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wUIRALAENHN AUl sEaNN1INITARIA (Marketing Mix)

AuLlszaNN15ANIA ( Marketing  Mix) 1xN809 NGNTILATAINANIRANA 59
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2550, 111 19)
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NARAMN (Product) Wsneli Aslaueane anaLduasANsaenisteadising
IpeanA et azdfonuviTaliile agflsynauesuansned azfasilsznaifoe

a o o o A a o [
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A91AUAY (Brand) uN1ED T8 AyAnEnd N3RaNLUILIINes LU DNAUALAZLENNS

v !
v a '
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n19laistun (Advertising)

nsanalae ldniinguang (Personal selling)

N1989LA4TUNN9T2N8 (Sale promotion)

N3 lNaa13uazNsUsTaNduius (Publicity and Public relations)

N19AA1ANINEIN (Direct marketing Y98 Direct response marketing) LATNITAAA
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Usznavusng §uan Aunan §u3lnased ldn19gnaiunssy
NPAULIALUNNINIEAEFNAUAERATA ( Market logistics) PUNLDI NANTINLNEN
% o dll 9 o a o 'S ¥ a v Y oAa | £
dosiunisedeudnefanansusianduanlugsdisinavredldnisgaanssunisnszans
o a v =3 v dl o [ % [ %3 d’l
FnAUAN A9Llsznansae $UNEATY Aail
N13UU44 (Transportation)
v a b2

N1IALSNENARIAUAT (Storage) LazN1IAAIALAT (Warehousing)

NMTUTN3AUANALUAR (Inventory management)



duutszanniamanm (Marketing Mix)

/

uanAua (Product)
- gqutlszannansingd (Product

- aauannet (Product line)

- AuAlfiden (Product variety)

- AUNNAUAY (Quality)

- anwouy (Feature)

- n1saanuuy (design)

- m3duA1 (Brand name)

- Msussitusie (Packaging)
- 9u1n (Size)

- U319 (Service)

- nssuilszniu (Warranties)

- ns5uAu (Returns)

mix)

nsanauine (Place)

- 489174 (Channels)

- NFANUALUNIINIZAEFIRUAT
(Market logistics)

- AnumseuAgu (Coverage)

- ANAMANTANETDIAUAN TRt
nansamung (Assortment)

- Fuand (Location)

- AuArmawida (Inventory)

- n1sauds (Transportation)

- MapasduAn (Warehousing)
- naAan (Retailing)

- mMeAds (Wholesaling)

UR

AANALLNNAE
(Target Market)

T~
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s1m1 (Price)
o s ) )
- s1AnduAnTusens (List price)
- @quan (Discounts)
- douzanld (Allowances)
- s¥azIaIN9T19E Ry (Payment
period)
- szaznaINTawde (Credit

terms)

181

nnsgaLdsNn1saam (Promotion) wsa
msﬁ’amsmmmmLmuysmﬁms
(Integrated Marketing
Communication: IMC)

- nslusnun (Advertising)

- nsdszanduiiug (Public Relations:
PR)

- n31a e ldwiineuana (Personal
selling)

- nnedadINNNgaNe (Sales promotion)
- NIRAa1ANIemIg (Direct marketing)
- ngpanaRnLBResiun (Internet

Marketing)

4Q°

MW 4 uapelulAaseasiagnasdIulszaun1en1snann (Marketing Mix)

17;34'1: Kotler, 1997, p. 93
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duunud e LU AEUTAR (Iifestyle) VFaNTREFNANBENUINIT  ANBELLNG
ARINegIAN (psychographics) (Onkvisit and Show, 1994, p. 120)

ANUNEABILLUNMSANTUTInYRIFUFINA (Consumer lifestyles)

AN UULNNSANTLEIE vige life style @1aliAnianulidne 91 vuneds yrnad
naanssTinagatils (how one lives) (Mowen ‘and Minor, 1998, p. 220) ¥i3auunaid
gﬂLLuumﬂ%ﬁﬁmmmmmg’lui@nﬁmemﬂmlugﬂmmﬁ@mm (activities) AN
aula (interests) wazANAALAL (opinions) tii’m"] (Kotler, 1997, p. 180) WLLNNTANI
Fimid azldlu AYINVNNRIATELARNDY ﬂ@uumm@ﬁmuﬁumﬂu 3 32U e nquilaanyAAa
ﬂ@ju@ﬂmmmmﬁﬁﬂﬁﬁmﬁuﬁﬁu wazngnymArangulual  (Faetiautu douldenain iy
Fi) (Anderson and Gloden, 1998, p. 220)

WLUNIEAHWTIRANNILWIANAATBNHE INA HAGKNLANFNAINYARNNINDE 1S

FRRULLUNNIANAWTIAAzuaAIANNTNI9Y HLFtnARIssTIRatinals THRunaz ey

'
=l v o o

wan W ineAtiunanssnsine etels Ivazminlddanaatesiuniansziin uasnginssu
4 a , , o I : ~ d
NilaLng (over actions and behaviors) m@qc_jmiﬂﬂw nminle BILFANFINANNLAANN
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ANFANUAZNNIFLE (Markin, 1998, p. 220)
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