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9.6 ¢.¢ SBanjgamnasedigspehdadie
ien{aigipwiyws msmagin Shigpuisvan mivpugisis
Ay AInIs: nlnggmsmidinmaetmidlsn T g Sywomsnagman
R NI RIE IR T IMHIGuiw hgisinmmiegng
IURIUAMHEADAIGEY JOM ([UMS{AUANMINUA (sale managers), (UM S{AU{AN
HiOnn wmnhgﬁg (advertising managers ), S [UMSHIOHENLI (promotion managers)

a

iigjuin Shngiglusminddadun:igamgnaisiianpygunwiywatin
Umﬂj (promotion blend) 1
MIFHU MU AT RIg Rl gISTi AN (0N W AnHNITRIEYis8Rsig)

al

msémnssaﬁjgﬁpmm ARG SUHAN ASHITTAN  (integrated marketing
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Iy w A FRpiu i UR GG yteanay” ¢ A1 ¢
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communication)fﬁnjmmiﬁjtﬁijﬁjLijnjLﬁﬁU[mUj[mnjﬁnﬂhfs?ﬁﬁﬂlﬁgéSﬂﬁést’l
gopwiysipedsyuisaitnsmunmyw dgjmoumsanidinms
Haswinmum Sujpurmunisiiayts g

[UMS{AG{ANFHNT (Marketing Manager) :LﬁLmﬁ'jégémgﬁﬁ@mg A{pmes

PUANMIUA  (sale  managers),{U M S {AU{ADMIN) WM ANEAY (advertising

managers ), LUmSLﬁﬁLﬁﬁémﬁ(}Sﬁﬁﬂminn: (public relations manager) and {UMS

{AU{AN 56t W MR (sale promotion managers )

o [UMS{AUENMINUA  (sale managers) MANSMUWMIAT{AR HANANN
(personal selling) thifjtisg (WMS{AU{AERMINIH (Sale manager) § g rug Ui
Simsmivifinvammisanwésm Suusinmumind Place (of 4p’s) 71 181
gﬁLﬁHtﬁS‘gGﬂ sales manager [ﬁﬁjm‘?t’ﬂ marketing manager ttﬁwsgmam@i
Gimes MUFmangAY S78j)§PWmMiruf (advertising and sale promotion) 1 {18
[PU{ANMINUA (sale managers) (AUAN HAA (salespeople )]

< UMSHUENMIRJOFNWMANG (Advertising Managers)$ {FU{RNMIN]E AL
MIUALGIIBUNNES (mass selling) ﬁjﬁ'jmlﬁtﬁlsgammﬁmmﬂm’?g:gﬁj&é mi
il ¢l SR{UASHORPWElsIg)a 1 mimuursgmta ARaRuiung
HYEPWEIMSHERIIwURa Smgusmigjgipwmangny I§a )
NWMANGAY (advertising departments) :S‘IthﬁlStﬁsmﬁ}%SmgﬁL‘
igmimis: glginsdisgaipamimpwmangaganigiiy)gpum
AYIUAIZS T [UMSIAUIARNMINAWMANEAY (advertising manager) Aggrigey
L@ifgﬁﬁjgﬁ@mmmmim: (publicity )i NPT ANMIAN: (publicity)
MBS §UGRIRIINWNAMINNIGT YNwegugupi §nndshmanmi
AN (public relations ) 1

< [UMSHEUFENFNAFSNANMINN: (Public Relations Manager)s § 817§ Siithytis
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< WMSHEUEN§JYHAWMIRA (Sale Promotion Managers)s thgA{aU{HAN sale
promotion iUfm'JLﬁﬁtﬁSﬂS‘l‘rjthﬁmﬁS?V: sale promotion manager H1SU1S: O
NEJIUI NWMINNTNWEH 5161 marketing manager 1 (PRSI (NEGISEAM Y
gfﬁj[?lmdj sale or advertising departments mgﬁggmam@a’fgﬁ sales promotion
yinrugssale  promotion  AMHAEGUSNHTISHARURNIMEMNNNATI
PRI NHEA MM sales promotion manager At Wrgnygm NitieJ sales promotion
msuganpuingiiin  psdlsmigsmsnisingnants g
§hmn‘qhmmﬁm

mm‘jgﬁ‘pmfﬁmmmm?m;mQhﬁ%mmﬁLgi@JmsmmLﬁﬁﬁﬁm: Sueu{yu
FITE T

a a < =3
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tnwndi WGy wiywasntienadwimutiimannfismi
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Product Life Cycle
Introduction Growth Maturity Decline
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E Revenue
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Profit
Time
B —
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iIidamammusinnsigoanuiglindiginps  mudaniismigjnipum
YWins AMIGRIARMS (Informing) 1 (wedsIdnmbanuiamisim:#isns mi
ggipwpiviamwnsagimidyn umagimisdatugel §spsia

HIAISN MG ARUIUAABUISHAIZSIgT ISIGAMAMUISINS Innovators G§S

=

1)

AGHGIUIW MiNjOHNWMIRGH (Sale Promotion) MGHW AR MOAIS: ]
(ABUis (AIMIAS MU (salespeople) YA UIRAN IARUAMM IWIWUM:
UMUQAIAIMWWASNASUGIF AT MINjNPWUR (Sale Promotion) 18

st REadagadnmia s Shumdaghuammejuasoat g
?M

o GAmMAmMUENRIAGIES
iItandnmamudnpincis hvsyrwsawinidsguanégpid
mitpamiganismigingpw  Aginmiviisgjns{pimidyl  gjgimaggimi

Rsuiey  fdruthaBimisiagnn SIURSINBUIS  ynEIMIGHNIAGoAEN

g"
MAMALMYWT  Miniins ﬁLnfUm Ummﬁjgm[tﬂtﬁ Saugmi¢mgi
B AGA T UTU RG] S

IsiGnmaAmuis: wSHASESMSAUIES MU miNj)ipwmins
HUBUNHS (Mass selling) mﬁmsjﬁfiiﬁmiénmmﬂ gaanmid  rsliEng

PURYMAFRUAMM Ul

:n::m

SSIUALIGM iﬁ@émﬁésh@mgmmmﬁﬁ:mqh
uAMmm
% dnmams§gpirsi{fn (Market maturity stage)

Sdnmamudnpisiiin MIgjOEPWMIATIEUNNS (Mass selling) Sivmi
NjONPWMIGA  (Sale Promotion) HIG{AUHANUIF IR MI YN TUE
(Promotion Blend) b[Si;iﬁ[iﬁ“LI]‘l SIERX mLﬁ:Htﬁ S (consumer products firms) -] ¢ Ui
isudrm:emigjgipwoudsishinumipgaipinidsiginging
& OAMAMUNAZSMN (sale decline stage)

islnndamamuBsmn mgiel  fnGammAaimiNgEpWmSHAY
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9.8 4.0, FMIBRMIESHBMIYHBRES

¢uigiminsafnmb{peigmn 84 promotion blend T
o gimimpdwiimaitsis mivAdafiamu gmnppswismiudituinngn
o hrn{pygIsivgayw
o HAWIINGSIVAN AN SURANINWwHRY Y
o mmruniitngmsugan:y mulian(aisipiivsmisamuwistibundabn

o InuMtingmsugan:FeynpimavgwmitamuisiSibath ¢

fsurssifrnwmtingmSInmpa  (MiNjoRpWIgpwyImaisgsmn

fsminif)a
+ ey lEAGMIAGHIHEIH (Task Method)

ianagsigrbngmagigipwitupingiy:

isnisasimugimugidundnchifematu

o NENIGAN{RYTHUMSUGANAIBINEEU

o nmifnyaigidnignunymagigipwnyts Sarmasraiismity
hlith

iangs: guweibnmammmgimimnifigjejawitundasameud
MIN DN WHGSIGjH1 S UGN AU A AUFA

+ W IFANG UM NGAMWIBAIYU]S (affordable method)
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« mitudisasimiggipuithug)ulngaugaiuits
o MMIMAIGMSIGTMINYIpWENWIR)Y  (Uifejedm) thywsimidamu
IURIHAUAAIND
o (uUISRinANSAIBuMIRIYEpWMANFAYIUAEAWRABIND UG
ggrundmsismiSamuwIlmMinj)ipWivgapaauithimiumea
HRWmanminn:  (publication) gﬁmmaaémnﬁgﬁq (trade association)]
ﬁgwﬁaﬁmﬁmmgm?mmjgﬁpmmﬁ'jczgsmmmijm“
9.6. msSamE SWOT
mitatan g ganylaugugitwis: nmpswigiisanegin (Stren-
gths) 1T 8RG8 GIGALS (Weakness)i;]ij[ﬁlﬁtﬁS@JLﬁjﬁtﬂéhﬁmfU’ (Opportunities)
iTwiamianydinn(guesg) (Threats)fisumnuiunmegim  Gancgin
WG ANGIgN s g (Internal strengths and weakness) thesagmaiin
mGLgﬁﬁéﬁJmsmhqaﬁgmmfﬁmmsm‘gm:ngg%sng138
o MNgii1 (Strengths)

9 al

mngin Amglhuteunay yndanu utmiduspgmaginsamif u

~ 2] (4 Jd

MIUIRGE T MAGINMGMH AN ARNBIVEIHYMN , BISRAIF{ALIMS , 118
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m@mnnammmnﬁ Saaiminhdus , uigRigneIsusw |, umsnl

a=e
)

0

HSMS MSUlimig SniAGAs , FanmaiswSinunmhiguaauitd , o
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whig§ , msugniinimigngi g
e 9MI{U (Opportunities)
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mMANIER UGG HIVIIHYMAT EMUTISEGm G UWATIGATFaUIGRIg |
minginrd§auilepfwaviaapimeists | ugmamigon |, mijy
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IS M A NG
o MIANYATUNN (URIEH) (Threats)
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JOHN DEERE TRACTOR

5D & 5E Series (36hp - 90hp)

3036E —36hp 5045D - 45hp 5055E - 55hp

LEn ¥

5065E —65hp 5075E—75hp 5090E —90hp

JOHN DEERE TRACTOR RMA Q

— CAMBODIA

6B Series (95hp — 145hp)

66



JOHN DEERE TRACTOR RNMA Q}

CAMBODIA

6J Series (155hp — 210hp)

S0 2T
6155)—155hp

6210J —210hp

JOHN DEERE TRACTOR RNV Q
—— C ANMBO DA > 4

8R Series (235hp — 370hp)

8370R — 370hp

8345R — 345hp
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AMS (AG MANAGEMENT SYSTEM)

GPS System

(Real-Time Kinematic)
RTK System

The GreenStar Precision System uses GPS to
get your fields tilled, planted, sprayed and
harvest with precision, delivering more
profit.

LAND LEVELING

land Leveler

DESCRIPTION 2.5 Meters

Bucket Sheet (mm) 8 10

Scraping Blade (mm / inch) ] 125/4.9" x 10 mm (T)

Drawbar (mm / inch) 100/4" x 100/4" (Sq. Tubular) & 100/4" x 50/2" (Rectangular Pipe)
Hydraulic Cylinder (Ton) l 2

Height (mm) 600/ 24

Width (mtr.) ‘ 20 25 3.00

72/2.84" x 72/2.84" x 6 mm (T) square box 803.2" x 803.2° x 6 mm (T) square

Tyre Axle box (taper roller beari in
y (taper roller bearings in rim connecting hub) r(nmpce;mnechng hu:g);s

Tyre Size OI 6.00 x 16 (Single/Double), 10.0/75-15.3 & 13/55-16 (Optional)

Tractor Power (hp) P 7o) 55-65 70-85 90-105
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Disc Plough

ERE

Technical Data K60-703 Ke0-704 K60-705
Power Requirement - HP 50-60hp 70-80hp 90-100

No. of Disc 3 4 5
Diameter of Disc 26" 28" 26" 28" 26" 28"
Working Depth (cm) 25 40 25 40 25 40
Disc Spacing (cm) 50 71 61 71 61 71
Working Width (cm) 90 120 150
Weight (Kgs.) 390 480 540

Heavy Duty land preparation
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LAND PREPARATION RNV @

Rock removal and rock picker

= )

Applicable to tractor from 90hp

LAND PREPARATION

Disc Plough

SV JBORE SWilE

Technical Data

Power Requirement - HP 50-60hp 70-80hp 90-100

No. of Disc 3 4 5
Diameter of Disc 26" 28" 26" 28" 26" 28"
Working Depth (cm) 25 40 25 40 25 40
Disc Spacing (cm) 50 71 61 71 61 71
Working Width (cm) 90 120 150
'Weight (Kgs.) 390 480 540
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LAND PREPARATION

Disc Harrow

K50-708 K50-709
Power Requirement - HP 60-70hp 70-80hp 80-90hp 90-110hp
No. of Disc 6 7/ 8 10
Diameter of Disc 26" 26" 26" 26"
Working Depth (cm) 15 15 15 15
Disc Spacing (cm) 32 26.5 26.5 26.5
Working Width (cm) 160 160 1865 1865
\Weight (Kgs.) 460 480 583 600

LAND PREPARATION

Heavy Offset disc harrow

!\Io. of wheel

Technical Data K60-720 K60-724 K60-728
Power Requirement - HP 100 120 135
No. of Disc 20 24 28
'Width of cut 7'7" 9'2" 10' 9"
Disc Size (mm) 660x6 (Scalleped) 660x6 (Scalleped) 660x6 (Scalleped)
Disc Spacing (mm) 254 254 254
No. of Bearing 8 10 10-12
'Weight (Kgs.) 2400 2900 3400

2 4 4
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LAND PREPARATION

Heavy Duty land preparation

PLANTERS RMA %

Sugarcane Planter

Manual planter

Billet Planter
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CAMBODIA ' g

JOHN DEERE SPRAYER d \Y4 VAN

Self — Propel sprayer

] e ] s g

Cane — R4023

Boom sprayer

RMAQ

CrRoP CARE

Crop Management equipment

Trash incorporator

Ripper with fertilizer Cutaway Cultivator
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IMPLEMENT RANGE

Front Blade Disc Plough Rotary Tiller

HARVESTING EQUIPMENT

Sugar cane grabber
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JOHN DEERE - HARVESTER R_RMA Q

Sugarcane Harvester (CH530 & CH570)

CH570 (Track & Wheel)
CH530 (Wheel)

RIVIA

—eeeee———— (C AMBODIA

9

@ JOHN DEERE

RMA

FOR MORE INFORMATION, PLEASE CONTACT US.

Dina SANG (Mr.)
National Key Account Manager
Email:  dina.s@rmagroup.net

ecsale@rmagroup.net

URL: www.cambodia.rmagroup.net

Location: #04075, Street 2004 (Mayda),
Khan Dangkor, Phnom Penh, Cambodia

H/P: +855(0) 95 555 630

Tel: +855(0) 23 882 464 / 023 882 465
Fax: +855(0) 23 882 472
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AEMER Mmnuin Guuhac! a JOHN DEERE

& wmisuliinaijmasijptdian .

# sgumsedig Honda Wave 110cc 12015 gt 8491902 LG LCD 32" gl

#i mulsuasig:onLlamsmmAs ceem Ylbn: 5045D (45103), S055E (5510:), S065E (6510z),
5075E (754u:) S25090E (901003)

¥ milcugais:ngpuaEmagivmivdin Shodm anbming

# 1 inualnmmanatn 368 MUWNUGEERNWIAIN SaHmmmAsIv

¥ ngitis:gafnndlgsst leqnn §H2015

QUOEAMEDTY WImengin 8

#ig o Fulonmusn RM'oAQ . 095 666 552
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YANMAR

OFFICIAL SPONSOR of FOOTBALL FEDERATION OF CAMBODIA
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