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3. nisaalnayAAa (Personal Selling)
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1
a
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a ! v dl k4 4 ¥ a n’/l v a d”

Apsia LAIUIgNAT NIsLaueane inenszaulignénfinacnuaslanasindulate n1s
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=

3. n1suneE (seling) winauueNfnazfiovzauiAalzaasnisune R

‘]Jﬁ‘ﬁiﬂ@‘]_lg'ﬁ'l?;lLVIﬂﬁﬂﬂ”lﬁ‘L%’]W‘LlLﬁ@L'&uﬂ?.l’]ﬁl naueae nsraudalfnie n1stlanisane

4

)%

|
o %

4. n15IRLENS (servicing) Sondluntinndgn Ay IndnaIuafieseaniLinng

'
¥y aa

PR o \ P : o A &y o o o o
ELVILLﬂ@Jﬂﬂ’] LT 1d Iﬁﬂqlﬁﬂ‘]ﬂ’qm@@ﬂﬂ’]VW]ﬂﬁyﬁq ATULNALAR N °'| LLIBANRAY AL UNLNEIINL

19119281 NFANNDLAUAT 111EL

5. N1959uUsINTANA (information eathering) WilNIWAzFaivdayalufiu
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6. N19AAATTLIAN (allocating) WENINRLNBRNTNATUN1FINLRILANBIAATTIIAN
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wniule (Belch and Belch, 2001, p. GL11)
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6. edadrnusantslammunluns @A (reinforce brand advertising) NN
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N9 Ingdwd neBumedids unisaeansiianzdiniegnaniusmasaaiunsnanm

o o

AuAtININmINzaNaenAfesiugNAILAAZIIE uazaINITna TN S ITudnegnAn
ugane14(1d3 asdunim, 2547, uil 278-291)
AMNRNILNITARIALLULLATIZAFY (Direct marketing)
A1 NIAAIALLLILANZATY (Direct marketing 138 direct response marketing) 14
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uiule (Armstrong and kotler, 2003, pp.6-12)
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o

% = 1 v dl % I
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%
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