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UNDERSTANDING MARKETING MANAGEMENT

Sources:

-Philip Kotler (2003): Marketing Management, 11th Edition. Pearson Education, Inc. USA.

-Pascale G. Quester, William D. Pereault, JR. (1998): Basic Marketing-A managerial approach.2” Edition
McGraw Hill Australia.

w1889
AMIRRAASwLSwEIwEe S misidantpuascs

Defining Marketing and Building Customer Value

I. Sessss3es B8RS (Marketing Definition)
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I1. &sHBFABERS (Marketing Activities)
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IV. &s RBEWIN 3 CRIBIS 2 83?55 5—58% €8 (Marketing Activities Building Customer ~ Value)
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Customer Value =  Percerived Benefits

1-Functional Benefits:are
tangible benefits of obtaining goods

and services. For example, wearing
Nike shoes protects feet out long
walks and provides comfort to the
hiker.

2-Social benefits: are positive
Responses customers get from
others for purchasing and using
particular products and services.
For example, customers may seek
social benefits when they buy high-
status brands like Lexus
Automobiles or Radio watches.
3-Personal benefits: are good
feelings that customers get from
purchasing, owning, and using
products or receiving services. For
Example, environmentalists may
get satisfaction from using a
bicycle for transportation because
they feel good about not polluting
The environment with automobile
exhaust fumes.

4-Experiential benefits: the
sensory enjoyment customers get

from products and services. eg-

psychological costs)

imi I (monetary costs)
REIAYMN (behavioral

Percerived Costs

1-Monetary costs:the amount
of money customers musts pay to

get products and services. This
includes price of product, shipping,
installation, repairs, maintenance,
And interest (buy in crdit tern)
charges.
2-Temporal costs: time spent
shopping or purchasing or waiting
For orders to be delivered.
However, this time spent is not
always the cost because some
customers are willing to do so.
3-Psychological costs: are
mental energy and stress involved
in making purchases and accepting
the risks of products and services
not performing as expected. eg.
effort spent in investigating and
evaluating lots of information and
worrying about making the right
choices.
4-Behavioral costs: are
Activities performed during the time
of purchasing. Eg-travel long
distance, park in remote spots, walk

long distances and hunt through
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tasty food, pleasant smelling many aisles looking for products.
Perfume, comfortable clothes can These costs can collectively call
offer these experiential benefits. shopping costs or transactions costs.

2.9 FUMHERNRUESTS (Attracting Customers)
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a- cost of an average sales per cu(slary, commission, benefits,
an Other EXPENSES).....cuviii i = $300
b- Average number of sales calls to convert an average prospect
INTO @ CUSTOMET ... = x4

c- thus, cost of attracting a new customer...........cccccvvveeeeeennnnnn. =$1,200
snquiRuegumsinittsya

Now the company estimates average customer lifetime value as follow:

a- annual revenue per CUSTOMEN ........uuuuuiiiieeeeee e = $5,000.
b- average number of loyal years........cccoevvviiiiiiiiiiiiiiiieeeeeeee e = X2

C- company Profit Margin..........oocueeeeeiee e =10%
d- thus, customer lifetime value...........ccoooeveiiiiiiiiiie e = $1,000.
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& ¢ MIEBIFHSENARL2 B ESSE (Customer Relationship Management)
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{UmMN9.9: BinhimixAtgHASHS (The Customer Development Process ), Philip Kotler,2003.
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ANALYSING MARKETING OPPORTUNITIES

Sources:
-Philip Kotler (2003): Marketing Management, 11th Edition. Pearson Education, Inc. USA.

-Pascale G. Quester, William D. Perreault, JR. (1998): Basic Marketing- A managerial approach. 2nd
Edition

McGraw Hill Australia.
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Gathering Information and Measuring Market Demand
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[ FsSEaRaCINGARSRBRBRS (Factors infuence on the Marketing)
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mental Factors of Marketing that affect the Organization, its suppliers and consumers.)
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. Ganugandima
Economic

-Business conditons :

S IHNMts /Gno
-Consumer income . R
- . GRUmEmimiugauitns
§iU g ki ‘ ‘

. ¢pheumisguaauitn
LU MAIS MU ARUINY
M sIgjamn{uaauing
AUIIS 8y
Competitive
-Different forms of competition
-Components of competition

-Increasing foreigh competition

UIgATEn
 BANESYIUIGATEN
: ﬁgmmﬁ%ﬁgs‘?gﬁs
UIGATEN
Technological
-Changing technology

-Ecological impact

of technology

-MarketingDepartment
-Other departments
-Employees

L GRUUSMS RS I AYAIN

Political/Legal

-Law protecting competition
-Law affecting marketing mix
actions

-Self regulation

-Consumerism

:

o)
:;.

A
=
o) 2

Natural
-Availability of
resources
-Responsibility to
the natural

environment

Y
-MIP P
GSsS{uthns

M A UTY[EE

Soc?al

-Demographic
shifts
-Cultural

changes

10
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9.9 ﬁﬁgsasg?sss ( Economical factor)
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9.9.9. JPRISIIDING SHIIIHAMMIARENS (Buiness Cycle and Customer
payment methods)
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9- imuinnhismifpni{thi ( The Research Objective )
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AISTERSRIBITNRS SOSRNBSHHRTAY
ANALYSING CONSUMER MARKET and BUYER BEHAVIOR

Sources:
-Philip Kotler (2003): Marketing Management, 11" Edition. Pearson Education, Inc. USA.
-Pascale G. Quester, William D. Perreault, JR. (1998): Basic Marketing- A managerial approach. 2"

Edition, McGraw Hill Australia.

[ S:88nnsibasnsmMmaR iy aiansssfe; (Influencing Buyer Behavior )
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9.9 HEISB{HS (Cultural Factors)
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Buyer’s Decision

Process
] Other ’
Marketing . e Buyer.s ) -Problem recognition
. ] Stimuli Characteristies .
Stimuli ) -Information search
-Economic — -Cultural .
-Product ) I . -Evaluation of
. -Technological -Social .
-Price " altematives
-Political -Personal ..
-Placement Cultural Psvehological -Purchase decision
-Promotion syehologica -Post purchase
behavior
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give m.w: vinmn Ao uTwISIAR{EANT (Stages in Family Life Cycle)

u

-4

Philip Kotler, 2003
1- Bachelor stage: young, single, few financial problems, buy: basic home equipment, furniture, car,
games, vacations.

2- Newly married couples: young, no children, highest purchase rat, buy durable products: cars,
appliances, furniture, houses, vacations.

3- Full nest: a- with young child under six, buy: new products include washers, dryers, TV, baby food,
skates, dolls. b- with young child over six, finanacial position is better, buy: larger sixe packages, many
food, cleaning materials, bicycles, music lessons. c- older married couples with dependent children,
financial situation is better, buy: durables include new furniture, auto travel, boats, dental service,
magazines.

4- Empty nest: a- older married couples no children living with them, with money saved, interested in
travel, recreation, self education, buy vacations, luxury home equipments. b- older married with no
children living at home with them, cut income, buy medical appliances, medial care products.

5- Solitary survivor: retired, income still good, cut income, buy: medical products, need security.
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wivhion wdSdsmumidmyugon: isuguiansianis: 9 anuind  misaniglidmi
Tmanfnguians!  ywasvnmivsagun  hgeidunsmwooindgs  daidgudada
Samuwinusinnids 1glilfsn Shthyw{RvEMm
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mtﬁgm MIUANW MW UEY ﬁ‘iSj SUBTUNUTY (Psychological Factors A person's purchase decisions
are also influenced by four psychological factors: motivation, perception, learning, and beliefs and attitudes. )
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Example products:

Self- Vacations, University courses
Actualization
Needs
Self-fulfillme nt
Esteen Needs Prestige Brands

Status, Respect, Self-Esteem

Affiliation Needs Sport memberships, Greeting
Friendship, Love, Belonging

Safety Needs

Lock, Insurance, Burglar alam
Physical and Financial Security

Physiological Needs

Flour, Green Beans, Water Supply,
Foods, Water, Rest, Sex, Air

clothes

o b

I1. SerRsFMsastBSSHIBR5HR (The Buyers’ Buying Decision Process )
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givem.c: LUiﬁQQﬁﬁthfSﬁ?tiﬂUﬁ@ﬁm@@ (Four Types of Buying Behavior)

High Involvement Low Involvement
Significant Differences Complex buying Variety-seeking
between Brands behavior buying behavior
Few Differences between Dissonance-reducing Habitual buying
Brands buying behavior behavior
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III. SeRmsEmasiemsas|SSSHR6Y (Stages fo The Buying Decision Process )
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Computer A= 0.40(10) + 0.30(8) + 0.20(6) + .10(4)= 8.0

Computer B= 0.40(8) + 0.30(9) + 0.20(8) + 0.10(4)= 7.8

Computer C= 0.40(6) + 0.30(8) + 0.20(10) + .10(5)= 7.3

Computer A= 0.40(4) + 0.30(3) + 0.20(7) + .10(8)= 4.7
n.¢é FISRSC{SBBHRCY (Purchase Decision)
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H§iue M.o: nﬁjmﬁﬁ UHASHESIR|hA (A Consumer’s Brand Beliefs about Computers)

Computer Attribute
Memory Graphics Size and Price
Capacity Capability Weight
A 10 8 6 4
B 8 9 8 3
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C 6 8 10 3

D 4 3 7 8

Note: Each feature is scored from 0 to 10, where 10 is the highest score on that feature.

. & B5RBSEIFASSCIRSRCR (Post purchase Behavior)
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wif)sé ¢
mssmaasuem sefiunssuascedsm
ANALYSING BUSINESS MARKETS and BUSINESS BUYING BEHAVIOR

Sources:

- Philip Kotler (2003 ): Marketing Management, 11" Edition. Pearson Education, Inc. USA.

- Pascale G. Quester, William D. Perreault, JR. (1998): Basic Marketing- A managerial approach, 2"
Edition, McGraw Hill Australia.

I Hixidspidgen SouascsSge ?(What are Business Market and Business
Customer ?')
9.9 Ses58553e85 (Definition)

FRMESE (Business Market) FRpiissumsantsmiingAinaiindm Shinhngus
tLUmenﬁﬁmnmmmﬁﬁessm shwﬁnamjﬁmjnmmu NAR 4 J
Srpitgm thifsjpnsiom  empiay gk Shipiad
gmAdsh whanminn: anmidiignin Moo ShirohnayiRgiaig)a 1 HAOESHSM (Business
Customer ) mfﬂmtmansmmﬁ@wmmmsmssm ShihAYUWATSIGuEakRiahimi
Rlanyugida yuponhusiTegamic)s ypoimagRmutankiiiog)ad eauad
Rothauammif mﬁﬁﬁﬁsﬁsmr’mwtmﬁfunmm@mmﬁmﬂtmji%mmﬁtﬁw HIUNE )R i Te
quATAMimARg ShihAgNSHoN iwhAaganNStNnOwAsAITMaRY gagatiahs
WAUEMIUTIU R AT 9

GRSV HIRUEAN SR BT ES:

HISHAFMAGEHG (Fewer buyers) FapitsmihgieiAms
urtmbssAoaodiyuiiuh ywiadgpndmea 4

UiANGmI{BSs (Larger buyers) MgisinAdRsEsmunstssao Gigimesm
Shivhay ghuTtaniss

MISRIAGSURAIGINYWHANANY  SWHAND{MAT  (Close  supplier-customer
relationship) HignstsminkinnsEnAGSUR A FNYWHARARY
Shgniimaphmige ffgmﬁtﬁﬁ 81 UARITRRUNIET 4

LUHI;UEMI[?‘IH YAUSIBaN|Ry (Geographically concentrated buyers)
mm@mwmﬁﬁﬁm’sﬁgm ifsiamsémuuyugmidsisimudusmingny ydgm
UEON:UYUERISIURMOINW (Y §h@w'mﬁU§wﬁmnwthﬁs%sm:m RUaRU
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mivan:uamusinsimis midmele Shimhagthimivmnamaifigiudmumumind
ﬁ@fﬁf’%ﬂﬂﬁ SUAgIMIUIRAYNS 4

ms@mfﬁmwmﬁg}mmmﬁs (Serveral buying influencing)
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MG MIFTMIFIHA (Reciprocity)

a

nadusasmifsyiudaidagmy 8
maopROasupmhaShnd ot dmiamas
IR UWAIFBmaIR Ay |

AT FU (Leasing)

(4

nadasasmmanisgudaguayn: yavaniywdssthmimidmavaind yun: akie:
wnsyohiE) ud s sifly
RAISMNSAIRCY (Buying situation)
HAdRssmpiuwyihminnpodadmimids wiwminnpodadnis:f mpfwiiags -
mnismiGMIywIlRUOAARUUS: 9 AR PhilipKotier MSNSjUAMIANSMNiSMIFMisstng
Blutag g amyoimy:

=

38



BN 7 UT G 1 00 LS T PU M yei: mijAu{Eh I

9. midenigiulm (Straight rebuy)
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v, miAR[gimIFMm (Modifier Rebuy)
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9. gﬁgwgageécaﬁsmsﬁgg (Participants in The business Buying Process)
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(Maior Influence on Industrial Buying Behavior )

Philip Kotler (2003): Marketing Management, 11" Edition.
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9.¢ écaﬁsmsamswaﬁw (Purchasing Process)

a

mmifanmasgiinimidmadasuywiakiagaiuigumiduingistlaty Shufansmo

fdleguimady Sumposuidastsmundidiy piansiaSmudidhimis Mo

Sadm AR 1 MYMIUKM IUA] Robinson and Associates (Kotler, 2003) BifNimissiyoda
Fmives wAdOsOsmMA ws(d SnmA mouiRiunS Al buyphases or buygrid BEUHNM
ARjUG-L R IMY:

§ive ¢.u: tnmamuR NS istithimidmaapunngisiakénndsiidlShansmnismidm
(BUYPHASES of the Industrial Buying Process in Relation to Major buying)

Situations (BUYCLASSES). Philip Kotle (2003): Marketing Management, 11"

Buyclasses

New Modified Straight

Task Rebuy Rebuy
1. Problem recognition yes Maybe No
2. General need desoription yes Maybe No
Buyphases 3. Produ‘c‘[ specification yes Yes Yes
4. Supplier search yes Maybe No
5. Proposal solicitation yes Maybe No
6. Supplier selection yes Maybe No
7. Order-routine specification yes Maybe No
8. Performance review yes Yes Yes

E)-ﬁ]iggﬂiflj;lffiﬁfm ( Problem Recognition )

IShnUiR U SYWOUIREAR AR SUM YNSAEIMINUII U ShaEimidins:
Sapinsih:pnwihwanigraasgunssdm ShwhagiRumotinmBgiuwnna 9 vem yag!
migiis:molhpisgumagnm ?smgﬁgmmﬁgh Shenhmlagmi ¢
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b-mafnnanisimagse] Sunsgan:fisesastencBamns (General need desoription)
yadm ynddnsdsmmsthadnntishiduaan:giel Shadananmoisidasnitugnm
9 GimemISmRUARURYEMANSUFANINWEYTAGIM:RIOAR IR S UFN: diig
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Product Value ( PVA) 4 PVA LfrjfmSHS‘ffngmmei :mc‘ﬁrsﬂgﬁﬁgmmmﬁfﬁﬁqw imutank
ISMIIf PVA %tﬁtﬁjmﬁugw%gn"]aﬁ’sn’cﬂm@ﬁh"muﬁ’tg WAL W AMIB UM GUIRA yAanAgRn
yinAauga AR shwiamwigifvar 1 pelgnidisAdapanitn iehidmivfang)i

ugaiRnsugan: il afagimoriwig o Ais o stwinuid it Oas vl
BImBA U aISIglig)a ﬂm?ﬁyis°§tﬁej%mhtﬁﬁtL§mi’ﬁmmﬁﬁﬁﬁﬁﬁ nagivgan:i
isadatuais: gadidiamoniiiany pva I;H,jnﬂﬂnﬁﬂsmmS“HE RARARN Shnns
mthUuimnuwnmmnmmﬁﬁﬁﬁs 9

M- asHsMsANSEE (Product specification)

Je

aumighingARARRIR EULU’I{UI Shigwauis Sua(gimuuagaaRAoR s smiGmijanih
fﬁ;hiﬁﬁ‘ﬁﬁﬁﬁﬁgﬁhimct"mw Rrigiimanidumigpwmahgayg s sagmomifnadmangay
ghimipniphimeuisisiiong 9 midmdiBsphmfidumwin Shihwunsaidmomy
whsdsiiong 9 MNP ASUNHARAGAROARUE RGN WHVASINNMAISIMMMSA
UMM gtmm‘-’gsﬁ‘t’nmmméﬂmﬁ agingpwmaingay Shilndndaidums gﬁnmﬁm@‘gfb

Suhfreues ARISINUIRSIA
mm"jmatqsﬁ ﬁé&é’awﬂaﬁ@
56)

AtA 9
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sU)sejnffisticidnnr 4 igmwinimiwaigihwiyhiuuws
aimnRufpesgariamitums suam nmumsmm

d msmﬁﬁjﬁmiﬁm‘fﬁ (Supplier search)
netisimmsHifmpsUisagh iMunsayamaidgimamapdmigdaaadato 9 ol
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tnﬁm‘}tﬁm%’giﬁnwnﬁﬁﬁ 9 imwmmﬁw Tgigliel a1t yenmj e migivRv i SMAMAIHRIN:
netistmoswgoniaoty  gagdaiagwdsstinmadghiimummgimi Shaigi 8k
ﬁjﬁﬁmmﬁﬁjgnm ! u

E-MesRESTIAIEARNRA (Proposal solicitation)

igndmedaty Suifmidanadiuaon:fivasisgagasd Shulnmiamsaasisuaon
IR yS SNAIEOIR ITRWAEARA gmmaw 1 e waigmsaiinanuhwalgyagAghgoth

supplier-evaluation-model  IRUMISUY SﬂnﬁiUG mtuﬁjﬁ alguaan:five SﬁiLufUﬁﬁJ’UJﬁHﬁ

Raghitumsuaan: NANMTRE ﬁt‘”m ShanraaSisugon: i Sgwipyuisimuans

mnismitmenam
indmiahiannunsohywyriaghinugarn st vwabh s mioouiig {4
N0k 918 ay s SR miE o NwAmGRIMW
pifvec.m: 2mmiﬂﬂismﬁm‘ﬁiﬁi{iﬁﬁﬁ§@ (Example of vendor analysis )

Philip Kotler (2003 ): Marketing Managemen, 11" Edition.

3
DD

£

(\)33 c

Attributes Rating Scale
Importance Poor Fair Good Excellent
Weights (1) @) G) )
Price .30 X
Supplier reputation .20 X
Product reliability .30 X
Service reliability .10 X
Supplier Flexibility .10 X
Total score: 30(4) + .20(3) +.30(4) +.10(2) +.10(3)=3.5

o-meAnnatinsgan:fisasastemeu)ss upplier selection)
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vigAten AnnmaiRugimin R anismiy ARUIM UMM SMIUANR AR (RgUBATN
Shmimnomadagn 9 Gmauhagicd Mty Shaneuduimigiaig)agaimms
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NS éNAGSHUHI RN YWHARARY sTwgrAmsegunsRTaRNIRugimigimuinuinn §4
atgitumsannaisignAgsy
Rgaspissnugimssaiioih igsmidmmegnidaga wigismidmivuisunagom
ohmUAgARAeISihywyAfm Wiwiduifeyagaghimhoigansmibnagtmip]aguidd]
RaRuaaRuuaawithidainkia gadmusmieadaidlSagaaagiinuioh BN UAGSN 9
Rl-m ﬂwﬁfiﬁﬁﬁéﬁﬁiﬁﬁﬁﬁﬁli (Order-routine specification)
gagmimiwaly sehiGhinhiuufmIuagARARRMEe wiwakmihw THAG
modunfitaniabgomhakimy
- ensathywymfinutdatuctimw fhanaimimihwaigiuugata 9
- hwalggrgagishidugagiffwywdssihwnBifayginsis 4
~ iimmansidam gmiaauiidusamusaftichiuduimivogagaginsaBanu Wi
- miAnnsussofasieiRminaginty ShonmwpkmimRAGRUiEAEAER 9 Milwaly
1S:HoRWeHATmahminpobguginael yumu ﬁg SNEQAGSHMYWHARARRY HARARA
'@ﬁmﬁmmwﬁfgmg‘m gomisidniginunatastsm ShgmfoashimwasHsiafigipa
ﬁ§ﬁj£’ﬂ{pmSui’ﬁmfﬂiLUﬁUﬁmﬁUﬁI%ng‘;ﬁ’miﬁm@§§§ﬁ§@‘1
d L’ﬁﬁﬁ%ﬁjﬁgtﬁﬁﬁﬁ( Performance review)
wraghgndminhiadlapSummsiaSivogaragiduphdaoty  Rundhpidimoin

1. The buyer may contact the end users and ask for their evaluations
2. The buyer may rate the supplier on several criteria using a weighted score method
3. The byer may might aggreagate the cost of poor supplier performance to come up with

adjusted costs of purchase, including price.
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PRODUCT STRATEGY
i sissfupwiimimpoiansitumadsie Shamaiidyuwis Marketing Mix Wean[a

ROaRuT igadolsisisis:d minipodaibinwidani (Product portfolio decisions) §S1AM
UNSIARUMIIEGARIRUNAGHR U GNWRIARI  (Productlines) ShRUARUGH: (Product
mixes)1 US)UBARMIAIECEa{URMOAR I Wig]A 9iR 0 NA MR RN (Positioning) MITATA
fN (Branding) fUQAN: (Attributes) §h"ﬁﬁ’0§f} miuTun tifﬁ’ﬁf[]t'j (Packaging/Labeling) 1 Marketing
IsivhuTunwisigaghimusisiug s

Q

[. FURSCBTTHITS sg:esssszsaﬁszs (Product portfolio decisions)
INWRMGARN  Ahmoog:istUaguainy R ﬁf YINWALISY  HARUEER
Marketing (i{MARARSAHMNGEHIS NSANIMNARMIGUSIMATATIESIWINAIR (Long term

o a

growth) ARINUIGHIGIAY ShmamnnsUEhRiw:nug §muj:mmﬁmsmmms1mémﬁ

al

( Short and long term cash flow position ) 9 fUNSIGEMNA

[}

MmN (Prospective) %Sfﬁﬁ?ﬁmﬁjﬁ ORR

zz, 150 9

Ce

(Productlife cycle) [AEUISARANS YYWRITARUIGSYSTRAAREAMAMUAGANY (Introductory
ﬁ o
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2
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stage) SUBAMAMATAGIES (Growth stage) Isiiiintla
(

(Uﬁmn) (Maturlty stage) sﬁunmmmﬁsmm

guiglimudsidpuvisnsklakmuifsysina isiiamamuuamn {4
t{ﬁwﬁﬁazmﬁmﬁmﬁﬁmztgmma Suinoidsi: (uSMoUdN AmSimARy
tisHantymibhmogumamUygl  (Black)q IuAIMWANRUARUISIRAMAMUGRIT
Sauahmomayeg:  wnidimendadismau wpvtismsuga '
Ruitumage 9
ciuns igjgimwE it umsanma djsmsimimigenie:
guns§o: awnugjvtisilapslibmivamasismiamiSinaiduasanuakdaty
UOUISIURABTSIIW InUERAgh ShalpRisiye
- Bumsdu: JENSMINENWRITAGUHRIS: nhumﬁﬁmiuﬁfﬁfsiuﬁ?ﬁ
gunsdm: AmiNSapnwidas mma,jmswmnmemm IBRUIAN YHS 1ﬁnw1§mmugUJ§
MU SUHARISSISMAGANET (Net earning) STUIIANG{MA |
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nunsdc: AfiRsSMINUSERRMOARN (Product Profles) SUNUHSIARY [pasifus
RUNS

alasuioinmsidunstyn Isifiauaddagupvtismouiia ULmiLa’nimLmﬁﬁmmmugﬁ
nuHan 9 wasilnsidasunisyeina isiiamamuRykisiiiiauusan U vus
moAaghl momshatwitusiunwhghuwatts Sdifsdumagmatagu

a o

II. FIRSCIBTTHIRB™ QRTEse 381&535@55%52585525 ( Product mix and line decision)

FUSNWRIGHRY (Productine) AnURUaRuAhHaiRUnsénAGshmingn Shaighye
smipumAsin e wwiaiauaign v sHASRSEom

aqrniaf: anfigp Shandsy Hisygall Shnidnued Lﬁotﬁsewmmﬁ AYUSNW

UaRUEWwEgse MinyedaiuNRvUISMoUNSI il MUY ENWRIBAGEUYWESS

itﬁwummmgﬁﬂ

AgISEAIEISHENAIRNTASBRASEEBREE:

A- [madinngiguchas Shimadinngehaiahispusnui ey

2- AN SMATSINWHURRNUIURTHBTS SRIM:RA (Risks) TRUMAAS

A- $U18n1 Shmidnoifs (Growth) §% (size)

W- asEpmnihwigjAuAAEUTS SaMmanSiy)u (Advantages) iy @”L UtRR Y

S IRIRIG) A UHARUTRR Marketing Auiguianng QR ENWRARUHAMALM
1912 YUONIOURTAR UGS 9

AmiansesagnsAnsmaastpE b

A- agacinng /aituoims ShthaighidunseniiGasuSywIphpuepwibasy

o- ApgimIuRHESHSMAS ST hEan: SRRNUIESURRGARY

ﬁ-ﬁgsmmismwﬁn?ﬁﬁmmﬁ'jmoms§ ( Situation of product portfolio )

W- WA NIRUATUISY StLUjugﬁmiLUgnLumm
I1I. msascg-ss%gcsﬁms%sméémsﬁsﬁasm (Product positioning decision

}'_'LIZ

ihwigin yuFalivaRlann ya ﬁmggm mgigimiAnnatund i’g m“jmﬁm:auwﬁg yrusung§
TURR AR

Asansoihigtemannatmdlntnsmsguntelss: ¢

gunsdo: AmdihijaniphiiddiiniGus iBupan: gt SHRumsan: o sdim:
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RlaRuvaapAawish Wiwhladoncdh Sancignwisddaruivapsuisny)ui)uisidh
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{URRUINR ( Competitive advantages ) IUﬁJ’[ﬁHtﬂS 9
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s nsywhhhmimmiifsyenaituifeHicnspe] 1 wasiluaw
RoRpwiagiaimsimading Shénndshmy vUisarianatamAsituis tg ﬁn‘i ﬁmjms
Susinmii g @amiinaidumoieridtso ] ANFIRuRAumAamieh 4
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( Product attributes, brandingand packaging/labelling)

miiEosaIbugan:isRUARUMANSE AN (I (Feature) SUMIRMIMY (Desing)
ISHUAR

paan:fiaisRlat Athugan:thwigrisilakuiunwiimiSuagituuunRs
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RURGUMSTMAY

MIRIMRRUARNY AAGARUSUAN[A] (The physical dimensions) ISEUARMUILIWY
9SO (color) §U1 (size) N¥ (Shape) MAR] (Components) SHEUS (Weight) 4 RTARNIR RN
t[ﬁﬁ[pnmmtﬁmﬂnﬂﬂmﬁﬁ (Aesthetically) Pﬂﬁmnmm”ﬁlﬁnﬁnGnmn (Attention) JURIHAORS 9
MIRMIMAAIY[UU (Suit able designs) AMNTNANM R[N (Reinforce) MIYAMUATHATRSHAR
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NS (Well known brand name) HIGIURITANAIFIGIRUARMUIRINY Umbrella brand name
MG ANTEIAY (Corporate name) UM (U asIEN wig]ATSINN S{AANT (Family name) 9

aunsdvy ;- andidhimihARaa i ey AmaRaTumanme Mot aom
im

ANR{AYIUTY (Catchy) MWER (Easy to remember) MISAMAINWIGA (Distinctive) §hU G

(Convey) §iASaYWHSSAR LULUT[iﬂuSiU{U ROUARN 4

k) 9

UISR)ARIN (Brand package) IRAUIEMISAMI{H{MA  logos,

w

3
gunsdm : Amivifiag

&S
Symbolsnig Artword mawmf’]

f
jg Sufﬁfgﬁjﬁmﬂﬂﬂﬁgt"m WigA{NURAGR U MG (Packaging)
) ReOaRM vigst munihBykpinAnmeAcasGinRlaRM 9

mMiiGgU, (Package) UIEMIMIMIGAUGERN ShmaiimiAiny (Spilage) SamMITRM

ShmiuTunwidna mU (Labelling

(Demage) 1iw{nEtywis :hfwrBddspaminwilandimn it 1 mitoguhnsagnugai
phmiivioAnn Shannw synsisdasudsgusigimnghmign Shaiga

mILTunWwidAmU  (Labelling) %wmmﬁmsmemmswwgr’n RUARIL 9 MiS:fwHgH
HASHsGIFMATARUNUMYWINAUUSH miqsQnUNMopURhiRl 9 suniogt Sam
TunwishlamipiaamhensEach

o ) 9 o aY a o e Y
V. 2SRIRISSSIRBRVHERN: (NESIRHICE (RSSSIHUSZNVBRISRCR

]

$85SIRY ( Three Types of Marketing for Services influencing on the Service Market)
uEan:§9 - mnBw (Intangibility) mh%smwyu’mﬁ%ﬂumw (Physically examined)

233

aa

AIUME (Tasted) U1ARS (Smelled) YIS (Felty msisy wAdnsinhinteghinam (Signs) U
MY (Evidence) iSieuhayy §omASH] (Surrounding) MM 2URIAA (Equipment use) Ymi

AR
oigTRIRAZINIA (Out ward appearance) URTES AYIRIUFUIUN Y NSNS AM AT UHA

Marketing TR U{giHAURRIVOHITWARIS I wighpwa 9 hwaniaiwhiivosiwsistsidh
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C 3
o
W

inhinGan:ggminag ymundnsidand ymadad M nSORaNNULEAR Marketing
Aundnastsgmsy wwiSugmsthat siminmSntiw yishinaisiashgnipuwmnying
B’utﬁtﬂkﬂﬁﬁutﬁ (Pread positive words of month) 9 Symbols MAJIANA (Slogans) “Fjj LnfiLUiuHJUETﬂn
GRsARuERN:IUaTH

uEan:§o : isiuh ASSMORNGMMS (Inseparability) Sh88aJaiey1 (Perish ability) 9 16uiiah
iamoighmsininuitiumiuans Samisguiahifnigit (pvm ImuAINESMOA (Stored)
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wasiinsuddtsidsiiwgrimuhfoiiwnidosdsmomo yuavhig)aislicimuwie
infudunavinddnsAnis: 9
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inasiOyagmihids swiwnisns
nsiffdung 9 udnpidasug gagh 8
Sanpanfwisagmn '
ugan:gm: isth AMARAYIUY (Variabilty) i gmmeishgitichimimuwy g
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80 19 unlAywiSSHIRuuARRUILNGS ign: s
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NWAMM NV SMBU{YGRS  (Highly  variable)
phineuuguigis: AmAnn ele Shdkin (Trangent) ttﬁlﬁﬁﬁf{ifﬂﬂ}ttﬁ@tﬁﬁjﬁmﬁlsmm@]hg‘h
RioaRu 9 Giensmigainshion migafsapanmoisiammicinaistigio 1 Stundaiimis
nEsyw  MoRihAPAsumIUIFmEMAYATUN  (Atitudes) MOGHIE  (Motivation)

migpanSyAnnMaghRGnkL

SHeY[e (Aptitudes) 4 SiundnyhAmogusinBaiwhgumishinugum Sandmadsynda
AERYNN (Energy level) SRENSAMN{FANT (Family situation)
Tywiligis: (Over come) UMiu{yM A1 AWwBIAAY (Automate) Teuh Y51 HI A} ST’y

iRemig 61t ABUISIAISaS HReutt e people) YA
gsrgemsmulasmidumoiiieins 9 (nutispidas Ruduusay (Able p ple) g1
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iR ufvss gty Shdaumagimsitiwpsuismougtimtndnd
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migunns  wipunsAmogailaaBasanmaisin  SamunmSauHASRs  (Customer
satisfaction) ghmammﬁﬁﬁﬁmymmﬁhﬁﬁﬁ“s (Customer  suggestion) miﬁmiMUfﬁLﬁmﬁ

(Feedback) Sumiah (Complaint) fHATHS ARGEMILANIENT Marketing RRIR1 9

51



BN 7 UT G 1 00 LS T PU M yei: mijAu{Eh I

118 8o
ERENESARNEIS
PRICING STRATEGY

[ SRS EOARSRMIRSISTSBGHEAS (Factors affecting pricing decision )
18AN () fAasmsagnasansmtansty &:
#En99 : AniRuthinAstR faNEs (Perception) 8 JTUNUS (Behavior) IUATHAT
MOIMRIUAIGISA{YIMI (Price elasticity of demand) UMMMG (Sensitivity) 1SIGIUAIHR
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pnmia) g ANNEIGIsITE i iwh AS S| URMIR MR BaATEUY (Compel) gATUR
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{GANA (Distributors) §iﬁ§ UANW (Retailers) (UAMBIGINWIMAMNALMIKS
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Sogesfo:  (uvismompigRitn  uptRdakunspnt  wasims yamthids
(aind igiuanuAY sﬁi;qmﬁ‘me) pigmavhndiwpedlsasiismigay wgamigytv
FRpIURIIAY

o ¢S

Siifasdly - vu)smougwiy wiyluipm iLUﬁ‘.‘fEﬁrﬁsi’mﬂﬁ'JUﬁﬁthﬁwﬁUm§hﬁqumi
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Marketing Channel and Selling Distribution Strategy

gmatﬂms: HRUDWAHNDAIURIGA Marketing Shmirnpodaaimivhicaélm (Placing
decision) 1 ug)UuAShHGUNWIRAN[A (Methods) TiIRIS Marketing RIiwugtuAIg)as
UMUIAGHYR Y IRURNIMUNMYW Marketing (Uit Shminpodaiiunnsaiuivimis
oAfuIAsA MINAL (Wholesaling) SMINVANUS (Retailing) 9
1. 28RN B15566295 ( Direct o indirect marketing)

Marketing #)fUS18R1GJRGARAUNSIFIRUHAGT{NTHIMUW (Final consumers) YHATHS
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il iaghAidn fawdsidpviisnsnitasifsiansévigos wavihwadanynwaiw
(Geographically disperse) iS’L”]ﬁLUHgI”’N Marketing 1S mLUmﬁmﬁ 9
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minss Shea9id mmusgt'mﬁﬁﬁﬁﬁsmwng%mmw:uggum@m ymugiain

?ﬁﬁﬂ[’ﬁ@ & & Electronic shopping 91 HfA Marketing H‘luwﬂjgf

L >

omputerized Catalogue is

a

C
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MR NANW UUUJ 1928 ARinhimISIMmBUNRUAN WY
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msgsiamw yishnuamywe mivhisAnwejmsidsupmumpuwmihgagidaguom
iAo smiwnidh Afddasuiuanadas 4

ﬁ]fﬁﬁL’Hﬁﬁﬁ§[ﬂ . Aniudant ismignwmangay (Advertising message)

00 Die

ol

. (nutispianpolath 1dghdeonda (Appeal) yPARIMUARAM 2 mmipmgrm:

ﬁquﬁgmHtUUimﬁﬁm (Rational appeal) INWHRAGSIFIGUEAMN YRR SRUARY
g (Emotional appeal) 1w
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16U mbmignminumuagim gmﬁL‘GLm HRIE mﬁuﬁa’n MIAWY (Fear) Yi§uds (Romance)

=
)
=3
®
C
e
(o
23
c
c
2
pxg
a
%
o
O,
QL
[V
©
©
D
QO
=
e
e
o
C3
23
_co
5‘*
_D_Z
e
3

UYUGISTHANT (Famiy toge
the mess) UM §UWRIUATEAURY (Social acceptance) Um'gsm:tﬁgquﬁgmgfuuﬁim@fﬁ@fmﬁuﬁj
YAN ( Ego satisfaction appeal ) SENVWARAFSIHTMOMIPORU YSUVIUYAN (Personal standing)
ISUSAIHNAY ﬁﬁﬁﬁﬁmﬁmﬁﬁmﬁmtﬁmfﬁ y

g1 : ’IS”WﬁﬂUUﬁﬂT (Message design) nLnfU aijﬁ (Theme) A A8n (Idea) gwmsus (Topic)
uiugniomidimenaan:ifeoudaitunsifod ennid  wasiluakdaswsmaol
ifuann:ifegudaivudw 6 (The fear appeal) tRgjUARMGARUIUAINATA AMGIETGT) RIS
aiimnUAN yEonwipuwicmSiangwuy " RIS W SIVHRAR GIAN IRM NIURIHAIN VA 2
‘L"g’r'ﬁﬁﬂ WioH SJ UI¢ ? (Can your car keep you safe in an unexpected road crash)"

§m : ismunjubant AutlaSiephURUR (Excution Style) 11:A aUIEGONAANISRENW
fﬂniNhiﬂuﬂJHnﬁﬂUUﬂﬁuUiUU ? Pﬂ’Gﬁﬁ”ﬁU NSMNUAGRARI (Musical situation) 4 MYMIUMMA

HIHI  (Testimonial) HNWHSAAUNEN (Famous people) mmﬂﬁmpjﬁfﬁﬂﬁﬂ]dﬁg UmMIvMmasgmi
(Evidence) UMIUINMSIANAFG (A little segment) ISMIAANAIUAIAURY (Social setting) UARIBHRFY
mimsfuAnandisiam 2 gagdaswidmaig]h 1smfﬁmmﬁht}mmwﬂmﬂnmjh ﬁfxﬂLﬁJ’

Sauipmanmigpwmanga gﬁﬁﬂmesaummsmmnﬁutﬁsmsq;w A Sam s m&gm

J

§c : IsmnjuSani hwalgant (Message evaluation) TR 1R aninGRIGHI]
(Believable) AiGjOUMS (Desirable) SuE815aj(:mnMIGISHE (Non offensive) YUAKAM? BUNSIS:OY
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oMt misamwiisyaigibmahgagitumsudimn  Shnigmsahmiénndsh
ENEINN: 4 |
mieipebadc : AuifasiesmuA)hdnwodes (Media)
§9: I”WﬂJUﬂﬂﬁISiLnjﬁw‘ﬁLUnﬁEUnSﬂﬂ‘iSfﬂmﬁuﬂj(Reach) sims Sumn@agnuiny

[AREARANG 9

MR (Reach) AMATIISHARNUIMUIE (Target audience) SRUMSEAD antanithi
GYNARIW N WAL 9
maNAmUA  SSRRARYTIBURNIR U

"_')30

AegUImuImsEad  agbanighighiny

(2}

WgIMI 49 H{M U (The gross rating point) AMMFRUAANTYWEhMNMAMU (Frequency) 1w
minsaio & mosswiuismiBid (Exposures)

B peVsEiEatas ISRudpwansIgom: (greays fg) mivva gagoif
Hacho SammpwmsSuRmT) Sauns (Vehicles) 1A RRpwehAMAISUIAe A AN wiyws
(fnSwgisays minn sagil.... . AMA) IBEISIanT (Convey) 9

AmiREiAanA:
A-UIASIA) AN U IR g S an
3-8 M OISI{A)MRNWYW YG{Y: (Combination) YUNSANUTINMIMUTANk ISi{A)hRntw
phugdngismnigian Samadnmitinumsuifaidi (Established) Mhiigssn
W-UIAFiSHAM U MDA SISIA aGNW JhunsPhis:
R-nBaism Lh;"ﬁé"ﬁﬁmﬁtgjmﬁnwmatﬁs GImsyS AR URNW (Media people) 4
§m : mimania isanaouingisiAlagnw Shunsidi B undhgiannaigh 9

fﬂfﬁﬁt@ﬁ° ¢ : Ahwalgiludimoisagin 9 minus:imsi§ mipniphiitwman
A RN

igAgo : ?smmwﬁ?g AmMaIagh (Measure) nifaismiBhlivasamsnunidas Gimemi
gnw mengag hdmimasighminaagi mifadmmpwmahgny 4

1%ndw - ismihwaly Anidalsmiwmii (Awareness) i migpwmingay

Qo
un
3
Qo
un
3

igndm : ismihwalyAngh (Persuation) 4 MINNS: JEMSMMATYUSIMI IFWABIUAIMA

11U (Emotional response) mmmﬁ\pwmmg YA ”erTﬂnfu'ﬁ (Physiological arousal) "HUiﬁ ISj
(Belief formation) U”Whﬂfu’tﬁ mivifamayATun yMIRaIYT (Attitude formation or changes) {3
U4 (Purchase intention) 4

> [

inAGc  Ismwaly ARGNNU (Impact) ISMIRNWMANGAYIUMIUA (Sales) DENMITMARY

Lo w
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migoiomim sEdfEmimagRihwie)

Agimita§nauismignwmangagsl MIuAMW
HARUERSImGugiuen  tiwuim 5

v

1g)ams:pigj s uuhgwimutanh  ISMIENAGSH  Marketing  JHRMIBINMIANAAIS
RoaRn ShiimygaaUimuiReiuiddaguvaguaauich sasdadundy siwmpmisg

MIRNWMANGAY (Trade support) 9

sunsdu - Ajudiuhioacimimpniiiginws  $3midleRdatn YA
minnssoiiimwmiwaly  minithorgmoahiinn  yRAomiges winnmdy

a

IBRGRIORNWIANM IRUSIMGGIm:h 9
gunsém : AR T untiRigRNWNNA  (The promotion tools)
qunid iRuaigiHAt R somwa:
fA-Coupons
g-MIYIMANG(M AT (Refund or rebates)
A-GJa{yl (Sample)
Ww-ik) ai h;lé (Contest and sweepstakes)
4-iSS (Gifts)
g-iamindfiss ot uanithd yyanjuindn
B-MIUIMMBUERN (Product demonstration) 88

A-finnnmangay Yy ma (Trade shows or meeting)
Sywa gﬁmhaﬁtﬁgﬁigﬁj (Training of channel salespeople or
technical representative)
A-MIGUHUTUMIMANGAY (Trade allowances)
w-ghdianmitnaiiugdim:3GaRug (Special margin which may be advertising or
given for the new product)
$-ZRRURUNNMIBAWNANEAY  UMIRIORAWNA  (Cooperative  advertising  or

promotional allowances) “
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G-MIUINMA] (Demonstration models) 81
B-MIANS iUELﬂGEUn (Point-of-purchase displays)
mwinifE arfes auAIGoIviw [ udagingioRnwuaéSmminidnism

:)3
De
[Y7A]
pu v}
=

A-nsan SRR AMAILRAYTR
g-¢UNiA)hiGAGAdH (Insensitive)
A-upgngupumiguisdiong 8
w-RsMINARUMIHSIAS 9
msic - wasiBiismmonpsasuiisiiwn:nion S SuE b ai:H
ANNAENAMNATIS (Rules) ISMIR S{ptutlaidii yspRismigainn$ (Contest form) HHiM:NY
NwminsiaSigsmigivifaidih s oaiihgoaime:
mitukicngpld Ismiginnsiglejumnia(onivkic

-—
3
/2]
=
~
=
I,
b))
cw
=
w0
-—ht:

UUGIHNUMIG]Y
(participation) IURTHADRS SRASHIMNNSAGAMNE SURIORNWHAN:HDS §ﬁum@r’nnﬂmfm:sj
HAGGURDS

sunséd  Aanangany Mty 4

gunsis:pumimisium iBudsmouidm (Unseen problem) 4

BUNS 3D : AnwalyAgiamggEpwA 9 migwaviuaHAtns Shwndapaiviion A
AMSANGI (Enthusiastic) Gim Ayl yis
IBIAMSGUITWAG U MWwIvTAM? ﬁ§ mtSanﬁ AmiuAgcEinshwaly 1n:dmd
msminﬁmﬁghmﬁuﬁfsﬁ@Jméﬁg?ﬁﬁggﬁy WA ShmIuARIwY
IV. Misast{ssSEHaasaaseanssts: (Publiciy decisions)

gunsdo : istidhimmufigiuaiéagshanmian: AAanasimutnnk 9 aevind
goRpwadand AugumwiguiuaHidts fadnnusiperissin: umiamALmIN:
IRueAshRUUTUN M

Bumsdv : Aifwdauaid iBnsms:

ﬁ—ﬁﬂ}nﬁm S1eUT (Press release) URUSM& (Conferences)

g-MIMGNWIRRIFGE (Brochures) 811 (Newsletters)

A-(RAMINARNSHOt MIUARASN (Sport contests) YFiNiSITHIN (Charity event)

W-MISUN WM aNMIAN: (Public talks)

R-UAYAM NN ANEIAN: B G MIFUTAMW ynimiguaing
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innimenadaaiugan: mmmtmwmnmwmﬁﬁmnhumhmnmmﬁnms y

funsdc : Ausipngiiaminn: SupafSaymiAcds  (Progress) 1U&H 9 MI1AToH
Lﬁﬁmnﬁr’nmmmn: (Public event) AghRUMNMANUSISMINIgWEss Wwmin Ahis:(gh
wuhpae gasgusEil@snfdstanminn: pigeubith:pnw shnunsumia
16]0

8
X
g
)l

e

msdd :isenndshanmian: AhwalguganisnginénAadshaminn: ahisiuns:

Cal}

9 :ﬁtﬂuﬁ@JLﬁﬁﬁmﬁﬁ@ﬁhsi yiniR Lfn;imﬁfﬁm 9
u : ginanSarnyATun Shmig oy AYATIIULHBUYIS 1S IghGIAMY aminn:
ﬁsgm NWNSIUEIGN N URYMNIURITABUTS 9
gm . AgiiSymiysdinnaghmivniuméangshanmion: aimhmsmiimn gimi
n

fuhioaghomakmnthag giopaAn At
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wi)sde
FIRSH BT AUHBHORIRSH

Selling and Sales Management

[ Mm% Soans:ssIniemInss 6835855 BHRNS ( The role and importance of

£

personal selling )

gigluadnauAtinmen RS NSTRAIS Marketing mﬁjﬁgmmﬁﬁiﬁngﬁm
sigipmimSwsAsamipeUls Sanatasy foldunlhasdnounitiut ualnua

WS 1SIGRAGEIFHURS Marketing IRURNE 9 wipnumuenAdsimupsl]s

gm
SuHAons god §m mﬁﬁiﬂuéwsmLﬁj Marketing 1 imethyala molifiwohpimiuanddns
UREASIMAIGIMMIRARARMOARN ShihayY alm ﬁmﬁfﬁj Ruimunmighithwmi

[UAUHMEIAY SamnuAnuith Ansmifkigna thiﬁsmjtﬁ BuaLAuASSM ShivhAyy mifa

"
0

NAIA %mqgfﬁﬁm AR Rugwaiposight ismiwis! RudinmSandhpomisiavgigs:
Ww)ARARIRRSIAS) ﬁmmsmsmmsmjh istaaminiiiniR Agunumiu S wagiu e
UgUJgtﬁ?fﬁLﬁﬁﬁgmmmﬁfﬁggﬁﬁﬁﬁ}mi’ﬁgsmmssm‘ﬁwtmﬁéﬁ MO yRGAURIRWR N

' s ShgnuAmstimemssiminUrmigadisti mgpwmeingay Shmi

w

t7a]]

hARRGOaRUIFIGE 9 inygamidpwmingay SamitimRoRpws SamwHamA
noansgnpfihw  Adsmotingm  ywnps  sifiugavdmoiions  sinuidunam s§mi

A 18l 1Eiqm9mmsmnhmmmimn s

II. ésaﬁsmssg ﬁ%é@m (The personal Selling Process )
un afésh wikugmamhanus nﬂﬁﬁhﬁ:umﬁmw'ﬁgn}mqwﬁﬁﬁﬁs
mﬁmm@m 9 yalAAsliathurgmonsthunugl 19:0 m"mLGLmﬁ'J

°9

sinoi@sigiisigh midsingsafmhw  mevsagthynggsb]
9 ”wmmzmnmsunnnt’n US‘ﬁJ\jGS‘Dlﬂ ANSSIA Lnimsm tLuﬁﬁ?fu

28yjUInY (Manufacturing sales personal) wmnmmmﬁsmmnﬁﬁms:Lg f] (Real estate brokers)
mAMINATANMATS (Stockbrokers) S1mMAMINH (Sales clerks) iRUIEMISIARIMREE MY WwnA
wAvRispuUishiIywiss MEaMyARUssUAINRMEANA ISTARMENMINIUZS 9 0

200 SANA Victor Kiam, the flamboyant president and chief executive officer of Remington
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product, Inc. AYSEAMANAISIANGNFMHANUAIS{AYU]S Lever brothers 9 [UTNIUT V0% ISIWA
LUnUmsinﬁﬁnu yiia 68 9000 wmiLTa griRggiansuslianaSnnigaus Shuidiihg
gimuis: AmtinhimismivAwyaLAR Y

33
(e
3o

The Personal Selling Process

’—P‘ Closing the Sale ‘
’—W Handing Objections ‘
’—ﬂ Making the Presentation‘

Approaching the Prospect‘

9.9 FIRSHH (Prospecting)

mitfdagamisdnmi ismitahim ﬁﬁ FeutlimiglinHASRSUMSN 9 MITMIUAHATRS
HOIARAD IMNEASHNU[EEIMINAT ganASkIEmInARmHhagimHASRS 1BHACHS
nsugmnGamwsin: a{gimig: U9 i:domifsgamiinsyt

-

aGiamutum SIS IR ﬁtmgﬁﬁtmm:qgﬁmmﬁ@m (Personal ~ Selling)  fifjw3
msqwgh"mmaﬁms iR

gspimsia AWRG Sagammagihmieied wannismiBswalggnha: Anhwanmiifihgns v
minAngShmngmie S spnshigimisamwinianigs 4

Richimi ismitfingn mAngShtumssm

521-4

_ Generating Sales Leads : InN:syans ysamn yriingiduuinmumésiadum #adtsumt
RUARUIUEI[AYUS 4
_ Identifying Prospects : AHACRSIMSNN IRumendmt Him yNSIoas ﬁg:ﬁ’mi@@
RURRUIUNIAYU]SY
~ Qualifying Prospects : Mmitiign IRumsminaumut hyrlwchuipodadm Shws
nsmstligig gfuhapisdao |
Generating Sales Leads 8% Identifying Prospects AMHANIMEMIBMuRaGumMS]

3

ba}]

ifs9 ifigjuifingjns Generating Sales Leads §3 Identifying Prospects {J8U7SYWGSSMSEns

w
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gospwmingaggom oAd3atan (Coupon) Mafnadmingay (Trade fairs) WUSAGUEM

[2 %) w

P) o

ﬂjﬁﬂﬂ:fifgﬁi (Professional meeting) SHUSNGIRARUARI (Conferences) 9FU ﬂﬂﬁﬁ?ﬁﬂUfﬁ
é

(V']

ms isalaguthite welkmie)aildjuiiaeuns Generating Sales Leads Amuity:
sagAg yanarmugiddy wiwliissmsugan:ansm RuualAuAgAY
(Sales person) HMGITAIANAIUMGIATY (Telephone directory) IR fuitautAinn :HASESIoNGUAS
i3 éAGSRINYWOAIA
9.1 #5655 (Preparing)
mywihmnkisnfidns Raifingrunsahin BUNSUS)SIURIHANA Al
HéAGshmuvinnOwiRhg @ohmuummuiw:giedg) 9 vmis:madgSamivifiaidihgiond
naannuaHASHsiBnifnen  ihuwiimimipodanhmiguigimsuddnsin:  hwiimivifast
imutang Shijubshitivpomunmidag: |

amnuémig htw
Sam

(\

- Utgnfumhnﬁmwﬁjﬁﬁﬁﬁsmﬂfﬁﬁ A (Create a prospect profile)

- imivpedfislilmnelfuiAtns (Decide on an approach)

- Anndigiasiimutank (Establish Objectives)

- 1ﬂU6mLmﬁmehgmﬁ [URN (Prepare for the presentation)

ishnigunfamsmiwnionss  Ainddasiinifnes  Shwsmujudmsyaimumins
i:Ehmsmndsings ghmivipomutani s
9.Mn Gﬁ’i&;ﬁﬁa%ﬁ@zﬁaﬁaeaﬁ (Approaching the prospect)

ilgiejmngifunatos QRMITIN MR TAR VDS WP s ithatwis: o
gAEIuGeIMSY WITEARAMEINSMINANM ynUmigMifHadH
amaiE S kg asfin Ut B NNTE A SHMYWHATHS ghmid augwighiminaiggs
MITFIHUHAT 501 SEJMIS{UNgMA mmmmzs (Appearance) MIUS)UZS (Demeanor) ﬁmmunﬁm
iUﬁFﬂiﬁ@S’] gﬁgmmny (Opening lines)

- MIUMES (Appearance) : mmﬂnmntﬁjmsmemj ilgiAemsmians Rmigaiive

=)

- MIURUZS (Demeanor) : RIS HIAYIATUN SHURMIUATHA AN GIT GiMIUAUNE W
iasthia SsijubejmsiRvigivsiyinie AEHJUUAMIGIMSMLIY] 1FmEuaAN:
isgiduums U ssi i Rugai

_ OWIREITARGAISS) (Opening lines) - mﬁi’f

-y

gmsmfumﬁﬁmﬁ AUBUMURRIRT §

4 w

wanmG Shifwa ihwiyhula

< 4

:,zuz :)30

mitpuAganass RMINORIRY USIUEAG
iwmmuiﬁ@JHﬁgﬁSfﬁL’Lﬁﬁh&ﬁtm:H‘lSﬁ”lﬁfﬂﬁm_‘ Shuiaigihgimintmigd
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islanmamuis: thgiddim:ualdanApionviRuimivshugan:amn 1 1sluam
s sinuRnmh s asamamomiiman muusuiiséadsamhgatm ShuamAp?
g wighuws 9
9.¢ (GAMIBSURSBHESRS (Marketing the presentation)

Romamuis: Amyguuiidnsistidhimigguwamumin dwsmusanduaiie]

)

iBumsuifiagidnnimdy

=
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2:)
g
30
L
Dip
Ccuw
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L
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N
©
[¢))
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=
N
pa}{}
Ccw
=
30
2
=|
o)
0
@)
c
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@]
3
(0]
=

nunsulmiGatn ssinkdilhimia Adtumsans Su0imooda 1 1n:Thmonseph

Somugom:  MufOTWOASIWURNSian
uHASRsIRNIANGA GjfmRUARL 1w
uﬁwé‘hmﬁn?ﬁﬁmfﬁmmﬁﬁqﬁfmﬁ 9 HA

J/J
]
=

=
2>
@
=)
T
>
T

-2,
D
w0
2,
2
c
=5
3

ifgiuARGasiwidimarst
NS(pUIU  ShSsnunsguiginlmi
MNISMIUATRT

_ The canned approach : nmmuUﬁﬁﬁﬁStum°1ﬁﬁq
MIUMMMICHO  MANCSRIRNWNSHASWEIM:H
NSy HASHSHNUANIG ITWATSANSGUIFI Ak AN

ha}])

- The Need-satisfaction approach : AMMINUHAGNS 1
apgimi iwHASHS Shean:is:it viaidjhsimivinmada
QRIS 1 yalauApiaimiuis Shantnindnsfiive

Agn 9 auSwhgAnh [pivfisuips ShuapnweHASRSWIHanuiing Sisaly

RUAR

9.8 MBBIRVFSAWSTIES (Handling Objection)

o3

[
v (
)

(9

gslysmivipméSmAnnygianin:g hisiusthigmuummihwmidm whwqyId
SrsiRniingniacie 9 ijwInddas Waifhennis: Shuipmst sTunussmImismi fnw
ttﬁwtﬁmtﬁwﬁtsw SHYE mummﬁ ﬁm 9 mmﬁ ‘mﬁi’mﬁ midstia  AhijwIsh
S 1

©
[y
?}._c

§85CRBFWRSH (Closing)

Reotnouis: shmsuifamighiviv 9 salhmomisamwiay winuigsunul yiss
t2 ig)a 1slphning: gﬁmisﬁﬁﬁﬁﬁsgﬁﬁﬁmﬁnﬂm : UlgiBhdsnsmseguimaistigijuig
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9.0 MIMBNSIBE (Following up)

-—hb

gauamaids fkhigmeilmuuaituimindat@aams

MU Higshnsani: s nsamesiiuega
mtﬁﬁmemsmusmjﬁ ighibpomiva wiwssmilwnidw yifdsindsy Gimwadas ity
Snthyn algigjmsmigaifapdu

'WTEUnmS‘iNHﬁ AW mtmﬁﬁUﬁISﬁ 1¢ 9 nﬁS]Hi—ﬂﬁmfﬂa fu

)
HACRSE/MSRARN th USiQ]n“JnﬁHijﬁmQﬁST ﬂmamslmm isgidhiminud A{phifejms

a

.
gpaIane AR UARUDSUAISIRNIRHASIswAHsiviwyis! Wwdiisitistsming
8n uig msg*m*’*g" fﬁmg"usmfmm’mﬁmmim@ﬁﬁmﬁﬁmﬁyﬁn i8: DIEnenAIAgGIN
Gim:midsunwiguanadas 1 1 :Shuwitamishw Ahdigrgwitumsans S g lmin
IURTHANA %tﬁajmmmﬁﬁﬁﬁsmsmﬁn@ﬁg Suutlaiingey  yaFupMmaTUALTTS 9

mitinmGankmsRUHASE S Uigis: Sumu a’nﬁﬁﬁm’sqm‘fghmmufgf@ﬁ y

I11. aagmscﬁge‘égm;gsﬁsm%ﬁgsisn rends in personal Selling)

whgimi usnsmigaiyisaighfdn 1 Sumivgyrs
SIMIERG gthmnnﬂumsmmmmmemmﬁmeif
isAngi¢t minongs Marketlng My gy MINAMEY MILAPRS MiAoEsmwanag e

>

it AgisMINA SAMINATMNAAN:HSINE
M.9 FRIITS(SAIRSH (Sales Ethics)

Na
bra )]
=
o3
b
o3
C
e
o
g
w
)
3
o
=
)
=
@
g
0 T

SUNUGYIS maidsismiummAaswighdmapansd  (Ethics) mSt’mmGﬂtﬁi”ﬂiHS‘iﬁé
miuA IRuimsamisitwaannd 9 tmnhaﬁmmasmmm@s midnisminAginsuRtSwis
iBinn: EnURTunus Busminmigihwannates Wiwinsnnn:dsaitn Gim:yna
Mufnsduntigss 9 wafigsvin asthpvstisywissnsdamuwsimehisatyw
tﬁantﬁﬁﬁHiﬁmLmUtjanUSHnnmma ShiImigALA ROYAMDAIUA )
iidanigafatdsmuyhywnddts  mhwandavmal
umysags:windmivigadin h&wihily
1-*515&55;3%55:195@&@55% (Sales  Force  Training) ”m[ﬁﬁ qarﬁﬁmﬁms
joniiwus) suatg)ansmiviavi)syaldathimwAngad Shgansusfianasianuind
mLUULnUmsmUwUssmsumm*wmmmmmuum vamey Badiw:nn 98 Wiwyaba
OIS Ushianns nLniU;m Umnmmsmsjmm iBdfilafnuAMNMiALH MERMNMIN

d

imulyuimuiiaisuigaien  dpmdtywumitumoRansig Gim:mivng:unme

= 2

1

o

q‘gﬂj hanﬂjn LnfuﬂmtijmmtmﬂuﬂﬁiLUS Iuﬂtﬁtu”ﬁﬁﬂﬂSﬁHﬂH‘lSwﬂj U (Product Information)
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7- A szsﬁmssasma (International Sales)
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