MARKETING STUDY
MARKETING PROCESS & TOOL Olof

RS TE: AMHSHE OHEAIE 23|



OIS E=H2

elAXie 389

- O M
oy . sgan _, IHIEHY

- N
P.E.S.T
3C
SWOT STP

A& A (Research) Q) &<
SIMX I ZEEQ M| k= B2

rx
Iz
rx
1=

OHAIS 2
HE

4p

Okl

Al
Ay



OIS TOOL

P.E.S.T
Political (8X1), Economics (ZHI), Social (At2l), Technological (J1=) &HOZE 2A16t= J|H

Political (2X1) Economics (B H)

- HEOIHA=2 N|H SEH 2 BHE 5 - AN A2 )10 O r2EN Eek
EX) EX)

HKI01E, LM IS HRH T RIMKH S HZAHAZ, HIIZXT], C1E801M,
CAXMEH XM, E0 CIE01M, S BAIE HE AF4S
Social (AF2]) Technological (712)

- ARlM SES JIY OJAEEMH B2t -J|= EXeL EE, HI2 & AN Fek
EX) EX)
CHOIZ AR StAHS  AHI29H HLSX8 HEH)|= Y M| T, JIsSd,
ADICHY 2= I*IHWEH JI=, Jl= HE 22 M

= AU &2 R4A= AMEDIG0I HEES £ Sz X S E)
= MEds K= HAH s Ity M o0 6t= 2401 P.ES.T 24



OIS TOOL

P.E.S.T Ol Al
lot ZAHIK JIEFJIE 24 KAl

Political (SX1) Economics (Z 1)
- OI= 29 PHIT Workforce Program 7,5008F E22f £ Xt - 012 W ADNE o/ AR [ 22 J|S0| EX}
OI=9 S8 JI&(T) == Z3h COVID-19 HIOIH &8 i GE (GE Healthcare), 22 (Qualcomm), 3L (Honeywell) S0 22 J|HE0
C0IE B0 st [T 8A 92 T} OOl 21l 2ol B At =1
120212 8D S 372210 UXE A B2 EX} B EX =2 3,9608 224 _ OIZY|Q|MOZ OIS SHE Y0, K| L MHIA 0120 I O1At

Az C1YO= Qo IOIH AZEYN HHZ2 H HIE St

Social (At3]) Technological (71=)
- lot JgF ANIEHAQ] XL D US
- D24 19 0l AZ0 et 2T AL E Shok= Aol 241 &4 0= ADFEEYEE AEAE= 20258 8= 21.5%° dHE= H0IMH,
=0 #H4 HE MELUA Y 2HHIIaEES 20259 & AMMAE= 779 2,9968 240 =22 MY

P M S ADEESE R 2000 = 15JH8 & 0| DI:_': A TH

X
=01 =0 - lot9 JI=0] HEHH O = MO[= ANFEAIE] HZ0I AIEE LT US
cSMNECE HHE HE= lot Z=MEDQ| 1/5 01401 "ADFEAIEIOIH,
HE2(43%)= S0I0M L H=CH



OIS TOOL

3C

Customer (2HIX}), Competitor (Z&Xt), Company (2l AH

Customer (AHIXH

- M0 Hote 2R =L I

- AN ST 1Y

-

- D% (EEAE) T

Competitor (ZZXt)

Ot
=

- 7:|IH 01_4/04_?_4 ]:”.QII-

EX) EX)
X2 A se2 oMt B8 =7
ZHol= A& JM A= BRI A 19 JIE2 00D 22!
ISPUNLELIS I S D] s iz, MEERE, JAHS2?
= JA/TEA/ZZAE Z2E0] £HHIG CHON TR Its
= 15, XL ZRIES S50 2806l EAok= X101 SWOT

|2
—

- A0l 12 M e

H

-

- %'%%HMQJ ARSI =] I

2917

HO =

O

gt

a5

e
gl
of

Company (2IAH
- XHAtOl OHAIE M=

J

- I|-*|-_’| 7I—/OI=I-I

- XHAC Z2E 2L

- KFARO JIO* A3

- THtol =

X)

= 13, 294, NBEQLES HED

DS HEH0|LE XFROIE £ Q= HE2O7

OITH, XH=, JI&2 SO A& U S 17
SWOT



OIS TOOL

SWOT
Il.*l.gj 2t OFX

O, 1.3,

Jlel, Y= Iortd OHIE

3. OHIAIE] T2 M|A - SWOT

TR
)

\_

(o N
2 gs %4H
(strength) (weakness)
e () ——
; 218l e
op;;g)tun (threat)

J

L (omwm) -

25 - 3IA}
OFF — B|AH LHSEO OF

218] = 3|A}

SI8 - 3lAl 2192 RN 9
EH: $S2U41 SWOTE {08 Chek ROIEAH

&3
(strength)

oy
(weakness)

213
(oppor tunit
y)

SoTef wozst

HY

(threat) STHR

WTTI}

aad

SOTe: 2158 01806t 71518 & TE!
woTiet 4EE MIAH6HH 21218 01806t= Tt
STHIRE: 21 8@ HEOHH #1204 CHXdhH= TSt

WTER} : OFEE HIHOHH S8 SIlIoHs T




0A8 FRAME WORK9| &3S

P.E.S.T vs 3C vs SWOT

— b-Force EM, PEST 241 3CEM, JHLAEEM, SWOTEAM,

5-Force N
STPM= APH= S Lhret IR IFJF ETH

=
—_ 1




0iA® FRAME WORK &} &

P.E.S.T vs 3C vs SWOT

= HAIZHEOo= EHl £t R et 2, I /AR 24,
=2 2K &l

it
e
O
itn
1O
HL
r
I

= t=ob| Yeh SwWoT 24



OHAI'S cl A II OsHA

M= FLOW =

= SWOTO| M=f= HIZC = OIS M=f s, OHIIE BiA JHE

= 0l [t &= M= = AE 2E



