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2.1

 (Marketing Mix  4Ps) ( ,

2545 : 51-55) 

1.  (Product) 

 (Utility)  (Value) 

   1.1  (Product Differentiation) 

 (Competitive Differentiation) 

   1.2  ( )  (Product 

Component)

   1.3  (Product Positioning) 

   1.4  (Product Development) 

 (New and Improved) 

   1.5  (Product Mix) 

 (Product Line)

2.  (Price)  P 

 Product  (Cost) 
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(Value)  (Price) 

   2.1  (Perceived Value) 

   2.2 

   2.3 

3.   (Place  Distribution)

 2 

   3.1  (Channel of Distribution) 

/

   3.2 

(Physical Distribution  Market Logistics) 

    3.2.1  (Transportation) 

    3.2.2  (Storage)  (Warehousing) 

    3.2.3  (Inventory Management) 



6

4.   (Promotion)
 (Persuade) 

 (Remind) 

 (Personal Selling) 

 (Non-Personal Selling) 

 [Integrated 

Marketing Communication (IMC)] 

4.1  (Advertising) 

 (Creative Strategy) 

 (Advertising Tactics)  (Media Strategy) 

4.2  (Personal Selling) 

 (Personal 

Selling)  (Sale Force Management) 

4.3  (Sales Promotion) 

 3 

 4.3.1 

 (Consumer Promotion) 

 4.3.2 

(Trade Promotion) 

 4.3.3 

 (Sale Force Promotion) 

4.4    (Publicity and Public Relations) 
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4.5  (Direct Marketing  Direct Response 

Marketing)  (Online Marketing) 

 (Response) 

 4.5.1 

 4.5.2 

 4.5.3 

 ( , 2545: 149-150) 

 7O’s 

1.  (Who constitutes the market?) 

 (Occupants) 

2.  (What does the market buy?) 

 (Objects) 

3.  (Why does the market buy?) 

 (Objectives) 

4.  (Who participates in the buying?) 

 (Organizations) 

5.  (How does the market buy?) 
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 (Operations) 

6.  (When does the market buy?) 

 (Occasions) 

7.  (Where does the market buy?) 

 (Outlets) 

2.2
 (2543)

 160

 21 /  5,000 

/

 1 

 5 

 (2544)
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 385  F-test  t-test 

.

 (2551)

 400 

 Unicity 

1  500 – 1,500 

 1 – 6 

.
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 (2551)

 400 

 25 – 29 

10,000  20,000 

 3 – 4 

 500 – 

1,000  1  / 

 / 

.

/


