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(Textual Analysis)
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Ketchum Inc. 9 (www ketchum.com,

, 2554)
L (Situation) SWOT Analysis
2 (Objectives)
3 (Facts)
4, (Goals)
) (Audiences)
6. (Key message) (Strategies)
Tow's Matrix
1. ' (Tactics)
8. (Calendar time-table)
9, (Evaluation)
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Ketchum Inc. 9

(Situation)

SWOT Analysis

(Objectives)



192

3. (Facts)
3
4, (Goal)
5. (Audience)
(Learned Belief) (Derived Belief)

6. (Key Message) (Strategies)
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(5T)

(WT)

(WT)

1. (Tactics)

(Intelligence)
character)

(Trustworthiness)

3
(Kind)
(Forgiving)
(Qualification  Factor)
(Authoritative)
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SWOT Analysis

(50)

(W)

(Good will) (Good

(Competence of Expertness)

(Safety Factor)
(Agreeable)

(Skilled)

(Dynamism  Factor)



(Aggressive) (Frank) (Fast)

i " (Critical Period)

(Connatative Meaning)

(Personal Evidence) |
Evidence) , (Lay Evidence)
' (Real Evidence)

, (Primary  Evidence) :
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(Expert
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(Secondary Evident)
(Analogy or Comparison)
, (Tesitmony) ,
(Details) (Desciption)

(Expert Evident)

(Chronologicall Historical Organization)

c , ! v/ (Topical Organization)

(Anticlimax Order)

(Climax Order)

(One-sided Messge)

! (Emotional Appeals)

(Motivational Appeals)

(Fear Appeals)
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(Anger Appeals?
(Rewards as Appeals)

, (Intensification) (Repetition)

(Association)

(Downplaying) (Omission)

(Principle of Reciprocation), (Principle of Contrast),
(Principle of Liking)

(Principle of Commiment and Consistancy)

(Principle of Liking)
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(Calendar/ Time-Table)

(Evaluation)
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(Update details)
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(One-sided Message)
“ " (Critical Period)

(One-sided Message)
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(Situation Analysis)

SWOT Analysis



" (Susceptible) ,
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(Logo)
if
2l “w
" (Positioning)
¢ " (Positioning)
(S0)
" (Positioning)
‘ " (Positioning)
(Positioning)
(Positioning)



(Positioning)

(Positioning)
' (Position)

Magnetism)

3.

" (Charisma)
" (Market Distribution)

(Questionair)

(Interview)

206

” (Personal/Brand

(Focus)



(Resources)

on the right job)

T.

(Customer Insight)
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" (Merket Diversification)

(Put the right man



(Return on Investment)

0. (Return on Investment)

(Joint Venture)

10.

' (Cognitve Intelligence)
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" (Brand Loyalty)
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