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4) Uszinnuaavanusasnisia / ausva (Demand)

3) audsvaaiausu (Latent Demand)
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4) Uszinnuaavanusasnisia / ausva (Demand)

4) alsivaanay (Declining Demand)
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4) Uszinnuaavanusasnisia / ausva (Demand)
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4) Uszinnuaavanusasnisia / ausva (Demand)

6) ausvaidiui (Full Demand)
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4) Uszinnuaavanusasnisia / ausva (Demand)

7) adsvaunnau (Overfull Demand)
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4) Uszinnuaavanusasnisia / ausva (Demand)

8) ausvalunvilsesiva (Unwholesome Demand)
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2.1.1 uundniiun1swan (The Production Concept)
2.1.2 uunAamiviansiauei (The Product Concept)
2.1.3 uurAaivn1sanu (The Selling Concept)
2.1.4 umnmmmmsmmm (The Marketing Concept)
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2.1 il$2aunn153an1sn1saaa

2.1.1 uundnanvn1suae (The Production Concept)
WanuuuUsuaunn (Mass) ansununanule 1iu
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2.1.2 umdanysnansdaiei (The Product Concept)
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2.1 il$2aunn153an1sn1saaa

2.1.4 wundaaivnisaaia (The Marketing Concept)
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2.1 il$2aunn153an1sn1saaa

2.1.5 uudaanuvn1snanuardvau (The Societal Marketing Concept)
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2.2 1A329HANIIANISTHANG

2.2.1 msms1zu Last i N (STP-Marketing)

2.2.2 uuu3dnaxav i o4 4 (BCG Model 1152 BCG Matrix)
2.2.3 wasdinndansaau (Product Life Cycle-PLC)

2.2.4 5 wavaavnrsuavau (5 Competitive Forces model)
2.2.5 shuilscaunisnann (Marketing Mix)
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2.2 1A329HANIIANISHANG

2.2.1 msms1zu Last i i (STP-Marketing)
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2.2.1 msms1zu Last i i (STP-Marketing)

2.2.1.1 nszuun1stas1zu tad 1 W (STP-Marketing)
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2.2.1 msas1zu Last i 1 (STP-Marketing)
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1) Segmentation uuNadHv ANSULVRIUARNA
2) Targeting UUEIAY A1staanaaatilviung
3) Positioning UUEIAY AN MIGHRUUINIOAUN

mm
(+)

Q/ o
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2.2.1.2 Tuaauaavnisiaiiasaviia STP

1) Segmentation
AsuLivauaaln Taaldudnnaeinisuusiiatiiiiunaiandaaunaui azArviua

Q/
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ANSULVAIUNANA \
MAKET SEGMENTATION
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(+)

Segmentation

F9UTA NuUNTuiIuiIa
iy Tanalviiay
ULU AULIN

UM ANUANAAD
UM

o o r__n @
iy 2 ©:

BLNAUUAN HUAUUAN HLYANNUAAN HLNANUUIANININEN
UszansAdas nAAENT NWHANITUANENT (Psychographic
(Demographic (Geographic (Behavior Segmentation)
Segmentation) Segmentation) Segmentation)

- deustlunns - flunsimseu - ANHNAINOANTTU | - uLVIIUAAIAIIN
Avuesdiuaatn Aa | Wunuas ) nslduaveana nandszansinalal
A 218l a1dn assnilviiawui | s uanInInen
5116 ANsANEN TunIsmIAIsaaIn - fighudsnladlunms | - ddulsnidlunis
1ia2G ANFEUN AUNG | I URAaS U Yana Aa Tansiuay | wuv Aa sUuuunisan
A2IATALASY asiluile A5l audluns | viudie endan
- fichudsTunisudv | 1o dasnnslal UAdnAa9 K2 2uadu
Aa Uszind Asinna Usziaminlasuann | nedvau
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fhaevn1suivdunann (Market Segmentation)

Usciangsna
AONUNAY
AUNAAAIFFA
watuladnla
danuznslad
Uszinanduandaa

nmshimnuddglunisia
druulunisdeda

wamﬂa

uiuu1un1sqja

tnaLai msqjg

fidaTunisda

anun1sailunisia
AULIIAIY
AN WLAL
AUIAA5UD
A5l T2

159974 37UAT FA1UUINNS UUIUSIANS YALD
HANYMAN1INSSU Liitia AN 16 Tna 1na

Tuad a1y 1AN ASAUASY WUNUUNA Wunulag
mn‘iu'iammm waTuladamialug waluladduen
‘Bivaalad viuglad Taduaug T2dunn Tadhunane
aommmo adnsalszuyu ﬂumuuamﬂmﬂswnau
TandAunlaas Snndunisausnis

s2uFIUNINTAANHIUNAIY N5ASTALFIUIR
einsiandn dhadada dhan A1su5Ms 51A1158U
A2 UAG Wau 121 12

wiuaaLNIw NN5SU3ATS 51AN

Aaudny ‘Bizauidae WEWAY

fadIN1sNUN AavnsTuscasanniin

Wanalszan WanaaInsN

u1n dhunane vaa

Tdanaaa Tauidssd 1aTun1shiusnns T2tudriineu

e luunuans 2561
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2.2.1.2 Fuaauaavnisiaiiasaviia STP

2) Targeting

AMsLAanaANNKIYEIU 15a ratradr uTluiihvunanuiul s aunau
NSNENNASHAZAMUFINISAADIAINTS aanuTlugdrIuaa1anidian 18N
AR AR a3 vaanaatazA1lsTuiinaAan1s'la dsznauara 2 2Aunau

2.1) isziusgianunisainana
«  AUIA UATANUNLATAULAUTAARIAIUAINAANNLN NI TU
ANSL2ANNAA
¢ AanuaNITalun13ITR TS 9RIUNANA
¢ JnailscavanarnsnannsuatnaInNg

2.2) danaanatihviung
. JunanaRnizautaaldndnsaeitdan
- JumannuanadUIaalduanaNdnsaun
¢« JunarnuAaFUIaaTANIaAUALAELN
- Junannaruieniaatanansaiviianaaaiia

Q/ o
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dA15LA2NMANAAZEAIHANUIUWUSAUNIOAUN

(1) sivearnanizdruinaldndndouvitber Taaiiguausa
uan1stimvadviaatanauduasaanautiuunaaen
Winidu msmtuussna“lummmmwvmuw‘l?jmumumudﬁ
m'ml,amaomm?mnu

(2) svmarnunarusruiaaldviarandado 55Azddua
raau3nIsuaLatvnaINsanaudua linauiihuinaue
ANAN TAUUAITAAINITAAIIUADINITNAINAU AVUUNAUNS
NladassaviivatanagnsiianNudanaaavnuuaas
axutiviune

&)b

3
2
=
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d A5 NMANAAZEAILANUIUNWUSALINAAUU

(3) vvaarnunaraduiaalAndadu2itia) andaxatauiaa
AU a2 TundaAavidiiatfauanssananadnsaiilil g
KAL) aana aLv lsAnNAayns tluN1saLtiiuATsHau
wlaauldarunauanaiae

(4) Wvnaradrutbanlaualdniadauziiaraaiin 1ANzAan
nautihurunaigsaaafa inadniauaasnIsuaInan
dunariindudrsausniseausduadanuaanuaaIn15ui

(5) dvaarnsiu flunisanaduainiavanisuaiadssianlidu
aautihrunennnan dendadaeilunguiaziludssnniuan

qﬂiﬂnps’iﬂnm"hﬂmjmﬂsumwm‘lumwumuwnununauim
AANKITY 6129 TARUNUIIUIUNIATUATITIANITUALNIIATITAAIA
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Target Market Selection:
Matching Customers/Company/Competitors

1. Consumer Markets (B-2-C)
>>>Consumer>>>Customer
anNA1 >>>nuUaina
WU TAAAUAA N

2. Business Markets (B-2-B)

>>>Business>>>Industry / Institution/ Industrial Markets
§5A>>> AR&I1UNT5U WA da11U

WA1UAN WA&Y
Vdﬂ, A o 1 = 1
Waanuinldaracna nanaa
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Four levels of Micromarketing

Segments Niches

Local areas Individuals

Q/ o
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Patterns of Target Market Selection

Full Market Coverage Single-segment
M, M, M Concentration Selective Specialization Product Specialization  Market Specialization
P My My M My M, M Mo M, M Mo M, M
P A P,
P
P, P P, P
P 3 P 3 P3

P = Product
M = Market

Q/ o
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2.2.1.2 duaauaadnisidiasaviia STP
3) Positioning
ANV LB UINIANAUN

T LALEDITNAISWIANTAUFDIAALAUADIN IS U AOLATN
ANMUNUNIUY siAnEaL sﬂuuu SIANADIN AN Ui ms"lqjmu‘lmmu
Iaaiscsiva asaauuaiudIsavinlade deiladaianiiazeia
u]ss.r.ums.mnummomu‘lummm'\ﬁ'mav"lsmmm'msamaﬂm'\
Wiadmscriiasaduna 11T U ONIUL AN HNANAUiaavLsatLl
Tudunuvliatuaaia qsamaaswuwumwma"lumuml,muamao
NAnANIGA LIV

Differentiating,
Selling Point
USP: Unique Selling Point

&)b

3
2
=
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A5 MvsnuUY / aafu / 3eanaaaddua,ansduan”
A5 " FVANUANATY"

NRLNDBNI5ANEU, JAAEL, JAUAAGTY
TanA1anan dsziiula tldanda tdanlad uaneaa AN

Q/ o
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Differentiation Strategies
(Positioning Strategies)

Product Personnel

Channel Image

Q/ o
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/”

N
Strategic Marketing — STP Model

SEGMENTATION
Identifiying
meaningfully

different groups TARGETING
of customers Selecting which
segment(s) to

serve
_ POSITIONING

Implementing chosen
image and appeal to

Distribution & | chosen segment
—l
y ""g';':ggﬁog :Unlversid::
de Ibag
B seowebanalyst®™ -l e

Q/ o
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2.2 1@5adiianInIsnane
2.2.2 uuu3dnxav i o4 4 (BCG Model 1152 BCG Matrix)

[ ) a‘ Vs o It a Q/ o
HlunuuINaaINT12AILAas1ZUIDTIUANTAUINIIAISA AN ADIN IO A U
1 1 (-l d‘ Qs 1 = Qs QQJ, =l
Matilusiaiunisainuulatiiaariansiuniaansdunliug a1y
vrauTaunvamiayle 1aaladinai2ilun1simiansal 2 thauai fa

1) shruusvaaratdtdsainiiau (Share)
iHlunsldamnaudua wavinsgruusaanuay
WAnAu2riaavusEniluAavindiaiausuauAINsIa LAY

2) anwuvndulanasaana (Growth) unaadns1n15t6UIe

AINAINTUAT |
1O A 65115 ALILRIADIN AN T UANNINANG 2

wivaanlatilu 4 asal avarwealui

Q/ o
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BCG (Boston Consulting Group's Growth-Share Matrix)

High Star Question marks|
e pamamMsIAuInR e S Tu i eaies
* e ARy * unnataLauing
» 1dJusnn  Sududaaldiusnn
e a5elainng (V2L Teid T 1eaR
Hold Strate * AINUAILATBE DRI
o rategy - 2o " oy
$nY5, viuld Resoure Build Strategy a5 A7AR TBI 1N
g e wa
L anlutaan g snse g e
s a5l s Dl:.%east Strategy aams
8 HatvestStrategy LAuAmsyora u
= Cash Cows
o & W -
* * QAR ENINAT, 205 . aa'\aums'mu‘inuau
g msmujmhag /ﬁ * FIUULIABAAIRAT
» ldthuiae, Lidas
AW AYU
* R NaNXElRINA | Divest Strategy aasie
Hold Strategy Wwa
Snenld, A s wla HarvestStrategy 1AuAmstozd u
aald ‘Giaamure
Low

Large Relative Market Share Small

o
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|

BCG (Boston Consulting Group’s Growth-Share Matrix)

High 4 Star Question marks| i
* aatmamsaung * idaatae <
o Jdua atfg * unnaRauing
* 1diqusnn . a‘uﬂu aavlyiusnn
* aswaldinn oL e TH 1ILRea TR .
* AINUAEAIBE IR = & a i
Hold Strategy ) o UOU el Lo
$nwl3, viuld Resoure Bunld Strategy a5 aMARTEI A
L anlutha S snsa e -
E gtusile Dl’::;‘:eQSt Strategy aama
8 HarvestSh'ategy LAuAmstoYa u
g Cash Cows
o & e -
< * paTRENINET, 305 . amaumsmu‘inuau
g msl.auimhag /ﬁ e duuasaaIfal
» ldihuiae, Liea
FwaAYu
- *uniahelain | pivest Strategy aanio
-l o s . Materni Decline
SAN LY, LUh S ELA Harvest Strategy 1fuiimstoydu v
aald Giasmuuv
Price: relative high *  Price: adaptive Price: adaptive *  Price: discount
Low Distribution: Distribution: Distribution: Distribution: limited
selective intensive intensive «  Promotion: sales
. Promotion: informing + Promotion: Promotion: promotion
o Relative Market Share — persuading reminding




2.2 1A329HANIIAISHANG

2.2.3 'Nasii"‘mwﬁmﬁmsm’(Product Life Cycle-PLC)

wamnmmuuoq Wasun1sanuunauay azdigaaanaduinuas
w@anaaudy TuniessAasnusandvaan'iaiilu 4 2idvéa

1) 2b9i5u6u (Introduction)

Hluarenaanaaaas Hansau2inauinge tns1zanAteliisdn
2) 2h9i6iuin (Growth) )

ﬂaauuamm'\ummumuamos'zmsqmsuwamnmmmmmmmtm
3) 2trvdudn (Maturlty)

fluzirenuanaambuindesciugedn Tualviluanaraaziiudu'lai
niinnstasaduinuasaanane Azaad Wiavarnanaadutuaisdn
waraansulu waasal uarflsdrastiiasann Aansdavinanldans
nvnsaaaiadnilasdruntivean
4) 21rvanav ( Decline)

fluarenuanauanas atinveatilag lavaniiguasusdadud
naununuTusaradlulanuruunn

&)b

3
2
=
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IBUAU LU

TR I I

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

AMNuanVIVITAINAnA U (Product Life Cycle-PLC)

https://blog.infodiagram.com/2017/11/product-life-cycle-present-example-ppt-diagram.html
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Sy = O rmtmakarnum . ) Facebosk

Grow your business.

> Psech- (- B-W - L HB e BT Mo
~Veho.. 8 W) Fac

Our Solutions AboutUs — Careers  Biog  Contactl

SEO Life Cycle Chart

18
16
14
- 12
% 10
£
o ¢
4 2008
5 :
1998
0 ==
Intro Early Growth  Late Growth Maturity | Decline
Customers Innovators Eary Adopters Eary Majority Late Majority Laggards
Competitors Very Few Some Several Many players Competition Few
competing kills some off and Competitors
consolidation begins
Profitability = Uncertain High Declining
Declining Minimal
Risk High Lower Moderate Higher Highest
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2.2 1A329HANIIAISHANG

2.2.4 "5 navaavnisuayau (5 Competitive Forces model)

Threat
of New

Entrants - QANIUIAUNN TN WaATH
“ a5 (Porter)
- v T Tud s

{ : ~ SANLIAIAANADITNIIZANS
Rivalry

Bargaining Among | Bargaining ALUUIIUADIAIANSHFNA
Power of Existing Powor of & oy Y
Suppliers Conpitkiore " Buyers - AuatAusgnINcAISLAIAUTU
/ O ANUNTTUNAIANSHINIAUU
ag
1 - Teafitlafandrdal 5 Usznns
Threat o 1
Theeat o4 (Five-Forces Model)
Products or
Services

Q/ o
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2.2.4 "5 navaavnisuayau (5 Competitive Forces model)

Bargaining
Power of
Suppliers

=>

Threat
of New
Entrants

¥

Among
Existing
Competitors

)

Threat of
Substitute
Products or
Services

-

Bargaining
Power of
Buyers

ALEUINNTTUANTAANITINEAS amuumsamm'sﬂ

tlaiuidrdey 5 Usznns
(Five-Forces Model)

1) suanauannauavaulnu

2) ANUFURSIAAINITHAIAY
n1r.|°luqmmvmssu

3) mwmmmnaummmmu

4) mmamasaemaamja

5) aaulranasavaaInNaeInn ALl
n3adnnanataas

&)b

3
2
=



2.2 1A329HANIIAISHANG

2.2.5 gruilszaunisanann (Marketing Mix)

- I °l°zf"3|,m1w'mmmﬁa'aj\mwu
o AMUANALNSAANALALIAL

1) wanAaauai(Product)
ARCET 2) sna(Price)
3) n1saaanuud (Place)
4) n1sdetdaunisnain (Promotion)
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2.2.5 shuilszaunisanana (Marketing Mix)

gruszaunisaaia (Marketing Mix)

. e . o o ANV
WA AU ez AT AUUNL SHa6
(Product) (Price) (Place) (Promotion)
Swszviundudi | fHudeiiddaulu | da 38n151indud | da AnsvinAanssu
usausnsniilun | n1seann ue ©Wdiiawavand | envq wlauan
MavN15AAY ununaavsian | uinludumsina | anededneas
nautihvune Tulsatinavua | naldvianaquiiv | fuaraagsn
WansaiN arduaanalula | 356n15215anS
nautihvune AAA3IAT LWL ASzANUIUANILH
favn1sarls Uagmsennisan | ANNEIANIN
s1analulavin
Tausaana
Fua'launndu

mm
(+)
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2.2.5 shuilszaunisanana (Marketing Mix)

Product Price Place Promotion

e Design Strategies e Retail e Special offers

e Technology Skimming e Wholesale o Advertising

e Usefulness Penetration e Mail Order e User Trials

e Convenience Psychological e Internet e Direct mailing

e Value CostOPlus e Direct Sales e Leaflets/Posters
e Quality » Loss Leadel * Peer to Peer e Free gifts

e Packaging » Discounts e Multi-channel e Sale Force

e Branding » Allowance e Inventory e Direct Marketing
e Accessories Payment Period e Transportation e Public Relation

o Warranties Credit Term e Location

https:/ /www.theseus.fi/bitstream/handle/ 10024 /105908 /MAKI_SAARA.pdf?sequence=1

Q/ o
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2.2.5 shuilszaunisanana (Marketing Mix)

4P’s by E. Jerome
MaCathy,

1960 ‘<> {}{?

PRICE PROMOTION

PHYSICAL
EVIDENCE

PEOPLE

Q/

AOLEUINNTTUNANTIAAISINBAS da1LUAITINN5L sy ATeuU

creation of the Extended
Marketing Mix in 1981
by Booms & Bither which
added 3 new elements to
the 4 P’s Principle.
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2.2.5 shuilszaunisanana (Marketing Mix)

People
Physical evidence

The 7Ps Services Marketing

* Customers

* Employees . Facilities, equipmen
* Social interactions ¢ Uniforms
* Roles & Scripts * Livery & artefacts -
. Relationshi:s . Signage 1 n P I‘Od u Ct a I'Id Se I‘VI Ce
Symbols a %4  al ] a
Place NI NN 119a119N19
Process

: fgzg?ion *  Service design 2 " P I‘i Ce 51 ﬂ 1
« Delivery services *  Standardization ad o o 1
» Electronic delivery g:t:::?:ig::?:ﬁiciency 3 . P I acé daANUNAMAIINUNE
4. Promotion n1savtasunisang

e e 5. People yaaa nianiinviuluavans
- Oparoricre bad e 6. Physical Environment &vuwiaaau
* Competition-based Product * Other promotional

MISANLAN
7. Process ns<unun156199 Tun1s
ANNANTAIUSUAURTUZIANS

Relationship-based ethods
£ * Total service product i

* Core product

* Supplementary services
« Facilitating services

« Supporting services

“#5"  https://en.wikipedia.org/wiki/Services_marketing

\
§
o/ -~
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2.2.5 shuilszaunisanana (Marketing Mix)

7Ps

[

Product

Price

From |

Place

Promotion

People

Physical
Environment

~

J

7Cs |

Process

‘t ! ‘tftii

7Cs

Customer Solution

Customer Cost

Convenience Choice

Communication

Caring / Competence
Courtesy

|
|

Comfortable /
Comfort Cleanliness

Complete /
Coordination
Continuity

J\

AMZUINNSTUNITANNAISTLNEANS amuumsammsﬁ
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2.2.5 shuilszaunisanana (Marketing Mix)

1) Product is Customer Solution

msaswwamnmmmoq dlunn AvlanausduananIu
Fr o m AavAISAAINULE 115D
mamau'iamumsunﬂmu'\"lumumoq TWunanan
. Auiiutunisdnds1anansateinneg duun ’iamuaoagjﬁd'\
PS anAInavN1sac'ls aev'ls udadiaiunacsiineg

2) Price is Customer Cost
TO - MY WiINKNaaUSaKaNE anttlurAtuasan
 uagnA1ATt LUK F1ANTQAUIAUNY GUNUN
wiadvasatintviliis
Iy, 7C . wardvazviauaanun tiiiudnsianfuduuaaunana liu
T\ S anuIauny AdvAzunnavAuaINAayalscnauns
WANTUIAIRNATUAATAY

bb

3
2
=
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2.2.5 shuilszaunisanana (Marketing Mix)

3) Place is Convenience Choice
Fro m . dviianfludruaniiaaui viadasnivnisInaniUus
usa'liiiu azanialaualusInuastanad1inlasunlInu
Azannauaualiiu walausda'ly uay

PS - NaAuiaNNKUNCaNAY sUuuun15T1212d96 (Lifestyle)
Aadnutihvnataarnguiiza’ll

TO 4) Promotion is Communication
°lumsam'iﬂs‘imju°lm Aanu nsdagslildeandrdailude
niimusAyatnIun
N 7CS . lavannnbigunsadasnslldonguanarihvunale’

Ha" "luuuuaemaeanmn“lu"lamea“’lsnun'\sm”luaﬁ
‘iﬂs‘imml,au

bb

3
2
=
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2.2.5 shuilszaunisanana (Marketing Mix)

5) People is Caring / Competence Courtesy
- yanaluasans usamiinuluavsansnlrusnisnisun
Fro m ana savtiluynaaid daanin ldlanazauaandl sIu9
asrulnavAIIUNaTIAaIANAN

PS 6) Physical Environment is Comfortable / Comfort
Cleanliness

TO «  p2NaAsUaAvAYRVIIARaNTUNNsTKUSN1S KAalladaTag

anAAINsa UGV IATIASIIANNALAINFLNY K3

: a'%’1ous§u1n'\ﬁﬁﬁ‘lu‘"u,n'aunn”'l
= . syudvdvavgiaruaanugzanliianarusaliizinyadu
—S 7CS anA1(The company’s website, Annual accounts,
Business cards, Logos and brochures, Equipment,
- Buildings)

Q/ o
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2.2.5 shuilszaunisanana (Marketing Mix)

7) Process is Complete / Coordination Continuity
rOI I l « HNAA AN TULSINISEARINANTUINATTANSELIUNS TANARY

TiusnrsunanAlaa duszansnan
PS .« 52UAIASTUIUNNSNTHANNQNADY UaTdNYSaTLUY

TO

Q/ o
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1. WasIUUNLHAANANIINISINHASHATNARS Ll
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1) nrsunivarun1saann (Market segmentation)
2) nsanaaatilhuuna (Target Market)

3) A ienuiiuvaana (Market positioning

4) nsvahaana (Market entry strategy)
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5) nagnsaruszaunisnann (Marketing —mix strategy)
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5.3 nM1sAuuatiuIunIsaata (Formulating planning)
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3) msinassduszannisnana (Marketing Mix allocation)
4) asaiuasian (Pricing)
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(Marketing budget allocate to products)
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