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2. B5-Layer M X
o Layer1: HA| 2t& (PESTEL)
o Layer 2: A& X (Porter's 5 Forces + C|X|H)
o Layer 3: A|& MIE3%} (CHXFY OHERIA)
o Layer 4: A|E 72 (TAM/SAM/SOM)
o Layer5: ZM E2A (360% A DH)
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lil CORE MARKET ANALYSIS FRAMEWORK

AlZH 2M 5-Layer A|AE]

Layer 1: 7{A| AlE 24 EM (Macro Market Environment)
PESTEL 24 + 20259 C|X|& EdE 88

—— Political (BX|H): &, Z& Ha}, Ix| 27

—— Economic (ZH|&X): GDP, 22|, 21Z2{|0|M, AH| IH&

—— Social (Ar=|H): QI Hal, 2t0[ZAEFY, JHK| 2t S}
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—— Technological (7I£H): Al, CIX|® Xg, AI|& &
—— Environmental (2t2H): X|&7Hs4, ESG, 7|1F #3t
L—— Legal (8H): 74 2|93, XX AR, ol 2=

Layer 2: 49 31X EM (Industry Structure Analysis)
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— 7l

A

BYAL

N

Y 2=



F—— &l TRt 21

—— CHAIxHS| ¥

—— 32gHel 1M

F—— FOHXtel WM

L—— [F7}] SHE/MERZ 51

Layer 3: Al ME23t 2M (Market Segmentation Analysis)
CHHR Mi2et oHERIA

—— Geographic: 22H/X|G/Z7H/TA| tH|

—— Demographic: S/ HE/AS/uK/EA

—— Psychographic: 7tX|2t/2t0| ZAERI /M A

—— Behavioral: F0if THE/ALE Bl /HME SHT
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—— Digital: CIXI® dsZ/ME dz/7ls =
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Layer 4: TAM-SAM-SOM 21" 4bH=

TAM (Total Addressable Market) A%

Top-down + Bottom-up Approach H

—— Top-down: H AR 2|EE -5 Z7bEH HiE
—— Bottom-up: 12 & x B X|&EH x
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SOM (Serviceable Obtainable Market) A
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4-Tier ZHA 27

—— Tier 1:

A
oX

Al (Direct Competitors)
F—— Tier 2: 2t ZZHAt (Indirect Competitors)
—— Tier 3: &% ZHAl (Potential Entrants)
L—— Tier 4: CHAIXH (Substitutes)
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—— Product/Service: 7|5/Z&/sAd
[—— Pricing: 74 H&gf/a2] 2&
—— Marketing: EZiE/xH/HIA|X|

—— Operations: E4/=HM/MH|I7E

—— Financial: 0i&/+24
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5-Stage 17 &

—— Awareness: 4| 214 - HH EHM
—— Consideration: CHet Tt > H|u HE
—— Purchase: 7101 SAFEE > 7zl &=
—— Usage: MZ/MH|A AFE > 7HK| A
L—— Advocacy: MF70f > FH > SHE
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