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PEST Analysis

e ecological/environmental issues

e current legislation home market

o future legislation

e international legislation

e regulatory bodies and
Processes

e government policies

e government term and change

s trading policies

o funding, grants and initiatives

e home market lobbying/pressure
groups

e international pressure groups

e wars and conflicts

ECONOMIC

SOCIAL

TECHNOLOGICAL

e home economy situation

a home economy trends

s overseas economies and trends

e general taxation issues

staxation specific to
product/services

s seasonality/weather issues

s market and trade cycles

a specific industry factors

e market routes and distribution
trends

e customer/end-user drivers

sinterest and exchange rates

s international trade/monetary
issues

e lifestyle trends

» demographics

e consumer attitudes and
opinions

e media views

e law changes affecting social
factors

e brand, company, technology
image

e consumer buying patterns

e fashion and role models

e major events and influences

e buying access and trends

» cthnic/religious factors

e advertising and publicity

e ethical issues

s technological

= competing technology
development

e research funding

e associated/dependent
technologies

e replacement
technology/solutions

=« maturity of technology

o manufacturing maturity and
capacity

= information and
communications

» consumer buying
mechanisms/technology

s technology legislation

e innovation potential

e technology access, licensing,
patents

s intellectual property issues

» global communications

L ]

Francis J. Aguilar
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1. Uaglunisaiiuery (Factor Endowment)
2. WaulvudrualTufaInN1svaInann (Demand Conditions)

3. gnEuNISUNNEIVBAzatuaYY (Related and Supporting

Industries)

4. NAYNTIANITLATIETINALAITWIIVY (Firm Strategy, Structure
and Rivalry)
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Micro and Macro Environment
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NOBRHINAAUY 5 U52N135 Five Force Model

BARGAINING POWER OF SUPPLIERS:

= Number and size of suppliers

= Uniqueness of each supplier’s product
= Focal company’s ability to substitute

THREAT OF SUBSTITUTE PRODUCTS:

RIVALRY AMONG
EXISTING COMPETITORS: THREAT OF NEW
ENTRANTS

= Number of competitors
= Diversity of competitors
* |Industry concentration
* |ndustry growth

= Quality differences

= Brand loyalty

= Barriers to exit

= Switching costs

BARGAINING ::\:gl:;
itiigl EXISTING
SUPPLIERS

COMPETITORS

Number of substitute products available THREAT OF
Buyer propensity to substitute

Relative price performance of substitute SUBSTITUTE
Perceived level of product differentiation PRODUCTS

Switching costs

THREAT OF NEW ENTRANTS:

= Barriers to entry

Economies of scale

Brand loyalty

Capital requirements
Cumulative experience
Government policies

Access to distribution channels
Switching costs

BARGAINING

POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

= Number of customers

Size of each customer order
Differences between competitors
Price sensitivity

Buyer’s ability to substitute
Buyer’s information availability
Switching costs

Michael E Porter
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1. AYANANAINNITLUIFANAINNTTNVDIAWU518 T
(Threat of New Entrants)

Autsnelvsifidnanlugnamnssuiuazanwioufuaaaunsawuy
T 9 LLazmw‘Usﬁamﬁa3ﬁaa%adauuﬁwqmﬂmmﬂ MIAUTINAD
Suussnafuiases AL uarszdunsamuiiefiarnwAta e
Tunsudsturoauiwn muunﬂﬂnmmmnﬂLLmﬁwimmLﬂummnﬂ
AYNEINTD lUN159IA LS 1uqmammauuu AYNINFULIIVDINYANATY
Mnguisnelviaziuedivauassalunsidhdenamnssuuas ujise,

MBUEUBIVREUIENAUNTTELAN lUanaINT T



N O A W N

gUassalunisivngdanainnssy

Y 9

. N15UTENRIAINNYUIA

. NNSASNANULANANUBINER N EUNUTOUSNIS
. AYUABINTHRUAIN Y
Caldanglunsiasunlasnsidaudn

. ASLDNYBININISINIINUNE

- UlgUI8YBIIFUG




guassalunisiingdanaiunssy

Y 9

1. N15UTENRIAIINVUIA IAnannrsnaunUszansaanlunisvineu esan
wiinaudauaunsa uszaunisailunsinauiisdu muummamaumimwmu
Tuvazldavinfs YR U UADYUNEYDIFUA AN AMsiuTureInsUsERSR
mﬂsuuwmalmauuauuiwammsmmmawaulumﬁmLuumummu LU USHY)
4131507192 8AT 1A AUAI AL LA DTN TIEIULUIMNITIAIN NToe19azliiansiAnash

awhlsuseniladfiudu ﬁ\ﬁB\Iai‘wLQUﬁﬂ%@ﬂUﬁ@%ﬂ%uuuLmﬂLLGU\‘iﬁ’]EJGLWJVH] SISTRHRhY
mamaumlmuaamﬂumwﬂ%nmLmﬂuﬂ%LaaLUﬁauiuLﬁaqmaqmunuﬂﬂﬁmam

v I o\ - ¢ =\ Y Y a o a ¥
2. NFAINAULANANIVBINAANUINNTAUINTT MINFUUITUT RN TIFUAT
duiondnual LTwNTI gnAdiaNasnanasenIIduAas NanAugIaUIN1H
anudulendnualeinden1sideukuy auassalunsiiuvesnuueselntsiigann



3. AufaINsRuamu Msfignavnssudedldiuamuduimn
sn 9 dielvanmnsaudeduld asiludsinvinnnadunvesudans
Tvsile Iuaaulsilsvnefeiuildluifiedmgnaaiiviografen us
YUNSRRUYUIgUNE L UUTENY

a. AldelunaAsuntasnsldaudn guslaadildauiviinnis
uduiuuduleAaasululdaudmlnfagdaldanelunns
WasulUlFaualvahAndu nealddrelunsasulldausnlnions
saulune anlganeluniseusundnau alareauaiudsenauves
Asesiiandesldlud aldaglunismaaey Wudy %QQ}LL“&Q%’]EJIWJ'
Fududesandunuliisininguieneiy videiuaanmaudliiniy
VDIALU




5. ASLUID9Y8INN9NTTINTNUNEY MINALUTULALNAINITINTOUATRIYBIN NI
auplaviun sennvingauluguassalunisiinunvesdustusnelniod1aa

6. ULBUNBVBITFUIA STUNRAINITNAUTOLILANNABUANTIUNITALTNTINT
1199971N35U18HN1TAIVANTIUIUTINIUNUIZLANADIUB U UG IMNDUNITUTENDY
§3N3N30FINIVNDLNABVBIFUUNIUIINTTUANDU AKIIT I8l NUdanannTTe
laen

Existing F ive SI::iat::(:s
ooooooooo rs F orces
Model




2. ATUFULTIVRINTTHYTUTENINNUT e e luanannssy
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3. 91U13ADTBIVBIKYD (Bargaining Power of Buyers)
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4. 5’1u’lﬁm’m§iasawmﬁﬁ?ﬂﬂf]ﬁﬁﬂmﬁwaﬂ (Bargaining Power of Suppliers)
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5. AgANANNIMNNAANMINALNY (Threat of Substitute Products)
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