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WK AAIINUESAR

unagulauang (Executive Summary)

1510 ... A1Aa (Company Description)
N15ILATIEURNNICUIARAUNIIGINA

(SWOT Analysis)

iwNun1saaa ( Marketing Plan)

wHun15U4116n19 (Operation Plan)
TATIRIIIAIANILLRZNAITLUINITAINNNT (Management)
NuUN13L9U (Financial Projections)



Example: Executive summary

d' Y v w
¥olAsaims 50102401901
¥ v Ao A
@eelATaMs VN JU509 A90GN...
9y
A o Jd v o
NAANM 50 10U 200UV
% A =
anfn NBATNT IMAHotaz ey
1 Y
NAITIU 260 0.09799.......
QUAINY 50 AUDIMADDHU 20 A1UVIN RUA3081ULIN
13.5%
A = =
seoznaAune 31 Sipeu

TLERMEE

200 AUV BATIFIUAAAR 32%

A
Nn



U511 (Company Description)

ANanEd (Vision)
TnnUseaad WusAiauan (Mission)

aNEalsNuUs1UAaIRUALARELTNNT (Basic Product
Offering)

Useinianuiiuun (Company History)
aaanautinnune (Markets to be Served)
fidaiTnenu (Company Location)

ANUANMKIaadnsatiiugsialudule (Stage of
Business)
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(Differentiated Provider)
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umﬂmﬁuwaﬂﬂmm (Product Concept)

““ The companies are looking into the mirror when they
should be looking out of the window”
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HHINANINMIAIA (Marketing Concept)
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Consumer Oriented

MHRUANNNADI
Y A Y KR v
NISVDIHUINANAIDIVAN
YIONANTUA NNV AUHD
AINANBINTITHU

31&!!Nu§$ﬂ$ﬂ1ﬂuﬂ1iﬂaﬂ

=\

Y = VoA
aumamImaaIalyiag ons
HUlAVeININI I HoMIAA

N13IVE

Seller’s Oriented

L) (d
0000000000000000000000000000000000000000000
0000000000000000000000000000000000000000000

NaEuluszazauly
NISHANTUAIAZHUNE
o .
aaaniogluifogiiu



Y Y

ﬁﬂﬂ1§ﬂE‘]'Iﬂ‘ﬁ‘ijﬁgﬁﬂﬂ313»16’1!%%6]?)\‘1!%11%?’]31%

Y A

Y Y A o Q' Y
ﬂ@x‘lﬂ1§ﬂl@ﬂi§ﬂ’iiﬂﬂ H1!ﬁuﬂiuﬁﬂﬂﬂﬂﬁiﬂﬂﬂi’)\‘]ﬂ1ﬁ

U



9/ Yy A
nsankazid ladyus Ina




11

Interest

Opinion
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Marketing Planning
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| NAgNENIIAAIA |
L Segmentation Targeting  Positioning |




Marketing Plan
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INTIZHMINIAANA ( Marketing Analysis)
Environment analysis
SWOT analysis
STP Marketing
ﬁmuﬂﬁ’ﬂqﬂ'szmﬁmammmﬂ ( Marketing Objectives)
ﬁmuﬂﬂaqﬂﬁdmﬂﬁzﬁumtmmﬂ ( Marketing Mix)
uE U HUAN13/901523na8 ( Action Plan and budgeting)
mﬁmuﬂmmzﬂﬁzaﬁuwa ( Control and Assessment)
!!W‘Hgmau ( Contingency plan)
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Segmentation | Targeting || Positioning
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Segmentation
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® Demographic inannIlsemnsmans

. Jd A o
" Geographic (NUNHUAITAT
. . . A Y
® Behavioral/ Situational Factors WHANTTN/NIT LG ARLY
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® Psychographic {NUNININYT



Demographic : dsemnsmans

Age 918: U3 ﬂ!ﬁﬂ, 1-4,5-10, 11-19, 20-34, 35-49,50-60, 61+
Gender IWfi: B8, N, (g, e
Income ‘5181119911: ﬁ1ﬂ’5110,000; 10,001-20,000; 20,001-30,000; 30,001-50,000; 50,001-100,000; 100,000+

=Y

a a [ a
Religion 1841 9aad, AIAA, WNSG, 873, JUQ
Social Class THNMITIAN: A, B+, B, C+, C
R = d' Y 2 = 2
Education M3ANEI: (MBABII, OULIA, Uszana, s, Usaana3, ﬂmgmuﬂﬂ
. 2 Y A Y A VG =~
Occupation D1V N: AYEITIURWISNIN, BUIHT, IDHAINT, UNLIEU, IDHUD
&' = A a o = =
Race 179%101: N3V, NI, (DL¥E (‘lml / AN)
Family Size VYHIAVDIATOUNII: 1-2, 3-4, 5+

. . AAa o v I = = v v 4 A
Family life stage 3993 IAVYDIATOUAII: HYN/a1 iﬁﬂ, gumamgmmluugn / Hgnorgvean 6 U / |

U Q

U = v L) =
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Industry Usziangsnavasgnai : alan, J59053 / Saesn, 1nunsnssy, Ussug

Customer Size YH1AgNA1 : S M L XL
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Behavioral: wyanssumans
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Psychographic: awininen
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Positioning : msnsdumisnansaai

Design the Point-of-Difference : POD

- N9 ATURUI A2 FIATLASAT NN
A NINGS, 99A193 => Louise thton La prairie
swmnn AN B => mamsuumuwum Tesco Lotus,
IR IWUUIAY AN 02U DIH AR ST
ﬂmauum n19aankbu, mwmlﬁﬂn@ assniseled
Anasing: Starbucks, Apple, I-POD



Design the Point-of-Difference : POD

‘NIFANATNLRUIAQE 11519 5
: ATNSIALE, ANTNATAIN, LSNITAAAY, HNausu
maagi149: Home Depot: “best service” among home-improvement
product retails , McDonald’s 60 seconds, Banks, Oriental Hotel, 7-11
N9 AL UUI A28 UARKINS
mwmaumu AN g9 10, UseANENIN, N15USNIS
AARgNg: Dlsneyland Bumrungraj Hospital, Oriental Hotel
‘N1 NU mﬂ ANAN B
ﬂmmwm‘wam NUANE, LANAN B, ngue, Lot uum SnEnAInInaan
Anaging: ﬂsmul,m Body shop, Bouthue hotels and airlines



4Ps and 4Cs of marketing

Promotion




Product

Product ﬁma%’ia
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" S U3ms Uszaumsal mamsel yana aeui
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“Customers buy want-satisfaction in the form of the
benefits they expect to receive from the product”



Functional Benefit

V.S.

Emotional Benefit



Five charatoristics :

31/919anHa (Feature)
AUNN (Quality)
siluuy (Style)
Uﬁﬁﬁﬁmdﬁl (Packaging)
A318%0 (Brand)






| What 1s price? |

Aa o J a .
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:i Y v w o
NV ABNTINUI ST (Revenue) uazils (Income or

Profit)
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MIMHUATINAININUUVIVY (Pricing Below Competition Level) -

MISMUUATINGINIIYUUIVY (Pricing Above Competition Level)

MIMBUATIA W TZAVIINIAAA (Pricing At Competition Level)
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: NMISMHUATINAINIINUUVIVY (Penetration Pricing) :
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Peak-Load Pricing
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Two-part Pricing:
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I:90amanisaadivivnananse (Direct Channel)=> No middleman
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- I1:¥oamamsdadimihemasen (Indirect Channel)
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Example: Brokerage firm, Hotel sales agent, consumer products,
- automobiles, Sanitary ware, amazon.com
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Integrated Marketing Communication
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NMIANANNAZ (Public Relation)
(Direct Marketing)
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3.2 Uneas (Magazine)
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3.3 A0 AINNIINIINTA (Direct Print Media)
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Outdoor billboard, Trivision, Balloon, Building Wrap
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- ﬁ@imymﬁasjﬂﬁluwmm (Interior Transit Advertising)
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* 1. 1INAUANIBEN (Sampling)

= 5. BawA (Sweepstakes)

6. UYIVUF %A (Contest)

- 8. aauandsina (Quantity Discounts)
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3. AONIAVUTUNUS (Press Relation)
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Quick Check List
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