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    (Marketing Mix)

   

   1   (Product) 

 (Kotler, 2002 : 407 – 409) 

   1)   (Core Product) 

   2)   (Tangible or Generic Product) 

   3)   (Expected Product) 

   4)   (Augmented Product) 
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 (Adding Value) 

   5)   (Potential Product) 

   2   (Price) 

 (Kotler, 

2002 : 470 – 471) 

   1)   (Discount Price) 

   2)   (Psychological Price) 

   3)   (Promotional Price) 

   4)   (Competitive Price) 
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   3   (Place) 

 (Location) 

 (Kotler,  

2002 : 400 – 401) 

   1)   (Location) 

   2)   (Channels) 

 3 

  4

   3)    (Direct Sales) 

   4)   (Agent or Broker) 
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   5)   (Seller’s and Buyer’s Agent or Broker)        

   6)  

 (Franchise and Contract Service Deliverers) 

   4   (Promotion) 

 (Integrated Marketing Communication – IMC) 

 (Kotler, 2002 : 397 – 398, 583) 

 (Advertising) 

 (Sales Promotion)  (Publicity and Public Relations) 

 (Word of Mouth) 

 (Kotler, 2002 : 580 – 

581)

   1)   (Advertising) 

   2)   (Personal Selling) 

   3)   (Sales Promotion) 

   4)   (Public Relation) 

   5)   (Word of Mouth)  
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   6)   (Direct Marketing) 

   5   (Process) 

  2  (Complexity) 

(Divergence) 

 (Kotler, 2002 : 112 – 113) 

   6   (People) 

 (Kotler, 2002 : 446 – 447, 450) 

   7  (Physical Evidence) 
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 (Kotler, 2002 : 450) 

  2  ( , 2544) 

   1)   (Essential Evidence) 

   2)   (Peripheral Evidence) 

    (2546) 

 9  1,010 

 244 

 41 – 50 /

 20,000 – 30,000 

  50   1,500,001 – 2,000,000  
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/

    (2546)

. . 2544  1,112 

 294 

 31 – 50 

 15,000  3 – 4   2  

  60 – 100   400,000 – 

699,999

    (2548)

 1,221 

 283 
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 21-30 

 5-10  15,001- 

25,000

 ( )
 101 – 

200  1,000,001 – 2,500,000 


