N13NIUANAENS (Strategic Formulation)

- NAYNSVDI Michael Porter
1. nagnsnistlugiiiausunu (Overall Cost Leadership)
2. NAYNTNITAIINANULANE (Differentiation)
3. NAYNTNITYWUUNAPLRNIZEIU (Focus)
USNALVINAYNS (Strategic Alliances)
. NUSHATAUNENAUT1T5aUSNTS (Product of Service Alliances)

. NUSHESAIUNNSEILESUNISAEaNm (Promotional Alliances)

. Wusliesaunsaeniaetnge (Logistics Alliances)

. WUSHATA1US1AT (Pricing Collabrarations)
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|Porter‘-s generic strategies \

1814 : Create competitive 1814 : Concentrate on a 1814 : Able to offer the lowest
advantage by offering products narrow segment of a price to the consumer

with unique customer benefits or larger market

features not available from

competitor offerings

ﬂﬁ&g%’lﬁ : Building customer ﬂaﬁmﬁ : Avoids direct ﬂaﬁmﬁ : offers lower prices to a
perceptions of superior product confrontation with its broad target market
quality, design, or service major competitors by

concentrating on narrowly

defined market niches
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l)ﬂaEJ‘Vlﬁﬂ']‘iL‘lJ uriIaUAUNY (Overall Cost
Leadership)

< i v ] R, a Y

WunNagnsniUusznaunIInailAUNUNISHAALAZN I3
NN IanYsdudulunaiea sl anazlaaulsanInug
mmaum%ﬂmnfmmwaﬁuu ALY HNE LW LAGIUATDINAA (Market
Share) mﬂnmq IﬂﬂmJ'a'“naUﬂﬁﬂéunamnﬁuﬁaw
AL ULE AT AN EN U AINSSY N1TTANT NISHAS WAL ﬂ’]ﬁf\]ﬂ
98 Inedesdinisnansiuiuannialiiianisusenda 1ieean
U9 (Economy of Scale) danalitinAununanilgnIlaznas
[~d r_-:i:::l s 0 1 7
WU Mass Product 3n15901%U1e Tu29n914




2.) NAYNSNITATIIAULANAIN (Differentiation)

Ausznaunisazgadiuliiaudidiunaiaiilinaruuandig
uaznauanagnsiuandslundazdiunaia TnaaauuanAeuY doedl
AMANRBUIENLAY/MToRUTIAA ag1alsnatnluni1sad1eAuuANaI9Aas
ANLIDALNNI A

(1) Armuandnsiufinuddyvidesiaudideduilnadimang

(2) osfiienanualilaniussrednauimilaguysdiu

(3) wlewSsuiivuiunanduiaundn guilnadesldusslovinmionda
(@) fusznaunsarsieadudzBuiouguisdusiedu

(5) fuilaadasarunsaiduiivadla

(6) gusznauntsfesidiuriilarelud




3.) nagnsn1yaiunaiaRniza (Focus)

Wunsdingsznaunisjsiulanizaaindiuiinau fivuan
1999A1ATINA HiA1udasnisianizagieiianafildsunisnauaussan
UsznaunisTedustredatau Wudruvesnaraniidneniwlunisin
ils mnuagUsznaunisiewmsiuiisndiudesnsiuiase uaza1unse
nauduasldatnegnias 19U n15UTEN Harley-Davidson HAALANAZ

wAsaInTeuuATUIa lig linaaulIsdIunsananANY LHINIEIRTU

gnnans3usedulugves $ues vie 65301 Wudy wazuInanAl
l#Suarnuianalaainnisuilarenalilasululduanfusinazusnig
U93EUsNaUN13I8Y Ns1EINTeIRzinaadssluEes Switching
Cost dawalvinanulausautdanisuysdulunisineignanlilaagns
flafiu




anYEAAIARUSLAA

UNNISAAINEINITANIANULT LALAYNUANHULAAIA LaglgA1aI1uN19

N15Aa1a 7 A101UAD 6Ws Las 1 H @9zlaanau 7 A1naufa 60s

A101U

ARDU

. lasaglunaa
. Yaayls

- Nluewe

. Yopeals
. When : @awlials

. Where : @anlnu

. Occupants
. Objects

. Objectives

. Operations
. Occasions

. QOutlets

v o
. Haeh a&ﬂmam

[
=

. AUAILAZUSNSN Eﬁ%@ NI

TnaUszaeAlunisee

L ANWAIENOANIIULAZATZUIUNITYD

- Tandluns@e

© UNAINYD




Consumer
Psychology

Marketing
Stimuli

Other
Stimuli

Products & services
Price

Distribution
Communications

Economic
Technological
Political
Cultural

Motivation
Perception
Learning
Memory

Buying
Decision Process

Purchase
Decision

Consumer
Characteristics

Cultural
Social
Personal

Problem recognition

Information search
Evaluation of
alternatives
Purchase decision
Post-purchase
behavior

Product choice
Brand choice
Dealer choice
Purchase amount
Purchase timing
Payment method




a v o y = i < 24
LIFUAUINNNITUEINTEAU FIAUURDNLUU 2 UTELN AD

(1) FNTLAUNINITNAN IALA FUUTLEUNIINITARIANG 4 AD

HAANI 51AT N1FINVINUIY LLAZNITAUEITUNITAAA

(2) Aenszdudu ldud AuandeussAuuvana saganeuen
29AN3 LU Fawndeumaiasugina wmalulad nsidies uae
IUTITY




INFINTLAUAINGIIVIIAUILNITLNUNADININIB

= =2 = VU = y =
m’mgaﬂuﬂﬂﬂ“uaﬁguﬂﬂﬂ (Consumer’s Consciousness)
Fauuandu 2 d2u A

(1) é’nwmmawﬁuﬁm (Consumer Characteristics)
LazANINUTLAA (Consumer Psychology)

(2) nszurUNsAnaulata (Buying decision process)




< & Y a = v 1
UUTUYDINITABUAUBIVIIHUTINAGILANILNTZUIUNIS

2
a/

adulagauudn lneguslnavziinisnauduasiienisanaulalulsziau

e/
=) s

NNYVDY A9l

(1) @onuanfneifiazdie (Product choice)
(2) \Fanns1audiflazdie (Brand choice)
(3) 1@ond1udniiazde (Dealer choice)

(4) USunauiiazdle (Purchase amount)

(5) nafazie (Purchase timing)

(6) 950151132 8U (Payment method)
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dmsudaunidundasnnsandnuidniindnvasusing

U

= Y,
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_ ASZUAUNSANEU LAY




Jayganazyszaunisalnanuanlaindgad

ARBAYINALRNVUNNIUAIIUNTIIITZELENY UNININYA
lanUaenaunsednvasuywdaanilu 2 sz

ANUNTIANTZELHN (Short-term memory : STM)




JZAUNITILUSEUAAN (Levels of Market Segmentation)

. ANNHABULBHaWNW (Homogeneous Preferences)
AINABUNTZIRNTZANY  (Diffused Preferences)

AINNTBULNIEN a: H (Clustered Preferences)
naNegae (Niche Marketing)

-

87 (Local Marketing)

1 (Customerization)




NSUUSEIUNAINEUSINA(Segmenting Consumer Markets)

N1SUUSEIUAAIANUNTAENS

(Geographic Segmentation)
NSLUIEAIUNAINATUANWUENIUSZYINSANERS
(Demographic Segmentation)
NISUUSEIUAAIANIIINING

(Psychographic Segmentation)

(Behavioral Segmentation)




NISLUIAIUBG ANARINNA AERnS

. AHA1A (Geographic Region)
. YUIAYBILHNDY (City or Metro Size)
. ANAUIUU  (Density)

. Ada1n1A  (Climate)




o Qs (= |

. 919LALININTYIA (Age and Life-cycle Stage)
. 2333896 (Life Stage)

. WA (Gender)

. 57916 (Income)

: 'g'u (Generation)

. GUN9FIAN (Social Class)




NISLUIHIUAAIANIIININE

0236 (Life Style)

AANANIN (Personality)
1UeN  (Values)




n1snuanaalune (Market Targeting)

n15UszIduLazn1staandaunans
(Evaluating and Selecting the Market Segments)
ASWNATULNULEIL

(Additional Considerations)




n1sUsyIlivtaznIstaondiunana

1. NMsyanzaIn (Single-Segment Concentration)

2. NSANATINANUTIUIGY (Selective Specialization)

3. N138519ANUTINUATUNEANIN  (Product
Specialization)

4. ANFEINAMUTIUIYAUAAN  (Market

Specialization)

5. N135ASUARUNINIAAIA (Full Market Converage)




UANNISHUSdIURAANAUSLENT NN

. @unsadala  (Measurable)

. d@aunsaninilsla  (Substantial)

. d@unsasnnela  (Accessible)

. @1u1508519A1UuaNeNela  (Differentiable)

. d@unsaniiunisle (Actionable)




Patterns of Target Market Selection

Single-segment
Concentration

My M, M

Selective Specialization
My M, My
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Product Specialization Market Specialization
My My, M My My My




Patterns of Target Market Selection

Full Market Coverage
M, M, M

P = Product M = Market




N135ATUAGUINIINAAIN

1. nrsnanantlsinanedns (Undifferentiated Marketing)
2. MsnaanLaneg  (Differentiated Marketing)
AuNUNsUTUABUNER 9

U =%

AUNUNITHA

v s

AUNIUNTIRANTI

Q/ =

AUNUNITIANITAUAIAIAAS

v v

AUNUATUNITEILETUNITARA




ﬂmmm’lauﬁ’] (Brand Equiity )

Y A

* BUIWDY ATIAUAINLEAIANUTUNUT DL AN TINUKUTLNA

o/

iinlvguslaasusdeauaudanlaaduuazauaIng

U q

wilandrvesnsrdudrauiniduainuidesiu(Trust)
a’?imam'mLLﬂiLﬂﬁaulﬂLfJugaﬁh LATAITUAINNIS
(expectation) Fadulantalunisveensadienisiaule
YpsaenAnfuiniins Aty dawalifuslnaiinauding
Tunsdudn vinliasdudrdanaauisaiiuanan i

A1Y89A51AUAINY eludruyaa1mludaky Yaf1ndu

24
=

Aaslila wazaunIWnIusla A3




2.1159AAMAINTIFUAT

N13IAAUAINIIFUATYIIAURENI LU 3 2 WUU AB

* Y921y aA1n19n15.3u (Financial-based Brand Equity :
FBBE)

* Usziliuanauanan (Customer-based Brand Equity:
CBBE)




2.3 N158519AMAINIIFUAT (Building Brand Equity)

1) N15LABNBIAUTENBUNUFIUVDIATIHUA

2) N1599NLLUVARARNINSTSUNISAAALUUDIASTIN

3) MsensEAUANUNgINUNYaNlelUgnsduRINIDaN
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(1) Memorable
(2) Meaningful
(3) Likable

(4) Transferable
(5) Adaptable
(6) Protectable




UNN13Aa1A Holistic wWukwlAng1Ay 3 Uszns Tunis

2aNLUULUSLLNSUNISAAIALNDNISESI9NSIEUAT AN
(1) Personalization
(2) Integration

(3) Internalization




Ingredients

Alliances

Employees

\.A

Extensions

Other

of origin

.'J-
.’.

-

Places

Endorsers

Channels

Third-party
endorsements

Causes




YUIYDY HATINNIVNAVDIYAA LUTTHLE1IVR95INANIALARIN

=\ Qs v

ANFNNUSVRIgIRatUaNA1va IR WuLWIAATUN1TNRITNE

dczid 1 =9 1

anATURAUNININTAIMI9INTI5RUDE1MLIVBITINA NEINTTH
USNI5AANI5 LANANAAT ALY ULA—INUAUFUNINEDU




Customer Equity VS Brand Equity

* 1. Brand Equity 3ziiun1satasigrnaziianguanandiviuigniy
ANYAENINUTEVINTAEALAZINIMEYT (LWL 1WA 918 wazUuuunIs
andiudin) oruuanagnsnianimaialiianisiuiuazizenaly
A318UAT d7u Customer Equity 3gLUUNITAATIZHRATHUINGY

anANUINUIEATNANYUENINANTIUAIEAT NILLNaNITHRAILI

AUAILAZUINS IVERAARDINUAINABINITYBIANAN




* 2. Brand Equity 3£LUUN1TWAILIAMATNEUAILAZUSNT WBHTIN

s = v 1 . v Y v
n1seausuluns1dua @2 Customer Equity Lunisladunias
F=N @ = = s v v I
U313 Wulasesiialunisinwgnailvinsagnasald




* 3. Brand Equity 22A1uUAnanssunIsaatasunIsnaiainansasiy
ANanYNARBASIAUA lLYMEN Customer Equity 2L
NINTIUNTAAAIUNITAAIANDATINAMUTUNUSAUANA [USTEZE?

v =1 v = o o
waznszAuN1sYavasana U aneludngy




1. NAYNTNITHAUILAZNITHDAITANUININITAAIN

nagnsn1nN1snatndulng suauain STP
S : Segmentation (N1SUUIEIUNAIA)
T : Targeting (M3AMvUARAIALUNKNNY)

P : Positioning (N15719AMLLALININNIINRIA)




N13219ALLUS  (Position)

KUY NITDDNLUUVDLEUDNIINITAAA
waza wdnunivasndndnusiviegsia taldguilan
Wnaneldaszniings Inadasendonisdearsiadnanin

e liduslaalasunsiudunidsnendinlaegnignnas

LAZYALAU




U IUN152199UIUSENaUAY 3 IUNDU A9i)

(1) n1sszydanasiluanulaseunianisudestumenas
Tglunsasienumnisnannuanmilandn

(2) nasaandalaIeunian1sudalunivanzaunsn

(3) NSLEBNNAYNTNITINAMNLININITAAINLABAINTAY
NUUAINITILABIAI1IN5ANADHRAN TN UL ANTA 1N LLAZES

AguimLInIIN1snanailaienlignainilaudediunainun




N15279ALLAUIASI1FUANLN D E519A270 I UToULTINISUUI VU

gursaniiunislaleandenagns aail

1. Points-of Difference (PODs)
2. Points-of -parity (POPs)




Points-of Difference (PODs)

LUUN13IALALINTIEUAIVB95IN D ALANAI9INAIAUANDY
laga1AeAuanYTaU el VIV INANNUNYTDUINISNLAALAL
agnnLan M lduslaatianupnwusiadeninageaugadil

111 5aNALNULlAA 8 TUAIYDINTIALY DY




Points-of -parity (POPs)

< (o} 1 = v v 7 = o/ = v
L‘LJ‘L!ﬂ’]‘ﬁ’J’NGﬂLL%UQG\%’Iﬁuﬂ’IIﬂEﬂﬁUﬂ’JWNﬂaﬁﬂﬂaﬂﬂ‘UGﬁ']ﬁ‘Uﬂ’]E]‘L!

Tagugniansanlanatl

1.) Category POPs
2.) Competitive POPs




3 AUnUINAnAN (Product Positioning)

Tun1snruaaLiLINannN el Usenaunae

1.) HUSlaA

2.) fuen
3.) ALY

4)) USun




4.97unUIn318uAn (Brand Positioning)

luiasnundsnanauAIaIuaIAgy 3 Ualvlanaune

* (1) ngugnAlmanenalas (WieunslivAuan Aduaula Auveu
waglviaAnudale)

* (2) amdumillvauAisenguanadinungdinuagnels

vy A

* (3) AS1AUAIULAMULANAINIINATIAUAIDUNTI L1




5. Anuanurdsitsuandendunandueilutiagiu (Determine
product’s current location (positioning) in the product space and
intensity thereof)
Wun1siansanneswrdinandualaganfoasosiienizondn
Perceptual Map tag Value Curve lag Perceptual Map %50213t58071
Positioning grid wuazuanlRiunAINAILRUINERA T nToNTIAUAD

lusUuuuvasnuaneuzauaasUsznas LaglUssuingunuNana MaNmsans

= 2

AuA1vaandetulunainnegy




Perceptual Map of Women’s Clothing Retailers in
Washington, D.C.

Washington 1990 women’s fashion market

@ The Limited
Neiman Marcus

:

Saks L Bloomingdale’s

@® Nordstrom

Hit or Miss @

@ Dress Barn TJ. Maxx @
@ The Gap @ ®
Casual Corner Sassafras ® |Loehmann’s

L&T @®® Marshalls
Hecht's
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Women’s wear value for the money
Worst value = = Best value




Value Curves for Neiman Marcus, JC Penney, and Sears

Level of each
attribute High

» JCPenney

,-® Sears

Neiman Marcus

Customer service
Ambience
Category depth
Fashionability
Value for money




WHUNANTTAIUNUIATTTUAT

Positioning of Different Bar
Soaps High

moisturizing

7

Nondeodorant Deodorant

“Product Space”
Representing Consumers’ Perception for
Different Brands of Bar Soap

Low
moisturizing




N15ILASIZWNSUUIVY

Potential entrants
(Threat of
mobility)

}

) Industry
Suppllgrs competitors
(Supplier (Segment rivalry)

power) \/

Substitutes
(Threat of
substitutes)




1. AgAnAuINgRYITunglugsianeIny (Threat of Intense

Segment Rivalry)
2 ﬁaqnmumn@:uﬁasﬂﬂmj (Threat of New Entrants)

3. AgAnNAININAUAMALNY (Threat of Substitute Products)

4. ABANAINIINNITLNNDIUDADITBIVBIHTD (Threat of

Buyers’ Growing Bargaining Power)

5. AYANAINIINNTLAND1UIADIBIVDY Suppliers (Threat of

Suppliers’ Growing Bargaining Power)




ANIBNLUUNAYNENIINITUYIYY

(Designing Competitive Strategies)

Market
leader

Market
challenger

Market
follower

Market
nichers







1. NISVYILRAALALSIY

, ﬁﬁ%ﬁa‘mj (New Users)

- Usgleviilud (New Uses)

- ASINNYSHINS LY (More Usage)




2. mMsUanuduLLInan

- AN5L
- AN5L
51
- 1158

- A5

_ A5

INUALLIAUYS (Position Defense)
29NUUNV19 (Flank Defense)
29NulagLngnnay (Preemptive Defense)

29NULUULARaU (Counteroffensive Defense)

29NUKUULPAaUN (Mobile Defense)

INULLUUNAAT (Contraction Defense)




ATTACKER

N15UDINUALALY

(2) Flank

(3) Preemptive

(4) Counteroffensive

(1)

Position

DEFENDER

(6) Contraction

(9)
Mobile




3. NMSYYIYHIULUIAAIR

11999135 UAB S LYRUNUEIUTENIIAITHNIITUN

UaaganAgy 3 Usen1s Al
3.1 anudululanazdagliniaujnsen
(Antitrust Action)




Optimal Market Share

i/

Profitabill

| | |
0 25 B0 /5 100

Market Share (%)
3.3 AISIANNEIRLUIAAIALAYNISARSIAT

Feanavlunilsanas




Nar A eI A IG raFaciac )
BN (Market-EChallengerStratesies)

1.n51uAR UMY (Frontal Attack)
2.n1510AMUYY  (Flank Attack)
3.n5laufuvulavaay (Encirclement Attack)

4.n151uANRaY (Bypass Attack)

5.5 00ALUUND9laS (Guerrilla Warfare)




Q%%ﬁmm (Market-Follower Strategies)

n1sUasundad (Counterfeiter)
n1saantagy (Cloner)
N15LA8URUY  (Imitator)

n1saaLUas (Adapter)




End-User Specialist
Vertical-Level Specialist

Customer-Size Specialist

Specific-Customer Specialist




Geographic Specialist

Product of Product-Line Specialist
Product Feature Specialist
Job-Shop Specialist

Quality-Price Specialist

Service Specialist

Channel Specialist




195V INNENNUN (Product Life Cycles)




Profit

Sales and Profits ($)

Introduction Growth Maturity Decline
Time

(a) Growth-Slump-Maturity Pattern (b) Cycle-Recycle Pattern (c) Scalloped Pattern

——r o —

Primary Recycle
cycle

Sales Volume
Sales Volume
Sales Volume

Time




Characteristics
Sales

Costs

Profits
Customers
Competitors

Introduction

Low sales

High cost per customer

Negative
Innovators

Few

Marketing Objectives

Strategies
Product

Price
Distribution

Advertising

Sales Promotion

Create product
awareness and ftrial

Offer a basic product
Charge cost-plus

Build selective
distribution

Build product awareness
among early adopters
and dealers

Use heavy sales
promotion to entice trial

Growth

Rapidly rising sales

Average cost per
customer

Rising profits
Early adopters
Growing Number

Maximize market share

Offer product extensions,
service, warranty

Price to penetrate
market

Build intensive
distribution

Build awareness and
interest in the mass-
market

Reduce to take
advantage of heavy
consumer demand

Maturity

Peak sales

Low cost per customer

High profits
Middle majority

Stable number beginning
to decline

Maximize profit while
defending market share

Diversify brands and
items models

Price to match or best
competitors’

Build more intensive
distribution

Stress brand differences
and benefits

Increase to encourage
brand switching

Decline

Declining sales

Low cost per customer

Declining profits
Laggards

Declining number

Reduce expenditure
and milk the brand

Phase out weak
Cut price

Go selective: phase out
unprofitable outlets

Reduce to level needed
to retain hard-core
loyals

Reduce to minimal
level

Sources: Chester R. Wasson, Dynamic Competitive Strategy and Product Life Cycles (Austin, TX: Austin Press, 1978); John A. Weber, “Planning Corporate Growth with
Inverted Product Life Cycles,” Long Range Planning (October 1976): 12-29; Peter Doyle, "The Realities of the Product Life Cycle," Quarterly Review of Marketing

(Summer 1978).




NARNNUN

FEAUNAANN : TTAUTUANAIVDIGNAN

(Product Levels: The customer value Hierarchy)

1.) Uselevinan (Core Benefit)
2.) HaANMINNUFIU (Basic Product)
3.) NARNUINAINNIS (Expected product):

4.) NARAUNAIU (Augmented product):

5.) wansugidululd (Potential product):




SULAAITZAUNAAA N

potential progyq,




seiunBafel : sTuTunMAYaIgNAY
(Product Levels: The customer value Hierarchy)
1.) Uszlevunan (Core Benefit)
2.) Naﬂﬁmeﬁﬁug']u (Basic Product)
3.) HARNMYAIANRIN (Expected product):
4.) wannauanau (Augmented product):

5.) nansasimdululd (Potential product):




AMULANAIATUNARN U (Product Differentiation)

O sUdnwazvaNaniu (Product Form)

O AnaNUAvaINanfa (Product Feature) -

O waaNNsUHURIUVRIHEAAMY (Product Performance)

O AMUFBAARBIIUAIIUABINTITVBIRAIALUMINY (Product Conformance)
O AMUAIMNUYBINAANMUIN (Product Durability)

O autPeiavasnanimal (Product Reliability)

O anudmsalunisdauuaulavasnania (Product Reparability)

O fdlnavosnannng (Product Style)




AULANFAIIAIUUSNTS (Services Differentiation)

1 o

O 35n1569%9 (Ordering Ease

O AFn15d9duAn (Delivery)

0 53nnsAnne (Installation

O 50159152181 (payment)

O n1sWnausy (Customer Training)

O n151A1USNET (Customer Consulting)

O n159auU139 (Maintenance and Repair)




A21N812VB9E18NEaRNN (Product-Line Length)

O 1.) n1s8aveeagnannud (Line Stretching)
N1SVYIYAINAINA
A15VEIBTUAIAUY
A1SVEIEARIAVIFDINIS

0 2.) MsR/MinaeNEAA (Line Filling)

0 3.) msuTuleaenannaa linuasie (Line Modernization)

O 4.) A3AIMUA %39 LABNAMANYMEENANNMI(Line Featuring)

0 5.) n1saarann N lunaliinananilslugianannug (Line
Pruning)




n1slns1auaIsuLazn1Isitns dudtdudulsenau
(Co-branding & Ingredient Branding)

0 1) nslans18uA15u (Co-branding) 1 508UA Lexus 14U
NN NLeERI ¥4 Coach

0 2.) nmslansrduardududrudsznauludud/nanne
(Ingredient Branding 4u fun34 Lays lugasau3asavas
KC.Masterpiece




NAYNSNITNAININITVINNANN U
(Product -Life Cycle Marketing Strategies)

Sales

Sales and Profits (3)

: Profit

Introduction Growth Maturity

Time

Dacline




(%4

0 29953 nanNUIN (Product life cycle) Usznaunae 4 Junau A9l

g v

1) YuBuzU (Introduction)  tJudutisdINans Uit U1dnan

Y

N

=2 a v = PRI ER, ! vy o v 1
ﬂaﬂ‘lﬂﬂﬂx‘llﬂiﬂﬂ‘lﬂ“] LLﬂgLua\‘]ﬂ’]ﬂﬁJﬂ'ﬂ‘UQ']ﬂgﬁ ﬁx‘mﬂwun'ﬂiuaﬂma‘luumﬂ

2) FuasaAule (Growth) Jutudiseaviguazailsiiulaetig
590157 waziuslnalunaiagansukasusinadudiiuatiesiaiilos

3) qusAUlaeuN (Maturity)lduauinisiiulnvaiganviganas
a o oy a - b, v Yy a ¥ " W
wsznanaund guslaadvanelageduailagduniinad annan1suUadu
a =1 : Yo a
iNgeY denaliiinlsnsiivisoanas

4) Tunnen (Decline) WuluNnansuanaay ganv1e waznilsanas




(1) Yunuzdn (Introduction Stage)

O (1.1) aulawWsSsuannnisuntin
9




O (1.2) 29950150 U9TY
- NaNALALNEIHLAY BaaYIY 100%
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(Summary of Product Life-Cycle Characteristic, Objectives, and Strategies)
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2.) N158519 New S-Curve

199358 AINNANAUTIU1LaNFINgNLTENdT S-Curve Tnaile
Curve 1{1g¥23anan (Decline) gsnasndudessdns New S-Curve 38
nandusiluiinanaunundnsusinuiidsanviswazinlsandias udn
L%ﬂiuiaaLﬂumqaawwamnmmmmwsmmwmiuiaﬂ (Technology  Life
Cycle) WaBULUAIBYINTINSIAZTALIU ATULASDIRUNAR ASD9E1E
BNa1s naesaresUnuuldias InsAnvienanuuiay ﬂauwamasmu
Uﬂﬂaqumimvmuaﬂummnmme"mmnssﬂm6“] wazNgAnssUT
Lﬂaau‘lﬂﬂmwuﬂnﬂ mnwﬂsvnaumsuu laigun906519 New S-Curve
1ﬂ1nummazaawamaﬂfa']uagsamaaqina




1A

N13N191UAI1AT (Setting the Price)
1. TUABUNISAINUATIAN

2. NSAMAUATIAILND LA LANANDULLNUATNLT AU

(Target - return pricing)

%

3. MIAMUATIANINAMANHUIINASU3

(4

(Perceived - value pricing)




TUABUN 1 : LHININYUILAIAVIINITNINUATIAN

(Selecting the pricing objective)

1) Lﬁamsagjsaﬂ (Survival)

2) Lﬁ@ﬁﬂlﬁ@ﬁfjﬂ (Maximum current profit)

3) Lﬁad’aul,l,‘l_iﬁmmmﬂgaqw (Maximum market share)

4) Lﬁaﬁgugné’qﬁﬁﬁqé’a%adau (Maximum market skimming)
5) iemadugilunainfudraanin (Product-quality

leadership)




YUADUN 2 : ﬁmuﬂqﬂaeﬁ' (Determining Demand)

1) aulasaduA(Price Sensitivity)

2) AuEavguYaIgUaInsasInl(Price elasticity)




$15

Price

$10

3U Inelastic and Elastic Demand

(a) Inelastic Demand

1§15

= $10

100 105
Quantity Demanded per Period

(b) Elastic Demand

50 150
Quantity Demanded per Period




Junaun 3 : MUTETUIUNIIAUNY (Estimating Cost)

1) #unuasi (Fixed costs)
2) aunuruwls (Variable cost)
3) AuNUIIU (Total costs)

4) él'u‘iqul,aaiﬂ (Average cost)




JUABUNA : N1TAATITAUNUIIATLALVDLAUDVBIALYS

(Analyzing Competitors’Cost,Price and offers)
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YURDUNS : N15LANATNIANUATIAN(Selecting a Pricing Method)

1) AITAINUATIATUUUUINLNY (Markup pricing)
2.) NMSARUATIANG LlARanaULNUAINLUI%NNe (Target -

return pricing )

|dIQJQ

3.) MINVUATIANRANAMAINHUSINATUS (Perceived - value

U

pricing)




N1S82815N19N156a1A

N15898150113781A (Marketing Communications)

n1snalnadelnduanainazlvanudiAgynuniswaunEunn
o P a v v Y a T a a
msmwumﬂmmgﬁa LLﬁ%ﬂ’]'ﬁﬂ’i%ﬁ]’]‘c’Jﬁuﬂ’l‘lﬂEJ\‘]IZ\JIUiIﬂﬂ’le-J’NQJU%ﬁ‘VIﬁﬂ’]W
ILAa2 USENAa9daulatnNegnu N1Saada1501150a10  FINU1YDY NISNUSENABS
lvivaya TnyruuazdAouluilan NeNURUAILAZATIAUATIYINUAIY
mmamwmwL‘T]u;ﬁ?iammazﬁjdua‘%u




ﬁ%uﬂizﬁuﬂﬂiéaﬁ’]iﬂ’liﬂa'}ﬂ (The Marketing Communications mix)
daulszaunsaeansnmainUsznauiae3snisaeans 6 sU ldun
1. nmslawain (Advertising)
2. NNT81EIUNTI5U18 (Sale Promotion)
3. N1sas19UsEaUn1IsalLaznanssy (Events & Experiences)
4. NM15UTTVIFUNUSUaZA1514U17 (Public Relations & Publicity)
5. N15Ma19N19A59 (Perenal selling)

6. WUN1UV1Y (Direct Marketinégs)
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(Deciding on marketing commmunications mix)

(1). UsLLNANUInaNAaUAT
- panndurAgulaauslan

- pANAFUANAEIVNTTY




Integrated Promotion Decisions

Consumer good Industrial goods

Sales Promotion Personal Selling
Advertising Sales Promotion
Personal selling Advertising
Public relations Public relations
Relative Spending Relative Spending




(2) NagNSHANLALNaEN3AY Channel Control Strategies

g L ¢

. Pull Strategy
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(3). STAUANUNTDUVDIHYD
- 9 aswmmsmn (Awareness)
- st laludud (Comprehension)
- susinusiulalududn (Conviction)
nsdade @ (ordering)

- YUaIN15Pa%1 (Reordering)
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(3). SLAUAIUNTDUVDIEIRD

@ Personal

=

S

k=

3

E

17

o

=

S

E Advertising and

E publicity
Awareness Comprehension Conviction Ordering

Stages of buyer readiness

Reordering




(4) Tur995aUR
- %gul,l,uzﬁ’l (Introduction stage)
- suidula (Growth stage)
- quduia (Maturity stage)
- JuANA (Dectine stage)
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Units/$S| Introduction Growth Maturity Decline
y
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sauszau (fu tfu 1 annanssy
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137819 Sales Pro. Public Rela. Sales Pro.

Salesforces




Strategic Cucumstances and the Relattve Importance

of Personal Selling as a Promotonal Tool

Advertising
relatively
important Number of customers
Large
Buyers®’ information needs
Loww
Size and importance of purchase
Small o =
Post purchase service regquired
Little = =
Product complexi
Low = R
Distribution strate
Pull gy
Pricin li
Preset 2 BLLLE
Resources available for promotion
Many

Personal Selling

relatively
important
Small

High

large

Much

High

Push
Negotiated

Few
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