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 (Marketing mix) 

1.   (Product)

 (Utility)  (Value) 

2.  (Price)
 P  Product 

 (Cost)  (Value) 

 (Price) 

 (1)  (Perceived value) 

 (2) 

 (3)  (4) 



5

 3.   (Place  Distribution)

4.  (Promotion)
 (Persuade) 

 (Remind) 

 (Personal selling) 

 (Nonpersonal selling) 

 [Integrated Marketing Communication (IMC)] 

4.1  (Advertising) 

( )

 (1)  (Creative strategy) 

 (Advertising tactics) (2)  (Media strategy) 

4.2  (Personal selling) 

 (1)  (Personal selling 

strategy) (2)  (Sales force management) 

4.3  (Sales promotion) 

 (Sales force)  (Distributors)  (Ultimate 

consumer)
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 3  (1) 

 (Consumer promotion) (2) 

 (Trade promotion) (3) 

 (Sales force promotion) 

4.4  [Publicity and public relations (PR)] 

 (1)  (Publicity) 

 ( )

 (2) 

 [Public relations (PR)] 

4.5  (Direct marketing  Direct response marketing)              

 (Direct response advertising) 

 (Online advertising)  (1) 

(Direct marketing  Direct response marketing) 

 (Response) 

  (2) 

 (Direct response Advertisitng) 

  (3) 

 (Online advertising)  (Electronic 

marketing  E-marketing)

 (1)  (2)  (3) 

 (4) 
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 (2544) 

 (2546) 

 25-35 

 10,000 

 3-4 -

 (2548) 

 PTT 4T Chalenger 

 25 

 5,000 /
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 PTT 4T Chalenger 

 PTT 4T Chalenger 

 PTT 4T chalenger 


