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 6 Ws 1H  Who?, 

What?, Why?, Who?, When?, Where?,  How?  7   7 Os 

 Occupants, Objects, Objectives, Organizations, Occasions, Outlets,  Operations 

 7  7   

1
 :  (Occupants)  

  (1)  

  (2)  

(3)     

  (4)  

 :  (4P)       

 

 

2 (
 :  (Objects)  
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  (Product component)         

 (Competitive differentiation) 

 :  (Product strategy)  

(1)  

(2)        

  

(3)  

(4)   

(5)  :  (Competitive differentiation)

    

3 (
 :  (Objectives)  

 

(1)   

(2)   

(3)  

 :  

(1)  (Product strategies) 

(2)  (Promotion strategies)   

    

(3)  (Price strategies) 

(4)  (Distribution channel strategies) 

(
 :  (Organizations)   

(1)  

(2)  

(3)  

(4)  

(5)  
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 :   ( )  

 (Advertising and promotion strategies)  

(
 :  (Occasions)    

      

 :   ( Promotion strategies) 

  

 :  (Outlets)   

       

 :  (Distribution channel strategies)  

 

(
 :  (Operations)  

(1)  

(2)  

(3)  

(4)  

(5)  

 :   (Promotion  

strategies)   
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 (Marketing Strategy) 

 

  

   ( Obtaining) 
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 ( Consuming)  (Disposing) 

       

2   (Ability to buy)  (Willingness to buy) 

   (2548 )   
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   (2541) 

 (Market Mix)  

(Buying Decision Process)  

 7   (Marketing Mix)   

7Ps  

 1.  (Product)   

 

 2  

 

 (Service Product) 
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 2.  (Price)   (Cost) 

  (Value) (Price)  

    

 

   (Perceived 

Value)  

    

 3.  (Place)   

 (Location)  

 

 

  

 

 (Channels)  3  

   

 4.  (Promotion) 

  

      

     

4    (Promotion Mix) 

 (Communication Mix)  

4.1  (Advertising)  

     

    

  4.2  (Personal Selling) 

  

  4.3  (Sales Promotion) 
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  4.4  (Publicity and Public Relation) 

 

 5.  (People)   (Employee)  

   

 6.  (Physical Evidence and Presentation) 

 (Total Quality Management : TQM) 

  

 (Customer-Value proposition) 

   

7.  (Process)   

   

 

   (2547)   
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  (2549) 

  300  

     

     

       

   13.01 – 19.00 .        

  51 – 150  

 2        

                

     

 

   (2549)  

  400  

  4    -     

      

 (Factor Analysis) 

  4    
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 2    

     

 3    

 4   
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  400   

   

 20 – 29    

 5,000                 

      

    

   

  

   

   

  


