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ARMSTRONG & KOTLER
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AR LS LNA (CONSUMER MARKET)

1, mmmnu'ﬁnn(Consumer Market) AB AAIATDIRLAN
yeLinsni3lng viede @Jﬁ’ﬂiﬂLW’ﬂﬂ’]ﬁ"ﬂﬂTﬂﬂ Lazuslne
AR IRTINALYAAR LNATA IneNldn1sdaiiansin

Sh.
3

(] alay
iunaiantauialuging




suchakree kongchao

ARANKAS (MANUFACTURER MARKET)
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AANAAUNANY (MIDDLEMAN MARKET)
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RAIANTNENS (RESOURCE MARKET)
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mmm%’gma (GOVERNMENT MARKET)
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The Production Concept

S fJ

1.
The Product Concept

2.
The Selling Concept or Sales Concept

k. §

4. The Marketing Concept
The Societal Marketing Concept

9.
Relationshop Marketing Concept
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1. The Production Concept
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92 THE PRODUCT CONCEPT
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THE SELLING CONCEPT

+ fan1sAndUsLnagulugiazlinenande
wAnAuT A La Ty

- fanisaNIsaadlanaznszaunisandulada Tngld
LATDINDFIUATUNITANNAFN )

S Temogas AC llAN ||0n_ Inu
SNUUDUAUM ‘Iljé'u !!!

——— yA set

& IASOVYAAIU
+ wnmanuin
Unii 24,490.-
Wiy 18,900.-

doliwo 11! INUWS
aumiddwouhia Suii - 8 nw. 58 1+ -

dond 8.30 - 20.00 u. v e

P N
- : % ‘ b e
s
r‘ ! @mwé 63u




suchakree kongchao

4. THE MARKETING CONCEPT
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5. THE SOCIETAL MARKETING CONCEPT
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=9 6. RELATIONSHIP MARKETING CONCEPT

£

' 1s10:IuHg0
‘ vaudoaqiHar %
),

*  ANNNTNANARINNSG

*  AMNWURINAANIN

e gfuanuilsziiulaatnnaiiiag
*  ATNFIUABYAUDIQNAT

a/ o

N1SHAANARANNUS




suchakree gongchao

NSEUIUNITNNNITANIA 4 AUADY

1. Marketing Situatio Analysis
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SWOT
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CIPPORTUNITIES
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EXTERMAL
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2. Marketing Plan ANMLULNY

3. Implementation AYUAN ANUTLUARING
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4. Evaluating and Control oyun adassa D
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www.iGetweb.com
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“Ydaullszauniensaaa (MARKETING MIX)

* PRODUCT (goods, Services and Ideas)
* PRICE saiuuanz@aunuaunu naxituanauazfanansan
* PLACE nszuaun1slun1seauannmum

*  PROMOTION n156nsa@asd1sssuingda uastunsine
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NARNTEN (PRODUCT)
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51A"1 (PRICE)

@b

wafw%ﬁ@e P
= gli %,@ A




suchakree kongchao
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1. Channel of Distribution
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. Physical Distribution
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Channel of Distribution
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Physical Distribution
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NITRILETNNI9U2 (Sales Promotion)
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91UaIAN19aY (Negative Demand)
LaifiguaeA (No Demand)
qﬂmﬁﬁu&laﬂﬂ (Latent Demand)
qﬂmﬁﬁ‘lﬂaﬁqmua (Irregular Demand)
qﬂmﬁﬁammﬁ (Falling Demand)
gUaIALANANA (Full Demand)
Qﬂmﬁlﬁuﬁﬁ'ﬂ (Over Demand)

1.
2.
3.
4.
9.
6.
7.
8.

qﬂmﬁmﬁiwﬂ (Unwholesome Demand)
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