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(1 LLmﬁﬂﬁ‘gﬂmimam (The Production Concept) (2) LLuaﬁmigamﬁmﬁm% (The Product Concept)
(3) wnARTINIE (The Selling Concept) (4) wiARTiRjanIAaIn (The Marketing Concept)

(5) wunAndlsisnsnaiauazdae (The Societal Marketing Concept)
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BCG (Boston Consulting Group's Growth-Share Matrix)
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+  Price: relative high +  Price: adaptive *  Price: adaptive *  Price: discount
*  Distribution: *  Distribution: *  Distribution: *  Distribution: limited
selective intensive intensive +  Promotion: sales
Promotion: informing +  Promotion: «  Promotion: promotion
persuading reminding

AMnuaavvIstdInnansaie (Product Life Cycle-PLC)

https://blog.infodiagram.com/2017/11/prod life-cycle-pi le-ppt-diagram.html
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T Ps 7 Cs
1.Product 1.Customer Solution
2.Price 2.Customer Cost
3.Place 3.Convenience Choice

4.Promotion

4.Communication

5.People

5.Caring / Competence Courtesy

6.Physical Environment

6.Comforatable / Comfort Cleanliness

7.Process

7.Compleate / Coordinate Continuity
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