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Space Shuttle Challenger

Berlin Wall falls
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4 1% of millennials have no
landline at home and rely
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He's wired.

44% of Millennials rely on
personal research on the
Internet or media for
financial guidance and advice.

\_-/ '
i He hearts insurance.

60% of Gen Y employees rank benefits
as the second most important factor
in determining job satisfaction.

f

He's in debt.

52% of Gen Yers have
outstanding student loans.
527 have a mortgage.
45% have consumer debt.

He thinks benefits info sucks.
Only 40% of Gen Yers find
benefits communications helpful.
Most turn to friends or relatives
for information instead.

He's at risk.

Only 4 in 10 Ben Yers have life
insurance coverage.
2 in 10 have individual policies.

Just 9% have a last
will and testament.
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Talking a different language

‘Maturists

i (pre-1945)

- Wartime rationing
- Rock'n'roll

i Nuclear families

: Defined gender

i roles = particularly

- Baby boomers
| (1945-1960)

| Coold War

. Swinging Sixties’
| Moon landings

- Youth culture

| Woodstock

- Family-orientated

Formative
experiences

- Generation Y
| {(19811995)
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- gttacks

Social media

' Invasion aof Irag
* Reality TV

. Google Earth

- Generation X

| (19611980)

i Fall of Berlin Wall
i Reagan/Gorbachew!
. Thatcherksm

| Live Aid

| Earfy mobile

‘Generation Z

| (Born after 1995)
tdownturn

i Global warming
iMobile dewices

| Cloud computing
: Wiki-beaks
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Organisational -
by employees
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Face-to-face meetings |
I increasingly will go onling

Face-to-face ideally bt

Text or social media
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permitting
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aaatiniung TARGET MARKET
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2. AMsna1antncdIu (Concentrated Marketing)
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3. nMsaarauannay (Differentiated Marketing)
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(Single — Segment Concentration)
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KEY SUCCESS for NICHE MARKET
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ANSLRANUNNRIUNANALN ARSI IVANULA 126
(Selective Specialization)

M1 M2 M3
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aun1snaIn-anAal (Market Specialization)
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MARKET POSITIONING
A5G U UINIINANISTAANG

Fnuazandaasisfdurdaluaaia
JAaNULKLAU K5
LAAMYAUNN AN LN TR
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MARKET POSITIONING n;ﬁam'\;mtmuoaym m:i’imau
A3V ULINIVANTAAA ‘NanalduavaasnaNgna
?j'as.m'mumnas.msmmmzau

TadnagnsnisaaialunanuacaULaN6AIY

(Undifferentiated Marketing)

«  fAnuasuLUY N gueinale zavnan
a1z Tanaialanvnua

HILAITAAALAED warldnagnsnNIsnAIANILRNY
(Concentrated Marketing) |
e AvuaauLUd N drunlvainsgn aavaana

ARLNSNITAANANLUNLLZAIIUUANGIY
(Differentiated Marketing) |
o AuUasILLKUINS IUN weardiuaaia nuanavAu 1o




MARKET POSITIONING
NSIVHIURUINIVNITOANG

1. ANKUAMNSIALATAMATN

2. ANV UAMUA NS 12
I auaadliitiiuin aua winnsfu w"lﬂ nau"lmmju
gINgsnaua AN meshnsusa"lum iiMutdaains
tnus1usunis1a'levas

3. ﬁ1uumm1u9mauﬁa 1192 Uss1a2i1d L
iy geuiladau Idaul2dinitusiaanthiandu




MARKET POSITIONING
NSIVHIURUINIVNITOANG

4. Munuaaidn1std 1sa n1suin'ldla
1y aguvavascsuydnsiusalalea
NIt 19 Nam

5. muummusymuﬁuwﬁmﬁmﬂmqju
%'msuwm AvsaadNtLunNAa Aot
UM

a 1 o
6. AMUUALNALIAIANFLUAIAU US
lﬂ‘iﬂ‘.l.ll,‘l/lf.l‘l.ll,?.fu Wydinwanulveiaszy
27 AL LENIAIN NI




PRODUCT POSITIONING
ALK UIN AN A LN ™

ilun1sIandaAaailviianunaneay datau waransefiualIN6aadnIs 1ae
AsilsaunaunldafagitasusinAunlafaeizavanaeiiu Tvatluianls
aasusTnaTauTudivilazdasiinisscymulaidsau wiamnuuaneng
mensuaiediu (Competitive Advantages) Tudusneg @il

AU URNAaN L (Product Differentiation)
AU NAIIAIULSATS (Service Differentiation)
aunanavulyaaa (Personnel Differentiation)
aunanaIIIuATNAndal (Image Differentiation)

WM

*http://economicsthai.blogspot.com/2012/05/market-positioning.html




AMANLAADINIANNUN avAalscnauAaINInAL N

(Product Attribute) Level of Product
1. Design 1. Core Product
2. Material 2. Tangible Product
3. Varle_ty 3. Augmented Product
4. Quality
5. Safety
6. Warranty
7. Service




PRODUCT POSITIONING
ALK UIN AN A LN ™

1. enuuaneavaunansiatei (Product Differentiation) |
ilun1sHAsan g nBULIAUADININANA U2 N UANINA AU AIAIUITA
AT ldnAE A1 6 il

stuuy Aaautic ANAINY AMENTIR 511 Auindiada aatnn

2. aMNUuaAAIIRNULSANS (Service Differentiation)
dflunisAuuadinruinIvnIsaaaliunndnfaei Tauniuluiinnshiusnasn
witlaninquaviiu desnunsafiansaldannqadnaaisanvgéoil
ausIaLE) Mssudssdiu Msusn1shinde NsusnIsiadedud
nsinausurdaliiddsnunanal ANsusn1sLNgISnENuaradauuaiy

*http://economicsthai.blogspot.com/2012/05/market-positioning.html




PRODUCT POSITIONING
ALK UIN AN A LN ™

3. anuuanaauyaaa (Personnel Differentiation)
ilunisAruuaiaaiaIsanINNANUANITaAILAINNT TURIANS Tananluiiau
T Aundanfaiidssinnusnns sﬁemmfmﬁmsmﬂﬁmnnmﬁnumvﬁhoqﬁoﬁ

ANMNSANUAIUNTaAAIYARNNS UscaunIsainazaudIUIg AU undiadia
aNudadad d1u1sa13191a16 nsguatanlaldanan msmmmaﬁamsnuanm

4. anuuanaaIuaInanal (Image Differentiation)
dflunisAatuuadinkuiaaiintainInansniatndniaeivsaavdansunilu
1A929Ha TUNNFAFIIANNULANATIINIINNSU2A¥EU Avaru1sanINIsanlaann
ALENHALLEN9 6oLl

Heudnual Fa ussannd nsiaiagnsaiiidly NUNAaINARA 9

*http://economicsthai.blogspot.com/2012/05/market-positioning.html




Behaviour

share of customer

Geography flDemographics
economics

reglon gender, age

type of settlement type of household socio-economics frequency of
media no. of children education purchase [/ usage
consumption income patterns of usage

occupation

Psychographics

attitudes, values
interests
activities, lifestyle

characteristics
advantages
benefits

http://www.slideshare.net/aidenyeh/the-market-

segmentation-process

sinn1saaaing

1. cdaviianusiusalunis
wUvAANAITn AN TUAA LU
(Market Segment) naunaz

2. w@an aauihuuna (Target
Market) usde

3. NsnuivduAIliigneavALl
nauihuvuna (Market
Positioning)

®



Usranns
(Demographic)

WHANSSU
(Behaviourl)

FAHEINE 61D
L[4

T
(Geographic)

sz ang neunsd
AA2A6 LA AL
98 NHNIA A%aUA3 F:'J'ISJ'&NTQ
AV6 LAY ANSANEN AANS5U
VingHius catiilo n1sladdia
WHAT?
IaImen WHO? Where?
(Psychographic = ere:
When?
suuuunstddia How?

ABUAUNIVIIAN
UAANAW

AURAINS
(Needs)

ALANMOLY
aatusziau
ALAN




BCG Matrix @a nl2ams1ziinu ANSAINULALNAL
TaaA1S3NAUADY (General Electric) uaz
(BCG)

BCG matrix azidadgiuziizaninundennsvaadusEniiatinauil
aaaduAaiiug 1ealadinatilun1snansan 2 tnaied Aa

1. shuudvaarardedsauinau (Relative Market Share)
ilunisulsawmnaudug wavgrIunLvaanNaaay
WanAa2iaavusEniiluAm ilaaufuquAsng el

2. anulndulatavanain (Market Attractiveness) iaa
dansnmsiuinzasnaindiunn (Market Growth Rate)
fa dasinsuenadaaiaarndiunivivaaialilduas
3N s rtnainladilinadasnisgnNaanaduaniiue
fianuunsulunldaanasla


http://th.wikipedia.org/wiki/%E0%B9%82%E0%B8%A1%E0%B9%80%E0%B8%94%E0%B8%A5
http://th.wikipedia.org/wiki/%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B9%80%E0%B8%87%E0%B8%B4%E0%B8%99
http://th.wikipedia.org/wiki/%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%95%E0%B8%A5%E0%B8%B2%E0%B8%94
http://th.wikipedia.org/wiki/GE
http://th.wikipedia.org/w/index.php?title=Boston_Consulting_Group&action=edit&redlink=1
http://th.wikipedia.org/w/index.php?title=Boston_Consulting_Group&action=edit&redlink=1

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

High Star

- OE MRS LA IR
| = i Tunuaa aree = uo s e LA oA

= T rTuann = SuiudaaldiTuann

= @5 rS1ELE 2ra LW B P T L aa e

= F-IWH AT N RS TRE 51

Question marks

= A TH I AR e

Hold Strategy

. - - —

Zaw15, viald Resoumrs H-U|_|-|:| Strategy 519 a Ve TE wma
e =

AL WA B mnsa e -

o Eari-ls [:H'U'_EE'Et Strategy m#aazvia

=

Harvest Strabtegy Lau LAEnsTaTA M

Cash Cows Sy Dog
- nata EumEa , aas1 3 = = pamirmsa uinyan
msiauindiaa /{5 :

= F1MULMFAER  aTR
= T oo, laaaa

Market Growth

R TR ]
.- - ) .
= ua fasailaann Drivest Strategy aaria
Hold Strateqy o
- pere i - .
Faw 1Y, vueA ens wila F

- ad
: Harvest Strategy tuLriRenssazay
aald aawmore

" —
Large Relative Market Share Small

http://mba-stock.blogspot.com/2011/06/bcg-matrix.html




BCG Matrix

|

audniiileyuin (Question Marks)

9]
1. fdesnsR3duInuaIuan UV
2. #duasatnanncnn
3. davldBuunniainadiunsavaain ialiiviusanis
AgngdizaInana sinwutudlrendudBudindaana

4. avansnavnadulainay

1. YuRuwRazseduasavaaia (Build Strategy)

2. vaa wan (Divest Strategy)

3. wia AumAuscurdu (Harvest Strategy)

5. alstdananiziudiiniilaniang aunsaiudiuasas
aa1aNiac lussdusgeldvintiu

6. Wmmmsnunﬂmw\moq 1Teauidscsaumnudsanas
aaaduduariiluainarvsucalyl




BCG Matrix

duantiluanalrvau (Star)

hrWONPE

HAA91NSLIZULAUL T ADILAAUEIFHY
HAMSINISALNLMILATEIUATAINANAFHY
wHuNITaa liAducdasieriunalssiualil

r—3 A
AsINUTIUAINTSUIILEIUNAITAIANALND
1. %nw\msm.nﬂé\’qm.i'msam%amaommm WAy
2. eadAuauaviuNnweeNUNNgIUATAINRA

Qs A [~] Q/ p— | o (-] A
Fuanilu Stars sinazddnan I nTun1svina'lsn
gvuarnanuiilu Cash Cow aavudniuauvnan

PR o 'Y
A2 1N19ALNLAIAAIAANNAA AV

R




BCG Matrix

Aud11i1du (Cash Cow)

1. &5 1N15LIAZULHUTAUAILAAAELIGTAY
naa'luiuie

2. fruasavaanatdsaunausgy -

3. fvasavanuiidurfineaia

4. FuAnNgAUAFULEUTOLEUN uazaan

12NN ANAD
1. Cash Cow tfludua1Nas193usiuiu
INATRLALS N

2. savsnamgaruanauiluniiiaaia
eald(Holding Strategy)




BCG Matrix

duatnane (Dogs)

1. fifas1n1S1HUTa29LAAA G
2. dadruasaveaatdaaiuninaucnn
3. HuluanvinA'lsenusa ananu
4. USHNAAIWIANTOUIINAY
o A
1. w&ua fuariana'ld
o o o
2. 11932 daduA1iiaanannaan
3. 192 wagu aunusdua1tn




BCG Matrix

NsAnHaafsaei(Product Life Cycle)

when you change target and positioning.

when you select this strategy, you must sure
INn opportunity of new target and strong
positioning




Revenue / Profit

Product Life Cycle

Introduction

Growth

Maturity

Decline

\vgnue

Profit

Time




W = Weakness
INAAUKIDAR
danl3ay Miinann
dymnaaunaluaiu
a1V duaziilu
audssAna
ANUAISI AV

avAnNs 12fu
WUNY ANUF NSO
Tumsanns vinue
MIINITOANA K3
AMNANKEOIAAY
duan

SWOT Anal

S = Strengths
ARLTY IR LAUKID2D
1eatd3auaavavans
o o A& [
iuilalandana
ANMNASA 12U
ANSLY NNSARA
ANANEOL
AMUAUWUSTAG AL
anALAzANWNANY
1225 AMLATN2AAY
Jaaduuar A9
Wan Vinzaay
YAains N3
UIUIFTINULAY
ANNITAIANS

IS

O = Opportunities

Tanatluidada

eruunn Miilu

s a2mvinans

ANLiuvIUADY

avANS LARIN
Fvwraaaunuuan
dusIneadLaz1n
AU UANRLYND
ANSfiaxa ﬁ'mu'w
A Wadea1u
1atdsau

wuvtiu 2 sedu
STAUJIANA > ANAT AUAY WA AUNATY

sTAUNKNINIA > UsransANdnS LEsHeANdnS nATUlaE
f9naNAaIUSTsU ANSLAY NYUNNEL NFNENNTE55UA6

T = Threats ausssa
luilaasruau ilu
aldssaitAnann
FowIaRaNAY
uan aruaulule
Hatilusuanaiy
aamUILSA N
avAans luauan

e
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N5 UHUTUSZaZEND

ALY

i 1. #Adiavuay auNAn

AQusE 2. axwuunld 51, 101, 20 1, 301
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End of Module 4




uIANFNINITHEIUN
W3an1saaatnnsns (Farmer Market)

Module5. anuduusuavnayns 4P uag 4C nsRITaniy AmNuduius
U 4Ps uay 4Cs tilunsdiviciuin |
1) TunsefiunIsnienIseans wiinaBueauaztinan HNIaudaNY
13T wadvnasiiludriniltavdssaumnusdiisansalitiu agngnan
Hugdadu
2) MIANEHIANNFNAUBITUII 4Ps way 4Cs agwudn Tuyunaduag
anA1(4C) aylsasiilu IaFadrdaungndrinuniansan wagdfinuinielu
ATIaNITIULGRS P atv'ls ) |
3) 4C iflusghusdrdgynahraliitsdnlagndrlauintiu waziulalainay
fusanauguUadIsiamINAAINITUAIRNA LA ENIN

UsgRNEAINLALNTITA




ASZUIUNITNAITAAA
(Marketing Process)




dUUIZANNIINITNAIANUGIU UsEnaunae

Product
WNAOAUZIcnaIN
sz Utility)
unarai(Value)
Tusghamaaanan
AvarHwarintui
WNAOAUNAINITO
e'le

Price
ilushanaunu
(Cost) zavanan
AU INAIY
wl5aunviaw
52UMVA AN
(Value)

Aus1a1 (Price)
UDINANA U
naudndulada

Place
A0UNUAATSIR
AU AaINI9
dieiafaauting
WNANAUNUAY
USNITIANNAVANNS
1ildiveana
sznauene n1s
AUKS NS
AAVAUAN
LAazrASLALSAMN
AuA1AIAAY

Promotion
A9

A1 AIALADASY
ANUNINaTanans
a"un"‘m%au%mﬁ
maaa’ta"tmnmmm
Giavns Wialdau
AMUNSIAN
(Remlnd) unaailu
msmmmaaam's
WALnAUZaNa
'ivwno WA ALK
da iaas19iduad
LATWEANTTHANS
afa
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nau

ABLATH
AuaaCrnafu

ittt
Livunn

SRETART

g LRy

YenaATIIng

WaIHTEAY

WHERT

pilimbaloe

AL

HIn

Product
Strategy

ulanivny

winngsu

LERTTEE ST
nEaeiIhy |

LuuYFAg
CAsesn
NWNeulan |

Price Strategy

=]
PRICE
cutT

FTUTUTEAY -

Furuviadldn

. Strategy

-~

Distribution

. Strategy

Promotion

&

Ll
AL
S NIR]
MU U
nawruiuls
FLYINTA
Farate'lé
v hiduAIE 1
¥iuTaean rw
f  Aaruwala
nesdudnaulada
daafunmsme | .
gagala
| wau
Bafai A M
Tdwiinauno [ . | @iy o AT
LRuilad
SEnseefidssdninaw

http://www.geocities.ws/nudsikan2000/4Ps.qif

e



Total Product
Concept




Pricing
Concept

RN =57

Priting Strategies Matrix
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Management [ p— o G
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Promotion
Concept

1. ANSR9LEIUNNFTUUNIF N U TAA
(consumer-oriented sales promotion)

2. AsdVtaauNIsAaNIIgAUNATY (trade-
oriented sales promotion)

3. ANSLFEIUNITALNIFI NI NI UANE
(sales person oriented sales promotion)




Customer Consumer
Solution Expectation

duarfdiaainn uAileyiasea fandAu
(- V4 o~ 1 1 v
ANUIUNUSIZUINY asonguihiong AIUAIAUY
4Ps uaz 4Cs™* Consumer
Evaluation
s UNNCAN UszueianiIn ANALAY
AuAOLAW ANUAIAKIY
Customer Consumer
Convenience Experience
AU BN Wderde eiszaunisain
Ydsaezenn A’anNITaadUuTeda
. Customer Consumer
Promotion Communication Emotional
% o I o H 1 =1 - =t 1
[’]r]i\iﬂ Wﬂﬂ"’lm, Creatlve Marketlng un-'aiaaa-‘ai& lcu-'naﬂaianau lﬁﬂﬂ";"]uﬂ‘i:ﬁu?ﬂ

Avtasuni1sag dudszdnsnn




4S Marketing Mix

The New Marketing Mix : 4S 1.
“From Product Champion to Customer Experience to Social Contribution”
Marketing 1.0 MARKETING 3.0
Product Centric Social Centric 2
(aP) (4s)
* Product * Customer Needs * Solution
* Price ®* Customer Cost * Save
* Place * Convenience * Source 3 .
* Promotion * Communications * Share
Presented by http://humanrevod. wordpress.com 4

*9UARA U9 Malduulfa eco design, universal design, empathy
design, social enterprise, customer engagement, co-creation “a“

**Landiiududsmiauis wisdom of the crowd

Solution™ uuNaée ABAN1sALLSUGRAL
ntduanAF VAN TA LK IUNIIRUAD
uarusn1sANuLdnantdnlanuy datnien
NAWUAU

Save uuNgfiiv ANMUANAT 1i3anU
Usruéia Taaiisgunisainudquaifa
value/cost =save

Source** uuady NM5inu1 iada
fduanazuanis leuadinu aavdvau
Nadvnu | |

Share nunafv NMsFad1515a991?
NMVYNITOANAADIFUALLATUEINATST WY
119 social story



Integrated Marketing Communication (IMC)
AN58asN15NAITAANANULASLULINAG

ilunisusinnsituinsaviiasdadisn1sanana (IMC Tools) tia

1.
2.

3.

Tanavnauiihvung uay

8919 5AEN K ALNUFIUNUSATNALINA1ALINIL
Uscansnn uay |

syufvnigdgrudaaug ru wilnvu Wilauvilada
ANSHAN RN3TANLAUAT WaAlan AU 18
Asdassnddscansnin easnalutdasifienAu
(One Voice) uaznatiavsidntsgua (Consistency)




INTEGRATED -y
MAR KE” NG Mobile e ;’f - .-%1': . Multi-Media

STRATEGY

| Print Media
| & Direct Mail

N

public [ \'

Relations '51‘ ;
\

4

[— . /' search
N d

b = -.-a..__h‘_\’ L | °,\(

- ¥ = \\ ;

LY !

Video ™\ i‘ ‘ 1B N -/ Website
e \ !‘ g
%‘\-.__. .-"j

Social Share

http://onlinemedia.idea2mobile.com/wp-content/uploads/2013/08/imc.png

Activities Direct
& Events Marketing

Personal
Selling

Advertising

Sales
Promotion IMC Tools

Online
Marketing

Public

Relationship Point OF

] Purchase
Sponsorship




Customer Identification
from Behavioral Data.

The 5-Step :
IMC Process

.-.. ‘

Estimating Return-on- 4
Customer-Investment

A

Maﬂ(eflng

i
af‘
v
-

pirect

Organization Production

CRM CSR POP.

Event & Sponsorship Marketing
Demonstration & Sampling
Trade Show & Exhibition

Budgeting, Allocation, 5

2 Valuation of
Evaluation & Recycling Customers/Prospects

MC

3 Creating & Delivering
Messages & Incentives

ttp://jimc.medill.northwestern.edu/wp-

http://www.simandson.com/images/03Capability/03-02-11/1.pn ontent/uploads/sites/9/2014/02/five_step._process.png




Integrated Marketing Communication (IMC)
AN58a815NAITAANAUULASLUINAG

Astarau(Advertising)

1. tf]um"’%aeﬁaaom%umsmmm’?'ishﬁsy susuduarrsausnis
nanauiihuua’InuIuunn |
2. inavlunrsdvaya‘lutivnaunusina tNasgs19NI95LS LAy
g vAINaAndaidaIduAInasusnN15 e ativtilususssu
3. wuviilu
1. nMsiaraludivaarausina
2. Consumer Market Advertising >B2C
3. Mt liléivaaiagsnx
4. Business Market Advertising >B2B




Integrated Marketing Communication (IMC)
ANSHAFITNAITOANAUUULATLIIIG

n1suszaduiius (Public Relationship)

1.

2.

AsAad15 NsAvAMUINRNUS se1INvavANSALNAY
g151501 20U KA NAU
Aslscanduiiusidunisarvninaneaianadasring
(Corporate Image) divtilugaivvinnascara
Huniislunagnsnisaainndrdaalunisaanuciin
siotasun'lwanummmusum‘lmﬂumsan‘lunauu.l'mms.l
l,ﬂmjmwm"lumsﬁu,wﬂmwrmoq AAaTUALLEEN T
\Huigdinlasasgnsisas

. Tafdszanduniusnuauluavansg




Integrated Marketing Communication (IMC)
ANSHAAITNITOANALLLATLIVAG

AsaaInaanse(Direct Marketing)

1. flurzasiianivnisaaranladlunisiasns
TaaasvAugnativiung
1. Direct Mail, Catalog,
2. msdedianelilsusis (Mail Order)
2. sudvn1susunssIudaya (Information
Management)
1. asanuaasv (Direct Sale)
2. mMeaaanieinsieal (Home
Shopping)
3. aumasiia (Internet)
4. SHUMIFAUNTAIWUATIRUWE99)




Integrated Marketing Communication (IMC)
ANSHAAITNITOANALLLATLIVAG

P.O.P (Point of Purchase)

dan1sdad1s a1 e aidauAIUNSIIIanAN
srunvnsiuliitinnisdanluldrnvunuunnau
aaanautlaaunginssunisdianavandr Witduu
AIUUAIGAINTS

WN e

Where is point of purchase?
1. n]u P.O.P. Tuuatausu Floor Vision, Wall
Vision, 59517 W lufuuaa, Mobile
2. A{Y P.O.P. fhauaviainaswa2aiias, sawdy,
ARUAN




Integrated Marketing Communication (IMC)
ANSHAAITNITOANALLLATLIVAG

n1saaiaayaaa(Personal Selling)

asanaiaauaaansaniineiuana flun1sfasissciing
Wanafugidianuy 2 e
(Two Way Communication)

inanaiiaandn (Professional-Salesman) siav
1.5 zvin1saanatilu
2. wdutinTunisuasnautinuung
3.29UHUNNSA L AG DY
4 f1szriiauAiie
5.5undau
6.dadaei
7.20MU




Integrated Marketing Communication (IMC)
ANSHAANITNITOANALULLATLIVAG

gvtazaun1sana(Sale Promotion)

1. 1fluAanssunvnIsaatInitdinyamI2asdudwia
WANIAM AL

1. 393 ine Aanssunfiauldldun ans1an
alay nsiandua1inacing aasuaun NNsA
Tandvsvia ilucu

2. dygaunany lata arunu naa1dy wa
ddin Aanssudeadunisananiaula
Taun nMsliaruan druaani N1suvdiv
A5 LATNITIAVIULAAIRUAT TIINa
astiuliinunatsWiidvdiaduduacatiugyu
gua12aIu3EN




Integrated Marketing Communication (IMC)
ANSHAAITNITOANALLLATLIVAG

nAsnaIaLvnanssu(Activities & Events)

WNE

NOo G h

ilun1sIananssudeisgaunIsaaLULiIaIaNAN
duaaanatihvunaliiniiaa &uauwazuanis
Ti2ayatardatananaizaduandunsdlanwIuns
naaavlAdduan
WinTan1dlunisdianazinviitadudiuarusnis
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Integrated Marketing Communication (IMC)
ANSHAAITNITOANALLLATLIVAG

wWalsAusa (Sponsorship Marketing)
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Integrated Marketing Communication (IMC)
ANSHAAITNITOANALLLATLIVAG

Online Marketing

iflunsaaramitavdilsznaunisaainiaéis
(Marketing Mix) undssgnsiadsiufuanuAninIne
waTulai an1s U3 UULILRNIZIRNEAY
(Personalization) warsnwanutiludiuc (Privacy)
winneAu Life Style Tudvauilayiiu

Viral Marketing #3a a1saatauuuisa lunisdasns
Asaa1nlaalal Social Media dvazfianuvndiadaunn
wingadvsaarniiauliliisiiau vinliitaans
HWSNSEE Liaun1suns 15a iunisuanaa wuu
thaeailn (Word-of-Mouth)
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WEHUINAYNBNIIAITOANG CRM : Customer Relationship Management
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2.
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CEM : Customer Experience Management
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a CE : Customer Engagement
1.
g

2. TWanaltaanfaauTdFuaiuazusnisiay
3. .
4. gFnanudvinsvatinvcaatiiag

wWaaNHaIUIUTUAITAILLUS UG
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HarANSIAaNTLINRINS
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CSV : Creating Shared Value
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WENUNIARYNENIINITARANA
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CSR : Corporate Social Responsibility geonu vHANNS

AN95UN2 AU IANADIAIANS

1. AseiugsAILANMUSLANAALNDSIANUAY
FouInaaN

2. wiuasrnmnanuailiidlunaauduniedieau u s
WANAUATALANTIVAIAISE NN AV TaN

3. anAithinmuniilanldlddudiNiausufinday
fasgau




nagnsn1saaafi’(Growth Strategyed

ARELNSNIsHIIaaa (Build market)
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nagunsn1saaai’I(Growth Strategy)

Market Development Strategy
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nagnsn1saanai’I(Growth Strategy)

naunsn1stazaaa (Market Penetration )
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nagunsn1saaaal(Growth Strategy)

AagnsNIsHIuINAaAu2i(Product Development)
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naunsn1suan Line s5Ax (Diversification)
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