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2.1
2.1.1

 (Analyzing customer behavior) 

 (Marketing strategies) 
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 Occupants, Objects, Objectives, Organization, Occasions, Outlets  Operation
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 (6Ws  1H)  (7 Os) 
1.

(Who is in the target 

market?)

 (Occupants) 

 1. 

2.   3. 

  4. 

 (4Ps) 

2.

(What does the 

consumer buy?) 

 (Objects) 

 (Product 

Component)

 (Competitive 

Differentiation)

 (Product 

Strategies)  1. 

  2. 

3.   4. 

5.

 (Competitive 

Differentiation)

3.

(Why does the 

consumer buy?) 

 (Objectives) 

1.

  2. 

    3. 

 1. 

 (Product Strategies) 

2.

(Promotion Strategies) 

  3. 

(Price Strategies)  4. 

 (Distribution Channel 

Strategies)

4.

(Who participates in 

the buying?) 

(Organizations)

 1. 

2.   3.   4. 

  5. 

( )

(Advertising and Promotion Strategies) 



6

 : ( , 2546 : 193-195) 

 2.1.2   (Marketing Mix  4Ps)  (

 2546:53-55) 

  1.   (Product)

 (6Ws  1H)  (7 Os) 
5.

(When does the 

consumer buy?) 

 (Occasions) 

 (Promotion 

Strategies)

6.

(Where does the 

consumer buy?) 

 (Outlets) 

(Distribution Channel Strategies) 

7.

(How does the 

consumer buy?) 

 (Operations) 

  1.   2. 

  3. 

  4.   5. 

 (Promotion 

Strategies)
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  1.1  (Product Differentiation) 

 1.1.1  (Service Differentiation) 

 1.1.2  (Product Differentiation) 

 1.1.3  (Personnel Differentiation) 

  1.1.4  (Image Differentiation) 

  1.2   (Product Component) 

 4 

    1.2.1  (Core Product) 

   1.2.2  (Tangible Product) 

 -  (Quality) 

 -  (Feature) 

 -  (Style) 

 -  (Packaging) 

 -  (Brand) 
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 1.2.3  (Augmented Product)  

 1.2.4   (Expected Product) 

2.  (Price)
 (Value)  (Price) 

    (Price Policies and Strategies) 

 2.1  (Discount) 

 2.2   (Promotion Pricing) 

 2.3  (The Level of Prices Policy) 

 2.4   (One Price Policy) 
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 2.5  (Mark Down) 

 3. (Place  Distribution)

    2 

 3.1  (Channel of Distribution) 

 3.2   (Physical Distribution) 

 (Transportation) 

(Storage)  (Warehousing)  (Inventory 

Management)

 4.   (Promotion)

 4.1  (Advertising) 

 4.2   (Personal Selling) 

 4.3  (Sales Promotion) 
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 3 

 4.3.1 

 4.3.2 

   4.3.3 

 4.4   (Publicity and Public Relation) 

 4.5  (Direct Marketing  Direct Response Marketing) 

 4 

 4 

 (Right Product)  (Right Place) 

 (Right Promotion)  (Right Price) 

2.2
 (2539) 

. .

 2525 

. .
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 21% 

 (2545)   

 (2546)

 2-3 

 17.01 – 20.00 .

101 – 500      

 (2547)
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 1-2 

 101-500 

 0-5 

                    

 (2551)  

 31 – 40 

 10,000 – 15,000  10 

 /  2  3 


