11

(..2815 2543

11
12

21

2.2

2.3
231
232

31
32

41
42
43

6.1
6.2
6.3



(Warren B.Brown, and Dennis J. Moberg,

1980)

(John M. Pfiffiner, and Frank p. Sherwood,
1960)

(Michael H. Merscon, et al, 1985)
2
(Daniel Katz, and Robert L. Kahn,
1978)
6 (Input)n (Transformation)! (Output)
(2538:  4-5)
2
2

(Static)”

(Dynamics)
( , 2541)

(2541; .27) |
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1979; p.18)

(Input)
mechanism)

(Fremont E. Kast, and James E. Rosenzweig,
2

(Open system)

(Transforming
(Outputs) (Users)
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Adapted from Fremont E. Kast and James E. Rosenzweig, 1979:p. 18



6
2 (Wendell L. French and Cecil H. Bell, Jr. 1984; p.57-59 )
L
2.
3.
4,
5.
6.
2
o1 [ 00
1
/ 1 \/ e \
[ o \ 1
. |
b /
|
Yy = de|I
1
: - §
I !
1
1

Adapted from ,endell L. French, and Cecil H. Bell, Jr. Organzation Development :
Behavioral Science Interventions for Organization Improvement, 3rded.(Englcwood Cliffs, New
Jersey : Prentice-Hall, Inc., 1984, p.57



(H. Jaseph Reitz, 1981; p.13)



ani i nauius 1A
' aANAM

UTEURGN . s

Y9951¥N3 BIANT AR
Y a / \
i$vesnadis T anmnadoy
wiodneyu NNIAUBITY

Afloudngaums

: Kenneth N. Wexley, and Gary A, Yukl, Organizational Behavior and Personnel Psychology
(Homewood, llinois : Richard D. Irwin, Inc., 1984), p.249
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2.

2.1

“ " (Management) '

Koontz (1972 p.43) - , Hutchinson

(1976 p.12) -
, Dale (11973 p.d) -
, Newman and Summer (

1964 p.9) -

, Sisk (11969 p.d)-

2.2

Terry (11969 :p.4-8) 8
L
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(Profession)

Administration

Management
2
Principle of Management

Webster

Principle of Administration



(Executive Function)

16

(Process of Management)

(Men)
(Money) (Material) (Management) AM’s
(Men)  (Money) (Material)
(Method) (Market) (Machine) 6M’s (
2513 :P.7)
( 2526 )
(Input) (Output)
5

L (Planning)

2. (Organizing)

3. (Staffing)

4, (Directing)

) (Controlling)

( 2521 : p.49)

(Management function)

L (Policy)

2. (Planning)

3. (Organization)

4, (Direction)

) (Control)

6.

(Evaluation)



i

Objectives P
Objectives

Polici \ i,

/ i / Policies \
Plannin \ 4

/ & / Planning

Taseadenisusnis TASANTNMIUINIS
' 9 ¢ =]
Tusssnsvunlng luesnnsvuanatuagian

1. Goals

2. Objectives

Goals Objectives
Goals '
3. Policies
4, Planning
L (Sales Volume)
2. (Profit)
3. ( Growth and Staffing)
4 (Controlling)
) (Evaluating)
( 2519 : p.70-71)



18

(The Management Process”
5 (Feedback)

5 (The Management Process)
: The Management Process

— | Y ] §099ANT ] ATV || NS | AUAN

'
'
—
'
1

( 2519 p.82)
2.3.2
(Millet,
1954 p4)
E=(0- ]+
E = Efficiency =
0 =Output =
1= Input =
= Satisfaction =
= +

Satisfaction = Achievement + Aspiration
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= +

Satisfaction = Achievement + Aspiration

Petersen Plowman ( Petersen Plowman 1953 :p.433 - 434)

5
1. (Quality)
2. (Quantity)
3. (Time)
4, (Methods/hi
D. (Costs)T
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3. (Marketing Concept & Marketing Strategy)
31 (Marketing)
( , 2538) (American
Marketing Association) (Planning)
(Concept) (Pricing) (Promotion)

(Distribution, Idea, Goods & Services)

(Exchange)

Stanton Futrell (1987)

E. Jerome McCarthy

(Identifying)
(Satisfy Comsumer Needs and Wants) Robert Lauterbom 4Ps
(Marketing Mix) 4Ps 4
L (Production Mix)
(Customer Needs and Wants)
2. (Price Mix) (Cost to Customers)
3. (Place  Mix)

(Convenience)
3. (Promotion Mix)



{ 2% jntniim{

NoMIN ALY
4Ps A4l
a o 4 A £y o
1. Wanfust melnussging
° 9o o
fMnuauay (Product) 14nunaraith Uszanumsnain
Jinser 2. 5101 (Price) N (Marketing Objectives)
@ o ' &L M o
Aaa p| 3-ms¥adnning | o dhmno o 4| dsdfedilinnaim
e (Place or reach target #anelavesgndn
Distribution) Market) (Customer satisfaction)
4. MIAAATUNS
Aa19 (Promotion)

(Customer) (Customer Satisfaction)
3.2 (Marketing Strategy)
( , 2532) 2
(Promotion) (Target Market)

( . 2532)



22

;
(Analyzing Marketing Situation)
L (Analyzing marketing Opportunities
2. (Analyzing Market
Segmentation and Selecting Target Market)
3. (Analyzing Market and Buying Behavior)
(Marketing planning)

(Designing Marketing Strategies
or Marketing Mix Strategies)

L (Marketing Objectives)
2. (Marketing Strategies)
(Marketing mix strategies)
2.1 (Product Strategies) (1)
(Product Differentiation) (2) (Product

strategies and components)

2.2 (Price strategies)

2.3 (Distribution strategies)

2.4 (Promotion strategies)

1 2 3

(2542)



4.1

(2533: p.6-7)

23



4.2

10

(Alvesson & Berg, 1992 p.86)

(Action Symbols)

(Verbal Symbaols)

2
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3 (Material Symbols)

(Trice & Beyer, 1993 p.77-
127) 4

L (Symbols)

2. (Language)

3. (Narratives)
4, (Practices)
( chultz, 1994 p.27) 5
L (Physical Manifestation)
2, (language)
3. (Stories)
4, (technology) : !
B. (Visible traditions) (work traditions)
(leadership traditions)

4.3

(Sathe, 1985 : p.16-20) 4
L (Objects)
2. (Talk)

3. (Behavior)



2%

(Emotion)
4 3

(Schein, 1983, 1984, 1985 cited by Vonder, 1992 p.35-36)
4

(embed)

(in-depth interviews)

5 . 2537
. 253 261.79%
(2539)



(Harris, 1985 cited by Vonder, 1992 p.32-33)
12

11. ' (appearances Ofpeople)

12.

1,2 3 1



(2530: .31)

AWIANNTAUUWIINY1A
CHuLALONGKORN UNIVERSITY

28



6.1

(2538 @ .129-136)

1

29



(2540)
.. 2533-2538
3
6.2
(1993) The iquenness
Organizational Stories ! ( tories)

7 IMartin et.al. 1983:p.438-453)

30

Paradox in



3
6.3

( athe,1983)1$ Implications of Corporate Culture:A Manager
Guid to Action

(Shared  Things) ( hared Sayings# ( hared
Feelings)
(Wilkins & Quchi, 1983) Efficient Cultures Exploring
the Relationship between Culture and Organizational Performance

(Trice& Beyer, 1984) Studying Organizational Culture
through Rites and Ceremonials)

(rite) (Ceremonial)

(Sichl & Martin, 1984 Cited by Off, 1989 p.46-47) The
Role of Symbolic Management How Can Manager Effectively Transmet Organizational Culture
(dominant culture)
(sub-culture)
3 enhancing counter-culture
orthogonal enhancing
counter-culture

orthogonal

(Barney, 1986 Cited by Trice & Beyer, 1993 : p.22-23)

Organizational Culture Can it be a Source of Sustained Competitive Advantage ?
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3
(1)
2)
3)
(
)
3

(Hams & Sutton, 1986 Cited by Trice & Beyer, 1993 p.126-127)
functions of Parting Cermonies in Dying Organizations
(parting ceremonies) 6 !

(Gagliardi, 1986) The Creation and Change of
Organizational Culture Framework 4
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