.5%  2551 

 59.5%  2550  51.5%  2551 

 2551 

 3.4%  2550  -2.7%  2551 
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4.2  (Trend Analysis) 

 1.4%  65.3% 

 44.7%  177.9% 

 16.1% 

 17.3% 

 25.8% 

 53% 

 32.2%  9.1% 

 37.7%

38.2%  36.4%  31% 

 150% 

4.3  (Ratio Analysis) 

 4.4      

2550 2551 

(Receivables Turnover)  20  9 

 (Day Receivables)  18  40 

 (Inventory Turnover) 12  3 

 (Day Inventory) 31  132 

 (Payables Turnover)  56  76 

 (Day Payables)  6  4 

 (Gross Profit Margin) 47.5 % 46.0 %

 (Net Profit Margin) 3.4 % -2.7 %

 (Debt to Equity) 0.68  0.94 

 (Debt Ratio) 0.40  0.48 
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 4.5  ( )
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4.7

 4 
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 4.18 
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 (Functional Structure)
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 (Span of Control)  1 : 11 
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 (On – the Job Training) 
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4.7.2
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 30%  (Multiple segment strategy) 
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 2 
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  - (Pricing above competition level)

3.

(Direct Channel) 

   

 4.19 

 (Direct 
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 UPS 
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  4.  

 2 

 (Personal Selling)  (Nonpersonal Selling) 

 105 .  124 .

 UPS 
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4.7.3

  1.  
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 (Intermittent production process) 

(Process layout) 

2.

 2 

(Make to Order) 

 Valid Tinner 
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4.7.4
    

1.

 (Periodic Inventory Method) 

2.

     2.1    2551

 1:1 

Conservative

2.2

 2550 
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 2551 

 2551 

4.8

TOWS Matrix 

1.  (Aggressive - Strategy) : SO Strategy 

 Clean Handicraft

 Order 
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2.  (Turnaround-Oriented Strategy) : WO Strategy 

3.  (Diversification Strategy) : ST Strategy 

 High End 

4.  (Defensive Strategy) : WT Strategy 
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4.9
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