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PARANEE TEERAPONGSAKORN: CREATING OPERATIONAL STRATEGY
FOR SOLVING MARKETING PROBLEMS OF 1-TON PICKUP TRUCK.
ADVISOR: DR. DUMRONGKIAT RATANA-AMORNPIN, 53 PP.

Thailand automotive industry has seen steady uptrend growth in the past
several years. Market share between 1-ton pickup truck and passenger car is 52
percent to 48 percent. However, the market share of the case study car manufacturer
company comparing to the total 1-ton pickup truck is only 2 percent because the host
country company has been in financial difficulty due to the hamburger crisis. Thus,
the case study company in Thailand is also affected from the crisis. Company image,
sales volume, sales promotion, and competition for market share increase are
intensifying in automotive market. A good strategic plan is necessary to guide the
company with practical clear direction.

The objective of this study is to create operational strategy for solving
marketing problems of 1-ton pickup truck in Thailand of the case study company for
the short term, to increase market share for the mid-term, and to create sustainable
profitability for the long term. Secondary data, market overview, and other necessary
data were analyzed by strategic management tools to create operational strategy. In
conclusion, the defensive strategy is recommended for corporate level strategy. Cost
leadership strategy is recommended for business level strategy. And marketing

strategy is recommended for operational strategy.

Graduate School Student’s Signature

Field of Study Industrial Management  Advisor’s Signature

Academic Year 2012
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1137 : B9UNT WWIARTWUS, UazAmiz. (2550). N1FIANIINIIARAIA. 1l 315.

Exit Barriers
Low High

Low

Low, stable returns |Low, risky returns

Entry Barriers

High

High, stable returns |High, risky returns

UN 4 qﬂaﬁﬂLm:mwummialumiﬁwﬁﬂs

1137 : 89gNT WWIARTWUS, uazamiz. (2550). N1IIANIINIIARIN. 1 315.



12

N11331A312% BCG Growth-Share Matrix

F3370h LRIIAI; URzATAE (2541) vL(ﬁLﬁmaLﬂﬂﬁﬂﬂ’]‘f)Lﬂﬁtﬁﬂ@:&lqiﬁfﬂﬁﬁﬂulf
AN Lﬂﬁ%ﬁﬁ'@umi@ﬂﬂ’%ﬁ'ﬂﬂﬁiuﬁﬂ%nwwuaaé’u (Boston Consulting Group : BCG)
#i3uniwnn3ng BCG (BCG MATRIX) msﬁmu@ﬂaqwﬁs:é’uu‘%ﬁ'ﬂmmﬂﬁﬂﬁmé’m
mMyiezRifads 2 Uiznns fe dannadulaniegsia (Business Growth Rate) Lz
gauuLisaaavaIniaimyiniadiuniinisudstulussfiadIouifisy (Relative
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‘ﬁm : The Boston Consulting Group. (2010). BCG Growth-Share Matrix.

Online.
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gannaaindulavesgifad pafanlanfanmsinanadlutesfilugsnanlidagala

ANEATNEN ﬂaqwfﬁm%’ugsﬁw‘%awﬁmﬁmﬂwﬁaaﬁﬁa PURIDLANGRWNT
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1. MIIATNZAFDIWNNIUNIINITAANA (Analyzing Marketing Situation) 1%
mydansdtslanmaniateldiUiouanasiauasiuiagas Mdaszh SWOT 13
TuRenaaaiinang LLa:mﬁmﬁ:ﬁwqaﬂﬁu@uﬂm

2. MINUNUMITANG (Marketing Planning) LHunsfinnuadasanansuas
NAENTIUNIIEANANEEINNIINIAAA (A33I0 LA wazAme. 2541 ; 81989
97N Stanton ; and Futrell. 1987 : 648) ¢ulun13IuNUNIIAAASIRBITa9R LN
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anen

2.2 miﬁmu@maq‘nfmmm@ (Defining Marketing ~ Strategies) €131
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Perreault. 1990 : 728) MuazlduaNNTBIUTAIAIILN 7

Product Price

Marketing
Mix

Place Promotion

w;h-:

-

gﬂﬁ 7 ULEA3 Marketing Mix

“?'im : MBA-Online-Program. (2012). The “Marketing Mix” Explained. Online.
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ﬂaﬂqﬂfﬂ’]i@lm@ (Marketing Strategies) w811 mafurlamanisnsaanadi
ﬂ’l&%li]LLﬂ:ﬂ’]iW@&l%’]ﬂﬂg}ﬂﬁﬂ’]i@]ﬂﬂ(ﬂ LazRHUNNTAaaTiFI 1 I0a9n0 e (GRekri"
LE330T; UWazAtAz. 2541 ; 8198997N Kotler. 1994 : 76) Uzi@ud A uaIn13inue
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ﬁmu@ﬂaqwfﬁmﬂimwmmm@ (Marketing Mix Strategies) Usznaueig 4 a1u fa

- ﬂaqﬂfﬁmwfﬁ@ﬁmﬁ (Product Strategies and Program) laun ﬂﬂiql‘ﬂfﬂ’li

§IAMVUANANNIINITUWUITY (Competitive Differentiation) ﬂagmﬁ‘msﬁmu@ AL

6

WAAAT4H (Product  Positioning)  nagnFinsaAuguaNTAvINTaA ] (Product
Attributes)

- NAYNFEUTIAN (Price Strategies) MIIHIRBANAINTAIUTIAUNNITANNG
da9d114T9 NIBANTUITIANTEIINAT NiRdasaTIyadaINiadmiligIndian
WA A i AUN WA flgine LLazﬁflvlimaa;jwa@l ANWHZNITULITH DIVLTH N1T
WIS TUTIUT awa:l%nwé’asmnﬁeﬁndwﬂLLﬂdLﬁaﬂszéjuﬂamw SURTRGHSS

- NAYNTENUTBINNINNTIAT1MINY (Distribution Channel Strategies) W8T

9 A a o & A A £d a o ¢ A A o A .
WU INHEaA N uaz (W3e) nasuanTindanmrignildsuiialdfiaaadenariuan
=3 L
AA9N b
& : a . . A A A o X &

- NRYNDINIIRILFIUNIIANIA (Promotion  Strategies) ULAIDINDAIU NREYND
a0 (Advertising Strategies) ﬂagnfﬂﬂmaﬂ@ﬂﬁdmd (Direct Marketing Strategies)
NAYNTNNIEILEINNIIVILY (Sales Promotion Strategies) nagninismslasliwinmu
218 (Personal Selling Strategies) ﬂaqﬂﬁmﬂﬁﬂmLLa:ﬂi:mé’quuf (Publicity and
Public Relations (PR) Strategies)

1. M3Uuan1IN19n13aa1a (Implementation) Luwn1safinainaiullsunsy

' Y oa v o o o . . . -~
Anua [USEndeInInuanI3a84dn1IN19NNIaaa (Marketing Organization) @9
Wumidmualasiainzedssdnis AMnuantifiuazanuiuiarauvasyanatieli
s uaauunuitinua 13 faunsdjianisnisnisasiatiunszuanniine:
Urzgndununaaaiduuwdjuaieldusigliagussdndvua liluununisaaie

2. MIANUAUNWMIAAG (Marketing Control) MIGaauNAaNTUFUAIIWNNI
n3aan@ Usznaudis ninuauuaulzdnl nsaiuqunagns miaaugaiils nns

mquﬂizﬁw‘ﬁmw Y8y
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a a 6
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{ { U Q a { Y Aa & U . .
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v & a P 3 04 = ad
7. @uN3zUIUNTT (Process) Lwufanssuiiineadasnussdouidtnisuszau
Ujddludruninsniiaueldiugliuinsdenaunslininisedsgndasmaia
waz i lFuSnafiaanudseivla (uaeedagun 8)
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A a a [
Ell'ﬂ 8 LLﬁ@OLLu’Jﬂ@]L'ﬂﬂ%ﬂﬂﬂEJ‘YI'EY]'NT‘I']S@]G']@LL‘UU 7P

ﬁIm : Amar V. Gandhi. (2009). Generation-Z Marketing, The New Horizon
of Marketing MIX. Online.
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