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1. External Marketing 

2. Internal Marketing

3. Interactive Marketing

 7’Ps ( , 2543: 340)

1.  (Product)

 (Value)

 (Core Benefit)  (Expected Product)
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4.2  (Sales Promotion) 

4.3  (Public Relations)

4.4  (Personal Selling)

4.5  (Direct Marketing)

5.  (People)

6.  (Physical Evidence)

7.  (Process)

 (Service Quality)

 (

, 2541: 342)

1.  (Access)

2.  (Communication) 
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3.  (Competence) 

4.  (Courtesy)

5.  (Credibility) 

6.  (Reliability)

7.  (Responsibility) 

8.  (Safety)

9.  (Tangible)

10.  (Understanding/ Knowing customer)

 4  ( , 2536)
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4.

 (2546)
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45 – 54

 30 

 4 54


