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UUINNUAANIINMIAAA (Marketing Concept)
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(Successful Business)

HUIANUAAN M IAAA

(Marketing Concept)
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Orientation) Volume) (Coordination of

Marketing Activities)
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“Marketing Channe] ”
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4 P’s
Product

Price

BNNA1LODTF
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Place

Promotion
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Q/

e ANNRLZURIGIATUALIAU
— 1iAu 93nanAl (Know)
— A7 Ad@s1zviaUGaINS AadNAT (Analyze)
— &0170 aauduaIAUNAINIS AadanAle (Response)
— uanALtin aunwdnala (Satisfy)

o AuNvwalazavanatiuilafaurivainugisauag
f9N3
- naliiAnns daan (Repeat Purchasing)
- nalifiAinmdnu dndluasiduia (Brand Loyalty)
— 1Ann1s uanea (Viral Marketing) "weaavasiv”

Kulachatr C. Na Ayudhya 5
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(Word of Mouth Viral Marketing) sSun Tzu.San Zi.

(c. sth century BC)
Chinese General
military strateqgist
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AUUN (Competitors) ann (Customer) HagANTISHFINVVOIAT C
Market | Target Marketing ‘ > Market
Segmentation — —_— Positioning
\

N D
« Identify bases * Develop —( Develop
for segment ting measure of positioning for
the target segment target segments
- Develop attractiveness - Develop a
segment « Select target marketing mix
profiles segments for each
segment
\ / - / \ /

STP Marketing
ﬂaqvlfdi N1 (Marketing Strategy)

Positioning
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NAgNEN13Ma1A (Marketing Strategy) (A0)

msuyeaIuama (S)

aaathvane (T)
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Geographic ‘ﬁgijj 1 Demographic
1H U 918 WA Psychographic
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Segment ¥
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ANSLUVEIUAAG
Market Segmentation
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Segmentation(n1suudunan) £
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— LWLNANNFDIUNAININFNINANANEHS | JIUIA A1A
Useind aurnania (Inurudsze1nsg) snvdscing

— wivaunausdszansAdns ; Lwd a1e 518 le
A15ANIE AIFUT DUIRATIUAS)

— LLHNAULNAUNININEN ; Hudvau stuuun1saidiugia
UAINATN
— WLNANLNUANORNSTUANTRS ;

. Tondlun1sga : Tadidua Salulan dfide
nsidnInNadss1aal ; Uszuda deann ARl acunw
Aualun1sga : Taliae UTUS A%y Lipada
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AU HalWadzdu
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MEDIA THAI PBST
www.mediathai.net




Mr.,Mrs. Smith

* The newly married couple.

*Like very much in...
— Thailand beach
— Thali food
— Thal dance
— Boutique hotel & resort

i A B - » They have long weekend
In Thailand

@



John
and Emma

* They are very old
80 & 75
respectively

* Happy ,friendly
* Love travelling
But

* Trouble in eating

* High blood
pressure




Kulachatr C. Na Ayudhya ,2008. Consumer trend. Rotary Club of CM North
http://lunz-lunz.blogspot.com/2009/04/amway-nutrilite-protein-powder.html
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how to be seen
and heard in

the overcrowded
marketplace

THE BATTLE FOR YOUR MIND

Stand Out in the Crowd



Positioning
* Real Positioning : suniiwdasasiduaasliiimuldmanann pil
IN NAWLTLY FUNE LT
— uneusnaaslan duradedlulan wouwuylaldiae
= o o P= v A v Y
— Wuwwansruazyinmysanziiowniwdfunmsdygn 13
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« Emotional or Psychological Positioning : éuwsis
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Positioning
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9 PROPERTY

U.AND AND HOtiSES
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FINIUTULRID q Lummugulm

Aauane LLaszmﬁ‘ssam:m °]j’nﬂ§i\‘l laidiasg
5o 9AWN 1 lwinw Sunislng

http://www.textart.ru/database/english-advertising-slogans/car-brand-advertising-slogans.htmi



ananyal
Identity

“Stand out in the crowd”
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“Everywhere you can buy”
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Positioning
A9 AT UARN LN UININ N OUN

¢ ANSATMUARNBUTNIVANLATWNDDIRUA
— AMMNANTTUNSIRUA RN NALAA
— AOLATNNLSIAN
— anwasm i lWlgu
— gonlssTaanifiianda fmesion

— duAilauavduan

a Y 9)49(
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NAgNEN13Ma1A (Marketing Strategy) (A0)

N5 AU R BI N DT Market positioning

ANUANAUNYUNVIIA

BaI%y Bee

®
S&P
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STP W) 4Ps

Marketing Mix

Product
Price
Place
Promotion

Consumer Solution
Cost of consumer
Convenience
Communication(IMC)



daudszdun
N19M]1A

Marketing Mix
Strategy

4P's
Product
Price
Place
Promotion




P : Product Strategy

* NAUNTWNINAOUMN :

— NARNUY Aa JINgnlNLFUALAARIALNARINIANURUTSR
wWWaldlunsustaauasiilunssu&nt aunsaduagainy
iy Ausiavns u,lazmé’a?‘ia“lm” atatilu Tag u3n9g
AANTIN UAAR FOUN aIANTUIAANNAR

- wlaful dugdunuddymsaduydneainhauanueas
WU TUFIANANNNAU LAZLFAIUNLINNUANIIAU

— UssiANUaINIa N

. wamﬂmmmauwa"l,m (Tangible Products) t2u uawWan gifiu
(Har 1A3a9UseA UL

o nanAouaiiduela'lails (Intangible Products) wfu A1su3n1s N3
sziuse Tdsunsuaauiitaas




ANAUITAaUVDINAINNTUN

Actual Product

Augmented Produc

6 (%

Core Product (Na mﬁmmwﬂ )

v/ =

Uz lamiuannyuzina

o/ 6

15 uaNNuNARS DI

Actual Product (@741 snaLT
MG AURINARATUN) L
TouAnToul nanAuin
Puvia 311979 AUNIN
Augmented Product ?N AR ‘ELLGT/T
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M318UAN

Wiuscnaunisluialsdstennnlluns1duan (Brand Image) 1viiluduiis
UaNAINT ATIFUAUTENaUAE

Q9

TFan318uA1 (Brand Name) : anuaaniiavle

douanwaldatrdasnuianisAn (Brand Mark or Trade Mark)
o uaUle usduaantealila

SAIUNULBLNTT : AT1FUAIMIaEadua (Brand)

ALAITaIRNI1 3UAT (Brand Equity) Aan1sinsnduaAiuadnanisi

ANNNNLTILIN TUFER1gNAN

anASinasdud ; vinldandnBen d198udldadu
Qnﬁqﬁmmitﬁmﬁumqﬁué’wﬁu : aﬂﬁﬂﬁu‘la}‘lumﬁ‘leﬁuazuaﬂm"lﬁ
ANAI9RNAULAL TAMUIRNAR sians1FUA1D81NIUAY
anA1azandIns Aud L ldduaudnwaei Biduuulas
anAl1ztdllunantseAudnsuduai i gun1ssudsenunianissusal
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“J1811n”
| |

l11an 3 619
| |

“‘Painiueuae” §UAIRINANAKaN"
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" 9 9 + ()] 1 a 9) A 1 1 1 a 9) 9 1 1 1 9
AUAUITIADILIN 1UNIN TUAUTUNND ULV ﬁl!ﬂ%ﬁ%jﬂ!,!ﬂl\ill%llﬂ

1 A I A Y n 9 Y1 1 9 A 9
Tumioulas Wudum Tulduelndaua ABIN1TYOAVIYNTOLU

J
lviy Yavand U UA U Y aa1a 11y Ma529




35019 TN UANTTIAN

« ANSAMUATIATTIALUINAT L5LD1 T Tu
AUNUIUAI
dunusamiiy + Alsfidainis = 51A1
» 40 um + 25% =40 + (25%x40) = 50 un
» 40 umm + 10 umn = 50 umn

¢ ANSAMUATIA AL aULIAEUSI1AINY
SLEIRET})

¢ AMUUATIATALNINTUIAINADINS
Tlunam



BANNIIININNUIY

“raun(dnuar)”
| |

lafvian 3 L
| |

1L ocation- § “Location” j§ “Location”

“NuszdniduainfifiuinAutu aginaslidaayn dnaiuin we
rwnadazlaudulildndeyeynian wia lusadoyaynai anda
AUVIIAU FaRAAAIUAINNE U8 liaan” JeaNAnRe
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A19AITNUL

e« Aa AANssuNLAgIavNUAITUINANN NN
nanntinae
- fawmedamune (Channel of Distribution)
. ﬂaumaﬂamuumamﬂammwu'mmwamﬂmm‘lﬂejpg’ 31nA

- N19N9LIVFUAMT (Physical Distribution)

. Aanssuiarfiunnsiedaudronanioet ldvaauiinasinanii
NUSTnAFaIN1g 190U lHA191 aaddfnd (logistic) leuA N3
YUY NI5LAUSABIFUA

e NISLRDNTAINNITNNU LAY FAINTUNANNUN
TUaeinu
— ADNADINISLATAINNFEAINVDIGNA
— gfayntiug usimdaviinnlsusadssudn
— P19l donAdaIRUANH LT UDINANT N



HAININANIFNTEINLUFTUAN

e Supported (N&UUFUU)
—Government Exhibition
—Department of Export Promotion (DEP)
—Department of Industrial Promotion (DIP)

—Department of Internal Trade (DIT)

— NNSTMAFNAUNNIAFINNTIN N1TTINNFNAUUE
muﬂaunwﬁa (drnaal) naan153a1in Cluster

— NM19AANAINTIANIAITAAA TUNUILINUSITANS
SEAULANUATIANTU AU N1FANAINTTNFUA YN AU
U AUA. 1130N195301U EXPO wavnqusinge




AAINIINITNIZAIELIUA

Intermediaries (AUANAY)

— AGENT or Dealer ; snuang  giinulaniung
— Trader and Inter-trader ; sMunu vaniin faddaan
— Marketplace aarnnaly / nsalan

 Retail Store OQutlet (s2ua1an)

—Hypermarket , Department Store , Supermarket ,
Convenience Store , Mini-mart , Kiosk

e Real Marketplace
— ARIANRWIRUAIGIY LU AR LN , UNnARIARIA

e Web 121y www.thaitambon.com , www.tarad.com ,
www.shoppingthai.com , www.alibaba.com,
www.ebay.com , Www.amazon.com



http://www.thaitambon.com/
http://www.tarad.com/
http://www.shoppingthai.com/
http://www.alibaba.com/
http://www.ebay.com/
http://www.amazon.com/

AAINIINITNIZAIELIUA

e FavnvuavnuLlay (Direct Channel)

— asdwinduana (Company Sales force)
e M5GanUIEULe (Sales Team) Tuvs®En
— e-Commerce
e Mslatiulasiurasnisnisitminataags i uduiag

— squdilunasnuiay (My outlet)

e NMIRINUATINUATIMUNARUA T UL TURIINURNE
suuy 1w KIOSK , Showroom

o siavAfivvinanidonazarldanalunisasnudundn
— MLM (Multi Level Marketing)
e NNFFNIFULUN , Down line 2nams9 , svuuilsdia
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Brick & Mortar

Non-store retailing
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The World's Online Marketplace*

Speciaby Sttes
eBay Metors

«Bay Steces

Raviews & Guides 1ew
Want bt Now
By Buviness

Categories

Antiques

Act

Baby

Boaty

Books
Baginess 3 lndestiial
Cameras &
Cars, Pan

Coll Plhsnes =
S lﬂ'ﬂn!, Shoes &
Accomrories

[\ A'Nnuun 4 Yetworbing

FTancusnes Flustsanics

|
|
|
J
|
|
B

1)
(2]
2

u
(4
aRr
L)
(3
i

atataen
EN MofemAs
£

All Categonen

i

el

Crandolen (S
GeamraBa
Teak Fumdus
Covisraine Poows
Yngoe Dieaments
Eregiaco Arsesiomes

o o\

@ Lo b

v /[ Soarch | atiasentaninh

My «Bay At A Glance

Sanin for » saupshol of your personalized
ricemation on the *omoepage

Lond thip yeats doned
BaSpweda conumest
Bataan., Qe Yader S meied

Dene moce el 10 ¢ rvﬁu
lotoge. Vg Revesa b
Qudegloded

Tnd o BUE Codb, Presidond ¢f
£Cay Nouh Anwrcs in _ow
el Towes Hall Jo
Wl L2 R 2XEMPT

Hel Naw & in Demand

Camara phanes hom 875,
Noloa_ Motonols.

Non store retailing




Non Store Retailing ; Direct Sales

DIRECT SALES SUCCESS

L,
/

DIAGRAM 2

seuuilsiea MLM



e ANsRAFIMIIATARALLUYTUINTT (Integrated
Marketing Communication ; IMC) uagn1sa9Laau

n13aa16a (Marketing Promotion)

— s laraun (Advertising)

— asdszan&uWus (Public Relation)

— Mg lanneuaanIanlaIvane (Personal Selling)
— AIRILEINNTu e (Sales Promotion);as uan wan wau
— N9 R1aN1IA5Y (Direct Marketing)

— MsAananssunLAE (Special Event or Event Marketing)
— astilueiaildus (Sponsorship Marketing)

“HavdLNUA1s tAaLATaYN AL RN ENIL KNSR
gaanaadnuatvlszudnuasianaenauinmung
atinvduszansain”




N9 1 EUN
(Advertising)

Inaneil

e FM , AM

Ui anui (Newspaper)
te’luai (Billboard)

e T ouedandi(Mobile)
flhadn (Vinyl)

- J-Flag , X-Stand
imedg1s (Magazine)
WU (Brochure)
1ulan (Leaflet)

uuuns (Name card)
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Paul Lines
Managing Director

¥: 0113 244 3550
F: 0113 244 3994
paul@mediaheaven .co.uk
www.mediaheavon.co.uk

£ MEDWA HEAVEN LTD
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J-Flag / X-Stand / Y-Stand
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Brochure ﬁlmﬁa



Personal Selling
Promotion Girl : PG
Pretty

Direct Marketing
Direct Sales

Social Networklng
babDRIK ggmyspace.c d':ln "T,T.:TT;C}
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n1sUscadunus (Public Relations)

- Event Marketing____ » _Press Conference
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Promotion
Mix
ANIGEF U bl
Tei401n
NN
UseanduNUg
SRLEN

Telemarketing
E-Marketing

Place

Broker
AN

A1 UE
A1elan
LREGE

ABRN5IU
Internet



10.

N1TINUNUNTIINITINAIA (Marketing Plan)

d A
GUHT]UT]’JHﬁﬂ’]HﬂTﬁﬂ!GU@Q‘Eﬁﬂﬂ (Business Review)
9y
Jumruadura Jonan1en13nain (Problems /Opportunities)
S 0 Y Jd A 9 . .
GUHﬂTI’THﬂ’J@QTJﬁ%ﬁQﬂWﬁ@LﬂWﬂﬂJWﬂGIJ@QEJ@ﬂGUWEJ (Sales Ob_]eC'[IVGS)
9y
v o 9y
VUMK UAAA AL 1YY (Target Market)
9y

0 v Jd J . . .
GUHﬂTHHﬂ’J@QTJﬁgﬁQﬂV]T\Tfnﬁ@ﬁWﬂllﬂgﬂﬂqtﬂ‘ﬁtﬂq\c]ﬂWﬁﬁﬁqﬂ (Marketlng Objectives

and Strategies)

Y

S o 1 a o J ., .

VUM ITINA WA UINAANUN (Product Positioning Strategy)
&
U
Y

9] 9 a A a oA . .
mu’mmeuﬂﬁzmmmummmﬂuazﬂgmumﬁﬂgumm (Marketing Budgeting)
Y

VUNMFTUITHITNUADA (Execution)

=

Y
NITVACNTIUNAUNNNNITAAIA (Marketing Mix Implementation Tools)

9
Vumsisgiiuna (Evaluation)



YUNUNIUFOIUNIT VDTN
(Business Review)

. Jiasimfludvsvasialiil
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— AM93AsIsiANGaIN1SEa lunans
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Amount of commitment, risk, control, and profit potential

Indirect

exporting

q

Direct

exporting

Licensing

Joint

ventures

q

Direct
investme

nt
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(Five International Product and Promotion Strategies)

Product

Do Not Change Adapt Develop New

:E Product Product Product
; Straight Product
= Do Not Change . )
—_ extension adaptation
i @
g Promotion Product
invention
Adapt Communication Dual
: adaptation adaptation
Promotion




Straight Extension

Recl Bull




Communication Adaptation




roduct Adaptation

DESTINATION

JAPAN

MoMA Design Store Presents New International Design l

A new product collection, available
for a limited time only, highlights
lifestyle products usually found only
In Japan. Shop now >

~""°)“ "yl
A

'.(0_ -‘\ s, bt

Apple Jar with Spoon, Tatsuya Okazakl, 2006



Product Adaptation/Invention
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Product Adaptation/Inbound
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