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ANSOANATEAUNUANA (macro marketing)

= ATZLIUMNTVIIFIAN LHAAITIIUNULAY
gaduladiiun1snmanIsaaIalunIngIu

m‘smmﬁszﬁ’uaaﬁm (micro marketing)
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< vinlvilAnassadszAaad (Utilities)
>&aun (place utility)
>5duuy (form utility)
>anutiluiiruag (possession utility)
>911u (task utility)
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Usznannaunanuailssiamiiliauiau (comparative
advantage)
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1. uwuaaniswan (the production concept) wiu
walinnsnan/ NsUssnfinainuuia (economies of
scale) uaznsindaminaainebe (wsre zz‘?aamz?aau
YDUFUAIAUATNE NN ILAUAYTIA A uasIgadE

(1)

2. wuwaanannau (the product concept) wiuaaunin
wavdu (T2 TavavduarnaaIng Guse Tuwnilvaas
w7 Ganuaiunilseava G5 vdnmasiut/an insiuasd
Landnsaitanizsl uass1a1gy (USA, Europe)

wuUIARNITAANA (M)

3. wuwannisana (the selling concept) aseqaugna?ing
<> s"mmm”aomsuam‘nmjanwaocﬁa

< fugalvitidasasdainnuardatias WIagaue (point of
sales) mmﬂnm’lﬁu“sms (operation hours) usnAsRI&UAEY
1hu (home delivery) finsaaianvlna (telemarketing) uag
e Taawiinuae

4. wuraansaana (the marketing concept) wiuaiu
walauaggnen (satisfaction) > anudné (loyalty) wazwaév
Turtiounn (positive word of mouth) > Tdn1sdan1sgnan
duWus (Customer Relation Management/ CRM)

wuUIARNITAANA (Aa)

5. nurAnnisaatanuuadasiun (the holistic marketing

concept) >Luum-ﬂummmﬂmnummsaosn (everything
matters) MiAndu doifugsAasdasasoduiusanwiunnre W
nsaa1anialy (internal marketing) LazN13Aa1ATUN WS
(integrated marketing)

6. n1saaaisuAadausadean (Social responsibly)
- niunaiselanusInduseniIng

A'ls

= ldanusufinrausadenuuadgsia
(corporate social responsibility/ CSR)
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1. Anviua

("1 )]0)
tihuuna
(target market)

\ 2. inuuadrudszaunisaaia (Marketing Mix) ‘

frudszaunisaarn  Aldladle AU DINITUDIRNA

Product VS Customer Solution (nsudileyyilvigne)

Price VS Customer Cost (sunuiiansasane)

Distribution/ Place VS Customer Convenience (anuazainuas
/neAn)

Promotion VS Customer Communication (nsdasns

AugneA1)
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