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ម�ម��នទ�១

ករក(ណត	ន,យមន.យម�ឃ�ធ�ង ន,ង ករបងង1�តតមម3អតថ7ជន
Defining Marketing and Building Customer Value

I. ន,យមន.យទ�ផ;រ (Marketing Definition)

ម!ឃ�ធ�ងគ& ជស*ម+ម,ម-�ក�មធ/�វផ2នក�  ន3ងក�អន5វត7ន8យ5ទ:សសសននក�ដក@នABក�2Cព/2Eយ ន3ងក�ផFក  
ចយ ទ*ន3ញមសវក�J ន3ងគ*ន3តមK��L�បមង�NតឲPមនក�មដQKR�ផK-អFប*មពញមT-ប*ណងអត3A3ជន ន3ងសកW�ហY5ន។

សរ�ស�ខន�ននន
យមនយម�ឃ�ធ�ងគ�ផ��តផ�ផ���

1. ករផ !ដ#រ (Trading):  អង\ភពអជ�វក�Jន3ង  អត3A3ជនសJ^សគF3ត7មដQKR�ទ*ន3ញ  ឬមសវក�JមK��L�  សមស�F 
បន2-សបមaជន8ម,វ 3ញម,�ក។ អbកទ3ញទទc-សបមaជន8ព�2-3ត2-ផK-បនទ3ញ F*ផណកអbក-ក@ទទc- 
សបមaជន8ព�ក� -ក@គ&ទទc-បន សបក@ មនន̂យថ trade។

2. អត
ថ
ជនជ�ន(ញ  (Business  Customer): អត3A3ជនជ*នcញទ3ញទ*ន3ញ  ន3ងមសវក�Jសសមប@2\ត@2\ង@K*មណ� � 
�អជ�វក�J ឬសសមប@-ក@បន7 ម,ឲPអង\ភពអជ�វក�J ឬអbកមសប�សបស@ម2CងៗមK��L�ទទc-បនF*មណញ មនន̂យ 
ថ business customer។

3. អ,កផ./�.0ស� (Consumer)  ទ3ញទ*ន3ញ  ន3ងមសវក�Jសសមប@ផh-@ខBcន  ឬសសមប@មធ/�អ*មjយម,អbកម2Cង 
មទ�ត។ អbកមសប� សបស@សតkវបនមគចត@ទ5កថ ជអbកមសប�សបស@F5ងមសកយ មនKRFជប5គ\-មbក@ៗ ឬសគlស�ន��cយ 
ផK-ទ3ញទ*ន3ញ ន3ងមសវក�Jទ*ងមនQមK��L�ឲPក��ស@មn�បស@ពcកមគកន@ផតមនភពសបមស�� មនន^ថ consumer។

4. តបម�វករ (Need): វតq5ម2CងៗKគ&ជផវ-អbកមសប�សបស@  ឬសកW�ហY5នសតkវក�ច*បF@សសមប@សទសទង@ក��ស@មn 
ឬសទសទង@  K*មណ� �ក�អជ�វក�J។  អbកមសប�សបស@សតkវក�អហ� ជ*�ក  ខP-@KកKមងs�� ឬស*ម-�កប*ពក@ក��ស@មn 
F*ផណកសកW�ហY5នសតkវក�ក5*ពPRទ̂� បj7ញ ន3ងមសគuងម!សឲPអជ�វក�JអFK*មណ� �ក�ម,បនមនន̂យថ need។

4. ច�ណង�ច�ណ#�ច
ត�(Want): ស*ម+ម,ម-�-កwណxព3មសសននទ*ន3ញ ន3ងមសវក�JផK-អត3A3ជនសតkវក�បផនq� 
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ជព3មសស មK��L�ប*មពញតស�kវក��បស@ពcកមគKRFជ សតkវក�មyសជzxផK-មន�ស@ជត3ខ5សៗTbមK��L�ប*មពញតស�kវ 
ក�ជមសសFមនន̂ថ want។

5. ផសចក��.ត5វករ (Demand):ស*ម+ម,-�F*ណR-F3ត7ម-�2-3ត2-មហ�យមន-ទ:ភពទ3ញ។  �ន5សCជមសF�ន 
Fង@បន�Aយន7 Mercedes  ប!5ផន7មនផតF*នcនត3FតcFប!5មj|QផK-មន-ទ:ភពទ3ញ  មនន̂យថមន 
Demands។

II. �កម@ភពទ�ផ;រ (Marketing Activities)
ម"ឃ�ធ�ង គ&ស*ម+ម,ម-�សក�Jភពននក�បមងN�ត ក�2Cព/2Eយទក@ទង ន3ងក�ផFកចយ ទ*ន3ញ ន3ងមសវក�J 

ម,ឲP អbកមសប�សបស@ ន3ងអង\ភពអជ�វក�J។

អbកម!ឃ�ធ�ង គ&ជអbកផK-មនជ*នញកb5ងក�  ជ*�5ញឲPមនតស�kវក�ម,ម-�2-3ត2-�បស@សកW�ហY5ន។  ជទRម, 
អbក2-3ត  ន3ងអbកសគប@សគងyស75ភ�  គ&ទទc-ខ5សសតkវកb5ងក�សគប@សគងក�2\ត@2\ង@  F*ផណកអbកម!ឃ�ធ�ងមធ/�សក�Jភព 
ម!ឃ�ធ�ងមសF�នសបមyទKRFខងមសក�x

1. ម�ឃ�ធ�ង�ក�ផ�
តផ� (Sales  Product  Marketing): គ&ជសក�Jភពម!ឃ�ធ�ង  ផK-ម��បF*ម��ងមK��L� 
មធ/�ក�មដQKR�ទ*ន3ញKRFជយ5ទ:-សសស7ម!ឃ�ធ�ង  កb5ងក�-ក@សសមប��អង\�រប@ពន@Kបកb5ង�cយផខៗ។  បF�5បLនb 
�3នផ�នផតសកW�ហY5នមទ  ផK--ក@ទ*ន3ញ  ប5គ\-មbក@ៗក�-ក@ទ*ន3ញ2ងផK-  ជព3មសស គ&ក�-ក@ត� 
បj7ញអ5�នធ&ផណត KRFជក�-ក@ត� �យxក�មKញនAB ត�ផវបសយ Ebay ។

2. ម�ឃ�ធ�ងផសវកម9 (Marketing Services): ជសក�Jភពម!ឃ�ធ�ងផK-បមងN�តសសមប@ក�មដQKR�មសវក�J។ 
KRFជយ5ទ�សសស7ននក�  ជc- ឬ-ក@មសវក�Jម,អbកមសប�សបស@�បស@សកW�ហY5នអកសF�ណ8 សj:T� �Aយន7  
មសវF�ប@ កត@សក@ មសវស5ខភព ន3ងក�K�កញzR ន។

3. ម�ឃ�ធ�ងផ��តផ��/:គ;� (Marketing  on  the  individual): ជសក�Jភពម!ឃ�ធ�ងផK-បមងN�តម��ង 
មK��L�T*សទសក�Jភព�បស@ប5គ\-jមbក@  KRFជសក�Jភពម!ឃ�ធ�ងមK��L�ទក@ទញសម�Bងម�bតសសមប@ សបធ  
នធ3បត�2ងផK�។  អbកស3-Lx  តសន7��  អbកF�ប@  មវជzបណ�3 ត  អbកហ3�ញ�វតq5  អbកF*ម��ង  ន3ងអbកផK-27-@មសវក�J 
សគប@សគងផតងផតមធ/�សក�Jភពម!ឃ�ធ�ង ជមសF�ន មK��L�2Cព/2Eយព�ខBcនឯង។

4. ម�ឃ�ធ�ងផ��តផ��ទ�កនន>ង (Marketing  on  the  place):  ស*ម+ម,ម-�សក�Jភពននក�ទក@ទញប5គ\- 
ឬ�ន5សCម2Cងៗម,ក*សន7 ឬម, កន@ទ�កផនBងj�cយជព3មសស។  KRFជយ5ទ�សសស7កb5ងក�ទក@ទញមទស 
F�ណ8 ម,ក*សន7មnមស��រប ក*ពង@មស� ន3ងកផនBងក*សន7ម2Cងៗមទ�ត ។

5. ម"ឃ�ធ�ងប*+តប,បល-សកម/ភពបផ2ង  ៗ (Marketing  on  other  activities): ជសក�Jភពទ*ងឡយ 
ផK-បមងN�តម��ងកb5ងមT-ប*ណងមK��L�T*  សទគ*ន3ត  ឬបញsអ/��cយ ឬមK��L�ជ*�5ញមអយ�ន5សCផBស@ប7R�ឥ� 3aបA 
ម2Cងៗ ផK-ប!Qព-@K-@សបមaជន8K-@ សង\�។ KRFជយ5ទ�សសស7កb5ងក�មធ/�ម!ឃ�ធ�ងមK��L�បញ�ប@�ន5សCក5*ឲP 
មសប�សបស@ថb*មញ�នអbក2�កសសមហ�យមប�កប� ឬអbកជក@ប� �។

6. ម�ឃ�ធ�ងផ��តផ��អង;ភព(Marketing on the organization): ស*ម+ម,ម-�សក�Jភពម!ឃ�ធ�ងទ*ងឡយ 
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ផK-បមងN�តម��ងកb5ងមT-ប*ណង  មK��L�ទក@ទញអbក27-@ជ*នcយអbកT*សទសមជ3ក  អbកFR-�c�  ឬអbកសJ^សគF3ត7 
មK��L�ឲPFR-�c�សក�Jភពអ/��cយ។

III. អBកទ�ផ;រ�ងគមចច,តDងល�បញFអ��ខ3H? (What are the Marketer making Decision?)
អbកសគប@សគងម!ឃ�ធ�ងសតkវមធ/�ក�ស*មស�FF3ត7ម-�បញsជមសF�នមនទ*ងបញsស*ខន@ៗ KRFជសមស�FF3ត7ម-�ក� 

បមងN�ត  ន3ងផកនFb�!Rត2-3ត2-AJ�ក�មសជ�សម� �សសប5គ\-3ក-ក@KR�  ក�F*jយម,ម-�ក�2Eយពណ3 ជzក�J ន3ងសមស�F 
ម,ម-�បញsបនhប@បនC*KRFជ មសជ�សម� �សសពកPមពFន82Cព/2Eយ ក�មសជ�សពណ�សសមប@ស*បកមវFខ�ប@2-3ត2-។

ជម�uយៗអbកសគប@សគងម!ឃ�ធ�ងសតkវសមស�FF3ត7អ*ព�ទ�2E�ជមសF�នKRFជ ទ�2E�ជ*នcញ  ទ�2E�អន7�ជត3 
ទ�2E��ដ:y3ប- ន3ងសqប̂ន�3នស*ម+សបក@F*មណញ។ សបឈ�ន�ងក�សមស�FF3ត7ម,ម-�បញsទ*ងអស@មនQ អbកម!ឃ�ធ�ង 
ផតងផតមចទ ស*ណc�ជមសF�នKRFផK-បនកត@សតមnកb5ង Marketing Memo ខងមសក�។

1. ទ�ផ�រអ6កបប�-ប�ស� (Consumer  Market):  គ&ស*ម+ម,ម-�អbកមសប�សបស@F5ងមសកយផK-បនទ3ញទ*ន3ញ 
ន3ងមសវក�Jព�សកW�ហY5ន  ម2CងៗKRFជ ថb*K5សមធJញ  ទR�ទសCន8  ក5*ពPRទ̂�  មសវក�JមហQ2BRវអកស 
ន3ងមសវក�Jក*សន7សគប@សបមyទ។  សកW�ហY5នទ*ងមនQបនF*jយមព-មវលK�មសF�ន  មK��L�ជ*�5ញឲP2-3ត2- 
�បស@មគមនមក�7�ម�JQ-L�កb5ងទ�2E� អbកមសប�សបស@ ។

2. ទ�ផBរជ�ន(ញ (Industry  Market):  គ&ស*ម+ម,ម-�អត3A3ជនជ*នcញមនKRFជសកW�ហY5ន  ឬអង\ភពអជ�វក�J 
ផK-ទ3ញទ*ន3ញ  ឬមសវ-ក�Jសសមប@យក�កមសប�សបស@មK��L�K*មណ� �ក�អជ�វក�J�បស@ពcកមគ ឬមK��L�-ក@បន7យក 
F*មណញ។  អbកម!ឃ�ធ�ង  មនក�ព3បកកb5ងក�សមស�FF3ត7មសជ�សម� �សយ5ទ�សសស7ទក@ទញទ�2E�ជ*នcញ មដយ  
មហត5ថអត3A3ជន  សកW�មនQ  គ&ជអត3A3ជនផK-មនបទព3មសធន8  ន3ងសតkវបនបណ75 Qបj7-a!ងយកF3ត7ទ5ក 
ដក@ព�ជ*នញននក�ទ3ញ  2-3ត2-ជព3មសសគ&  មនក�ប53នសបសប@កb5ងក�វយតន�Bមសប�បមធ�ប2-3ត2- 
សកW�ហY5នជ�cយ2-3ត2- �បស@គR�សបជcតសបផជង។

3. ទ�ផBរផ.C./ផទស (International  Market):  សកW�ហY5នជមសF�នបន-ក@ទ*ន3ញ  ន3ងមសវក�Jម,កន@ទ�2E� 
មស¡សបមទសមនKRFជ សកW�ហY5នសសមប��អង\� សសមប�� Tiger បន-ក@សសមប��រប@លនក*ប!5ង  ន3ងKប 
ម,កន@ទ�2E�មស¡សបមទស។  បញsផK-អbកម!ឃ�ធ�ងសបឈ��5ខមnម-�ទ�2E�មស¡សបមទសគ&  ក�ស*មស�Fមសជ�ស 
ម� �សសបមទសj�cយ  ក�-ក@  2-3ត2-មnកb5ងសបមទសមនQមដយវ 3ធ�j   ក�ផកតស�kវ2-3ត2-ផបបj 
មK��L�ម¢B�យតបម,ន�ងតស�kវក�  មnមស¡សបមទសក�ដក@នAB2-3ត2- ន3ងក�មសប�សបព̂ន�2Cព/2EយផបបjផK- 
អFម¢B�យតបម,ន�ងភពខ5សTb ននវបLធ��សបមទសន��cយៗ។

4. ទ�ផBរម
នស�ផD.0ក�ច�ផណញ  ន
ងទ�ផBររ Eភ
0� (Non-profit  organization  and  Government 
Market):  សកW�ហY5ន-ក@2-3ត2-  ន3ងមសវក�Jម,ឲPទ�2E�  ទ*ងមនQមនKRFជ សqប̂នសសន សក-  
វ 3ទ¥-̂យ  អង\ក�សបL5�សធ��  ន3ងសqប̂ន�ដ:y3ប-ជមសF�នមទ�ត។  កb5ងក�-ក@2-3ត2-អbកម!ឃ�ធ�ងផតង 
ផតសបឈ�ម,ន�ងក�សមស�FF3ត7 អ*ព�នAB មដយមហត5ថទ�2E�ទ*ងមនQ  �3នមនAវ 3ក�សគប@សTន@កb5ងក�ទ3ញ 
2-3ត2-  ពcកមគសតkវក�2-3ត2-  ផK-មនតន�BទបផK-ប!Qព-@ខB*ង  ម,ន�ងគ5ណភពនន2-3ត2-�បស@ 
សកW�ហY5ន។  F*មពQទ�2E��ដ:y3ប-  មសF�នផតទ3ញ2-3ត2-ត��យxក�មKញនAB មហ�យមសជ�សម� �សយកផតក� 
មKញ នABjផK-មនតន�Bទប ។
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IV. �កម@ភពទ�ផ;របងង1�តតមម3អតថ7ជន (Marketing Activities Building Customer Value)

សក�Jភពម!ឃ�ធ�ងបមងN�តតន�Bអត3A3ជន គ&ជសក�Jភពម!ឃ�ធ�ងផK-ស*ម+សមស�FមT--ម+�បស@សកW�ហY5ន 
គ&ជ*�5ញ បមងN�នតន�B ឬអតqសបមaជន8�បស@អត3A3ជន ។

សកម�ភពម�ឃ
ធ
ងបងង��នតមម�អត�ថ�ជន តត�វផ��កង �ង! ករណ%ម&យច)ន&នដ+ចខងងតកម-
1. ផG�ករណHផ��តផ��អត
ថ
ជន  សកW�ហY5នផតងផតមផ7តសក�Jភពម!ឃ�ធ�ងទ*ងអស@ម,ម-�ក�បមងN�ត  ន3ង  

27-@អតqសបមaជន8ម,ឲPអត3A3ជនមដយផស/ងយ-@ព�F*ណង@F*ណR-F3ត7 អត3A3ជន�មប�បទ3ញ2-3ត2-  ន3ង 
�មប�បមសប�សបស@2-3ត2-។ មT-ក�ណ8មនQ�3នសត��ផតមផ7តម,ម-�អត3A3ជនផត ប!5ផន7មផ7តម-��មធ¥បយកb5ង 
ក�បមងN�តតន�Bសសមប@ពcកមគKRFជ ក�បមងN�តទ*នក@ទ*នង-¦�វងសកW�ហY5ន ន3ងអត3A3ជន។

2. ផG�ករណHផ��តផ��គ#./នជង� មT-ក�ណ8មនQគ&មផ§តម,ម-�ក�27-@អតqសបមaជន8ម,អត3A3ជនមសF�ន 
ជងអ/�ផK-ពcកមគអFន�ងទទc-បនព�2-3ត2-�បស@គRសបផជង។

3. ផG�ករណHផ�Iតផ��ករ�>ស�/�#រ/រ
យកសខងផ.C� អន5វត7មT-ក�ណ8មនQសកW�ហY5នសតkវផBស@ប7R� 
យ5ទ�សសស7ឲPស�សសបម,ន�ងប*លស@ប7R�ប� 3សqនខងមស¡ មហ�យសតkវសគប@សគងមព-មវលផK-អFទទc-បន 
ឱកសសមស�Fមជគជយ̂។ 

4. ផG�ករណHផ�Iតផ��ម:ខងរផផMងៗG,ផOក,:ងអង;ករ� មT-ក�ណ8មនQគ&មសប�សបស@មnកb5ងសកW�ក�ង� 
Fស�WQផK-�កព�ផ2bកម2CងៗTbមnកb5ងអង\ភពមK��L�FR-�c�មធ/�សក�Jភពម!ឃ�ធ�ងផK-27-@នRវសបស3ទ�3ភពក�ង� 
ន3ងសបស3ទ�3ភពF*jយកb5ងកស�3តខªស@។ ក�មសប�សបស@សកW�Fស�WQ គ&តស�kវឲPប5គ\-3កមnកb5ងផ2bកម2Cងៗមទ�តFR- 
�R�ជ�cយប5គ\-3កម!ឃ�ធ�ងកb5ងក�មធ/�សក�Jភពម!ឃ�ធ�ង  ជព3មសសគ&ក�មធ/�ផ2នក�អន5វត7ន8  ន3ងសគប@សគងផ2ន 
ក�យ5ទ�សសស7។ សកW�ក�ង�ទ*ងអស@មនQមធ/�ក�ង��c�Tb ន3ងមផ7តម,ម-�អតqសបមaជន8អត3A3ជន។

5. ផG�ករណHផ��តផ��ករនក�មPផ�
តផ�ជ./ច�� មផ7តម-�មT-ក�ណ8មនQសកW�ហY5នសតkវផក-�¦ 
ផ2នក�យ5ទ�សសស7ម!ឃ�ធ�ងជសបច*KRFជ ក�ផក-�¦K*មណ� �សបត3បត73ក�អជ�វក�Jផក-*អ2-3ត2- ន3ង 
មសវក�Jត��យxក�អមងNត  ន3ងសតlតព3ន3តPជសបច*។  ប5គ\-3កម!ឃ�ធ�ង  ន3ងប5គ\-3កសគប@ផ2bកទ*ងអស@សតkវមធ/� 
ក�សសវសជវ ជសបច*មK��L�ផស/ង�ក�មធ¥បយ-¦ៗមK��L�27-@សបមaជន8ម,អbកមសប�សបស@2-3ត2-។

6. ផG�ករណHផ��តផ��អ,កទទ(�./ផយជនHផផMងៗផទSត� ពកPថStakeholders មnទ�មនQ  ស*ម+ម, 
ម-�អត3A3ជន  គR�សបផជង  អbក-ក@  អbក2\ត@2\ង@  ភbក@ង��ដ:y3ប-  ប5គ\-3ក  អbកសគប@សគង  ម�ស@សកW�ហY5ន។-។ 
ន3aយមដយខB�គ&  ស*ម+ម-�ប5គ\-ន3ត3ប5គ\-ទ*ងអស@ផK-27-@  ន3ងទទc-សបមaជន8ព�សកW�ហY5ន។ មទQប�ជ  
Value-driven  Marketing  មផ7តម,ម-�អត3A3ជនក�អbកផK-ទទc-សបមaជន8ម2Cងៗមទ�តស5ទ�ផតមនស�x 
ស*ខន@ កb5ងក�FR-�c�F*ផណក  ន3ងជQឥទ�3ព-ម,ម-�ក�សមស�FF3ត7អ*ព�សក�Jភពម!ឃ�ធ�ង។ ឧទហ�ណ8ក� 
ម-�កទ�កF3ត7ប5គ\-3ក-ក@គ&ព3តជជQឥទ�3ព--¦K-@ក�ជ*�5ញម-�កទ�កF3ត7អត3A3ជន2ងផK�។

V. �ម�ករតមម3 ឬអតWគXងYជនZ (Equation of Value or Utility)
ជម�uយៗអត3A3ជនគណនសបក@F*មណញ ន3ងសបក@F*jយមnមព-សមស�FF3ត7ទ3ញ2-3ត2-។  អត3A3ជន 
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ផតងផតFង@បនតន�B ឬអតqសបមaជន8មសF�នព�ក�ទ3ញ2-3ត2-  ឬមសវក�J�cយ  ន3ងFង@F*jយត3FតcFម,ម-�ក� 
ទ3ញមនQ។  មដយផ2¦កម-�មT-ក�ណ8នន Value-driving  marketing  តន�Bអត3A3ជនឬ Customer  value  គ&ជ 
2-Kក�វង  អតqសបមaជន8  ផK-អត3A3ជនទទc-បនព�ក�ទ3ញ  ន3ងF*jយ  ផK-អត3A3ជនសតkវ-Qបង@មnមព- 
ទ3ញ2-3ត2- ។

ស��ក�ខងមសក�គ& បងsញព�តន�BផK-អត3A3ជនទទc-បនព�ក�ទ3ញ2-3ត2-x
អតqសបមaជន8 ផK-អត3A3ជនទទc-បនមនKRFជx  �5ខង�2-3ត2- (functional  benefits) 

មក�7�ម�JQ2-3ត 2- (social benefit)។ F*jយ ផK-អត3A3ជនសតkវ-Qបង@មនKRFជx Aវ 3ក� (monetary costs) 
មព-មវល (temporary costs) ក*ល*ងF3ត7កb5ងក�គ3ត ឬវ 3ភគ (psychological costs) ន3ងសក�Jភព (behavioral 
costs) ។

                Customer Value = Percerived Benefits                 – Percerived Costs
 1-Functional Benefits:are 1-Monetary costs:the amount
 tangible benefits of obtaining goods of money customers musts pay to

 and services. For example, wearing get products and services. This 

 Nike shoes protects feet out long includes price of product, shipping,

 walks and provides comfort to the installation, repairs, maintenance,

 hiker. And interest (buy in crdit tern)

 2-Social benefits: are positive charges.

 Responses customers get from 2-Temporal costs: time spent

 others for purchasing and using shopping or purchasing or waiting

 particular products and services. For orders to be delivered.

 For example, customers may seek However, this time spent is not

 social benefits when they buy high- always the cost because some

 status brands like Lexus customers are willing to do so.

 Automobiles or Radio watches. 3-Psychological costs: are 

 3-Personal benefits: are good mental energy and stress involved

 feelings that customers get from in making purchases and accepting

 purchasing, owning, and using the risks of products and services

 products or receiving services. For not performing as expected. eg.

 Example, environmentalists may effort spent in investigating and

 get satisfaction from using a evaluating lots of information and

 bicycle for transportation because worrying about making the right

 they feel good about not polluting choices.

 The environment with automobile 4-Behavioral costs: are 

 exhaust fumes. Activities performed during the time

 4-Experiential benefits: the of purchasing. Eg-travel long

 sensory enjoyment customers get distance, park in remote spots, walk

 from products and services. eg- 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.

៥.១ ករទក2ទញអត�ថ�ជន (Attracting Customers)

ក�ទក@ទញអត3A3ជនបF�5បLនb គ&ជបញsសបឈ��5ខF*មពQអbកម!ឃ�ធ�ង មដយមហត5ថអត3A3ជនកន@ផតមនភព 
�Bតនវ  ពcកមគFង@ទ3ញ2-3ត2-ផK-មនតន�Bទប  ពcកមគមនតស�kវក�ខªស@�3នមនអធ¥សស̂យF*មពQក�ខ5ស¢\ង 
មហ�យជព3មសសអត3A3ជនទ*ងមនQសតkវបនគR�សបផជងជមសF�នទក@ទញ ន3ងជ*�5ញឲPទ3ញ2-3ត2-�បស@ពcកមគផK-មន 
ភពសបមស��ជង2-32-�បស@សកW�ហY5ន។  អ/�ផK-ជបញsព3បកសសមប@អbកម!ឃ�ធ�  គ&�3នផ�នសTន@ផតបមងN�តF*នcន 
អត3A3ជនផK-មពញF3ត7ប!5មj|Qមទ  ប!5ផន7សតkវបមងN�នអត3A3ជនផK-សប�យ� �ករយ  មហ�យមនyក7�ភពជ�cយសកW�ហY5ន 
យR�អផង/ង។  មK��L�សមស�FបននRវក3F�ក�មនQទ�ទ�មអយសកW�ហY5នសតkវF*jយមព-មវល ន3ងធនធនK�មសF�នមK��L� 
ផស/ង�កអត3A3ជនAJ�ៗមទ�ត។ សកW�ហY5នមធ/�ក�2Cព/2Eយពណ3 ជzក�J ទR�ស̂ពhម,កន@អត3A3ជនប5គ\-3ក-ក@ 2Cព/2Eយត� 
�យxព3ពណ�ពណ3 ជzក�J។  ទ*ងអស@មនQគ&ជសក�JភពផK-អFជcយឲPសកW�ហY5នផស/ង�កមឃ�ញថ អbកjខBQផK- 
សងC^យថអFន�ងកBយជអត3A3ជន�បស@សកW�ហY5ន បនhប@�កសកW�ហY5នបញzR នប5គ\-3ក-ក@ម,ជcបពcកមគមK��L�មធ/�ក� 
សម¯សន8ផស/ងយ-@ព�-ទ�ភពទ3ញ�បស@ពcកមគ ។
៥.២ គណនច)ណយកIJងករបត2បង2អត�ថ�ជន (Computing the cost of lost customers)

 ក�ផK-មនភពប!5នសបសព/កb5ងក�ទក@ទញអត3A3ជ�3នទន@សគប@សTន@មទ  ព�មសពQសកW�ហY5នជមសF�នសតkវ�ងមសTQ 
មដយស�អសតននក�បត@បង@អត3A3ជនម,វ 3ញមនកស�3តខªស@។  វ�3នខ5សអ/�ព�ក�ផK-ចក@ទ�កFR-ម,កb5ងធ5ងផK-ម-F 
មនQមទ។  សកW�ហY5នអFន�ងខតបង@រប@លនK5លBមដយស�ផតអត3A3ជនប7R�អbក-ក@2-3ត2-ព��cយម,�cយមទ�ត។ មន 
វ 3ធ�សសស7ខBQកb5ងក�កត@បនqយអសតបត@បង@អត3A3ជនផK-សកW�ហY5នគc�ផតអន5វត7ន8x

ក- ក*ណត@ ន3ងវស@អសតផK-អត3A3ជនមnជប@ជ�cយសកW�ហY5ន ( retention rate )។ KRFជស3សCផK- 
ម��ន�b*ទ�១បន7�ក�b*ទ�២ននសក-វ 3ទ¥-̂យ�cយ ។

ខ- បងsញព�មហត52-ម2CងៗផK-ន*ឲPបត@អត3A3ជន ន3ងមធ/�ក�ផកតស�kវមហត52-ទ*ងអស@មនQឲPមនភព 
សបមស��ម��ងវ 3ញ។ ឧទហ�ណ8x ក�បត@បង@អត3A3ជនអFបj7-�កព�អត3A3ជន�កមឃ�ញ2-3ត2- 
ជ*នcសផK--¦ជង ឬ�មឃ�ញ2-3ត2-ផK-មនតន�Bទបជងបj7-�កព�អbក-ក@  ឬអbក2\ត@2\ង@ 
�3នយកF3ត7ទ5កដក@ ឬយកF3ត7ទ5កដក@ត3FតcFF*មពQពcកមគ ។

គ- សតkវគណនក�ខតបង@សបក@F*មណញមnមព-ផK-បត@អត3A3ជន។
ឃ- មធ/�ក�ប!ន@សJនថ មត�សកW�ហY5នអFន�ងF*មណញអស@ប!5នJនកb5ងក�កត@បនqយអសតបត@បង@អត3A3ជន។

មប�ស3នជក�F*jយមនQត3Fជងក�ខតបង@សបប@F*មណញសកW�ហY5នគc�ផតហYនF*jយ។
ង- សតkវបមងN�តឲPមនទ*នក@ទ*នងជសបច*�វង អbកសគប@សគងថbក@ម-�ជ�cយន�ងប5គ\-3ក-ក@មK��L�ឲPពcកមគ 

អFទទc-ព̂ត�មនមដយផh-@ព�ប5គ\-3ក-ក@ ។
៥.៣ ករគណនតមម�អត�ថ�ជន ឬតបក2ច)ងណញផដ ទទ& បនព
អត�ថ�ជន (Measuring Customer 
Lifetime Value)
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CLV គ&ជវ 3ធ�សសស7ននក�គណនសបក@F*មណញផK-ន�ងទទc-បនព�  អត3A3ជនមbក@មnមព-អនគតមដយ 
ទក@ទងម,ន�ង�យxមព-ផK-អត3A3ជនមនQទ3ញ2-3ត2-�បស@សកW�ហY5ន។  ខងមសក�មនQគ&ជឧទហ�ណ8ននក�គណន 
តន�Bអត3A3ជនx

 F*jយកb5ងក�ទក@ទញអត3A3ជនមbក@
a- cost of an average sales per cu(slary, commission, benefits,

an other expenses).............................................................= $300
b- Average number of sales calls to convert an average prospect

into a customer.....................................................................= x4
c- thus, cost of attracting a new customer..................................= $1,200

F*ណR-ផK-ទទc-បនព�អត3A3ជនមbក@
 Now the company estimates average customer lifetime value as follow:
a- annual revenue per customer....................................................= $5,000.
b- average number of loyal years..................................................= x2
c- company profit margin................................................................= 10%
d- thus, customer lifetime value.....................................................= $1,000.
-ទ�2- គ&សកW�ហY5នF*jយកb5ងក�ទក@ទញអត3A3ជន ($1200) គ&មសF�នជងF*ណR-ផK-ទទc- 
បនព�អត3A3ជន ($1000) ។

៥.៤ ករតគប2តគងទ)នក2ទ)នងជម&យអត�ថ�ជន (Customer Relationship Management)

មT-ប*ណងននក�បមងN�តទ*នក@ទ*នងជ�cយអត3A3ជន  គ&មK��L�បមងN�ន  សបមaជន8អត3A3ជន  ផK-�c�មនx 
សបមaជន8ខងតន�B (value  equity)  សបមaជន8ខងមក�7�ម�JQ (brand  equity)  ន3ងសបមaជន8ខងទ*នក@ទ*នង 
(relationship equity)។

- សបមaជន8ខងតន�B  �c�មនKRFជ គ5ណភព2-3ត2-នAB2-3ត2- ន3ងភពងយសសl-នន2-3ត2-។
- សបមaជន8ននមក�7�ម�JQ    �c�មនភព-L�ននម�JQ2-3ត2-  ផK-អFបមងN�នត��យx  ក�2Cព/2Eយ 
ពណ3 ជzក�J ក�2Cព/2Eយសធ�ណx ន3ងក�2Cព/2Eយត��មធ¥បយម2Cងៗមទ�ត។
- សបមaជន8ទ*នក@ទ*នង  គ&ស*ម+ម,ម-�ជ*មន�F3ត7�បស@អត3A3ជន  កb5ងក�មសJQសJ^សគជ�cយ2-3ត2-�បស@ 

សកW�ហY5ន។ មK��L�បមងN�នទ*នក@ទ*នងមនQ សកW�ហY5នអន5វត7ន8សក�Jភព ម!ឃ�ធ�ងជមសF�នKRFជ ក�ម��បF*ក�Jវ 3ធ�ម2Cងមន 
ជអទ8KRFជក�Jវ 3ធ�ផស/ងយ-@K�ងព�2-3ត2-�បស@សកW�ហY5ន ក�Jវ 3ធ�27-@�ង/ន@K-@អbកផK-មសប�2-3ត2-�បស@សកW�ហY5ន 
មសF�នជងមគ។

KRមFbQសកW�ហY5នអFន�ងសមស�Fមសជ�សម� �សកត7ជ*�5ញj�cយ  មK��L�ឲPសកW�ហY5នអFទទc-សបក@F*ណR--ក@ 
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កស�3តខªស@។ មដយអន5វត7យ5ទ�សសស7ម!ឃ�ធ�ង-¦ៗ ន3ងន*ឲPសកW�ហY5នទទc-បនF*ណR- ព�ក�វ 3ន3មaគក�មសF�នផK� ។
យ5ទ�សសស7ទ*ងមនQ�c�មន  យ5ទhសសស7ទក@ទញ  ន3ងផA�កEអត3A3ជន KRFបងsញ កb5ង�Rប១,១ ខងមសក�ផK- 

ម��បរប@ព�K*មណ� �ក�ទក@ទញអត3A3ជន  ន3ង�កEអត3A3ជន ។  អ/�ផK-អbកម!ឃ�ធ�ងគc�ព3ច�jគ&  �3នសតkវវ 3ន3មaគម,ម-� 
ក�បមងN�តទ*នក@ទ*នងយR�អផង/ងជ�cយអត3A3ជន  ផK-ន*ឲPសកW�ហY5នសតkវF*jយមសF�នជងF*មណញ  ផK-ទទc-បនព� 
ក�អត3A3ជនទ*ងអស@ ។

�Rបភព១.១: K*មណ� �ក�អy3វឌ·អត3A3ជន (The Customer Development Process), Philip Kotler,2003.
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កAយអ�ថ�ជនជក�លក�
(CLIENTS)

កAយជសមជ�ត
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ករវភឱក�ទ�ផ;រ

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.

ម�ម��នទ� ២

ករគXមuលព.តvមន ន,ង ក(ណត	តគមwវករទ�ផ;រ
Gathering Information and Measuring Market Demand

សកW�ហY5នអជ�វក�JសតkវផតF*jយមព-ជសបច*មK��L�ផស/ង�កឱកសមធ/�ជ*នcញAJ�ៗមទ�ត។ មnមព-jផK- 
ឱកសទ*ងមនQសតkវបនក*ណត@សកW�ហY5នសតkវមធ/�ក�វយតន�B មសជ�សម� �សឱកសផK-27-@សក7ន5ភពកb5ងក�បមងN�នសបក@ 
F*មណញK-@សកW�ហY5នមnមព-jផK-ឱកសទ*ងមនQម¢B�យតបម,ន�ងធនធន ន3ងមT-ម+�បស@សកW�ហY5ន។

មនវ 3ធ�សសស7ខBQផK-សកW�ហY5នអFន&ងមសប�កb5ងក�មសជ�សម� �ស ន3ងវយតន�Bឱកសទ*ងមនQ KRFជ ក�វ 3ភគកត7  
ជQឥទ�3ព-ននម!ឃ�ធ�ង ក�វ 3ភគទ3នbន̂យ ក�វ 3ភគទ�2E�មសប�សបស@  ន3ង ក�វ 3ភគទ�2E�ជ*នcញ។

I. ករវភកតDជHឥទ{,ពលងល�ទ�ផ;រ (Factors infuence on the Marketing)

កត7ផសបសបl-ខងមស¡ជQឥទ�3ព-ម-�សក�Jភពម!ឃ�ធ�ងមនKRFជ កត7នមaបយ  ន3ងF�ប@កត7សង\� 
កត7ធនធនធ�Jជត3  កត7បមF�កវ 3ទ¥ ន3ងកត7សបកcតសបផជង។  កត7ទ*ងមនQបងsញមnកb5ង�Rប ២.១ខងមសក�  ផK- 
ផតងផតជQឥទ�3ព-ម,ម-�សក�Jភពម!ឃ�ធ�ងទ*ងកb5ង ន3ងមស¡សបមទស។

តcម-ខ២.១: កត7�ជ�ដ:នននម!ឃ�ធ�ងផK-ជQឥទ�3ព-K-@អង\ភព  អbក2\ត@2\ង@ ន3ងអត3A3ជន (The  Environ-
mental Factors of Marketing that affect the Organization, its suppliers and consumers.)
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អត�ថ�ជន
Customers

អងNភព
-ផផ6កម"ឃ�ធ�ង
-ផផ6កដដទ
-ន�បPជ�ត
-MarketingDepartment
-Other departments 
-Employees

អ6កផNត�ផNង�

មស K:ក3F�
. សqនភពពណ3 ជzក�J
. F*ណR-អbកមសប�សបស@

Economic
-Business conditons 
-Consumer  income

�Eប� កKតប� ផជង
. ទបមងខ�សគ6ដន�Eប�កKតប�ផជង
. សមសធត�ដនករប�កKតប�ផជង
. ករបក-នបR-ងភពប�កKតប�ផជង

ព��របទស
Competitive

-Different forms of competition
-Components of competition
-Increasing foreign competition

�បចSក វ �ទ�
. �?លស��+Eរ�បចSកវ �ទ�

. ឥទU�ពល�រ�សVនវ �ទ�ដន
�បចSកវ �ទ�

Technolog ica l
-Changing technology
-Ecological impact
of technology

នបP�យ /ចW��
. ចW��ករពរករប�កKតប�ផជង
. ចW���"Yពល�ដល�សកម/ភព
ម"ឃ�ធ�ងច?រ�Y
. ន�ត��ញ[ត+*>ល�ខAKន
. ករផស\ងរកករពរស�ទU�
Pol itica l /Lega l
-Law protecting competition
-Law affecting marketing mix
 actions
-Self regulation
-Consumerism

សងNម
-ករផប�ប�]ល
ច?នKនប�ជជន

-ករ*Aស��+Eរវ�^ធម_
Socia l

-Demographic
 shifts
-Cultural
 changes

ធម/ជត�
-លទUភពធនធន

-ទ?នKលខ�សបត�វច?បពY
�រ�Pកសធម/ជត�

Natura l
-Availability of
 resources
-Responsibility to
 the natural
 environment

អត�ថ�ជន



សកលវ �ទ�ល�យប��លប�យ ម�ខវ �ជ�� ករប���ប�ងទ�ផ�រ

១.១ កតZងសដ[ក�ច\  (Economical  factor)
កត7ជQឥទ�3ព-ននមសK:ក3F��c�មន វK7ជ�វ 3តអជ�វក�J ម��បចយវយ ន3ងសបក@F*ណR- �បស@អត3A3ជន។

១.១.១. វដ�ជ�វ 	តអជ�វកម� ន�ងរប���ច�ណយរ�ស�អត�ថ�ជន  (Buiness  Cycle and  Customer 
payment methods)

ក�ស3កEផស/ងយ-@ព�កត7មសK:ក3F�អFន*ឲPសកW�ហY5នក*ណត@បនព�F*ណR-F3ត7 ន3ង-ទ�ភពF*jយ�បស@ 
អត3A3ជនកb5ងក�ទ3ញ ន3ងមសវក�J។ �មប�បននក�F*jយ�បស@អត3A3ជន គ&ទក@ទងម,ន�ងប*លស@ប7R� ននវK7ជ�វ 3តអជ�វក�J 
ផK-ចប@ម2§��ព�ក�-Rតលស@ ក�ធBក@F5Q ន3ងក�មង�បម��ងវ 3ញ KRFផK-មនបងsញ មnកb5ង�Rប ២.២ ខងមសក�។

តcម-ខ២.២: �បម�មEលដbនដនខK�អជ�វកម/ (Basic Pattern of a Business Cycle)

Prosperity Prosperity
 Recovery

Recession
 Recession

 Time

ក. ដ�ណក�កលស�ដ�កច�ល�តល�� (Recession)
មnកb5ងK*jក@ក-នន  ក�-Rតលស@កស�3តនន2-3តក�J ន3ងក�2\ត@2\ង@ក�ង�បនមក�នម��ងកb5ងកស�3តខªស@។ 

មហ�យកb5ង�យxមព-មនQតស�kវក��បស@អត3A3ជនម-�ក�មសប�សបស@ទ*ន3ញ  ន3ងមសវក�Jបនមក�នម��ង  អត3A3ជនF*jយ 
Aវ 3ក�ពcកមគមដយមស� � �3នសត��ផតF*jយម,ម-�ទ*ន3ញច*បF@ប!5មj|Qមទប!5ផន7ពcកមគ  F*jយម,ម-�ទ*ន3ញសបណ� តៗ 
ផA�មទ�ត KRFជK*មណ� �ក*សន7 ស*ម-�កប*ពក@នABៗ �Aយន7 2hQ ន3ងមសគuងសងs� ��ទ*មន�បៗមទ�ត2ង។

ខ. ដ�ណក�កលស�ដ�កច�ធ�ក�ច�� (Recovery)
មnកb5ងK*jក@ក-មនQតស�kវក�អត3A3ជនធBក@F5QF*មពQ  អត3A3ជនជ*នcញបនកត@បនqយF*jយម,ម-�ទ3ញ 

2-3ត2- ន3ងមសវក�J។  ទ*ងអbកមសប�សបស@  ក�KRFជអត3A3ជនជ*នcញ  គ&ផស/ង�កទ3ញទ*ន3ញ ន3ងមសវក�JផK-មនតន�B 
ទបជព3មសស គ&ប*មពញតស�kវក�ច*បF@។  មnកb5ងសqនភពមនQអbកម!ឃ�ធ�ងគc�ផតមផ7តម,ម-�  យ5ទ�សសស7នABទប ន3ង  
2-3ត2-មនគ5ណភពខªស@កb5ងក�ទក@ទញអbកទ3ញ។

គ. ដ�ណក�កលស�ដ�កច�ស��បស���វញ (Prosperity)
មnមព-ផK-សqនភពមសK:ក3F�មង�បម��ងវ 3ញ  កស�3ត2-3តក�J ន3ងក�2\ត@2\ង@ក�ង�ចប@ម2§��មក�នម��ង ប!5ផន7  
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អត3A3ជនមnផតមនក�រផ�កកb5ង ក�បមងN�នF*jយ�បស@ពcកមគមដយមហត5ថពcកមគមnមនក� សពlយប��̄ព�សqនភព
ធBក@F5QផK-មទ�បកនBង25តអFន�ងសត-ប@�កវ 3ញ។  ពcកមគហក@KRFជ សនC*Aវ 3ក�ផK-មនមហ�យF*jយត3FទcFម, 
ម-�ទ*ន3ញមជu។ មnមព-ផK-មសK:ក3F�កន@ ផតមនភព� �ងម*ខB*ងអត3A3ជនចប@ម2§��ក�ចយវយ�បស@មគមដយមស� �ម��ង 
វ 3ញ ។

១.១.២ ច�ណ5លរ�ស�អ7កប89:8;ស�  (Consumer Income)
មទQប�ជវK7ជ�វ 3តអជ�វក�Jបនបងsញព�សqនភពទRម,  ននមសK:ក3F�ក�មដយក�សបក@F*ណR-�បស@ប5គ\មbក@ៗ   ន3ង  

សគlស�ន��cយៗផតងផតជQឥទ�3ព-ម,ម-�  ក�សមស�FF3ត7ទ3ញ2-3ត2-�បស@អត3A3ជន  ។  កb5ងក�ស3កEព�សបក@F*ណR- 
�បស@អត3A3ជនមនQ អbកម!ឃ�ធ�ងគc�ផតមផ7តម,ម-� ក�វស@ផវងសបក@F*ណR- KRFខងមសក�ផK-មនKRFជx F*ណR-K5-  
F*ណR-មសកយKកពន� ន3ងF*ណR-មសកយKកពន� ន3ងF*jយច*បF@ ។

ក. ច�ណ�លដ�ល
F*ណR-K5-  គ&ស*ម+ម,ម-�F*ណR-ស�5បផK-ប5គ\-មbក@  ឬសគlស��cយទទc-បនកb5ង�យxមព-�cយ�b*។ ក�  

K�ងព�សបក@F*ណR-�បស@ពcកមគអFឲPអbកម!ឃ�ធ�ងផស/ងយ-@  ន3ងកត@F*ផណកអត3A3ជនទ*ងមនQម,ជសកW�ផK-សq3តមn 
កb5ងកស�3តសបក@F*ណR-ខ5សៗTb។មទQប�ជa!ងjក�មដយ  ក�K�ងព�សបក@F*ណR-K5-�3នទន@សគប@សTន@មទកb5ង ក�  
សនb3ដ:នព�កមB*ងទ3ញ�បស@អត3A3ជនមដយមហត5ថF*ណR-K5-ជF*ណR-ផK-�3នទន@Kកពន� ។

ខ. ច�ណ�លស"កយដកពន&
គ&ជF*ណR-ផK-ប5គ\-មbក@ៗ   ឬសគlស�ន��cយៗមnស-@មសកយមព-Kកពន�។  អត3A3ជនន�ងមសប�F*ណR-មនQ 

កb5ងក�F*jយម,ម-��បស@ច*បF@  ឬF*jយម,ម-�ក��ស@មnKRFជ អហ� ស*ម-�កប*ពក@  ក�ស3កE កមធ/�K*មណ� � 
ស5ខភព ទ�ក មyB�ង ហ\ស ន3ងទ�ជ*�ក ឬក�សនC*សបក@មnកb5ងធនT�។ អសតបង@ពន�ជQឥទ�3ព- ម,ម-�សបក@F*ណR-មនQ 
មដយផh-@មនន̂យថ មប�បង@ពន�ត3FមនQ សបក@F*ណR-មក�នម��ង ។

គ. ច�ណ�លស"កយដកពន& ន�ច�ណយច�បច�
គ&ជF*ណR-ផK-ស-@មសកយមព-Kកពន� ន3ងF*jយច*បF@។  F*ណR-មនQសតkវបនF*jយម,ម-�ទ*ន3ញ 

សបណ3 តៗមនKRFជ K*មណ� �ក*សន7 ក�ផកអបC5ក  ក�ក*សន7 ស*ម-�កប*ពក@  នABៗ  មសគuងអ-ងN�  ទR�ទសCន8 តសន7�  
ក�ត5បផតង2hQ មសគuងសងs� �� អ*មjយ ន3ង�បស@ម2Cងៗមទ�តសសមប@មធ/�ឲPជ�វ 3ត � �ករយ ។
១.២ កតZនង]បយ  ន�ងច^ប2  (Policy and Legal Factor)

ក�កស�3តក*ណត@ននF�ប@មnកb5ងសបមទសន��cយៗផតងផតជQឥទ�3ព-ម,ម-�  សក�Jភពអជ�វក�JផK-សបត3បត73ក� 
មnកb5ងសបមទសមនQ។  មT-ក�ណ8ននF�ប@ទ*ងមនQ  គ&បមងN�តម��ងមK��L�ក�ព�សកW�ហY5ន  ន3ងអbកមសប�សបស@ ន3ងមK��L�  
ធននRវក�សបកcតសបផជងផK-សត��សតkវ  ន3ងយ5ត73ធ��ទប@សNត@ក�មធ/�អជ�វក�JផK-�3នសត��សតkវ  ន3ងមK��L�ធនស5វតq3ភព 
K-@ក�មធ/�អជ�វក�Jទ*ងមនQ ។

១.២.១ ករករពរ8ក?មហABន (Company Protecting)
សកW�ហY5ន�cយអFន�ងក�ព�សqនភពសបកcតសបផជង  ន3ង2-3ត2-AJ��បស@ខBcនបនមដយស�មនF�ប@ក�ព� 

ស3ទ�3មធ/�អជ�វក�JផK-ក�ព�  ឬទប@សNត@�3នឲPអbកម2Cងមទ�តយក2-3ត2-�បស@សកW�ហY5នម,មធ/�អជ�វក�J ឬមសប�សបស@  
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មដយTJនក�យ-@សព�ព�សកW�ហY5នបនម��យ។  F*ផណកF�ប@ក�Jស3ទ�3ពញ�ក�បន27-@ក�ក�ព�F*មពQ 2-3ត2-ជ  
មសF�នKRFជសbនKន3ពន�ផខCភពយន7 តសន7�  �Rបគ*នR�មដយ�3នឲPអbកម2CងF�Bង  ឬមបQព5�ªមដយTJនក�យ-@សព�ព�ម�ស@ 
មK��។ F�ប@ក�Jស3ទ�3ពញ�មនQធនមដយ ស/^យសបវត73ម,ម-�ស�ទ�32- ឬក�ង�ផK-បនបមងN�តម��ង។

១.២.២ ករករពរអ7កប89:8;ស�  (Consumer Protecting)
កb5ងសបមទសន��cយៗផតងផតមនF�ប@ជមសF�នផK-មផ7តម,ម-�  ក�ក�ព�អbកមសប�សបស@KRFជF�ប@សតlតព3ន3តP 

សF@ �sRបអហ� ថb*មពទP ន3ងមសគuងសកអRបមសF�នមទ�ត ។
១.២.៣ ចF��ករពរស�ទH �អ7កប89:8;ស�   (Consumer's Right Protecting)
F�ប@ក�ព�អbកមសប�សបស@គ&ជ សក�JភពផK-បមងN�តម��ងមដយ�ដ:y3ប-មK��L�ដក@ស*ពធខង2BRវF�ប@សក� 

ស�-ធ��  ន3ងស*ពធខង2BRវមសK:ក3F�ម,ម-�អង\ភពអជ�វក�Jទ*ឡយ  មK��L�ក5*ឲPប*ពនម-�ស3ទ�3�បស@អbកមសប�សបស@។ 
ឧទហ�ណ8KRFជ មnសហ�K:អម�� 3កកb5ងអ*�5ងទសវតCន8ទ�៦០សបធនធ3បត� John  F.  Kennedy  បនមFញF�ប@ 
ក*ណត@ អ*ព�ស3ទ�3៤សបក��បស@អbកមសប�សបស@KRFខងមសក�x

១- អbកមសប�សបស@មនស3ទ�3កb5ងក�មសជ�សម� �ស2-3ត2-ផK-ពcកមគFង@ទ3ញ
២- អត3A3ជនមនស3ទ�3កb5ងក�ទទc-ពត�មនព�សកW�ហY5ន អ*ព�2-3ត2-ផK-មគន�ងទ3ញ
៣- អbកមសប�សបស@មនស3ទ�3កb5ងក�ប7�ងតវ! ម,អbក-ក@ ឬសqប̂នF�ប@�បស@�ដ:y3ប-អ*ព�2-3ត2-ផK-ពcកមគទ3ញ។
៤- អbកមសប�សបស@មនស3ទ�3កb5ងក�ធនស5វតq3ភពផh-@ខBcនF*មពQរ-@2-3ត2-ផK-ពcកមគទ3ញ ន3ងមសប�សបស@ 
មនន̂យថអbក2-3ត2-សតkវ27-@2-3ត2-ផK-ធនK-@ស5វតq3ភពមសប�សបស@�បស@អត3A3ជន។

១.២.៤ ករករពរ8ក?មហABន ន�ងអ7កប89:8;ស�  (Company and Consumer Protecting)
F�ប@ស7�ព�ពណ3 ជzសញ�សតkវបនបមងN�ត  មK��L�ក�ព�2-3ត2-�បស@អbក-ក@  ន3ងក�ព�អbមសប�សបស@ផK- បន  

ទ3ញ2-3ត2-មនQ។ F�ប@មនQ27-@សបស3ទ�3ភពក�ព�អbក2-3ត2-ផK-មនពណ3 ជzសញ�សត��សតkវ  ន3ងក�ព�អbក 
ទ3ញ2-3ត2- មK��L�ទប@សNត@ក�-Rតលស@ ឬបនB*។

១.២.៥ ចF��8M��8MងថថOផល�តផល (The Law of Pricing Management )
F�ប@មនQទប@សNត@ក�ម� �សមអ�ងអត3A3ជនត��យxក�ដក@នABខ5សTbផK-�3នស�មហត52- ឬក�ដក@នABមA�ផK- 

មធ/�ឲPក�សបកcតសបផជងធBក@F5Qជព3មសសF�ប@មនQទប@សNត@  ក�សព�មសព�ងTb�វងអbក2-3ត2-  ន3ងអbក-ក@រយកb5ងក� 
អន5វត7ន8នABផK-មធ/�ឲPកស�3តសបកcតសបផជងធBក@F5Q ន3ងមធ/�ឲPប!Qព-@សបមaជន8K-@អbកមសប�សបស@ ។

១.២.៦ ចF��8M��8Mង�ណ�ញចចកចយ  (The Law of Placing Management )
F�ប@មនQហ�ឃត@�3នឲPK�កជញzR នទ*ន3ញខBQFR- ន3ងមFញព�សបមទស�cយ។ F�ប@មនQក�ទប@សNត@2ងផK� F*មពQ 

ក3F�សព�មសព�ងjផK-បងw*ឲPភbក@ង�កj7-�cយ  -ក@2-3ត2-�បស@អbក2-3តផត�cយ  ន3ង�3នឲP-ក@2-3ត2- 
�បស@អbក2-3តម2Cងៗមទ�ត។  ឬក�ទប@សNត@អbក2-3តj ផK-27-@ស3ទ�3ផ7F@�5ខឲPភbក@ង�កj7-j�cយកb5ង 
ក�ផFកចយ-ក@មnម-�  ទ�2E�ផK-ជមហត5មធ/�ឲPកស�3តសបកcតសបផជងធBក@F5Q។  F�ប@មនQក�ហ�ឃត@2ងផK� 
F*មពQអbក-ក@jផK-មសប�សqនភពយ-@សព�-ក@ទ*ន3ញ�cយម,ឲPអbកទ3ញ  -5Qសតផតអbកទ3ញមនQសព�ទ3ញទ*ន3ញ 
ម2Cងៗមទ�ត ។
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១.២.៧ ចF��8M��8Mងករផ[ព]ផ^យ  (The Law of Promotion Management )
ឧទហ�ណ8KRFជ F�ប@មនQតស�kវឲPរ-@ក�2Cព/2Eយពណ3 ជzក�J2-3ត2-ប� �  សតkវផតស�មស�ពកPសសមប@ 

ជប@ជ�cយក�2EយមនQអ*ព�មសTQថbក@ននក�ជក@ប� �។  F�ប@មនQកស�3តក*ណត@ម,ម-�  ក�2Eយ2-3ត2-ផK-មសTQ 
ថbក@K-@អbកមសប�សបស@KRFជ ប� �ជព3មសសF*មពQក�2Eយត�ទR�ទសCន8មnកb5ងមម!ងក�Jវ 3ធ��បស@មកJងៗ ។

១.២.៨ ចF��8M��8Mងសកម�ភព89កaត89ចជង  (The Law of Competitive Management )
F�ប@មនQទប@សNត@�3នឱPមនសqនភពផ7F@�5ខមnម-�ទ�2E� ឬទប@សNត@ក�ដក@ស*ពធ ឬកស�3តក*ណត@ម2Cងៗ

ម,ម-�ក�មធ/�ជ*នcញ។ រ-@សក�Jភពទ*ងឡយjផK-មធ/�ឱPកស�3តសបកcតសបផជងធBក@F5QមនKRFជក3F�សព�មសព�ងផK-
អbក-ក@តស�kវឱPអbកទ3ញ  សតkវផតទ3ញ2-3ត2-�បស@ខBcនមហ�យ�3នអFទ3ញ2-3ត2-�បស@គRសបផជងបនព5*មនQ  មទន�ង 
កត@បនqយប� 3មណ-ក@។  F�ប@មនQក�ទប@សNត@2ងផK�  នRវក�អន5វត7ន8វ 3ធ�សសស7ដក@នABទ*ងឡយjផK-�3នស� 
មហត52- ឬបមញÆតអbកទ3ញមទQប�ជក�អន5វត7ន8មនQប!Qព-@ ឬ�3នប!Qព-@K-@គRសបផជងក�មដយ ។
១.៣ កតZសងcម  ន�ងវបdធមe (Social and Cultural Factor)

កត7ជQឥទ�3ព-ននសង\�គ&  ស*ម+ម,ម-�-កwណxម2Cងៗននអត3A3ជនមនKRFជ សបក@F*ណR- ន3ងក�វយតន�B 
ម,ម-�  2-3ត2-។  អbកម!ឃ�ធ�ងព3ពណ�នកត7សង\�មនQគ&  មផ7ម-�-កwណxអត3A3ជនKRFជអយ5  មyទ  សបក@F*ណR- 
ទ�កផនBង�ស@មn ន3ងវបLធ��។  -កwណxទ*ងអស@មនQផតងផតន*�កនRវឱកសAJ�ៗ  ន3ងបញsសបឈ��5ខជមសF�នF*មពQ 
អbកម!ឃ�ធ�ង។

១.៣.១ ��លស�9�5រកត�89ជសសនg (Geographical Shifts in Population)
កត7សបជសសន8គ&  ម,ម-�ក�ស3កEព�F� 3ក-កwណx�បស@សបជជនមbក@ៗមនKRFជ អយ5អសតមណ� ត  អសត  

សBប@  សqនភពសគlស�  ក�ស3កEអប@�*  សសន  ជនជត3 អមន7សបមវសន8  ន3ង�បយននក��ស@មnម,ត�ត*បន@ន��cយៗ 
។-។

អbកម!ឃ�ធ�ងមសប�ទ3នbន̂យសបជសសន8ផK-ពcកមគទទc-បនព�សបមyទម2CងៗKRFជx  ក� 3a-̂យសq3ត3   កមធ/�  
ជ*ម�uនជត3  �ជ�បណ�-ជត3សសមប@សq3ត3ស5ខy3ប-  ក� 3a-̂យ  សq3ត3ព-ក�J ។-។  សបyពទ*ងមនQជសបyព 
ស*ខន@ផK-អFឱPអbកទ�2E�ស3កEព�ទ3នbន̂យ�បស@សបជជនកb5ងសបមទស�cយ ។

មស¡ព�មនQទ3នbន̂យសបជសសន8ក�អFទទc-បនព�សបyពម2Cងៗមទ�តKRFជអង\ក� ឬសqប̂នសសវសជវឯកជន ។
អbកម!ឃ�ធ�ងមសប�ទ3នbន̂យទ*ងមនQកb5ងក�វ 3ភគទ�2E�ផស/ងយ-@ព�អត3A3ជន ន3ងក�27-@តន�Bមសប�សបស@ម,ឱPពcកមគ ។

១.៣.២  កត�សងhម ន�ងវ9iធមk (Social-Cultural Factor)
វបLធ��គ&ស*ម+ម,ម-�តន�Bគ*ន3ត  ន3ងឥ� 3aបAផK-មន-កwណxKRF  ឬសសមK�ងTb�បស@ប5គ\-  ឬសកW�ប5គ\- 

j�cយមហ�យ-កwណxមនQសតkវបនម2h�ព�ជ*នន@�cយម,ជ*នន@�cយមទ�ត ។
ក. ករផ���ប,�រត-នទ0ស�,0 ន�ប�រ�ស2ក3����4ម
គ&ជក�ផBស@ប7R�K�គc�ឱPកត@ស*T-@  មnកb5ងសង\�មលកខង-3Fជព3មសសគ&  សហ�K:អម�� 3កផK-មនសស7� 

ជង៦០%បនម��បក� ន3ងFR-មធ/�ក�កb5ងសង\�។ ក�ផBស@ប7R�មនQគ& មធ/�ឱPបនh5ក ឬក�ទទc-ខ5សសតkវមnកb5ងសគlស��cយ
សតkវផFក�*ផ-កម,ឱPប7� ឬប5�សផK-សតkវទទc-ខ5សសតkវKRFជ ប7�សតkវទ3ញ�sRប ឬមធ/�ក3F�ក�2hQ ឬទ3ញ�បស@មសប�សបស@ម2Cងៗ
មnកb5ង2�Qមនត*ងព�  ស*ម-�កប*ពក@�ហRតK-@មសគuងសងs� ��។  មnមព-ផK-F*នcនសស7�មធ/�ក�កb5ងសង\�កន@ផតមសF�ន 
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សស7�ក�កBយម,ជអbកK�កន*សគlស�  ន3ងមនភពឯករជកb5ងក�សគប@សគងហ3�ញ�វតq5។  សស7�ជអbកសមស�FF3ត7ម-� ក�ទ3ញ  
មសវធនរ!ប@�ង  ន3ងមសវហ3�ញ�វតq5ម2CងៗផK-ក3F�ក�មនQក-ព��5នជបនh5ក�បស@ប7�។  អbកទ�2E�ម��-មឃ�ញ ក�ផBស@  
ប7R�មនQមនស�xស*ខន@jស@កb5ងក�អy3វឌ·ន8  ន3ងបមងN�ត  2-3ត2-AJ�ជ*នcសក3F�ក�សស7�មnកb5ង2hQKRFម!ស5�នបR�K� 
ម!ស5�នលងចន �b*ងដ*បយអគ\�សន� ។-។

ខ. ករផ���ប,�រឥរ យបថ ន�តមម�
ក�ផBស@ប7R�ឥ� 3aបAគ&  មក�តម��ងមដយស�ក�ង��មប�ប�ស@មn ន3ងកមសប�សបស@  ។  ក�ស3កEបនបងsញ 

ព�សកបខណ�ននក�ង�ពក@ព̂ន�ខB*ងម,ន�ងស5ខភព ន3ងក��ស@មnផK-ជ*�5ញឱP�ន5សCសតkវគ3តព�ក�ឡ ន3ងក�ផAទ*ស5ខ
ភព។ ក�ផK-អbកទ3ញមនក�ប��̄ខB*ងព�គ5ណភព ន3ងអតqសបមaជន8នន2-3ត2-ផK-ពcកមគន�ងទទc-បនមសកយ
ព�ក�F*jយម-�ក�ទ3ញ2-3ត2-មនQន�ងមធ�/ឲPមនក�ផBស@ប7R�ឥ� 3aបAននក�មសប�សបស@2-3ត2-។

មK��L�ម¢B�យតបម,ន�ងក�ផBស@ប7R�មនQអbកសគប@សគងទ�2E�ននសj:T��cយបនម��បF*អT� សj:T� ផK-អF
27-@ក�សbក@មnផK-មនភពងយសសl- ន3ង27-@តន�Bឈbc-បនhប@ផK-មនអសតទប ។
១.៤ កតZធម�ជត�  (Natural Factor)
កត7ធ�Jជត3 គ&ស*ម+ម,ម-�ធនធនធ�Jជត3មនKRFជខP-@ ទ�ក ផ�! �5កwជត3 ន3ងសត/សគប@សបមyទផK-ជសបyព ធនធន  
សសមប@ប*មពញតស�kវក�អង\ភពអជ�វក�J មហ�យក�ជធនធនផK-អFន�ងសតkវខRFខតមដយស�  អង\ភព អជ�វក�J  
2ងផK�  ។  អង\ភពអជ�វក�J ឬសកW�ហY5នអFន�ងមសប�ធនធនទ*ងមនQមK��L�2-3តទ*ន3ញ  ន3ងមសវក�Jសក�Jភព2-3ត 
មនQអFមធ/�ឲPបត@បង@ ឬមក�តម��ងធនធនធ�Jជត3អFក�ព� ឬអFបមងN�នក�ប*ព5-ប� 3សqនធ�Jជត3 ។

១.៤.១ ករផhត�ផhង�ធនធន (Resources Supply)
មK��L�អF-ក@2-3ត2-បនអbក2-3តសតkវក�វតq5ធត5មK��L�2-3ត2-ទ*ងមនQKRFជ អbក2-3តន*ប&ហ\&  សតkវ  

ក�សF@មT សបហ5កបរ*ង  ម�È  ន3ងស�ធត5ម2Cងៗមទ�ត ។ តន�B2-3ត2-ផK-អbក-ក@គ3តព�អត3A3ជនគ&  ទក@ទងម,
ន�ងប� 3មណ2\ត@2\ង@ននវតq5ធត5មK��2ងផK�  មសពQវតq5ធត5មK��អFខCត@សក  ឬមសប�សបស@អស@ព�កb5ងស75ក  ឬក�ព3បកកb5ង  
ក�ផស/ង�កមដយស�មហត52-ម2CងៗKRFជសសង\�  ឬក�ហ� ឃត@ត��យxក�ដក@ទណ�ក�JមសK:ក3F�  ឬ  នមa  
បយ ។   មnកb5ងសqនភពមនQអbកម!ឃ�ធ�ងសតkវផBស@ប7R�យ5ទ�សសស7  កb5ងក�-ក@2-3ត2-KRFជ    ក�មធ/�សក�Jភព 
marketing  មK��L�កត@បនqយតស�kវក�មដយ-ក@2-3ត2-ត3F  ន3ង-ក@កb5ងតន�Bខªស@។ 

សកW�ហY5នអន5វត7សក�JភពមនQមនKRFជ សកW�ហY5ន2\ត@2\ង@អគ\�សន�  ន3ងថ�ព-សសមប@K5ត។  សកW�ហY5នខBQ 
មទ�តក�មនយ5ទ�សសស72\ត@2\ង@វតq5ធត5មK��ខBcនឯងKRFជ សកW�ហY5នមធ/�អជ�វក�Jមឈ�សតkវដ*មK��មឈ��5នន�ងកប@មឈ�យក
�កមធ/�2-3ត2- សកW�ហY5នមបQព5�ªមស�វមÉកត�5ក សតkមសប�វតq5ធត5មK��ផK-អFយក�ក�*លយមធ/�ម��ងវ 3ញបន។

១.៤.២  ករទទaលខBស8តoវច�បពp�រ	សqនធម�ជត�  (Natural Environmental Responsibilities)
ក�គ3តព�បញsប� 3សqនធ�Jជត3គ&ជ ក�ច*បF@មហ�យអFន�ង27-@F*មណញK-@អbកម!ឃ�ធ�ងមទ�ត2ង។

ម¢B�យតបម,ន�ងទសCនxមនQសកW�ហY5នជមសF�នបនមផ7តម,ម-�សក�Jភព Green  marketing  មK��L�ប*មពញតស�kវក� 
អត3A3ជនកb5ងក�ក�ព�ប� 3សqន។ ជក�ព3តសកW�ហY5នអFន�ងទទc-សបមaជន8ព� ក�អន5វត7សក�Jភពម!ឃ�ធ�ងផបបមនQគ&
ក�27-@តន�Bម,មអយអត3A3ជនផK-ទ3ញ2-3ត2-យកម,មសប��3នមនជត3ព5-  �3នប!Qព-@K-@ស5ខភព  ន3ង�3នឲP 
មសTQថbក@ ន3ងម¢B�យតបម,ន�ងF�ប@ប� 3សqន ។ សក�Jភពទ*ងមនQ�c�មនគ&  មធ/�ស*បកមវFខ�ប@2-3ត2-  ផK-អFយក
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�កមធ/�ម��ងវ 3ញបន ន3ងផK-�3នជQឥទ�3ព-ម,ម-�ប� 3សqន ឬមធ/�2-3ត2-ផK-មសប�ស*បកមវFខ�ប@ត3FតcFប*25តមK��L�កត@
បនqយF*jយកb5ងក�ស*អត ន3ង�*លយស*បកមវFខ�ប@មnមព-មបQមច-។
១.៥ កតZបងច\កវ�ទj (Technological Factor)

កត7បមF�កវ 3ទ¥គ& ស*ម+ម,ម-��បកគ*មហ�ញវ 3ទ¥សសស7 ក�សសវសជវ ក��កមឃ�ញ ន3ងក�បមងN�តAJ�ផK-អFន�ង 
ន*�កនRវទ*ន3ញ ន3ងមសវក�JAJ�ៗ ន3ងទ*មន�បៗ។ ក�អy3វឌ·ន8បមF�កវ 3ទ¥ន�ងន*�កនRវឱកសK�វ 3មសសវ 3ស- កb5ងក�បមងN�ន 
តន�BK-@អត3A3ជន។

១.៥.១  ឥទH�ពលថន�បចvកវ 	ទwបលxសកម�ភពមzឃ�ធ�ង  (technological  Influencing  on  the 
marketing activities)

ក�អy3វឌ·ន8ក5*ពPRទ̂�  គ&មនឥទ�3ព-ខB*ងម,ម-�សក�Jភពម!ឃ�ធ�ងKRFជ ក�មសប�សបព̂ន�ក5*ពPRទ̂�កb5ងក�គ3តនAB 
ទ*ន3ញផK-អត3A3ជនបនទ3ញមnកb5ងហង-ក@ទ*ន3ញបF�5បLនb គ&27-@ភពងយសសl-K-@អbក-ក@រយជមសF�នកb5ងក�សតlត
ព3ន3តPម��-ប� 3មណទ*ន3ញ ន3ងកស�3តនABផK-បន-ក@កb5ង�cយនAÊៗ។ សកW�ហY5ន�Aយន7 BMW បនអy3វឌ·ន8សបព̂ន�សតlត
ព3ន3តP2BRវផK-អFឲPអbកមប�ក�Aយន7 BMW ម��-មឃ�ញគ*នRសផខC¢bRតផK-គRសមnម-�2BRវ27-@ភពងយសសl-កb5ងតស�ង@
ទ3សម+�Aយន7មnមព-ក*ព5ងមប�កប�។  ភពមជuនម-uនននបមF�កវ 3ទ¥អFជcយK-@អbកម!ឃ�ធ�ង  កb5ងក�ផស/ងយ-@ ន3ង  
បមស��អត3A3ជនកន@ផតសបមស�ម��ង។

១.៥.២ �បចvកវ 	ទwជpឥទH�ពលបលxល�ន}ងធម�ជត�   (technological  Influencing  on  the  natural 
stability)

បមF�កវ 3ទ¥ជQឥទ�3ព-ម-�ក�អy3វឌ·ន82-3ត2- ន3ងមធ/�ឲPប!Qព-@K-@ធនធនធ�Jជត3មnម-�ព3yពមលក 
(ឬ-*ន�ងធ�Jជត3)  -*ន�ងធ�Jជត3  ស*ម+ម,ម-�ទ*នក@ទ*នងននធ�Jជត3ទ*ងអស@  ផK-សq3តមnកb5ងប� 3សqន។  ក�សមស�F 
F3ត7មសប�សបស@ធនធនធ�Jជត3មnម-�ព3yពមលកន�ងន*�កនRវ2-វ 3បកយR�អផង/ងK-@សង\�។  ឧទហ�ណ8KRFជ ក�មសប�  
បមF�កវ 3ទ¥មសគuងម!ស5�នទ*មន�បនមព-បF�5បLនb អF27-@-ទ�ភពឲPអbកមធ/�អជ�វក�Jនសពមឈ�  ន3ងអbកមនសទ�ចÆជត3 
បនកប@នសពមឈ�  ន3ងចប@�ចÆជត3a!ងមសF�នកb5ង�cយនAÊៗផK-មធ/�ឲPធនធនធ�Jជត3ទ*ងមនQសតkវទទc-�ងក�វ 3នសហ3F 
មហF។
១.៦ កតZតបក&តតបផជង  (Competition Factor)

ទ*�ង@ននក�សបកcតសបផជងមនមសF�នសបមyទ សកW�ហY5នន��cយៗសតkវផតព3ច�jអ*ព�គR�សបផជង�បស@ខBcន ឲPបនF�ស@ 
�5នន�ងក*ណត@យ5ទ�សសស7ម!ឃ�ធ�ង  កb5ងក�សបកcតសបផជង។  បF�5បLនbសកW�ហY5ន�cយ�3នអFមធ/�ជអbក2\ត@2\ង@ ឬ-ក@  
2-3ត2-  ឬមសវក�Jផតមbក@ឯងបនមទមដយមហត5ថមនគR�សបផជងមnម-�ទ�2E�។  មហត5មនQអbកទ�2E�សតkវស3កEព�គR 
សបផជងឲPបនF�ស@ថពcកមគក*ព5ងមធ/�អ/�មហ�យន�ងអFក*នត@ឲPបនF�ស@ព�គRសបផជង  បF�5បLនb ឬគRសបផជងសក7ន5ព- 
ទ*ងមnកb5ង ន3ងមស¡សបមទស។ -កwណxននក�សបកcតសបផជង គ&អសស̂យន�ងសបមyទននក�សបកcតសបផជងផK-ជទRម, មន
បcនទ*�ង@KRFខងមសក�x

១.៦.១ 89ប~ទថន ករ89កaត89ចជងប�បលxទ�ផ^រ  (the Types of Competition on the Market)
ក. ករ"បក-ត"បជ;�ក"មតខ<��
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ក�សបកcតសបផជងសបមyទមនQមក�តម��ងមnមព-ផK-មnម-�ទ�2E�មនអbក2\ត@2\ង@  ឬអbក-ក@2-3ត2-KRFTb 
មនF*នcនមសF�ន។  សq3តកb5ងសqនភពមនQអត3A3ជនមនជមស��សមសF�ន  កb5ងក�ទ3ញ2-3ត2-ផK-ពcកមគសតkវក�។ កb5ងក�  
សបកcតសបផជងអbកម!ឃ�ធ�ងមផ7តយ5ទ�សសស7ម,ម-�នAB2-3ត2-ជជងក�សបកcតម,ម-�ផ2bកម2Cងៗមទ�តKRFជសកW�ហY5ន 
-ក@ស*ម-�កប*ពក@ ឬ2-3ត2-កស3ក�JជមK�� ។

ខ. ករ"បក-ត"បជ;�សផ,តសល�ផលតផលម-យ"បស>ទ ឬ;�នញឯកសទ�
មnម-�ទ�2E�អbក-ក@2-3ត2-KRFTbមសF�ន   ប!5ផន7មផ7តម,ម-�-កwណxព3មសសខ5សៗTb    នន2-3ត2-មដយ

ប*មពញតស�kវក�តRFៗមnម-�ទ�2E�  ។  កb5ងក�សបកcតសបផជងអbកម!ឃ�ធ�ងផតងផតចប@អ��Jណ8ម,ម-�ជ*នញឯកមទសជ 
ជងក�សបកcតម,ម-�តស�kវក�ទRម, ។  KRFជធនT�មផ7តយ5ទ�សសស7សបកcតសបផជងម,ម-�មសវក�J   ន3ងក�សបក@ផK-
មនអសតទប ។  ហងជcសជ5-�Aយន7ខBQ�3នមផ7តម,ម-�មសវក�Jជcសជ5-ទម,មទ  ប!5ផន7មផ7តផត  ម,ម-�ក�ជcសជ5-
ម!ស5�នសតជក@  ឬសបព̂ន�មyB�ង ។

គ. ករ"បក-ត"បជ;�ក"មតទប
សqនភពសបកcតសបផជងមនQមក�តមនមnមព-ផK-មnម-�ទ�2E�  មនអbក2\ត@2\ង@  ឬ-ក@2-3ត2-KRFTbមន 

F*នcនផតព�� ឬប�ប!5មj|Q។ ឧសEហក�JផK-សបកcតសបផជងផបបមនQមនKRFជ ឧសEហក�JអកសF�ណ8មសបងឥន�នx
អគ\�សន�ទR�គ�នគ�ន8 ន3ងឧសEហក�Jម2Cងៗមទ�តផK-តស�kវអbកវ 3ន3មaគសតkវF*jយមK��ទន@មសF�នកb5ង ក�ចប@ម27��
អជ�វក�J�បស@ពcកមគ។

ឃ. ករ"បក-ត"បជ;�ផ,ច�ម�ខ
គ&ជសqនភពសបកcតសបផជងផK-មnកb5ងឧសEហក�Jមនអbក2\ត@2\ង@ ឬ-ក@2-3ត2-ផត�cយ ឬផ7F@�5ខផតឯង។

ជទRម,សកW�ហY5នផ7F@�5ខផតងទទc-សបមaជន8ព� ក�សបកcតសបផជង ន3ងមនឥទ�3ព-កb5ងក�សគប@សគងនAB2-3ត2-។
១.៦.២ កមO�ង89កaត89ចជង  (Competitive Force)
�មធ¥បយកb5ងក�វយតន�B កមB*ងសបកcតសបផជងផK-ជQឥទ�3ព-ម,ម-�សកW�ហY5នគ&   ស*ម+ម,ម-�ក�មធ/�F*jត@

ថbក@គRសបផជងផK-មនសប*សបមyទគ&x   កមB*ងសបកcតសបផជងននគRសបផជងផK-ក*ព5ងមនមnម-�ទ�2E�  ក�គ*រ�ក*ផហងនន
គRសបផជងផK-មទ�បផតFR-AJ�  ក�គ*រ�ក*ផហងនន2-3ត2-ជ*នcសឥទ�3ព-ននអbក2\ត@2\ង@  ន3ងឥទ�3ព-ននអbកទ3ញKRFបងsញ
កb5ង �Rប២-៣ ។

ក. កម���"បក-ត"បជ;�មនគ�"បជ;�ស2សល�ទ0ផDរ
អbកម!ឃ�ធ�ងសតkវផតផស/ងយ-@ឲPបនF�ស@  ព�គR�សបផជងផK-ក*ព5ងសបកcតសបផជងមnម-�ទ�2E�  គRសបផជងjខBQ 

ផK-ស*ខន@ៗ?  ន3ងយ5ទ�សសស7�បស@ពcកមគ?  ស*ណc�ទ*ងមនQអFជcយK-@អbកម!ឃ�ធ�ង  កb5ងក�ម��បF*យ5ទ�សសស7មធ/� 
2-3ត2-ផK- អF27-@តន�Bខªស@K-@អbកមសប�សបស@។

ខ. ករគ�រមក�ជF�មនគ�"បជ;�ជដលច�លថG0
មព-ខBQ�ដ:y3ប-បនម-�កទ�កF3ត7K-@គRសបផជងAJ�ៗមK��L�ឲPសបកcតជ�cយគRសបផជង  ផK-ក*ព5ងមនមnម-� 

ទ�2E�។
ក�គ*រ�ក*ផហង�បស@គRសបផជងFR-AJ�មនកស�3តខªស@ សបស3នមប�2-3ត2-AJ��បស@ពcកមគបនទទc-មជគជយ̂មn
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មព-K*បRង។  ទ�2E�ខBQមនភពងយសសl-កb5ងក�មសជ�តFR-  ប!5ផន7ទ�2E�មនក�ព3បកមដយមហត5មន�ប*ងសបកcត 
សបផជងផK-មធ/�ឲPគRសបផជងFR-AJ�មនក�ព3បក។  �ប*ងសបកcតសបផជងមនKRFជx  តស�kវក�ម-�ធនធនសសមប@វ 3ន3មaគ 
មនកស�3តខªស@  ជព3មសសធនធនហ3�ញ�វតq5ធនធន�ន5សCស*ម+ម-�បមF�កវ 3ទ¥ ន3ងបទព3មសធន8មសF�ន�b*មK��L� 
2-3ត2-ផK-F*jយនABមK��ត3F។  ឧទហ�ណ8KRFជ  ក�វ 3ន3មaគម-�មរងFសកមធ/��Aយន7សតkវF*jយមK��ទ5ន ន3ង  
បមF�កវ 3ទ¥ជ*នញមសF�នជងក�វ 3ន3មaគម-មភជន�ដ:ន។  ឧសEហក�JផK-ងយកb5ងក�មសជ�តFR-ជទRម, គ&មនគR  
សបផជងFR-AJ�មសF�ន ។

តcម-ខ២.៣: កមB*ងសបកcតសបផជងទ*ងសប*�បស@មលក Michael E. Porter (Five Competitive Forces)

គ. ករគ�រមក�ជF�មនផលតផល;� ន-�
មnកb5ងឧសEហក�J អbកទ�2E�ផតងផតសបឈ�ន�ង2-3ត2-ជ*នcសផK-ក*ព5ងដក@-ក@មnម-�ទ�2E�  មនKRFជ  

ក�មធ/�សបព̂ន�វ �មKអRផK-អFឲP�ន5សCព3ភកEក3F�ក�ជ*នcញព�F*ងយមដយឭសម�Bង ន3ងម��-�RបភពTbមឃ�ញសតkវបនមគ 
មសប�ជ*នcសក�មធ/�K*មណ� �ត�យន7មហQមK��L�ម,ជcបសបជ5*ព3ភកEក3F�ក�ជ*នcញមដយផh-@។  ក�ជ*នcសTbមនQអFមធ/�ឲP 
តន�Bនន2-3ត2-ខBQធBក@F5Q  ជព3មសសមសវក�JមហQមហ��។  ជក@ផស7ងមប�ស3នជអង\ភពអជ�វក�J�cយគ3តថក�ជវ 
ក�Jវ 3ធ�គណមនយPព�សកW�ហY5នក5*ពPRទ̂�  ន3ងក�ជc-សកឡបញz�គណមនយPមស¡មម!ង កb5ងតន�Bទបជងក�មសប�សបស@មសវក�J 
សកW�ហY5នគណមនយPមនQ  សកW�ហY5ន2-3តក�Jវ 3ធ�គណមនយPន�ងអFKមណ7� �សបក@Fម�bញK�មសF�នព�សកW�ហY5ន27-@មសវក�J 
គណមនយP។ 

ឃ. ឥទ&ពលមនអ3កផ4ត�ផ,��
អbក2\ត@2\ង@ក�ជកមB*ងសបកcតសបផជងមnកb5ងឧសEហក�J មដយមហត5ថពcកមគមនឥទ�3-ម,ម-�ក�ក*ណត@នAB ន3ង  

គ5ណភពននមសគuងបនBស@  ន3ងវតq5ធត5មK��។  មnមព-jផK-អbក2\ត@2\ង@មnកb5ងឧសEហក�JមនF*នcនត3FតcFមហ�យ 
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សគប@សគងF*ផណកទ�2E�K�មសF�នមព-មនQ  ពcកមគមនឥទ�3ព-ជ*�5ញឲPអbកទ3ញសតkវផតយកតន�B�cយផK-ខªស@  ន3ងកស�3ត 
គ5ណភពទបជង�5ន។

បF�5បLនb អbក2-3តជមសF�នបនបមងN�តទ*នក@ទ*នងa!ងជ3តសb3ទ�ជ�cយអbក2\ត@2\ង@jផK-មនប*ណងFង@មដQ 
KR� មK��L�27-@អតqសបមaជន8ឲPTbម,វ 3ញម,�ក។

�. ឥទ&ពលមនអ3កទញ
អbកទ3ញក�អFជ*�5ញឲPនAB2-3ត2-ធBក@F5Qន�ងមធ/�ឲPគ5ណភព2-3ត2- ន3ងមសវក�Jមក�នម��ង មហ�យជងមនQ 

ម,មទ�ត គ&មធ/�ឲPគRសបផជងទ*ងឡយ� �ង� 3តផតសបឈ��5ខដក@Tbកន@ផតខB*ង។
អbកទ3ញផK-ទ3ញ2-3ត2-កb5ងកស�3តត3FតcF  អFន�ងទ3ញ2-3ត2-មនQកb5ងតន�Bខªស@  F*ផណកអbកទ3ញផK- 

ទ3ញ2-3ត2-មសF�នអFន�ងមនឥទ�3ព-កb5ងក�ទ�ទ�ឲP2-3ត2-មនតន�Bទប។
១.៦.២ ករ89កaត89ចជងប�ប8�89បទស  (Global Competition) 
ក�សបកcតសបផជងមស¡សបមទស  មក�តម��ងមnមព-ផK-សកW�ហY5ន�cយចប@ម27��  អជ�វក�J2-3ត2-  ន3ង-ក@ 

2-3ត2- ន3ងមសវក�Jមnម-�ទ�2E�មស¡សបមទស។
សកW�ហY5នជមសF�នបនពសង�កអជ�វក�JមFញម,មស¡សបមទស។ ទ�2E�មស¡សបមទសជទ�2E�ផK-គc�ឲPចប@អ��Jណ8

មnមព-ផK-ទ�2E�ទ*ងមនQ  មនក�-Rតលស@ខB*ងជងទ�2E�មnកb5ងសសWក។  ក�សបកcតសបផជងមnមស¡សបមទសមន 
-កwណxទR-*ទRលយ  ន3ងជម�uយៗបមងN�តឲPមននRវទស�ង@សកកcតសបផជង  ន3ងកមB*ងសបកcតសបផជងAJ�ៗជមសF�នមnម-� 
ទ�2E�។

ន3នbក�សបកcតបF�5បLនbមnម-�ទ�2E�មស¡សបមទសគ&  ម�ªQម,�កបមងN�តស�ª^ន�ភពជ*នcយ  ឬក3F�សព�មសព�ង�វង 
សកW�ហY5នព�� ឬមសF�នមធ/�អជ�វក�J�c�TbមK��L�សមស�FបននRវមT-ម+�c�។

កមB*ងសបកcតសបផជងមស¡សបមទស ជQឥទ�3ព-ម,ម-�ពណ3 ជzក�Jព3yពមលក ន3ងធនធន�បស@សបមទសន��cយៗ
មហ�យក�សបកcតសបផជងមនQគ&  ជ*�5ញឲPសកW�ហY5នន��cយៗសតkវផតខ*សប�ងមK��L�មសជ�តFR-  ន3ងសបកcតមnម-�ទ�2E�មស¡សប 
មទស។
II.  ករវ�ភគពmតeមន (Information Analyzing)

មnមព-ផK-ទ�2E��បស@សកW�ហY5នកន@ផត� �កធ*ម��ងអbកសគប@សគងសតkវក�ពត�មន  អ*ព�ទ�2E�កន@ផតមសF�នកន@ផត 
ម-uន ន3ងគc�ឲPមជuជក@បន។ សកW�ហY5នជមសF�នបនបមងN�តសបព̂ន�ពត�មនម!ឃ�ធ�ង ផK-27-@ពត�មនឲPអbកសគប@សគងបន 
ម-uន  ន3ងមនសបស3ទ�3ភព  ជ ព3មសសគ&ពត�មន  អ*ព�អត3A3ជនKRFជតស�kវក�  F*ណង@F*ណR-F3ត7 ក�មសជ�សម� �ស 
ឥ� 3aបA ន3ង�មប�បមសប�សបស@  2-3ត2-។ សបព̂ន�ពត�មនម!ឃ�ធ�ង (MIS)  គ&ជ�មធ¥បយ�cយផK-សតkវបនមគបមងN�ត 
ម��ងសសមប@សប�R-ទ3នbន̂យ  វ 3ភគតន�B ន3ងផFកចយទ3នbន̂យម,ឲPអbកសគប@សគងម!ឃ�ធ�ង  ផK-សតkវក�ពត�មន�cយ 
ផK-សត��សតkវ  ន3ងទន@មព-មវល មK��L�មធ/�ក�សមស�FF3ត7អ*ព�យ5ទ�សសស7ទ�2E� ។ មnកb5ងសកW�ហY5នខBQសបព̂ន�ព̂ត�មន 
ម!ឃ�ធ�ងសតkវបនបមងN�តម��ងមដយ សកW�អbកជ*នញ�cយសកW�  ឬមដយសកW�ម2CងផK-សតkវ27-@ពត�មនម,ឲPផ2bកម2Cងៗ 
មទ�តមnកb5ងសកW�ហY5ន ។ តcម-ខ២-៤ បងsញព�ធត5ម2Cងៗ ននសបព̂ន�មនម!ឃ�ធ�ង�cយ ។

សបព̂ន�មនQគ&អសស̂យន�ងសបyពពត�មនម2CងៗមនKRFជពត�មនព�ខងកb5ងសកW�ហY5ន  ពត�មនព�ខងមស¡សកW�  
ហY5ន ពត�មនបនព�ក�សសវមសជ�វទ�2E� ន3ងពត�មនត��យxក�Jវ �ធ� DSS។
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២.១ តបពmនpកត2តតទ�នIនmយខងកIJង  (Internal Recording)
សបព̂ន�មនQសតkវបនបមងN�តម��ងកb5ងប*ណងសប�R-ទ3នbន̂យ ននសបត3បត73ក�ខងកb5ងអង\ភពអជ�វក�J�cយមនKRFជ

�បយក�ណ8ស7�ព�ក�បញzទ3ញ ក�-ក@ តន�B F*jយ កស�3តស�មព��ŷណ�គណមនយPF*ណR- ន3ងF*jយ ។ ក�វ 3ភគ 
ទ3នbន̂យផK-សប�R-បនទ*ងមនQអFឲPអbកម!ឃ�ធ�ងក*នត@បននRវឱកស ន3ងបញsម2CងៗផK-សបឈ�ន�ងអង\ភពអជ�វ 
ក�J ។
២.២ តបពmនpកត2តតទ�នIនmយខងងតq  (External Recording)

ជទRម,សបព̂ន�កត@សតទ3នbន̂យខងកb5ង27-@K-@អbកសគប@សគងនRវទ3នbន̂យសមស�F (result data) F*ផណកសបព̂ន�
កត@សតទ3នbន̂យខងមស¡27-@ទ3នbន̂យមK�� (happening  data)  ។  សបព̂ន�កត@សតទ3នbន̂យខងមស¡សតkវបនបមងN�តម��ង 
មK��L�សប�R-ទ3នbន̂យផK-ទក@ទងន�ងក�ផBស@ប7R�ទ�2E�  ។  ទ3នbន̂យទ*ងមនQអFសប�R-បនត��យx  ក�អនមស�វមÉ  
កផសត ទសCនវK7�ពណ3 ជzក�J។ ក�មបQ2Eយ�បស@�ដ:y3ប- ន3ងអង\ក�មស¡�ដ:y3ប-អ5�នA&ផណត ក�ន3aយម,  
កន@អត3A3ជនអbក2\ត@2\ង@  ន3ងក�ជcបសបជ5*ជ�cយអbកសគប@សគងសកW�ហY5នជមសF�នមទ�ត  បF�5បLនbអង\ភពអជ�វក�JជមសF�ន 
បនសប�R-ពត�មនទ*ងអស@មនQ  ដក@បញ�R -Tbម,កb5ងសបព̂ន�កត@សតទ3នbន̂យ (databases)  មនKRFជសបព̂ន�កត@សត  
ទ3នbន̂យអត3A3ជន  ទ3នbន̂យ2-3ត2- សបព̂ន�កត@សតទ3នbន̂យអbក-ក@ ។-។ សកW�ហY5នបនជc-អbកឯកមទសខងទ3នbន̂យ 
មK��L�ជcយសស�l-កb5ងក�វ 3ភគម��បF* ន3ងវយតន�Bទ3នbន̂យទ*ងមនQ ផK-អFឲPអbកសមស�FF3ត7ទ*ងអស@មសប�សបស@បន។

ឧទហ�ណ8KRFជ សបព̂ន�កត@សតទ3នbន̂យអត3A3ជនអF27-@ពត�មនK-@អbកសមស�FF3ត7អ*ព�អត3A3ជនមbក@ៗមន
KRFជម�JQ អស̂យដ:ន ពត�មន អ*ព�ក�ទ3ញ ពត�មនទក@ទង ន3ងកត7សបជសសន8 ន3ងF3ត7សសស7�បស@អត3A3ជនមន
KRFជក�ចប@អ��Jណ8ទសCនx ន3ងសក�Jភព�បស@ពcកមគ។
២.៣ តបពmនpទ�នIនmយជ)ន&យកIJងករសងតមចច�តZ  (Decision Support System)

សបព̂ន�ទ3នbន̂យជ*នcយកb5ងក�សមស�FF3ត7 (DSS)  គ&ជក�Jវ 3ធ�ក5*ពPRទ̂�  ផK-ជcយ27-@ភពងយសសl-K-@អbក 
សគប@សគងម!ឃ�ធ�ងកb5ងក�ទទc- ន3ងមសប�សបស@ទ3នbន̂យផK-ពcកមគសតkវក� កb5ងក�សមស�FF3ត7 ។ សបព̂ន� DSS ជcយK-@អbក
សគប@សគង  កb5ងក�បកសសយទ3នbន̂យមK��ឲPម,ជទ3នbន̂យផK-អFមសប�ក�បន  KRFជក�បកសសយទ3នbន̂យ2-3ត2- 
ផK-បន-ក@  ឲPម,ជពត�មនផK-ច*បF@សសមប@អbកសគប@សគង ។ សបព̂ន�មនQអFបកសសយទ3នbន̂យ ឲPម,ជ�Rបភព  
បងsញព�ទ*នក@ទ*នងននទ3នbន̂យទ*ងមនQKRFជ ក�បងsញព�ទ*នក@ទ*នងទ3នbន̂យននក�-ក@មដយមសប�បមធ�ប ព�ក�-ក@  
សបច*នAÊម,ន�ងក�-ក@ផK-បនកត@សតកb5ង�យxមព-បcនសប7 ហ8កនBងម, ។ សបព̂ន�កត@សតមនQអFជcយK-@អbកសគប@សគង 
មនភពងយសសl-  កb5ងក�វ 3ភគព�បញsម2Cងៗ  ផK-អFផBស@ប7R�ម,ត�សqនភពន��cយៗ  ផK-អFមក�តម��ង ។  
ឧទហ�ណ8អbកសគប@សគងអFន�ងFង@K�ង ឬព¥a��កព�ក*មណ� ត ននក�មnមព-សកW�ហY5នពសង�កអជ�វក�J�បស@ខBcនម,ម-�
ត*បន@ទ�2E�AJ�ៗមទ�ត  ។  សបព̂ន� DSS  ន�ងមចទសc�អbកសគប@សគងឲPមធ/�ក�វ 3ន3FÆ^យថ មត�សកW�ហY5នអFន�ងទទc-បន 
មជគជយ̂កស�3តjព�ម-�គRសបផជងផK-សបកcតមnម-�ទ�2E�ទ*ងមនQ ។
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តcម-ខ២.៤: Elements of a Complete Marketing Information System star, 1998.
Mc Carthy, Que

Ingormation Sources  Questions & Answers  Decision Makers Results

Feedback

III. តបពmនpតបម+ ទ�នIនmយតមរយ-ងព ករតuវតជវទ
�vរ (Data Collection System of 
Maketing Reserch)

ដ)ងណ�រករមនករតuវតជវម�ឃ
ធ
ង 
( The Marketing Research Process ) 

K*មណ� �ននក�សសវសជវ Marketing គ&ជគនB&Qច*បF@ ទក@ទងម,ន�ងក�មធ/�ផ2នក�មដយពក@ព̂ន�ម,ន�ងជ*ហន
ននក�អន5វត7ជK*jក@ក-KRFខងមសក�x
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តcម-ខ ២.៥: K*jក@ក-ជគនB&Qកb5ងក�សសវសជវម!ឃ�ធ�ង
Key Steps in Marketing Research

ដ)ណក2ក ទ
១ បញ� ន�ងទ�សដ�ននករស�វស�វ ( Define the problem ) 
ក�ក*ណត@បញs ន3ងទ3សម+ននក�សសវសជវជជ*ហនទ��cយ �5នន�ងចប@ម27��មធ/�ក3F�ក�K�នទម2Cងមទ�ត។

ឧទហ�ណ8សកW�ហY5ន2-3តទ�កស5ទ� កb5ង�យxមព-ប!5នJនផខF5ងមសកយមនQ  ប� 3មណននក�-ក@មFញននទ�កស5ទ�កb5ងទ�2E� 
មនក�AយF5Q។  មនQជ�R-មហត5�cយ  ននបញs�cយផK-ន*ឲPសកW�ហY5នសតkវមធ/�  មសFក7�សមស�FF3ត7សសវសជវទ�2E� 
អ*ព��R-មហត5ននក�ធBក@F5QផK-វទក@ទងម,ន�ងកត7អ/�ខBQ នAB គ5ណភព មសវក�J កស�3តននក�សបកcតសបផជង ឬទក@ទង 
ម,ន�ង�Fនបទនន2-3ត2-។  កត7ម2Cងៗមទ�តKRFជ ក�ធBក@F5QននមសK:ក3F� ក�ផសបសបl-ននអកសធត5 ក�បងwRF  
មក�7�ម�JQ មដយស�ផតក�ផកBងបនB*ក�ស5ទ�ផតជក�ក*ណត@ប� 3មណនន ក�-ក@KR�មnម-�ទ�2E� ។ ទនh��ន�ងមនQ សកW�ហY5ន 
ក�សតkវព3នតPក*ណត@បញs2ងផK�  F*មពQសក�Jភពននក�2Eយពណ3 ជzក�J មត�មន-កwណxសគប@សTន@អFម,K-@ 
អត3A3ជន ឬមទ មហ�យក�2Cព/2EយបនបងsញនRវគ*ន3ត ន3ងអតqសបមaជន8អ/�ខBQK-@អbកមសប�សបស@ផK-ទ�2E� មT-ម+។ 
KRមFbQមហ�យបនជក�ក*ណត@នRវបញsសតkវបនអbកឯកមទសម!ឃ�ធ�ងថជ សត�វ 3ស̂យសសមប@បងsញ2BRវ  ផK-ជមT-ម+  
សតkវអន5វត7F*មពQក�សសវសជវ ។
ដ)ណក2ក ទ
២  ករដរ�បច�ស�វស�វ   (Design the Research)

មសកយព�ក*ណត@បននRវបញs ន3ងទ3សម+ននក�សសវសជវសកW�ហY5នសq3តកb5ងK*jក@ក-ទ�២  ននក�ម��បF* 
គមសមងសសមប@មធ/�ក�ស3កEសសវសជវម!ឃ�ធ�ងសសមប@  ក�សប�R-ទ3នbន̂យផK-ទក@ទងម,ន�ងបញs ផK-បនក*ណត@  
មដយ  សកW�ហY5ន  ។  កb5ងក�ម��បF*គមសមងសសវសជវក�សតkវគ3តគR�2ងផK�  អ*ព�ទ*ហ*ននក�F*jយទក@ទងម,ន�ងក3F�ក� 
សបត3បត73ក� កត7ជQឥទ�3ព-ទ*ហ*ននក�ប!Qព-@មnកb5ងកផនBងទ�2E� �c�ទ*ងធនធនផK-សកW�ហY5នមន។
ដ)ណក2ក ទ
៣  សបម�លទ�ន�ន�យ   ( Collect the Data )

ធ�Jជត3ននក�សមស�FF3ត7មធ/�ម!ឃ�ធ�ង វព5*មនអ/�ផសបសបl-ម��យ ប!5ផន7អ/�ផK-មន-កwណxផសបសបl- ន3ងខ5សផបBក
TbមនQ គ&ប� 3aកសព�កផនBង�cយម,ទ�កផនBង�cយម2Cងមទ�ត។
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ក*ណត@បញs ន3ងទ3សម+ននក�សសវសជវ
Define the problem

ម��បF*ក�សសវសជវ (Design the Research)

សប�R-ទ3នbន̂យ (Collect the Data)

វ 3ភគពត�មន ន3ងបងsញព�-ទ�2-ផK-�កមឃ�ញ
Analyze and Present the finding
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ក�សប�R-ទ3នbន̂យនមព-បF�5បLនbមនQសតkវផតមនផ2នក� ន3ងអន5វត7មដយសបWងសបយ^តbប*25ត។ ទ3នbន̂យទ*ងអស@
ផK-សប�R-បន  តស�kវឲPមន-កwណxសគប@សTន@មK��L�មធ/�ក�ស3កE មហ�យវក�ផសបសបl-ម,ត�ទ�កផនBង2ងផK� ។  
ក�សប�R-ទ3នbន̂យវមនក�ពក@ព̂ន�ជ�cយន�ងក�វស@ផវងព�2E� (Market  measurement)  ទ*ងមធ/�ក�មសប�បមធ�ប 
ក�ង��វងសកW�ហY5នម,ន�ងស7ង@ដ�ជក@លក@ទ*ងឡយ ។ មគមនសបមyទព��ននទ�នbន̂យ ផK-សតkវមធ/�ក�សប�R- គ&ទ3នbន̂យ 
ទ��cយ(Primary Data)  ន3ងទ3នbន̂យទ�ព�� (Secondary Data)  ។ មnកb5ងក�ណ� �cយF*នcនក�ស3កEសបផហ-ជសតkវបន 
�កមឃ�ញម,ត��យxក�សប�R-ទ3នbន̂យទ�២  (Secondary  Data)  ។  ទ3នbន̂យទ�២  គ&ជទ3នbន̂យផK-វជសបyព 
2Cព/2Eយពត�មន  ផK-មគបនមធ/�ក�សប�R-ព�កផនBងម2Cងៗ  មហ�យវជពត�មនផK-មន�cFម,មហ�យ។ មដយផ�ក  
F*មពQទ3នbន̂យទ�១  (Primary Data)  ជទ3នbន̂យផK-សប�R-បនមដយមនគមសមងF�ស@លស@ មហ�យទ3នbន̂យទ*ងមនQ 
វមនស�xស*ខន@jស@ព�មសពQវជម�uយ27-@នRវភពមជuជក@។

អ�កអចដ� !ករសបម�លទ�ន�ន�យបឋម ក�#ងច�ដ$មបដ�%បយប'(
១- ក�មធ�/ក�អមងNត (Observation) : គ&ជក�Fងច* ន3ងកត@សតទ5កនRវរ-@សក�JភពផK-មនF*មពQអត3A3ជន

គRសបផជង ឬមហត5ក�ននផK-បនមក�តម��ងកb5ងទ�2E�។ ទហ�ណ8xមnមព-ផK-អbកFR-ម,ទ3ញស*ភ�xអ/��cយ  ផK- 
ជស*ភ�x�បស@គRសបផជងមnកb5ងសកW�ហY5ន�cយ។  មnមព-មនQអbកអFមធ/�ក�អមងNតម��-ម,ម-�  ក�ចត@ផFងក�2\ត@2\ង@ 
មសវក�J សព�ទ*ងF*ណ5Fម2Cងៗមទ�តផK-សកW�ហY5នមនន�ងក*ព5ងអន5វត7ន8 ផK-ន*ឲPអត3A3ជនម,កន@ទ�មនQ។

២-  ក�សhង@�ត3 (Surveys):  គ&ជវ 3ធ�សសស7 ននក�សប�R-ទ3នbន̂យផK-ទក@ទងម,ន�ងសក�Jភពមដយផh-@ 
�បស@សកW�ហY5នជ�cយន�ងអត3A3ជន  ត��យxគមសមងស*ណc�Fម�B�យ (Questionaries)។  កb5ងក�មធ�/សក�Jភព  ផបបមនQ 
សកW�ហY5នសតkវក*ណត@ឲPបនF�ស@លស@មnអត3A3ជនមT-ម+ ។

៣-  សក�Jភពព3មសធន8 (Experiments): គ&ជក�សសវសជវ�cយផK-មន-កwណxវ 3ទ¥សសស7  មនក�ម��ប 
F*ម,ត�-កwណx  ននសបធនបទព3ន3តPមធ/�ក�សក-Lងរ-@សក�Jភពននក�សសវសជវផបបមនQក�សតkវព�ងផ2¦កម-�បទ 
ព3មសធន8 ននក�អន5វត7ន8ក�ង�សបច*នAÊ2ងផK�។
ដ)ណក2ក ទ
៤  :  វ�ភគពតeមន ន�ងបង{ញព
 ទp� ផដ រកងឃ�ញ(Analyze and Present the 
finding)

K*jក@ក-F5ងមសកយមnកb5ងK*មណ� �ក�នន ក�សសវសជវម!ឃ�ធ�ងគ& Kកសសង@យក-ទ�2-ផK- បន�កមឃ�ញ
មដយសកW�ហY5នត��យxមT-ម+ផK-Fង@បន �កមធ/�ក�វ 3ភគបកសសយ ន3ងបងsញនRវអ/�ផK-�កមឃ�ញ។ កb5ងក�ណ� មនQ
អbកសគប@សគងសតkវផតលតសតដងបងsញនRវF*ណ5Fស*ខន@ៗ នន-ទ�2- ផK-ពក@ព̂ន�ន�ងក�មធ/�មសFក7�សមស�FF3ត7   ផK-
សកW�ហY5នក*ព5ងសបឈ��5ខន�ងក�សគប@សគង។ ក�វ 3ភគ�បស@សកW�ហY5នF*មពQទ3នbន̂យផK-សប�R-បន ក�គc�អន5វត72ងផK�
ត�-កwណxបមF�កមទស Statistics។ សក�Jភពទ*ងអស@មនQគ& F-នននK*jក@ក-ផK-មធ/�ម��ងមK��L�ជcយK-@អbក
សគប@សគងកb5ងក�មធ/�មសFក7�សមស�FF3ត7។

ដ)លប�ណងនន ករស�វស�វ ន�ងបញ�ននករស�វស�វម,ឃ'�'ង
(The Research Objectives and Marketing Problem)

១- មT-ប*ណងននក�សសវសជវ ( The Research Objective )
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   ផ2bកស*ខន@ប*25តនន  ក�សសវសជវម!ឃ�ធ�ងគ&  ក�រយក�ណ8នRវមT-ប*ណង�បស@អង\ភព  នRវអ/�ផK-អង\ភព 
សងÏ��ថសតkវសមស�FឲPបនជ�cយន�ង  ក�ស3កEសសវសជវ�បស@មគ។  មT-ប*ណងននក�សសវសជវ�បស@អង\ភព ផតង  
ផតសតkវបនក*ណត@មដយអbកសគប@សគងថbក@ខªស@  �5នមព-វ�នម,K-@ភពជពត�មន  សសមប@អbកសគប@សគងថbក@ 
មសក�ៗ។  មT-ប*ណងសតkវក�ញzក@ឲPបនF�ស@លស@  មហ�យន�ងបញzក@ន̂យឲPបនសត��សតkវ។  ផតមទQប�ជa!ងj  
ក�មដយ ក�ក�កត@ស*T-@�កបញsអFមនក�-*បក2ងផK�។

មT-ប*ណងត*jងឲPភពននប� 3មណ ន3ងភពននគ5ណភពមT-ម+�បស@សកW�ហY5នសសមប@មព-មវលននផ2ន
ក�។ សកW�ហY5ន�3នគc�វ 3ន3FÆ^យទ5កជ�5ននRវបញsមនQមទ។ ក�សសវសជវម!ឃ�ធ�ងន�ងបរជយ̂ មប�ស3នជសTន@ផតសc� មK��L�
បញzក@នRវសទ�ស7�ផK-មនសសប@ ននក�សបសព�ត73ននអង\ភព។

២- បញsននក�សសវសជវម!ឃ�ធ�ង (Marketing Research Problem)
�5ខង�F�Lងននម!ឃ�ធ�ងគ&មធ/�  ន3ង-ក@នRវអ/�ផK-អbកទ3ញទ*ងអស@  Fង@បនជជង-ក@នRវអ/�ផK-ជភពងយ 

សសl-កb5ងក�2-3ត ។ KRមFbQអ/�ផK-អត3A3ជនសតkវក�គ& សតkវផតមធ/�ក�ប!ន@សJនត��យxមធ/�ក�សសវសជវម!ឃ�ធ�ងផK-វជ
ផ2bក�cយ ននក�មដQសសយបញs ។ KRមFbQវជក�ស*ខន@jស@មK��L�មធ/�ក�ក*ណត@បញsម!ឃ�ធ�ងឲPបនF�ស@លស@ម,
ន�ងបញsផK-សតkវក*ណត@  មK��L�ជcយសកW�ហY5នមសជ�សម� �ស  ន3ងម��បF*ជ*នcញ�បស@ខBcន   កb5ង�មធ¥បយផK-អFន�ង�កEឲP
សកW�ហY5ន� �ងម* មទQប�ជមnកb5ងសព�ត73ក�ណ8ផK-�3នបនគ3តទ5កជ�5នផK-មធ/�ឲPជ*នcញF5Qក�មដយ ។

មត�អbកសគប@សគងម!ឃ�ធ�ង សតkវមធ/�ក�សមស�FF3ត7ម-�កត7អ/�ខBQ ? សqនភពផបបjខBQផK-អbក សគប@សគងម!ឃ�ធ�ង 
សតkវសបឈ��5ខ ? 

បញsននក�សសវសជវ Marketing ផK-យកF3ត7ទ5កដក@ម-�ទ32E�គ&ជ K*មណ� �ក�ម��បF*នRវក�អy3វឌ·ន8 ន3ង�កE 
ក�2\R�2\ងផK-អFមធ/�ម,បន �វងទ3សម+ជ*នញ ន3ងធនធន�បស@អង\ភពជ�cយន�ងក�ផBស@ប7R�ឱកសមnម-�ទ�2E�។
អbកសគប@សគងម!ឃ�ធ�ង ផK-2E�ភzប@ជ�cយទ�2E�ន�ងបមងN�តក�Jវ 3ធ� ផK-មនភពពក@ព̂ន�  ន3ងមនសបស3ទ�3ភពជង ។

មគក�ន�ងងយសសl-កb5ងក�ទ*នក@ទ*នងឲPមនសបស3ទ�3ភពជ�cយប5គ\-3កមសកយឱវទ ន3ងយ-@បញs�បស@អbក
ទ*ងមនQបនសបមស�� ។ អbកសគប@សគង Marketing  សតkវផតបមងN�តនRវយ5ទ�សសស7ក*ណត@នABF*មពQ2-3ត2-AJ�  ។ មគអFមធ/� 
ក�សមស�FF3ត7ម-�យ5ទ�សសស7 ក*ណត@នABសស�Wកជ�cយន�ង  ក�ទទc-បននRវកស�3ត  ននសបក@Fម�bញទប ផតទ*ហ*  
ប� 3មណននក�-ក@មនF*នcនមក�នម��ង ។ កb5ងក�ណ� ម2Cងមទ�តអbកសគប@សគង Marketing  អFមធ/�ក�សមស�FF3ត7 មដយ 
ឈ�ម-�យ5ទ�សសស7 ក*ណត@នABក3ត¥ន5ភពស*ម+អត3A3ជន  ផK-មនក�ចប@អ��Jណ8ម-�គ5ណភព  សបក�មនQប� 3មណ 
ននក�-ក@មនF*នcនAយF5Q មប�មសប�បមធ�បន�ងយ5ទ�សសស7នABសស�Wក ប!5ផន7សមស�FបននRវកស�3តសបក@F*មណញខªស@ ។

អbកសគប@សគងម!ឃ�ធ�ង សតkវផតជcបជ�cយអbក-ក@ភbក@ង� មK��L�ព3ន3តPម��-ថ មត�មគសតkវម¢B�យតបa!ងjF*មពQ
ក�Jវ 3ធ�  ។ មគសតkវព3ន3តPម��-2ងផK� ថមត�អត3A3ជនមនឥ� 3aបAផបបjF*មពQ 2-3ត2-�បស@សកW�ហY5ន មសកយមព- 
មធ/�យ5ទ�នក�2Eយពណ3 ជzក�J ។

ជក�ព3តjស@បញsសសវសជវម!ឃ�ធ�ង ផK-ម-�កម��ងមnទ�មនQគ& សTន@ផតជឧទហ�ណ8ននសបមyទបញsផK-
សតkវសសវសជវ�cយF*នcន  ផK-ម-�កម��ងព�បញs�បស@អbកសគប@សគងម!ឃ�ធ�ង  ។មនបញsជមសF�នមទ�ត  អFសតkវបនមគ 
ក*ណត@មទQប�ជa!ងjក�មដយបញsផK-មគបនក*ណត@គ&  ជពកPគនB&Q  មហ�យបញsទ*ងមនQអFក*ណត@ ត��យx  
ក�ស3កEជ�cយអbកសគប@សគងម!ឃ�ធ�ង  ។  អbកសគប@សគងម!ឃ�ធ�ង  សតkវផតមនទសCនxF�ស@លស@ F*មពQអនគត  
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ននសកW�ហY5ន  ថមត�សតkវមK��ម,ត�2BRវj ផK-អFឲPសកW�ហY5នអFឈ�មជ�ងបន� �ងម*កb5ងទ�2E�។  ទ*ងអbកសសវសជវ 
ន3ងអbកសគប@សគងម!ឃ�ធ�ង  សតkវផតមនក�ឯកភពTb ម,ម-�បញsផK-ម!ឃ�ធ�ង  សតkវសសវសជវ�5នមព-គមសមងអF 
K*មណ� �ក�បន7មទ�ត សបកបមដយសបស3ទ�ភព។
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ម�ម��នទ� ៣
ករវភទ�ផ;រងគX�គ��	 ន,ងឥរ�YបថអBកទ,ញ
ANALYSING CONSUMER MARKET and BUYER BEHAVIOR

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.

I. ជ|ឥទp�ព ង �សកម�ភពទ�ញឥរ�]បថអIកទ�ញ (Influencing Buyer Behavior )
ឥ� 3aបA�បស@អbកទ3ញផតងផតទទc-�ង នRវឥទ�3ព-ននកត7�បLធ��សង\�ប5គ\- ន3ងកត7F3ត7សសស7 ។

១.១ កតDវX�ធមv (Cultural Factors)
�c�មនវបLធ��  វបLធ���ង  ន3ងថbក@ននសង\�ផK-មនស�xស*ខន@  F*មពQឥ� 3បAននក�ទ3ញ ។ វបLធ�� 

គ&ស*ម+ម,ម-�ជ*មនu ឥ� 3aបAF*នង@F*ណR-F3ត7 ន3ង�មប�បននក�មធ/�ក�ង�ផK-ប5គ\-មbកមន។ មnកb5ងវបLធ��ន��cយៗ 
គ&ផតងផតមនបងNប@នRវ  វបLធ���ង ផK-បងsញព�អត7សញ�ណ  ឬ�មប�បទ*នក@ទ*នងកb5ងសង\��បស@សមជ3កមbក@ៗ ផK-  
សq3តមnវបLធ��មនQ ។  អត7សញ�ណ  ឬ�មប�បទ*នក@ទ*នងកb5ងសង\��បស@សមជ3កទ*មនQ  សតkវបនក*ណត@ ម,ត�កត7 
ជមសF�នKRFជ ជនជត3  ត*បន@�ស@មn សកW�ជត3សសន8  ឬសសន ន3ងត*បន@yR�3សសស7។ F*ផណកឯ ថbក@សង\� វ 3ញ 
គ&ស*ម+ម,ម-�សកW��ន5សCផK-សq3តមnកb5ងថbក@  ននសង\�មនQគ&¢B5Qបញ�*ងព�សបក@F*ណR-  ក�ស3កEអប@�*�5ខង� ន3ង 
កផនBង�ស@មn�បស@សមជ3កមbក@ៗ ។

ប5គ\-ផK-សq3តមnកb5ង  ថbក@ននសង\�ខ5សTb គ&មនក�ខ5សTbម,ត�-កwណxស*ម-�កប*ពក@ក�ន3aយ 
F*ណង@F*ណR-F3ត7 ន3ង-កwណxម2Cងៗមទ�ត។

តcម-ខ ៣.១: បងsញព�ឥ� 3aបA ន3ងF� 3ក-កwណx�បស@អbកទ3ញ(Model of buyer behavior) 
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Marketing
Stimuli

-Product
-Price
-Placement
-Promotion

Other
Stimuli

-Economic
-Technological
-Political
-Cultural

Buyer’s
Characteristies
-Cultural
-Social
-Personal
-Psychological

Buyer’s Decision
Process

-Problem recognition
-Information search
-Evaluation of
 altematives
-Purchase decision
-Post purchase
 behavior
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១.២ កតD�ង�ម (Sociat Factors)
ឥ� 3aបងអbកមសប�សបស@ក8ទទc-ឥទ�3ព- ននកត7សង\�2ងផK�។ កត7ទ*ងមនQ�c�មនx សកW� 27-@មaប-@ សគlស� 

តcនទ� ន3ងថនxកb5ងសង\�។
ក. សកW�មaប-@ 
ស*ម+ម,ម-�សកW�ទ*ងឡយផK-ជQឥទ�3ព-មដយផh-@  ឬមដយសបមa-ម,ម-�ឥ� 3aបង  ន3ងអកបLក3� 3a 

�បស@អbកមសប�សបស@។  សកW�27-@មaប-@ទ*ងមនQ�c�មន  �3ត7yក73  អbកជ3តខង  ន3ងអbក�c�ក�ង�។ សគlស�  ស*ម+ម,ម-� 
ឪព5កម7យបងប¦Rន មកJងៗ ន3ងសF@ញត3ទ*ងអស@ ។

ខ. តcនទ� ន3ងថនxកb5ងសង\� 
សqនភព�បស@ប5គ\-មbក@ៗមnកb5ងសកW�  ឬអង\ក�សតkវបនក*ណត@ម,ត�តcនទ�  ន3ងថនx�បស@ប5គ\-មនQ។ 

តcនទ� ន3ងថនxគ& ជQឥទ�3ព-ម,ម-�ឥ� 3aបA�បស@អbកមសប�សបស@ ។
អbកសគប@សគងសកW�ហY5នផតងផតមសជ�សម� �សថbក@ទ��cយ  ឬថbក@ជ*នញកb5ងក�មធ/�K*មណ� �ត�2BRវអកស  មហ�យមសជ�ស  

ម� �សក�សbក@មnកb5ងសj:T�ផNយសប* ។ អត3A3ជនសកW�មនQទ3ញ2-3ត2- ផK-មនម�JQ-L�ៗ  មដយមហត5ថពcកមគ
សq3តមnកb5ងសកW�ផK-មនទcនទ� ន3ងAនxខªស@។
១.៣ កតDប��ល (Personal Factors)

F� 3ក-កwណx  ឬអកបLក3� 3aប5គ\-ផតងផតជQឥទ�3ព-ម,ម-�ក�សមស�FF3ត7ទ3ញ។  F� 3ក-កwណxទ*ងមនQ�c� 
មន  អយ5  ន3ងប*ផ�ប*�c-វយ̂មnកb5ងសគlស�  �5ខង�  សqនភពមសK:ក3F� �FនបAជ�វ 3ត  ប5គ\-3ក-កwណx ន3ង  
ទសCនxយ-@មឃ�ញ។

ក.  អយ5  ន3ងប*ផ�ប*�c-វយ̂មnកb5ងសគlស�x  អយ5�បស@អbកទ3ញផតងផតជQឥទ�3ព-ម,ម-� ក�សមស�FF3ត7�បស@ពcក 
មគ។ ក-មnមកJងវយ̂ពcកមគញ5 *អហ�ត3FតcF K-@មព-មពញវយ̂ជ*ទង@ពcកមគញ5 *អហ�មសF�នសបមyទ មហ�យមnមព-FR- 
K-@វយ̂F*jស@ពcកមគ  ញ5 *អហ�ម,ត��បបក*ណត@  ឬម,ត�ក�មសជ�សម� �សជព3មសស ។ បផស�បស�l-វយ̂�បស@អbក 
ទ3ញ ក�ជQឥទ�3ព-ម,ម-�ប� 3មណមសប�សបស@ 2-3ត2-�បស@ពcកមគផK� ។ 

តcម-ខ  ៣.២ បងsញព�ប*ផ�ប*�c-វយ̂មnកb5ងសគlស�  ផK-មនសប*K*jក@ក-ទក@ទងន�ង  សqនភពមសK:ក3F� 
ន3ងF*នង@F*ណR-F3ត7ម,ម-�2-3ត2-ននសកW�ន��cយៗ។ អbកម!ឃ�ធ�ងផតងផតមសជ�សម� �ស F*ផណក ទ�2E�មT-ម+មផ7តម, 
ម-�សកW�ខ5សៗTbននវយ̂មnកb5ងសគlស� ។

ខ. �5ខង� ន3ងសqនភពមសK:ក3F�
�5ខង�  ឬតcនទ��បស@អត3A3ជនមbក@ៗគ&  ជQឥទ�3ព-ម,ម-�ទសតមសប�សបស@�បស@ពcកមគ។  អbកមធ/�ក�មnកb5ង 

ក� 3a-̂យផតងផតទ3ញសកវ!ត@ក  ទ3ញស*ម-�កប*ពក@  ន3ងផសLកមជ�ងសសមប@មធ/�ក�មnក� 3a-̂យ  ន3ងអហ�កញ�ប@ ។
F*ផណកអbកសគប@សគងសកW�ហY5នវ 3ញន�ងទ3ញស*ម-�កប*ពក@ធ*ផK-មនតន�B ន3ងទ3ញស*ប5សតយន7មហQថbក@ជ*នcយ  ឬថbក@  
ទ��cយ ។ សបក@F*ណR- សបក@សនC* សទពPស�Lត73 ប*ណ5- -ទ�ភពខ��ប*ណ5-គ&ជ កត7មសK:ក3F�ផK-ជQឥទ�3ព-a!ងខB*ង
ម,ម-�ក�មសជ�សម� �ស2-3ត2-�បស@អត3A3ជន ។

កb5ងក�ណ� ផK-សqនភពមសK:ក3F�បងsញព� ក�ធBក@F5QមនQអbកទ�2E�សតkវផតព3ច�jម��ងវ 3ញ   អ*ព�យ5ទ�សសស7
ននក�មធ/�2-3ត2- ក�ក*ណត@សqនភព2-3ត2-មnម-�ទ�2E� ន3ងក�ក*នត@នAB2-3ត2-ម��ងវ 3ញ  មK��L�ក5*ឲPប!Qព-@
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អតqសបមaជន8�បស@អត3A3ជនមT-ម+មដយមហត5ថ មសK:ក3F�ធBក@F5Qន�ងន*ឲPសបក@F*ណR-�បស@អត3A3ជនធBក@FRQមហ�យ
ពcកមគន�ងកត@បនqយ អសតមសប�សបស@2-3ត2-ងកម, �កទ3ញ2-3ត2-ផK-មនតន�Bទប កb5ងក�ណ�  ផK-សកW�ហY5ន 
�3នបនផBស@ប7R�យ5ទ�សសស7ទ*ងអស@ខងម-� ។

 តcម-ខ ៣.២: បងsញព�ប*ផ�ប*�c-វយ̂មnកb5ងសគlស� (Stages in Family Life Cycle)

គ.  �FនបAជ�វ 3ត ឬ�មប�ប�ស@មnx គ&ស*ម+ម,ម-��មប�ប�ស@មnសបច*នAÊ�បស@�ន5សCមbក@ៗ។ សក�JភពF*jប@ 
អ��Jណ8  ន3ងទសCនx�បស@ប5គ\-មbក@ៗគ&  ¢B5Qបញ�*ងអ*ព��មប�ប�ស@មn�បស@ពcកមគ។  �មប�ប�ស@មnមនQទក@ទងន�ងក� 
មសប�សបស@  2-3ត2-  ផK-អbកសសវសជវទ�2E�ស3កEផស/ងយ-@  ព�ទ*នក@ទ*នង�វង 2-3ត2-ន3ង�មប�ប�ស@មn 
មហ�យផបងផFក  អត3A3ជនមT-ម+ម,ត�-កwណx  នន�មប�ប�ស@មnទ*ងមនQ  ។  ឧទហ�ណ8  ក�ស3កEម,ម-�ក� 
វ 3ភគអ*ព��មប�ប�ស@មn �cយបនបងsញព��ន5សCសបWស  ជទRម,ផK-មនអយ5ចប@ព�៣៥�b*  ម��ងម,FR-F3ត7ន�ង 
F*jយមព-មវលមសF�ន ម,ម-�ក�ឡ ន3ងជ�cយសកW�សគlស�។

ឃ. ប5គ\-3ក-កwណx ន3ងទសCនxផh-@ខBcនx  ប5គ\-3ក-កwណx ន3ងទសCនxផh-@ខBcន�បស@ប5គ\-មbក@ៗផតងផតជQ 
ឥទ�3ព-ម,ម-�ច� 3ក-កwណx  ននក�ទ3ញ�បស@ប5គ\-ទ*ងមនQ។ ប5គ\--កwណxគ&  ស*ម+ម,ម-�-កwណxខBQ  ននប5គ\- 
ផK-ស*ផKងមFញមនKRFជ ជ*មនuផh-@ខBcន ក�ជQឥទ�3ព- ភពម�ស@ក� ក�ក�ព�ខBcន ន3ងក�បនE* ឬក�ទទc-យក។ 
ប5គ\-3ក-កwណxគ&ជ -កwណxប5គ\-ផK-មនស�xសបមaជន8  សសមប@អbកម!ឃ�ធ�ងកb5ងក�វ 3ភគម,ម-��មប�បនន ក�  
មសជ�សម� �សម�JQ ឬម!ក2-3ត2-j ផK-ម¢B�យតប ឬសសបម,ត�ប5គ\-3ក-កwណx�បស@ពcកមគ ។ F*ផណកឯទសCនx
ផh-@ខBcនគ&  ស*ម+ម,ម-��មប�បផK-ប5គ\-មbក@ៗបមញ�ញទសCនx  ឬFR-F3ត7បមញ�ញទសCនxអ*ព�ខBcនឯង  ន3ង�មប�បផK- 
ប5គ\-ទ*ងមនQគ3តអ*ព�  អbកKនទបមញ�ញទសCនx  ឬវយតន�Bម,ម-�ខBcន។  អbកទ�2E�បនមធ/�ក�ទសCន8ទយ អ*ព�ក*� 3ត  
សបត3ក�J�បស@អbកមសប�សបស@ម,ន�ងម�JQ  ឬម!កនន2-3ត2-j�cយមដយមធ/�ក�វ 3ភគម, ម,ម-� ទសCនxផh-@ខBcន  
�បស@អbកមសប�សបស@ទ*ងមនQ។
១.៤ កតDច,តDសស�D(Psychological Factors)
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Philip Kotler, 2003
1- Bachelor stage: young, single, few financial problems, buy: basic home equipment, furniture, car,
 games, vacations.
2- Newly marr ied  coup les: young, no children, highest purchase rat, buy durable products: cars,
 appliances, furniture, houses, vacations.
3- Ful l  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- Sol ita ry survivor: retired, income still good, cut income, buy: medical products, need security.
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កត7F3ត7សសស7 ក�ជQឥទ�3ព-ម,ម-�ក�សមស�FF3ត7ទ3ញ�បស@អត3A3ជនមbក@ៗ2ងផK�។  កត7ទ*ងមនQ�c�មនx 
ក�ជ*�5ញ ក�បកសសយ ក�យ-@K�ង ជ*មនu ន3ងឥ� 3aបA។ (Psychological Factors  A person’s purchase decisions 
are also influenced by four psychological factors: motivation, perception, learning, and beliefs and attitudes.)

ក. ក�ជ*�5ញx  �ន5សCមbក@ៗមនតស�kវក�មសF�ន មហ�យតស�kវក�ទ*ងមនQផសបសបl-ម,ត�មព-មវល តស�kវក�ខBQ 
ជតស�kវក� ជ�វសសស7ផK-មក�តម��ង មដយកមB*ងជ*�5ញខងF3ត7សសស7KRFជ ក�ឃBន មសសក ឬភពព3បកកb5ងខBcន ។

តស�kវក�ខBQមទ�តជតស�kវក�F3ត7សសស7ផK-មក�តម��ងមដយកមB*ងជ*�5ញខងF3ត7សសស7KRFជ តស�kវក�ឲPមន  
ក�ទទc-ស\-@ក�មT�ព  ឬក�Jស3ទ�ផh-@ខBcន។  ទសCនវ 3ទRជមសF�នបនបមងN�តនRវសទ�ស7�ម2CងៗTb ស7�ព�ក�ជ*�5ញតស�kវក� 
�បស@�ន5សC។ KRFជសទ�ស7��បស@ទសCនវ 3ទR Abraham Maslow  គ&ជសទ�ស7��cយកb5ងF*មj�សទ�ស7�ផK--L�ៗ  ន3ងមនមគ 
ទទc-ស\-@មសF�ន ។ Maslow បនបងsញថមហត5អ/�បនជតស�kវក��បស@�ន5សC ផតងផតផសបសបl-ម,ត�មព-មវលមហត5
អ/�បនជ�ន5សCមbក@ៗF*jយមព-មវល ន3ងថ�ព-�បស@ពcកមគ  មផ7តម,ម-�ស5វតq3ភពផh-@ខBcន។ មដយមaង  
ម,ត�សទ�ស7��បស@ Maslow  បនបងsញព�តស�kវក��បស@�ន5សCមbក@ៗមក�តម��ង  ន3ងផសបសបl-ម,ត�-*ដប@ថbក@ 
ន3ងស�xស*ខន@  គ&ចប@ព�តស�kវក�ជ�វសសស7 ឬតស�kវក�ច*បF@  តស�kវក�ស5វត73ភព  តស�kវក�សង\� តស�kវក�ឲPមន  
ក�មT�ព ន3ងតស�kវក�ផh-@ខBcន ឬតស�kវក�ប*មពញខBcនឯង (ម��- តcម-ខ ៣.៣) ។ 

ខ. ក�បកសសយx ត�ក�ពនP-@�បស@ Quester(1998) ក�បកសសយគ& ស*ម+ម-��មប�បផK-អត3A3ជនមbក@ៗ 
ន3ងបកសសយពត�មន  ផK-មក�តម��ងមnជ5*វ 3ញខBcនKRFជ ក�បកសសយពត�មនននក�2Eយពណ3 ជzក�J អត3A3ជន  
មbក@ៗ27-@នRវក�យ-@K�ងខ5សៗTbអ*ព� ក�2Eយពណ3 ជzក�JផK-ពcកមគបនមឃ�ញ។

គ.  ក�យ-@K�ងx  មដយមaងម,ត�ក�អQអង�បស@មលក Philip  Kotler  ក�យ-@K�ងគ&  មនទ*នក@ទ*នង 
ជ�cយន�ងក� ផBស@ប7R�ឥ� 3aបA�បស@ប5គ\-មbក@ៗ ផK-មក�តមFញព� បទព�មសធន8 ឬអ/�ផK-ពcកមគបន¢Bងកត@ ។ មលក 
Kotler បន មធ/�ក�សនb3ដ:នថ ជ�c�ថមnមព-ផK-អត3A3ជនមbក@ទ3ញក5*ពPRទ̂�KRFជ ទ3ញក5*ពPRទ̂�ម!ក IBM មហ�យបនhប@ 
ព�បន¢Bងកត@ក�មសប�សបស@ក5*ពPRទ̂�មនQ�ក អត3A3ជនមនQមនក�មពញF3ត7ម,ន�ងគ5ណភព�បស@វ។
មសកយ�កអត3A3ជនKផK-មនQមនប*ណងFង@ទ3ញម!ស5�ន Printer  Tត@ក�សមស�Fមសជ�សម!ស5�ន Printer  ម!ក IBM 
មដយ�3នច*បF@ព3ច�jមសF�នមសពQTត@បនK�ងព�គ5ណភព Computer  �បស@  IBM  ន3ងមធ/�ក�សនb3ដ:នថ IBM 
ក�2-3តម!ស5�ន Printer  -¦KRFTb ។  KRFមនQមយ�ងមឃ�ញថក�មសជ�សម� �សយកម!ក IBM  គ&មដយស�ផតអត3A3ជនបន 
ស\-@ ន3ង¢Bងកត@ក�មសប�សបស@2-3ត2-មនQ ។

ឃ.  ឥ� 3aបA  ន3ងជ*មនux  ឥ� 3aបA�បស@អត3A3ជនគ&  ស*ម+ម,ម-�ក�ផK-អត3A3ជន  FR-F3ត7 ឬ�3នFR-F3ត7 
អ/��cយ។ ឥ� 3aបA មនQវជQឥទ�3ព-ម,ម-�ក�សមស�FF3ត7ទ3ញ�បស@អត3A3ជនមbក@ៗ។ ឧទហ�ណ8មnមព-ផK-សស7�ទ*ង 
ឡយចប@ម27��ផBស@ប7R�ឥ� 3aបAមដយឈប@មK��ទ3ញមទ�តមដយមហត5ថសបWសៗ បនវយតន�Bក�មK��ទ3ញមនQ គ& ក�ង�  
ក*ប53Fក*ប!5ក�បស@ សស7�ៗ ។ ក�ផBស@ប7R�មនQជ*�5ញឲPអbកម!ឃ�ធ�ងសតkវគ3តព��មធ¥បយAJ�នន ក�-ក@2-3ត2-មK��L�ម¢B�យតប 
ម,ន�ងឥ� 3aបA�បស@សស7�ៗKRFជ ក�-ក@ត�សបព̂ន�អ5�នA&ផណត ផK-ពcកមគអFទ3ញទ*ន3ញបន  មដយ�3នច*បF@មK�� 
ម,កន@ហង-ក@ ទ*ន3ញ។ 

F*ផណកឯជ*មនu  វ 3ញគ&ស*ម+ម,ម-�ទសCនx�បស@អត3A3ជនមbក@ៗ អ*ព�អ/��cយ ។ ត��យxទសCនxមនQអbកទ�2E�មធ/� 
ក�ប!ន@សJនព�-កwណxឥ� 3aបA�បស@អត3A3ជនប!5ផន7�3នពក@ព̂ន�ម,ន�ងក�FR-F3ត7 ឬ�3នFR-F3ត7�បស@អត3A3ជនមនQ 
ម��យ  ។  ឧទហ�ណ8មnមព-ផK-អbកទ3ញទ*ន3ញទ*ងឡយបនចប@ម27��ផBស@�មប�បទ3ញទ*ន3ញ  ព�ក�ទ3ញរ-@នAÊ�ក 
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ទ3ញ�7ងកb5ង�cសប7 ហ8វ 3ញមនQ  អbកទ�2E�ក�បនម¢B�យតបម,ន�ងឥ� 3aបAមនQមដយបនម��បF*មសវក�J-ក@ឲPបនម-uន 
ន3ងមនភពងយសសl-ជង�5នKRFជ -ក@ត�អ5�នធ&ផណតជមK��។ ត�ក�អQអង�បស@មលក PhilipKotler ស7�ព�ជ*មនu
�បស@អbកមសប�សបស@ម,ម-�ម!កនន2-3ត2-�cយគ& មនឥទ�3ព-ខB*ងKRFជTត@បន�កមឃ�ញថមនអbកមសប�សបស@៦៥%
ផK-FR-F3ត7 Diet Pepsi �បស@សកW�ហY5នប53បស5�គ& មនអbកFR-F3ត7ផត២៣%ប!5មj|Q។ មនQមនន̂យថអត3A3ជនមនជ*មនu
ខB*ងម,ម-�ម�JQ ឬម!កនន2-3ត2-ម2CងៗTb ។ 

 តcម-ខ ៣.៣: សទ�ស7��បស@ Maslow បនបងsញព�តស�kវក��បស@�ន5សCមbក@ៗមក�តម��ង
Example products:

II. ដ)ងណ�រករសងតមចច�តZរបស2អIកទ�ញ (The Buyers’ Buying Decision Process)
អbកទ�2E�ច*បF@សតkវផតស3កEផស/ងយ-@ព�F� 3ក ឬ�មប�បននក�សមស�FF3ត7ទ3ញ �បស@អbកមសប�សបស@ទ*ងអស@ ។ ជ

ព3មសសអbកទ�2E�សតkវផស/ងយ-@ព�ឲPF�ស@ព�អbកjជអbកសមស�FF3ត7ទ�ញ? សបមyទននក�សមស�FF3ត7ទ3ញ?ន3ងK*jក@
២.១ ត�នទ�មនករទ,ញ (Buying Roles)

មទQប�ជមនភពងយសសl-កb5ងក�ក*ណត@ថអbកjជ អbកទ3ញ2-3ត2-មដយមហត5ថប5�ស  ន3ងន� �ទ3ញ 
2-3ត2-ខ5សៗTb ។  ប!5ផន7អbកទ�2E�សតkវផតក*ណត@ឲPF�ស@  ន3ងមដយសបWងសបយ^តbព�ក�សមស�FF3ត7ទ3ញ�បស@អត3A3ជន 
មT-ម+មដយមហត5ថតcនទ�  ននក�ទ3ញផតមនក�ផBស@ប7R�  ។  ខងមសក�មនQបងsញព��5ខង�សប*ខ5សៗTbផK- 
អត3A3ជន ស*ផKងមFញកb5ងក�សមស�FF3ត7ទ3ញx

ក.  អbកម27��គ*ន3ត   គ&ស*ម+ម,ម-�ប5គ\-ផK-27cFម27�� ឬ27-@គ*ន3តម,អbកម2Cងមទ�តឲPទ3ញទ*ន3ញ ឬមសវក�J។
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Self-
Actualization

Needs
Self-fulfillment

Esteen Needs
Status, Respect, Self-Esteem

Affiliation Needs
Friendship, Love, Belonging

Safety Needs
Physical and Financial Security

Physiological Needs
Foods, Water, Rest, Sex, Air

Sport memberships, Greeting

Lock, Insurance, Burglar alam

Flour, Green Beans, Water Supply, 
clothes

Prestige Brands

Vacations, University courses



សកលវ �ទ�ល�យប��លប�យ ម�ខវ �ជ�� ករប���ប�ងទ�ផ�រ

ឧទហ�ណ8ន3សC3តក  អFន�ងគ3តអ*ព�ក�ទ3ញក5*ពPRទ̂��cយមសគuងសសមប@មសប�មn2hQ�បស@Tត@មដយស�ផត-&  �3ត7yក73�c� 
ថbក@ (អbកម27��គ*ន3ត) ន3aយអ*ព�អតqសបមaជន8 ននក5*ពPRទ̂�កb5ងក�ស3កE ។

ខ.  អbកជ*�5ញ  គ&អbកផK-27-@មaប-@  ឬក�ផណន*មហ�យមនឥទ�3ព-ម,ម-�ក�សមស�FF3ត7ទ3ញ។  ន3សC3តក 
�3នអFទ3ញក5*ពPRទ̂�បនមទ មប�TJនបងសស�ធ* (អbកជ*�5ញ) �បស@ខBcនជcយជ*�5ញ ឪព5កម7យឲPសមស�FF3ត7ទ3ញ ។

គ.  អbកសមស�FF3ត7 អbកផK-សមស�FF3ត7កb5ងក�ទ3ញ  ។  កb5ងក�ណ� ន3សC3ត  ក  ខងម-�ឪព5កម7យ (អbកសមស�F 
F3ត7) ជអbក ផK-មនឥទ�3ព-កb5ងក�សមស�FF3ត7ទ3ញក5*ពPRទ̂� ។

ឃ.  អbកទ3ញ  គ&ស*ម+ម,ម-�អbកផK-ទ3ញ2-3ត2-ព3តសបកK  ។  កb5ងក�ណ� មនQន3សC3ត ក  បងសស��បស@មគ 
ឪព5កម7យ�បស@មគ ស5ទ�ផតអFជអbកទ3ញ ។

ង. អbកមសប�សបស@x  គ&ស*ម+ម-�អbកផK-មសប�2-3ត2- ឬមសវក�Jមដយផh-@ ។ ន3សC3ត ក គ&ជអbកមសប�សបស@ ។
២.២ ឥរ�Yបថមនករទ,ញ (Buying Behavior)

ក�សមស�FF3ត7ទ3ញគ& ផBស@ប7R�ម,ត�សបមyទម2CងៗTbននក�ទ3ញ ។ KRFជក�សមស�FF3ត7ទ3ញទ�កស5ទ� ទ�កអប@  
បញ@ខBcន  ផសLកមជ�ង  ក�Jវ 3ធ�ស3កEមnសក-វ 3ទ¥-̂យ  ក5*ពPRទ̂�  ន3ង�Aយន7 គ&មនក�ខ5សTbសស�Q ។ F*មពQ  
2-3ត2-ផK-សJ5សគសJញ  ន3ងមនតន�Bខªស@គ&ទ�ទ�ឲPអbកទ3ញ  ន3ងអbកFR-�c�កb5ងK*មណ� �ក�ទ3ញកន@ផតមនF*នcន 
មសF�ន  ។  មដយមaងម,ត�កស�3តខ5សTbនន2-3ត2-ម,ត�  ម�JQឬម!ក មលក Henry  Assael  បនផបងផFក 
ឥ� 3aបAទ3ញ ឬសក�Jភពទ3ញ �បស@អbកមសប�សបស@ជបcនសបមyទខ5សៗTb (ម��-តcម-ខ៣-៤) : 

ក. ឥ� 3aបAទ3ញផK-មន-កwណxសJ5សគសJញ 
ឥ� 3aបAផបបមនQ  គ&ផស7ងមFញមnមព-ផK-អbកទ3ញ¢Bងកត@K*jក@ក-  ប�  ននK*មណ� �ក�សមស�FF3ត7�បស@ 

ពcកមគ។ ទ��cយ-គ&ក�បមងN�តទ*ន5កF3ត7អ*ព�2-3ត2-។ ទ�ព��-គ&ក�ផស7ងមFញឥ� 3aបA អ*ព�  2-3ត2-KRFជ ក�ស*ផKង 
ក�FR-F3ត7 ឬ�3នFR-F3ត72-3ត2- ន3ងទ�ប�-គ&ក�គ3តអ*ព�ជ*ម� �ស2-3ត2-។ អbកទ3ញ ឬអbកមសប�សបស@ផK-ពក@ព̂ន�ន�ង 
សក�Jភពទ3ញសJ5សគសJញផបបមនQ  គ&មnមព-ផK-ពcកមគគ3តថ ក�ទ3ញ�បស@ពcកមផ7ត  ស�xស*ខន@ម,ម-�ក�ខ5សTb 
�វងម�JQ ឬម!ក2-3ត2-មហ�យ2-3ត2-មនQមទ�តមសតគ& មនតន�Bខªស@�3នផ�នជ 2-3ត2-ផK-ទ3ញ ញ�កញប@ 
ន3ងមនក�សបA5យសបថនមសF�នខងហ3�ញ�វតq5KRFជ �Aយន7ជមK��។  អbកទ32E�សតkវយ-@  ឲPបនF�ស@អ*ព� ឥ� 3aបA  
�បស@អbកមសប�សបស@កb5ងក�ផស/ង�កព̂ត�មន ន3ងវយតន�Bព̂ត�មនអ*ព�2-3ត2-។  អbកទ�2E�សតkវបមងN�តយ5ទ�សសស7 ផK- 
អFជcយK-@អត3A3ជនកb5ងក�យ-@K�ងអ*ព�អតqសបមaជន8 ន3ងស�xស*ខន@នន2-3ត2-មហ�យ ភzប@F*jប@អ��Jណ8�បស@ 
ពcកមគម,ន�ងមក�7�ម�JQ�បស@សកW�ហY5ន។  អbកទ�2E�អFមសប��Rបភព2Cព/2Eយ2-3ត2-  ជ�មធ¥បយកb5ងក�ពនP-@ 
អត3A3ជនព�អតqសបមaជន8នន2-3ត2-  ន3ងម-�កទ�កF3ត7K-@ប5គ\-3ក-ក@  ន3ងប5គ\-ម2Cងៗមទ�តផK-អត3A3ជនស\-@ 
ឲPជcយជ*�5ញពcកមគកb5ង ក�មសជ�សម� �ស2-3ត2-F5ងមសកយ ។

ខ. ឥ� 3aបAននក�ទ3ញផK-�3នពក@ព̂ន�ន�ងម�JQឬម!ក2-3ត2-
ក�ណ� មនQអbកទ3ញពក@ព̂ន�ខB*ងម,ន�ង  ក�ទ3ញ  2-3ត2-ផK-មនតន�B ន3ងក�សបA5យសបថនខªស@ ន3ងជ  

2-3ត2-ផK-�3នទ3ញញ�កញប@  ប!5ផន7�3នចប@អ��Jណ8ម, ន�ង  ក�ខ5សTbននម�JQ  ឬម!ក2-3ត2-ជស*ខន@មទ។ 
អត3A3ជនសបមyទមនQមសF�នមK��ម��-ទ*ន3ញទRម, ន3ងផស/ង�កម��- ថមត�មនទ*ន3ញអ/�ខBQផK-ពcកមគអFទ3ញ ។ មប�ស3នជ 
ពcកមគ�កមឃ�ញថគ5ណភព2-3ត2-ខ5សTbម,ត�ម!កម2CងៗTb  មព-មនQពcកមគមសជ�សម� �សយក2-3ត2-ផK- 
មនតន�Bខªស@ផត មប�មគ�កមឃ�ញថម!ក2-3ត2-�3នផ�នជ   កត7ស*ខន@កb5ង ក�ក*ណត@គ5ណភពមព-មនQពcកមគន�ង 
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ទ3ញ2-3ត2-ផK-មនតន�Bសបកcតសបផជង  ឬមផ7តម,ម-�ក�ទ3ញផK-មនមសវក�Jងយសសl-។  អbកទ�2E�សតkវមផ7ត 
យ5ទ�សសស72Cព/2Eយ�បស@ខBcនម,ម-�ក�វយតន�B ន3ងជ*មនuផK-  មធ/�ឲPអbកមសប�សបស@មពញF3ត7ម,ន�ងក�មសជ�សម� �សម!ក 
2-3ត2- ។

គ. ឥ� 3aបAននក�ទ3ញត�ទ*លប@
ក�ណ� មនQអត3A3ជន�3នពក@ព̂ន�ខB*ងន�ង  ក�ទ3ញផK-មនក�សបA5យសបថន  ន3ងទ*នក@ទ*នងជ�cយម!ក 

2-3ត2-កb5ងកស�3តខªស@មនQមទ ។  វងយKRFជ ក�ទ3ញអ*ប3-អញz�ងគ& អbកទ3ញ�3នពក@ព̂ន�ន�ងសបមyទ2-3ត2-មទ។ 
ពcកមគសTន@ផតFR-ម,កb5ងហង-ក@  ន3ងទ3ញ2-3ត2-ផK-ពcកមគមឃ�ញ។  ពcកមគអFន�ងទ3ញសបមyទ2-3ត2-  ផK- 
ពcកមគទ*លប@ទ3ញជសបច*  មដយ�3នមនyក7�ភពខB*ងម,ម-�ម!ក  នន2-3ត2-j�cយមទ។  KRមFbQអbកមសប�សបស@មន 
ក�ពក@ព̂ន�កស�3តទបម,ន�ង2-3ត2-ផK-មគទ3ញញ�កញប@  ន3ងមនតន�Bទប។  អbកមសប�សបស@�3នបនសសវសជវព̂ត� 
មន ឬវយតន�Bម,ម-�ច� 3ក-កwណx ឬមធ/�ក�សមស�FF3ត7អ/�ម��យពcកមគ� �តផត�3នវយតន�Bម,ម-� ជ*ម� �សនន ក�ទ3ញ�បស@ 
ពcកមគមnមសកយមព-ទ3ញ2-3ត2-។  ក�មសប�យ5ទ�សសស7នAB ន3ងក�Jវ 3ធ�ម-�កទ�កF3ត7ម2Cងៗ  គ&មនសបស3ទ�ភពកb5ងក� 
ជ*�5ញឲPសក-Lង2-3ត2-។  អbកទ�2E�គc�មសប�យ5ទ�សសស7ម!ឃ�ធ�ងទ*ងបcនមK��L�ជ*�5ញ  កស�3ត  ពក@ព̂ន�ន�ង2-3ត2- 
ព�កស�3តទបម,កស�3តខªស@  ។ ទ��cយ-  ភzប@អតqសបមaជន82-3ត2-ម,ន�ងបញsខBQKRFជ 2-3ត2-មធ/�ឲPមធJញ ស ។  
ទ�ព��-  ភzប@2-3ត2-ម,ន�ងបញsផh-@ខBcនខBQKRFជ 2Eយពណ3 ជzក�J 2-3ត2-កមហ/ សព�កសព-��មnមព-ផK- 
អត3A3ជនFង@ប*បត@ភពងង5យមKក។  ទ�ប�-  បមងN�តក�2Eយពណ3 ជzក�J�cយ  មK��L�ទញF*jប@  អ��Jណ8មផ7តម,ម-� 
អតqសបមaជន8  ឬតន�Bផh-@ខBcន ។ ទ�បcន -បផនq�អតqសបមaជន8ខBQម,ម-�2-3ត2-KRFជ បងsញព�មyសជzxផK-មន 
វ �ត��នមសF�នសបមyទ។

តcម-ខ៣.៤: សបមyទទ*ងបcនននឥ� 3aបAកb5ងក�ទ3ញ (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 

ឃ. ឥ� 3aបAននក�ទ3ញមដយមផ7តម-�ម!កម2CងៗTbx
មnកb5ងសqនភពននក�ទ3ញខBQកស�3តពក@ព̂ន�ន�ងក�ទ3ញ ឬក�សបA5យសបថនមនកស�3តទប ប!5ផន7ភពខ5សTbនន

ម!ក2-3ត2-គ&  មនស�xស*ខន@jស@។  អbកទ3ញជម�uយៗផតងផតផBស@ប7R�ម!ក2-3ត2-។  KRFជក�ទ3ញន*កញ�ប@ 
អbកទ3ញ�3នបនគ3តមសF�នអ*ព� ក�វយតន�Bម!ក2-3ត2-មនQមទ ប!5ផន7ពcកមគវយតន�Bម!ក2-3ត2-មnមព-ផK-ពcកមគ
មសប�សបស@2-3ត2-មនQ។

ក�ផBស@ប7R�ម!ក2-3ត2-ន�ងអFមក�តម��ង    មnមព-ទ3ញ2-3ត2-ម-�កមសកយ    គ&អសស̂យន�ងសបមyទ 
2-3ត2-ផK-មនជជងកស�3តនន ក��3នមពញF3ត7ម,ម-�2-3ត2- ។ អbកសគប@សគងទ�2E�ននសកW�ហY5នផK-ន*�5ខមគ 
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គc�ផតមផ7តម,ម-�ក�ផA�កEស75ក2-3ត2-ឲPបនសគប@សTន@សសមប@ដក@-ក@  ន3ងមធ/�ក�2Eយពណ3 ជzក�J�*-�កអត3A3ជន 
អ*ព�2-3ត2-ផK-ពcកមគបនមសប�សបស@  ។  F*ផណកឯអbកសគប@សគងទ�2E�ននសកW�ហY5នតRFៗគc�ផតមផ7តម,ម-�យ5ទ�សសស7 
ជ*�5ញក�-ក@ខBQKRFជ ក�បញ�5 QនAB ក�បញ�5 Qទប�យxមព-ខB�  ក�27-@ប̂ណ|សនC*ក�ទ3ញ ក�27-@2-3ត2-គ*�Rសសមប@ 
សក-Lង ន3ងក�2Eយពណ3 ជzក�J27-@ពត�មនមK��L�ទក@ទញអត3A3ជនឲPសក-Lង2-3ត2-AJ�។
III. ដ)ណក2ក មនករសងតមចច�តZទ�ញ (Stages fo The Buying Decision Process)

ជទRម,អbកទ3ញផតងផត¢Bងកត@K*jក@ក-សប*កb5ងក�សមស�FF3ត7ទ3ញ2-3ត2-។  K*jក@ក-ទ*ងមនQ�c� 
មនx ១-ក�ទទc-ស\-@បញs ២-ក�ផស/ង�កពត�មន ៣-ក�វយតន�Bជ*ម� �ស ៤-  ក�សមស�FF3ត7 ទ3ញ  ន3ង ៥-
ឥ� 3aបAមnមសកយមព-ទ3ញ ( ម��-តcម-ខ៣-៥ ) ។
៣.១ ករទទ�លស�ល	បញF(Problem reconition)

K*jក@ក-K*បRងននK*មណ� �ក�ទ3ញគ&  ចប@ម27��ព�ក�ទទc-ស\-@តស�kវក�។  តស�kវក�មនQមក�តមFញ�កព� 
អ��Jណ8ខងកb5ង�បស@អbកទ3ញKRFជ ក�ទទc-អ��Jណ8ថឃBន មសសក ន3ងហត@មនuយ ឬក�មក�តមFញព�កមB*ងជ*�5ញខង 
មស¡KRFជ មឃ�ញក�2Eយពណ3 ជzក�Jមnកb5ងទR�ទសCន8  ។ មnមព-ផK-អbកមសប�សបស@  ទទc-អ��Jណ8ថមនតស�kវក� 
មព-មនQកមB*ងជ*�5ញខងកb5ង�cយមក�តម��ងមK��L�ប*មពញតស�kវក�មនQផK-មយ�ងមÚថMotivation ផK-មនន̂យថ ក� 
ជ*�5ញ  ឬFណង@។  អbកទ�2E�Fង@K�ងថកត7អ/�ផK-ជ*�5ញអbកមសប�សបស@ឲPមនF*ណង@  ឬចប@អ��Jណ8ម,ម-�អ/��cយ។ 
ឧទ�ណ8  KRFជក�មសជ�សម� �សផសLកមជ�ងសសមប@ហត@  ឬម-ងក�ឡអbកទ3ញផតងផតគ3តអ*ព�ក3ត73យស  ន3ងជយ̂ជ*នQ 
ផK-មគអFន�ងទទc-បនព�ក�ពក@ផសLកមជ�ងមនQ។  កត7ទ*ងមនQគ&ជ កមB*ងជ*�5ញផK-ន*ឲP អbកទ3ញមនQសមស�FF3ត7 
មសជ�សម� �សយកផសLកមជ�ងម!ក Mike។  F*ផណកអbកទ3ញម2Cងមសជ�សម� �សយកផសLកមជ�ងម!ក LAG  Gear  មដយមផ7ត 
ម,ម-�កត7ទក@ទញ ន3ងភពងយសសl-។
៣.២ ករស��ងរកព.តvមន (Information Search)

មnមព-ផK-អbកមសប�សបស@បនក*ណត@F�ស@ព�តស�kវក��បស@មគមហ�យមគផតងផតផស/ង�កពត�មនទក@ទងន�ងក�
ប*មពញតស�kវក�មនQ។ ប5គ\-3កមរងFសកមbក@ទទc-អ��Jណ8ថ ខBcនមនតស�kវក�គ&ឃBនអហ�មហ�យក�ចប@ម27��ផស/ង�ក
ពត�មនព�ហងjផK-27-@ប&ហ\& ឬសន@វ 3F�Êញ@ៗផK-អFប*មពញតស�kវក�ឃÛ្B្Ýន�បស@ប5គ\-3កមនQ។

កb5ងក�ប*មពញតស�kវក�មនQក�Jក�  អFន�ងមពញF3ត7 ឬ�3នមពញF3ត7វអសស̂យន�ងបទព3មសធន8�បស@មគកb5ងក� 
ផស/ង�ក ន3ងវ 3ភគពត�មនអ*ព�2-3ត2-ផK-Fង@ទ3ញ។ អbកទ3ញអFទទc-ពត�មនព�សបyពម2CងៗKRFខងមសក�x

តcម-ខ៣.៥: K*jក@ក-ននក�សមស�FF3ត7ទ3ញ (Stages of Consumer Buying Process)
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១-សបyពព̂ត�មនខងកb5ងx សបyពពត�មនមនQភគមសF�នគ&  27-@ពត�មនផK-សq3តមnកb5ងសបព̂ន�Fងច*�បស@អbកទ3ញមn 
មព-ផK-អbកទ3ញមនQធBប@បន¢Bងកត@ក�ទ3ញទ*ន3ញក-ព��5នមហ�យមនក�មពញF3ត7 មព-មនQមគសTន@ផត�*-�កម��ង 
វ 3ញព�ក�Fងច*មនQន�ងទទc-បនពត�មនព�តស�kវក��បស@មគថ មត�តស�kវក�ន�ងសតkវប*មពញមដយវ 3ធ�j។
២-សបyពពត�មនព&សកW�27-@មÞប-@x អត3A3ជនអFន�ងទទc-ពត�មន2-3ត2-ព�សបyពម2Cងៗមទ�តKRFជ ក�ព3ភកE�
ជ�cយ�3ត7yក73សកW�សគlស��3ត7�c�ក�ង� ន3ង�ន5សCម2Cងៗមទ�តមnមព-ផK-ពcកមគសតkវក�ពត�មនទ*ងមនQ។ សបyពពត�  
មនមនQមនឥទ�3ព-ខB*ងកb5ង  ក�ជ*�5ញអbកទ3ញឲPសមស�FF3ត7ទ3ញមដយមហត5ថសបyពមនQគc�ឲPមជu  ន3ងមនទ*ន5កF3ត7 
ខªស@។
៣-សបyពពត�មនម!ឃ�ធ�ងx អbកមសប�សបស@ក�អFទទc-ពត�មនព�អbកម!ឃ�ធ�ងផK-ជព3មសសគ&ពត�មនមន   ផK-2Cព/ 
2Eយត�ទR�ទសCន8  ត�ប5គ\-3ក-ក@  អbក-ក@រយ  ន3ងត��យxក�ដក@ត*ង2-3ត2-  ។  អត3A3ជនអFផស/ង�ក 
ពត�មនទ*ងមនQបនមដយងយ ប!5ផន7ពត�មនទ*ងអស@មនQ�3នស5ទ�ផតអFមជuបនទ*ងអស@មនQមនQ ។
៤-សបyពពត�មនសធ�ណx  សបyពពត�មនទ*ងមនQ�3នទក@ទងជ�cយអbកម!ឃ�ធ�ង  ន3ងអbកមសប�សបស@មទ  ។ សបyពទ*ង 
មនQ�c�មនអតqបទម�uងស7�ព�2-3ត2-  ន3ងអតqសបមaជន8�បស@វ មហ�យផK-F5Q2Eយត�ស�ពត�មនម2Cងៗមដយ 
អង\ក�  ឬភbក@ង�សសវសជវឯករជ  ។  អbកមសប�សបស@សតkវF*jយធនធនខBQមK��L�ផស/ង�កពត�មនទ*ងអស@ ប!5ផន7វជ  
ពត�មនផK-គc�ឲPមជuទ5កF3ត7បន ។
៥-សបyពពត�មនផK-បនព�ក�សក-Lងx  អbកមសប�សបស@អFទទc-ពត�មនអ*ព� 2-3ត2-�cយត��យxក�សក-Lង
2-3ត2-មនQ�5នន�ងទ3ញKRFជ ក�yBក@�សជត3 ក�ហ3តកB3ន ក�កន@ម��- ឬក�ក�សក-Lង ឬមសប�សក ។ មK��L�ទទc-
បនពត�មនព�សបyពទ*ងមនQត�ទ�ឲPអត3A3ជនសតkវមK��ម��-ទ*ន3ញជ�5នស3ន មហ�យពត�មនទ*ងមនQអត3A3ជនអFន�ង
ក*ណត@ព�ក�មសជ�សម� �សម!ក ឬម�JQ2-3ត2-ម2CងៗTbកb5ងក�ប*មពញតស�kវក� ន3ងF*ណង@F*ណR-F3ត7�បស@ពcកមគ ។
៣.៣ ករវយតមម3ជងគម��ផល,តផល (Evaluation of Alternatives)

អត3A3ជនផតងផតមសប�សបស@ពត�មនផK-ទទc-បនព�សបyពម2CងៗមK��L�មធ/�ក�ក*ណត@  ន3ងវយតន�B�មធ¥បយ 
ម2Cងៗកb5ងក�ប*មពញតស�kវក�  ន3ងF*ណង@F*ណR-F3ត7�បស@ពcកមគ។  មnកb5ងK*jក@ក-មនQអត3A3ជនមធ/�ក�ព3ច�j 
ន3ងវយតន�Bម,ម-�-កwណxព3មសស  នន2-3ត2-ន��cយៗ  ន3ងមធ/�ក�មសប�បមធ�បជ�cយន�ងជ*ម� �សម2Cងៗមទ�តមដយ 
មហត5ថ-កwណxព3មសសនន2-3ត2-ខBQមនស�xស*ខន@ ន3ងសបមស�ជង2-3ត2-ម2Cងមទ�ត ។  KRFក�មសជ�សម� �សក�
ស3កEមnសក-វ 3ទ¥-̂យ�cយ អbកស3កEអFន�ងព3ច�jម,ម-�-កwណxព3មសសខBQ  ននសក-វ 3ទ¥-̂យ តន�Bស3កE
ទ*ហ*សក-វ 3ទ¥-̂យ  មក�7�ម�JQសក-វ 3ទ¥-̂យ  ឱកស�កក�ង�មធ/�មសកយមព-បញ�ប@ក�ស3កE ន3ងក�ជcយឧបតq�̄
ផ2bកហ3�ញ�វតq5ម2Cងៗមទ�តផK-សក-វ 3ទ¥-̂យ27-@ឲP។ កb5ងក�វយតន�Bម-�សក-វ 3ទ¥-̂យ�cយ អbកស3កEមផ7តខB*ង
ម,ម-�មក�7�ម�JQននសក-វ 3ទ¥-̂យ ន3ងឱកសផK-អbកស3កEអFន�ង�កក�ង�មធ/�បនមnមព-ផK-បញ�ប@ក�ស3កE។
អbកមសប�សបស@បមងN�តនRវក�វ 3ភគ�cយអ*ព�  ក�មជuជក@ម,ម-�ម�JQ  ឬម!កនន2-3ត2-អសស̂យម,ន�ង-កwណxព3មសស 
នន2-3ត2-ទ*ងមនQ ។

ឧទហ�ណ8KRFជកញ�-�នដ បនក*ណត@នRវ-កw^ណ�មសជ�សម� �សបcនF*ណ5Fកb5ង ក�វយតន�Bម-�ក5*ពPRទ̂�ផK-មន 
ម!កខ5សៗTbបcនគ& A,  B,  C,  ន3ង  D  ។  នងចប@អ��Jណ8ម,ម-�-កwណxព3មសសបRនននក5*ពPទ̂�គ&x  ស�តqភព 
Fងច*ស�តqភពបងsញ�Rបភពទ*ហ* ន3ងទ*ងន@ ន3ងនAB �បស@វKRFមនបងsញមnកb5ង តcម-ខ ៣-៦ ខងមសក� ។ 
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តcម-ខ ៣-៦ បនបងsញអ*ព�ជ*មនu�បស@នងម,ម-�ម!កក5*ពPRទ̂�ន��cយៗមដយឈ�ម-�-កwណxព3មសសទ*ងបcន។ 
សបស3នមប�ក�វយតន�BមនQបងsញថម!ក   ននក5*ពPRទ̂�j�cយមនឥទ�3ព-ខB*ងជងមគ   មដយផ2¦កម-�-កwណxទ*ងបcន 
មនQមយ�ងអFទសCន8ទយថនង-�នដន�ងទ3ញក5*ពPRទ̂�ម!កមនQ។ KRFជ-ទ�2-មnកb5ងតcម-ខ៣-៦ មប�នង-�នដ 
Fង@បនក5*ពPRទ̂� ផK-មនស�តqភពFងច*ខªស@នងន�ងមសជ�សម� �សយកម!ក A  មដយមហត5ថ A  បនទទc-ព3នh5ខªស@ជង 
មគកb5ងកស�3តព3នh5  ផK-ក*ណត@ព�១K-@១០។  ផតមប�នងFង@បនក5*ពPRទ̂�ផK-មនស�តqភពបងsញ�Rបភពខªស@មនQ 
នងន�ងមសជ�សយកម!ក B។

មប�ស3នជមយ�ងK�ងកន@ផតF�ស@អ*ព�  ស�xស*ខន@ផK-នង-�នដ ក*ណត@ម,ម-�-កwណxព3មសសទ*ងបcនមនQ 
មយ�ង� �តផតមនជ*មនuមជuជក@ខªស@កb5ងក�ទសCន8ទយ  ព�ជ*ម� �សនងកb5ងក�សមស�FF3ត7ទ3ញក5*ពPRទ̂�ម!កj�cយ ។ 

ឧទហ�ណ8  នងឲPស�xស*ខន@មសJ�៤០%  ម,ម-�ស�តqភព  ននក�Fងច* ៣០%  ម,ម-�ស�តqភពននក� 
បងsញ�Rបភព២០%  ម,ម-�ទ*ហ*  ន3ងទ*�ង@  ន3ង១០%  ម,ម-�នAB។  KRមFbQមយ�ងអFគណនតន�B ឬអតqសបមaជន8នន 
ក5*ពPRទ̂�ផK-នងទទc-បនមដយសTន@ផតមធ/�2-គ5ណ�វងភគ�យននស�xស*ខន@  ន3ងព3នh5   ផK-27-@ម,ម-�-កwណx 
ព3មសសទ*ងបcន  ន3ងបRក2-គ5ណទ*ងអស@បញ�R -TbមK��L�ទទc-បននRវតន�B ឬអតqសបមaជន8ស�5បននក5*ពPRទ̂�ម!ក 
j�cយ។ ត��យxក�គណនមnកb5ងតរង៣-៦ 

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

៣.៤ ករ�ងគមចច,តDទ,ញ (Purchase Decision)
មសកយមព-វយតន�B  ន3ងព3ច�jម,ម-�-ទ�ភបននជ*ម� �សម2Cងៗ�cFមហ�យអbកមសប�សបស@អFន�ងមធ/�កសមស�F

F3ត7ទ3ញKRFជ ក�សមស�Fម,ម-�2-3ត2-  ទ�កផនBង  ន3ងមព-មវលផK-សតkវទ3ញ  ។  ពcកមគអFន�ងគ3ត2ងផK�ថ 
មត�មគសតkវទR�ទត@ក�ទ3ញមដយវ 3ធ�jមK��L�ឲPបនម-uនមប�ស3នជ2-3ត2-មនQក*ព5ងមធ/�  ក�2Cព/2Eយ-ក@ត��យx
ក�ម-�កទ�កF3ត7។  អត3A3ជនក�អFមបQបង@ក�ទ3ញមnមព-មនQផK�  មប�ស3នជជ*ម� �សននក�ទ3ញទ*ងអស@�3នម¢B�យតបម, 
ន�ងតស�kវក� ន3ងF*ណង@F*ណR-F3ត7�បស@ពcកមគ។

តcម-ខ ៣.៦:  ម!ក@សញ�ផK-អត3A3ជនមជuជក@ (A Consumer’s Brand Beliefs about Computers)

Computer Attribute

Memory
Capacity

Graphics
Capability

Size and 
Weight

Price

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.

៣.៥ ឥរ�Yបថងគកយងពលទ,ញ (Post purchase Behavior)
ជទRម,អbកមសប�សបស@វយតន�B-ទ�2-នន ក�ទ3ញ�បស@មគមnមសកយមព-ទ3ញ2-3ត2- ។ ពcកមគវយតន�Bម,

ម-�កស�3តនន ក�មពញF3ត7F*មពQទ*ន3ញ ន3ងមសវក�JផK-បនទ3ញ ។  F*មពQអbកមសប�សបស@ផK-មព-F3ត7ជបន7បនhប@ម,
ម-�2-3ត2-ផK-ពcកមគបនទ3ញមនQមគអFន�ងមជuជក@  មហ�យyក7�ភពម,ម-�ម�JQ ឬម!ក2-3ត2-មនQ ។ ពcកមគ 
ន�ងន3aយសបប@�3ត7yក73�បស@មគ  សកW�សគlស�  ន3ងអbកផK-មគស\-@អ*ព�អ/�ផK-មគបន¢Bងកត@កb5ងក�ទ3ញ  ន3ងមសប�សបស@
2-3ត2- ។  អbកទ�2E�សតkវផតផស/ង�កឲPមឃ�ញថមnមសកយមព-ទ3ញ  អbកទ3ញទ*ងអស@គ&សq3តកb5ងសqនភពj�cយនន
សqនភពខងមសក�x

ក. ក�មពញF3ត7មnមសកយមព-ទ3ញx  ត�ក�ពនP-@�បស@មលក Philip Kotler មសFក7�មពញF3ត7�បស@អbកទ3ញគ& 
ជអន5គ�ន8ននទ*នក@ទ*នង�វងក��*ព�ងទ5កមn�5នមព-ទ3ញ  ន3ងអតqសបមaជន8ផK-ទទc-បនព�2-3ត2-។មប�ស3នជ 
អតqសបមaជន8  ផK-ទទc-បនព�2-3ត2-មnមសកយមព-ទ3ញមនកស�3តត3Fជងក��*ព�ងទ5ក  �បស@អត3A3ជនមn�5ន 
មព-ទ3ញមនQអbកទ3ញ  ឬអត3A3ជនន�ងមនក�ខកF3ត7។  មប�ស3នជអតqសបមaជន8មនQម¢B�យតបម,ន�ងក��*ព�ងគ3ត�បស@ 
អត3A3ជនមn�5នមព-ទ3ញមនQអត3A3ជនន�ងមពញF3ត7។  មប�ស3នជអតqសបមaជន8ផK-ទទc-បនមសF�នម-�សព�អ/�  ផK- 
អត3A3ជនបនគ3តទ5ក  មនQអត3A3ជនន�ងមនក�� �ករយa!ងខB*ង  F*មពQក�ទ3ញមនQ។  ក-jFមនBQកន@ផតធ*មនQ 
កស�3តននក�ខកF3ត7កន@ផតខB*ង ។

ខ.  សក�Jភពមnមសកយមព-ទ3ញx   ឥ� 3aបA�បស@អbកមសប�សបស@គ&  ផសបសបl-ម,ត�កស�3តនន  ក�មពញF3ត7 
ន3ង�3នមពញF3ត7ម,ម-�2-3ត2-ផK-ពcកមគបនទ3ញ។  អត3A3ជនផK-ខកF3ត7ផតងផតប*មyBFមច-សកW�ហY5ន-ក@2-3ត 
2- ឬន*យក2-3ត2-ផK-ទ3ញសត-ប@�កឲPសកW�ហY5នវ 3ញ ឬមធ/�សក�JភពខBQKRFជប7�ងតវ! ម,សកW�ហY5ន ឬក�ឈប@ទ3ញ 
2-3ត2-  ឬក�សពមនម,�3ត7yក73  ឬអbក-ក@2-3ត2-។   អbកសគប@សគងម!ឃ�ធ�ងសតkវផតមនយ5ទ�សសស7ស�សសប�cយ 
មK��L�ស7�សqនភពអត3A3ជនផK-ខកF3ត7ផបបមនQម,�កភពមK��វ 3ញKRFជ ក�ស5*មទស  ក�27-@2-3ត2-មដយឥត 
គ3តនAB ឬក�ទR�ទត@ សងក�ខRFខត ឬក�ជcយមសជ�ផសជងអត3A3ជនមnមព-ក*ព5ងមនបញs ។-។
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ម�ម��នទ� ៤

ករវភទ�ផ;រជ(ន�ញ ន,ងឥរ�Yបថអតថ7ជនជ(ន�ញ
ANALYSING BUSINESS MARKETS and BUSINESS BUYING BEHAVIOR

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.

I.  អ��ង�ទ�ផ;រជ(ន�ញ  ន,ងអតថ7ជនជ(ន�ញ ?(What  are  Business  Market  and  Business 
Customer?)
១.១ ន,យមន.យ (Definition)

ទ�2E�ជ*នcញ (Business  Market)  ទ�2E�មនQ�c�មនសqប̂នអជ�វក�Jទ*ងអស@ផK-ទ3ញ ន3ងមសវក�Jសសមប@ 
មសប�សបស@កb5ងK*មណ� �ក�2-3តក�Jទ*ន3ញ ន3ងមសវក�Jម2Cងៗមទ�តសសមប@-ក@ជc- ឬ2\ត@2\ង@ម,ឲPសqប̂នម2Cងៗមទ�ត។ 
ទ�2E�ជ*នcញ  ជមសF�ន�c�មនKRFជ  ឧសEហក�J  ជ-2-   ន3ងនសពមឈ�   ផ�!   2-3តក�J ស*ណង@  ក�K�កជញzR ន 
ទ*នក@ទ*នង  មសវសធ�ណx  ធនT�ហ3�ញ�វតq5  ធនរ!ប@�ង  ន3ងមសវក�Jម2Cងៗមទ�ត ។ អត3A3ជនជ*នcញ  (Business 
Customer)  ស*ម+ម,ម-�អbកទ3ញទ*ងឡយjផK-ទ3ញទ*ន3ញ  ន3ងមសវក�Jសសមប@យកម,FR-�c�កb5ងK*មណ� �ក� 
2-3តក�Jបន7មទ�ត ឬសសមប@-ក@បន7ម,ឲPអbកម2Cងមទ�ត ឬសសមប@មសប�សបស@កb5ងមT-ប*ណងម2Cងៗមទ�ត។ ឧទ�ណ8  
KRFជសj:T�គ&  ជអត3A3ជនជ*នcញមដយមហត5សj:T�ទ3ញសបYRម�Èមសគuងសសមប@មធ/��sRប  អហ� មសគuងសងs� ��  
ឧបក�ណ8មសប�សបស@ម2Cងៗ  ន3ងមសវក�JមនKRFជ មសវក�JគណមនយPសសមប@យក�កមសប�សបស@មK��L�  2\ត@2\ង@K*មណ� � 
សបត3បត7ក�សបច*�បស@សj:T� ។ 

ទ'ផ/រជ�ន1ញមនលក3ណ(ដផ4ងៗដ�ចខងដសកម(
• មនអ6កទ�ញត�ចតKច (Fewer buyers) ទ�2E�ជ*នcញជទRម,គ&មន 

អbកទ3ញF*នcនត3FតcFមប�មសប�បមធ�បជ �cយន�ងទ�2E�មសប�សបស@ ។
• �រ�មណទ�ញបបច-ន  (Larger buyers) ជទRម,អត3A3ជនជ*នcញមនF*នcនត3F ប!5ផន7ទ3ញទ*ន3ញ 

ន3ងមសវក�J កb5ងប� 3មណមសF�ន ។
• មនទ?នក�ទ?នងជ�តស6�ទUជមKយអ6កផNត�ផNង�  ន�ងអ6កបប�-ប�ស� (Close  supplier-customer 

relationship) អត3A3ជនជ*នcញផតងផតមនទ*នក@ទ*នងជ3តសb3ទ�ជ�cយអbក2\ត@2\ង@ 
ន3ងអbកមសប�សបស@កb5ងក�ទ3ញវតq5ធត5មK�� ន3ង -ក@2-3ត2-សមស�F ។

• ប�មEលផ+�?គ6ប,តមត?�ន�ភEម�សសស+ (Geographically  concentrated  buyers) 
មគអមងNតមឃ�ញអត3A3ជនជ*នcញ  មសF�នផតមនទ*ត*ងសប�R-275 *TbមសF�នមnត�ត*បន@ពណ3 ជzក�J ឬជ*នcញ។  
-កwណxសប�R-275 *TbមនQបងNភពងយ  សសl-  ន3ងជcយកត@បនqយF*jយជមសF�នននក�-ក@2-3ត2- 
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KRFF*jយននក�K�ក ជញ�R ន ន3ងផFកចយ ។
• តបម�វករផប�ប�]ល (Inelastic demand)តស�kវក��បស@អត3A3ជនជ*នcញម,ម-�2-3ត2-ជ*នcញគ& 

ទទc-ឥទ�3ព- ព�   ឬអសស̂យម,ន�ងតស�kវក�ននទ�2E�មសប�សបស@2-3ត2-មនQ ។
• តបម�វករម�នផប�ប�]លតមតដមA (Fluctuating  demand)  តស�kវក��បស@អត3A3ជនជ*នcញម,ម-�ទ*ន3ញ 

ន3ង មសវក�J ជទRម,�3នផសបសបl-ម,ត�នABទ*ន3ញ ឬមសវក�JមនQ មទមទQប�ជនABមនក�ផសបសបl-ក�មដយ ។  
មប�តន�B សកដស@មក�នម��ង�3នផ�នមនន̂យភbក@ង�ទសCនវK7�សតkវកត@បនqយ ប� 3មណ2-3ត2-ទសCនវត§�មនQ 
មទ  មហ�យ2h5យម,វ 3ញមប�តន�Bសកដស@ធBក@F5Qកb5ង�យxមព-�cយ ក��3នផ�នមនន̂យថភbក@ង�ទសCនវK§�មនQសតkវ 
បមងN�នក�ស75កសកដស@មនQមទ ។

• ក�ទ3ញផK-មន-កwណxជ*នញ  (Professional purchasing) អត3A3ជនជ*នcញ  គ&ជអត3A3ជនផK-មន 
ក�បណ75 Qបj7-ព�ជ*នញនន  ក�ទ3ញទ*ន3ញ  ន3ងមសវក�Jជទ3ញ�បស@ពcកមគគ&មធ/�ម��ងម,ត�មT-ក�ណ8 
កស�3តក*ណត@  ន3ងតស�kវក��បស@សកW�ហY5ន ។

• ករទ�ញផដលទទKលឥទU�ពលបបច-ន  (Serveral buying influencing)

ក�សមស�FF3ត7ទ3ញ�បស@អត3A3ជនជ*នcញគ&  ទទc-�ងឥទ�3ព-ព��ន5សCជមសF�នមទ�ត  ផK-FR-�c�មnកb5ងK*មណ� � 
ក�ទ3ញ។

• ទ?នក�ទ?នងលក�បបច-នដង  (Multiple sales calls)
អbកផK-FR-�c�កb5ងK*មណ� �ក�-ក@2-3ត2-ជ*នcញមនF*នcនមសF�ន មហត5មនQក�ទ*នក@ទ*នង-ក@ក�មនមសF�នផK�

មK��L�អFសមស�FបននRវក�បញz�ទ3ញព�អត3A3ជនជ*នcញ ។
• ករទ�ញបដយ*>ល� (Direct purchasing)

ជទRម,អត3A3ជនជ*នcញទ3ញទ*ន3ញ  ន3ងមសវក�Jមដយផh-@ព�អbក-ក@មដយ�3ន¢Bងកត@  ត��យxភbក@ង� 
កj7-មទ ។

• ករទ�ញប,វ �ញប,មក (Reciprocity)

អត3A3ជនជ*នcញមសF�នមសជ�សម� �ស2-3ត2-  ព�អbក2\ត@2\ង@jផK-ស5ខF3ត7ទ3ញ2-3ត2-ព�មគវ 3ញ  ។ KRFជ
មរងFសក2-3ត2-សកដស@ន�ងមសជ�សម� �សទ3ញវតq5ធត5មK��គ���ព�  សកW�ហY5ន-ក@ស�ធត5គ���jផK-ស5ខF3ត7ជវសកដស 
�បស@មគសសមប@យកម,មសប�សបស@ផh-@ ។

• ករជKល (Leasing)

អត3A3ជនជ*នcញភគមសF�នFR-F3ត7ជc-សម¯�x ឬឧបក�ណ8�cយF*នcនជជងក�ទ3ញឧបក�ណ8 ឬសម¯�xទ*ងមនQ
មនKRFជមសគuងម!ស5�នជមK�� ។

 សWនភពមនករទ,ញ (Buying situation)
អត3A3ជនជ*នcញសតkវសបឈ�ន�ងក�សមស�FF3ត7ទ3ញជមសF�ន  មហ�យក�សមស�FF3ត7ទ*ងមនQគ& អសស̂យន�ងសqន - 

ភពននក�ទ3ញន��cយៗផK-ពcកមគជcបសបទQ  ។  មលក PhilipKotler  បនពនP-@ព�ក�សqនភពននក�ទ3ញមនQមន 
ប�សបមyទខ5សៗTbKRFខងមសក�x
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១. ក�ទ3ញម��ងវ 3ញ (Straight rebuy)
សqនភពននក�ទ3ញផបបមនQមក�តម��ងមnមព-ផK-ផ2bកទ3ញ�បស@អង\ភពអជ�វក�J�cយ មធ/�ក�បញz�ទ3ញម��ង

វ 3ញមK��L�ប*មពញតស�kវក�សបច*នAÊ�បស@ពcកមគ ។
២. ក�ផកតស�kវក�ទ3ញ (Modifier Rebuy)
សqនភពននក�ទ3ញផបបមនQមក�តម��ងមnមព-jផK-អbកទ3ញFង@ផកតស�kវ ក�បញz�ទ3ញKRFជអbកទ3ញតស�kវ

ឲPអbក2\ត@2\ង@សតkវផក-*អ-កwណxព3មសសខBQ  នន2-3ត2-ផកតស�kវនAB ផកតស�kវ-កw^ណ�ននក�2\ត@2\ង@  ឬសតkវសស�l- 
-កw^ណ� ននក�ទ3ញ--ក@ម��ងវ 3ញ ។

កb5ងសqនភពមនQអbក2\ង@2\ង@ ផK-ក*ព5ងមនទ*នក@ទ*នងជ�cយអbកទ3ញព¥a�  ក�ព�អbកទ3ញ�បស@ខBcនមK��L�
ក5*ឲPផ7F@ទ*នក@ទ*នង  មហ�យអbក2\ត@2\ង@AJ�ៗព¥a�មសជ�តFR-មK��L�27-@2-3ត2-  ផK-សបមស�ជងកb5ងមT-ប*ណង 
Kមណ�7� F*ផណកទ�2E�។

៣. ក�ទ3ញមnមព-K*បRង (New Task)
សqនភពមនQមក�តម��ងមnមព-ផK-អត3A3ជនចប@ម27��ទ3ញទ*ន3ញ ន3ងមសវក�Jមnមព-K*បRង។ មព-jផK-

អbកទ3ញយ-@ថក�ទ3ញពក@ព̂ន�ន�ងF*jយ  ន3ងក�សបA5យសបថនខªស@  មព-មនQពcកមគសតkវក�សប�R-ពត�មនបផនq� 
ន3ងសតkវក�មព-មវលមសF�នសសមប@មធ/�ក�សមស�FF3ត7 ។
១.២ អBកចuលរ�មកB�ងដ(ងណ�រករទ,ញ (Participants in The business Buying Process)

មត�អbកjខBQផK-ពកព̂ន�ន�ងក�ទ3ញទ*ន3ញ  ន3ងមសវក�Jសសមប@សកW�ហY5ន�cយផK-មនតន�Bរប@មកK:K5លB ?
ជក�ព3តសមជ3កមbក@ៗ  ឬសកW�ននសមជ3កទ*ងមនQផK-បនFR-�c�កb5ងក�K*មណ� �ក�សមស�FF3ត7ទ3ញ  ន3ង�c�F*ផណក
ទទc-យកនRវក�សបA5យសបថន�c�TbផK-អFន�ងមក�តមFញព� ក�សមស�FF3ត7មនQ ។ សមជ3ក ឬសកW�ននសមជ3កទ*ងមនQ
បមងN�តបនជសqប̂ន�cយផK-មគមÚថ ផ2bក ឬសqប̂នទ3ញ2-3ត2- ។

សqប̂នមនQ�c�មនសមជ3កទ*ងអស@  ននសកW�ហY5នផK-បនប*មពញតcនទ�ម2Cងៗ   មnកb5ងK*មណ� �ក�សមស�FF3ត7
ទ3ញKRFមនពនP-@ខងមសក�x

• អbក27cFម27��x  អFជអbកមសប�សបស@2-3ត2-  ឬអbកម2Cងៗមទ�តផK-27-@គ*ន3តឲPទ3ញ2-3ត2-អ/��cយ ។
• អbកមសប�សបស@x  ស*ម+ម,ម-�សមជ3កទ*ងឡយjផK-មសប�សបស@ទ*ន3ញ  ន3ងមសវក�J ។
• អbកជ*�5ញx  ស*ម+ម,ម-�សមជ3កទ*ងឡយjផK-មនឥទ�3ព-ម-�  ក�សមស�FF3ត7ទ3ញ ។
• អbកសមស�Fx  គ&ស*ម+ម-�អbកផK-សមស�Fកb5ងក�មសជ�សម� �ស2-3ត2-  ឬអbក2\ត@2\ង@2-3ត2- ។
• អbកយ-@សព�x  ស*ម+ម-�ប5គ\-ផK-ជអbក27-@ស3ទ�3អ*jFកb5ងក�មធ/�សក�Jភពអ/��cយ  ឬម,ឲPអbកសមស�FF3ត7 

ឬអbក ទ3ញម2Cងៗមទ�ត ។
• អbកទ3ញx  គ&ស*ម+ម-�អbកផK-បនទទc-ស3ទ�3ជ2BRវក�កb5ង  ក�មសជ�សម� �សអbក2\ង@2\ង@  ឬម��បF*ក3F�សន¥ទ3ញ ។
• អbក27-@ពត�មនx   គ&ស*ម+ម-�ប5គ\-ទ*ងឡយjផK-មនឥទ�3ព-កb5ងក�ទប@សNត@អbក-ក@ ឬទប@សNត@ព̂ត� 

មនម2Cងៗ�3នឲPម,K-@អbកទ3ញ ឬសមជ3កទ*ងឡយផK-សq3តមnកb5ងផ2bកទ3ញ ។
 ត�ធ�JតអbកផK-ពក@ព̂ន�កb5ងក�សមស�FF3ត7ទ3ញមនF*នcនព�ព��ម,សប*នក@ប!5មj|Q ។ មK��L�ទទc-បនសបស3ទ�3
ភពខªស@  ន3ងសមស�FបននRវមT-ម+ននក�-ក@ អbកម!ឃ�ធ�ងសតkវផតផស/ងយ-@ឱPបនF�ស@ថ អbកjផK-ជអbកFR- 
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�c�សមស�FF3ត7ស*ខន@ជងមគមនឥទ�3ពម-�ក�សមស�FF3ត7អ/�ខBQកb5ងកស�3តj ន3ងផស/ងយ-@ព�-កw^ណ�វយតន�BផK-សកW� 
អbកទ3ញផតងមសប�សបស@កb5ងក�មសជ�ម� �សទ3ញ2-3ត2-។
១.៣ កតDជHឥទ{,ផលធ(ៗ ងល�ករ�ងគមចច,តDទ,ញ? (Major Influences on Buying Decision)

មnមព-សមស�FF3ត7ទ3ញ2-3ត2-អត3A3ជនជ*នRញផតងផតទទc-�ងនRវក�ជQឥទ�3ព-ព�កត7ជមសF�ន ។ កb5ងក�ណ�
ផK-អត3A3ជនទ*ងមនQ�កមឃ�ញថ  ពcកមគមពញF3ត7ម,ន�ង-កw^ណàទ*ងអស@ននក�ទ3ញផK-អbក2\ត@2\ង@  ឬអbក-ក@27-@ឱP
មនQពcកមគន�ងព3ច�jម,ម-�មសវក�J ន3ង-កwណxស�Lត73ផh-@ផK-អbក2\ត@2\ង@ទ*ងមនQ27-@ឱP�5នមព-ផK-ពcកមគ 
សមស�FF3ត7ទ3ញ  ។  សបស3នមប�2-3ត2-ផK-អbក2\ត@2\ង@  27-@ឱPមន-កwណxខ5សផបBកព�អbក2\ត@2\ង@ម2Cងៗមទ�តមនQ 
អត3A3ជនជ*នcញន�ងមផ7តក�ស*ម�FF3ត7�បស@ពcកមគម,ម-�-̂កwណ�ជ*ម� �ស2-3ត2-  ន3ងកត7មសK:ក3F� ។  ក�សមស�FF3ត7 
�បស@អត3A3ជនជ*នcញគ&  សq3តមnមសក�ឥទ�3ព-ននកត7ស*ខន@ៗបcនKRFជx  កត7ជQឥទ�3ព-ននអង\ភពអជ�វក�J កត7ជQ  
ឥទ�3ព-ននទ*នក@ទ*នង�វងសមជ3កផK-ពក@ព̂ន� ន3ងក�ជQឥទ�3ព-ននប5គ\-មbក@ៗ ។
កត7ទ*ងមនQមនបងsញកb5ងតcម-ខ៤-១ ខងមសក� ។

១.៣.១ កត;ជ<ឥទ>�ពលននបរ@�AនខងដសB  (Environmental Factors)
 អត3A3ជនជ*នcញទទc-�ងកត7ជQឥទ�3ព-�cយF*នcនKRFជ កត7ជQឥទ�3ព-ននមសK:ក3F� �c�មនកស�3តនន2-3តក�J 
ទ*ហ*ននក�វ 3ន3មaគទ5ន  ក�F*jយ�បស@អbកមសប�សបស@  ន3ងអសតក�សបក@  ។  មnកb5ងសqនភពននមសK:ក3F�ធBក@F5Q 
អត3A3ជនជ*នcញផតងផតកត@បនqយនRវក�វ 3ន3មaគ  �បស@ពcកមគម,ម-�ផ2bក�cយF*នcនKRFជ ក�សង@មរងFសក  ទ3ញស*ភ�x 
ន3ងក�បមងN�នស�មព�ŷណ|2-3ត2- ។ មnកb5ងសqនភពមនQ  អbកម!ឃ�ធ�ងមនក�ព3បកកb5ងក�ជ*�5ញតស�kវក�អត3A3ជន 
ជ*នcញ អ/�ផK-ស*ខន@គ&�កEF*ផណកអត3A3ជនផK-ពcកមគមនមK��L�ក5*ឲPបត@បង@  ។  ផតក�មនអង\ភពអជ�វក�Jប��̄កb5ង 
សqនភពមនQពcកមគអFសបឈ�ន�ងក�ខ/Qស*ភ�x  ឬវតq5ធត5មK��ស*ខន@ៗ  ន3ងទ3ញស*ភ�xទ*ងមនQទ5កកb5ងស75ក�បស@ពcក 
មគ ។ ពcកមគន�ងF5Qក3F�សន¥�យxមព-យR�ជ�cយអbក2\ត@2\ង@ មK��L�ធនន3�ន7�ភពននក�2\ត@2\ង@ស*ភ�x ឬវតq5ធត5មK�� ។  
ជបផនq�អត3A3ជនជ*នcញ  ផតងផតស3កEម,ម-�កត7ម2Cងមទ�តផK-  ជQឥទ�3ព-ម,ម-�ក�សមស�FF3ត7�បស@ពcកមគ មន  
KRFជកត7នមaបយ F�ប@ បមF�កវ 3ទ¥ ន3ងគR�សបផជង ។

តcម-ខ៤.១: កត7ជQឥទ�3ព-ម-�ឥ� 3aបAទ3ញ-កwណxឧសEហក�J 
(Maior Influence on Industrial Buying Behavior )

Philip Kotler (2003): Marketing Management, 11th Edition.
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១.៣.២ កត;ជ<ឥទ>�ពលននអងDភពអជ'វកមF (Organizational Factor)
ត�ធ�Jតក�សមស�FF3ត7�បស@អត3A3ជនជ*នcញ  កb5ងក�ទ3ញ2-3ត2-  ផតងផតទទc-�ងនRវឥទ�3ព-ននអង\ភព 

អជ�វក�JមនQមនKRFជx មT-ប*ណងននក�ទ3ញ មT-ក�ណ8ទ3ញ K*មណ� �ក��Fនស�ª^ន� ន3ងសបព̂ន�សគប@សគង�បស@អង\
ភពអជ�វក�J ។  អbកម!ឃ�ធ�ងសតkវផតផស/ងយ-@ព�ន3នbក��cយF*នcន�បស@អង\ភពអជ�វក�J ផK-ជQឥទ�3ព-ម,ម-�ក� 
សមស�FF3ត7ទ3ញ�បស@ពcកមគ។ ន3នbក�ទ*ងមនQមនKRFជx
- សqប̂ន ឬផ2bកទ3ញ2-3ត2-x  ( Puochasing -Department Up grading ) ក-ព��5នផ2bកទ3ញ គ&ជផ2bក�cយតRFនន
�Fនស�ª^ន�សគប@សគងមnកb5ងអង\ភពអជ�វក�J�cយមទQប�ជផ2bកមនQF*jយម,ម-�  ក�ទ3ញទ*ន3ញ  ន3ងមសវក�J�ហRត  
K-@៦០%ននក�-ក@�បស@សកW�ហY5នក�មដយ ។ ប!5ផន7បF�5បLនbមនQមដយស�ឥទ�3ព- ននក�សបកcតសបផជងសកW�ហY5នជមសF�ន 
បនម-�កK*មក�នផ2bកមនQមដយK*ម��ងឋនx  អbកសគប@សគងក�-ក@ឲPមសJ�ន�ងថនxនយក�ងសកW�ហY5ន ។ ជយ5ទ�សសស7 
ផ2bកទ3ញ  មនQផតងមនក�វ 3វត7ន8ផBស@ប7R�ម,ត�សqនភពសបកcតសបផជងKRFជ ក�ផBស@ប7R�ព�ផ2bកទ3ញផK-មផ7តម,ម-� 
សបស3ទ�ភពF*jយកb5ងក�ទ3ញ2-3ត2-ម,ជផ2bក-ទ�ក�JផK-មនមT-ម+ផស/ង�កទ3ញ2-3ត2-ព�អbក2\ត@2\ង@ផK
--¦ៗ  ន3ង27-@2-3ត2-មនអតqសបមaជន8កស�3តខªស@  ។  F*មពQសកW�ហY5នផK-មនសបត3បត73ក�អជ�វក�Jទ*ងកb5ង 
ន3ងមស¡សបមទសបនត*ម��ងផ2bកទ3ញឲPម,ជផ2bកម2Cងៗមទ�តទ*ងកb5ង ន3ងមស¡សបមទស។ ក�2Bស@ប7R�មnកb5ងផ2bកទ3ញមនQ 
គ&ជ*�5ញឲPអbកម!ឃ�ធ�ងសតkវផតបណ75 Qបj7-ប5គ\-3ក ផ2bក-ក@�បស@ពcកមគឲPមនជ*នញកស�3តខªស@ មK��L�ម¢B�យតបម,ន�ង 
អត3A3ជនជ*នcញថbក@ខªស@ទ*ងមនQ ។
-  ក�ប*មពញ�5ខង��c�Tbx បF�5បLនbក�ទ3ញ2-3ត2-គ&មនសក�JភពមសF�នជងអ/�ផK-ធBប@មនក-ព��5ន ។ ត�ក�  
សhបសhង@�ត3�បស@មលក David  Duprey  ម,ម-�អbកទ3ញ2-3ត2-ជមសF�នគ&FR-�c�កb5ងF*មj�មនQមនជA៦០% 
ម¢B�យថ សកW�អbកទ3ញ2-3ត2-បF�5បLនbមប�មសប�បមធ�បម,ន�ងសប*�b*�5នគ&  FR-�c�កb5ងក�បមងN�ត  ន3ងផក-*អ2-3ត2-AJ� 
មហ�យជង៥០% ននF*នcនមនQប*មពញ�5ខង��cយF*នcនកb5ងសកW�ក�ង��បស@អbក2\ត@2\ង@2-3ត2- ។
-  ក�ទ3ញ-កwណxកj7-x ក�ទ3ញ�បស@អង\ភពអជ�វក�JខBQគ&  មធ/�ម��ងត��យxផ2bកម2CងៗមK��L�ម¢B�យតបម,ត� 
តស�kវក�ខ5សៗTb ។ ប!5ផន7សកW�ហY5នខBQបនចប@ម27��2h5កផ§ក@ក�ទ3ញមនQ ម,ឲPផ2bកកj7-�cយជអbកទទc-ខ5សសតkវ ។
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ទ�ចត@ក�កj7-ជអbកក*ណត@នRវសម¯�x ឬវតq5មK��ផK-សតkវទ3ញសសមប@ផ2bកន��cយៗ មហ�យសមស�Fទ3ញផត�7ងមនន̂យ
ថរ-@ក�ទ3ញទ*ងអស@�បស@សកW�ហY5នគ& មធ/�ម��ងមដយទ�ចត@ក�កj7-�cយជអbកសមស�F ។ ផ2bកម2Cងៗមទ�តមnកb5ង
សកW�ហY5នក�អFទ3ញខBcនឯងបនផK� មប�ស3នជផ2bកទ*ងមនQមនទ*នក@ទ*នង-¦ជ�cយអbក2\ត@2\ង@។ ផតមទQប�ជa!ងj
ក�មដយក�ទ3ញជ-កwណxកj7-មនQអFឲPសកW�ហY5នសនC*Aវ 3ក�បនមសF�ន ។
- ក�ទ3ញត�ផ2bកx  សព�ជ�cយTbមនQផK� សកW�ហY5នខBQបនផបងផFកក�ទ3ញម,ត�ផ2bកម2Cងៗ  មដយ27-@ស3ទ�3ម,ឲP
ប5គ\-3កផ2bកខBQកb5ងក�សមស�Fទ3ញ2-3ត2-KRFជ ក�ទ3ញ2-3ត2-មសប�សបស@កb5ងក� 3a-̂យមន  KRFជស*ភ�x  
សសមប@ដក@ឯកស�មK��ផN សសមប@ត5បផតងមព-ប5ណPFR-�b* ន3ងស*ភ�xក� 3a-̂យជមសF�នមទ�ត ។ ជទRម,សកW�ហY5ន
មសប�ប̂ណ|សជ�វក�J ផK-27-@មដយភbក@ង�ឥណ|ទនសសមប@ឲPប5គ\-3កទ*ងមនQមសប�សបស@កb5ងក�ទ3ញស*ភ�xទ*ងមនQ ។
ប̂ណ|មនQមនម-ខកRK ន3ងទ�កសបក@ក*ណត@ ន3ងអFទ3ញបនផតកផនBងjផK-សកW�ហY5នក*ណត@ឲP ។

១.៣.៣ កត;ជ<ឥទ>�ពលននអ�កច�លរ1ម ន�ងបGគDលម�កIៗ   (Interponal and individual factors) 
មnកb5ងផ2bកទ3ញអbកFR-�c�ទ*ងអស@ផតងផតមន-កwណxខ5សៗTbម, ត��យxF*jប@អ��Jណ8 អ*jF ថនx  

ក�FR-F3ត7 ន3ងក�ទក@ទញ។ អbកទ3ញមbក@ៗមន -កwណxជ*�5ញទសCនx យ-@មឃ�ញ  ន3ងF*ណង@F*ណR-F3ត7ផh-@ខBcន 
មហ�យផK--កwណxទ*ងមនQទទc-�ងឥទ�3ព-ផh-@ព�អយ5   សបក@F*ណR-កស�3តស3កEអប@�*   តcនទ�ក�ង�ប5គ\-3ក 
-កwណx   ន3ងឥ� 3aបA�បស@អbកទ3ញទ*ងមនQ។  ពcកមគផតងផតបងsញព��មប�បននក�ទ3ញខ5សៗTb។  ត�ក�អQអង 
�បស@មលក  Philip Kolter  �មប�បននក�ទ3ញទ*ងមនQមនKRFជx 

• keep-it-simple buyers អត3A3ជនបងsញព�ក�FR-F3ត7F*មពQក�ទ3ញមន-កwណxងយ ។
• Own-expert- buyers អត3A3ជនបងsញព�ក�ទ3ញមដយមផ7តម-�បទព3មសធន8ផh-@ខBcន ។
• Want-the-best buyers អត3A3ជនមផ7តក�ទ3ញម,ម-�-កwណxព3មសសដF@មគ ។
• Want-everything-donebuyers អត3A3ជនបងsញព�ក�ទ3ញផK-  តស�kវឲPអbក-ក@សតkវ27-@    នRវអ/�សគប@a!ង 

ផK-ពcកមគFង@បន ។ 
អbកទ3ញខBQមទ�តមនកស�3តយ-@K�ងខªស@  មហ�យពcកមគមធ/�ក�វ 3ភគស*មណ� -ក@a!ងសបWងសបយ^តb�5នន�ងសមស�F 

មសជ�សម� �សយកអbក2\ត@2\ង@j�cយ ។
១.៣.៣ កត;ជ<ឥទ>�ពលននវបK�មL
-កwណxននក�ទ3ញផតងផតផBស@ប7R�ម,ត�សបមទស  ឬត*បន@�cយ ។ មលក PhilipKotler  បន  Fង¦5�បងsញព�

F�ប@�cយF*នcនទក@ទងន�ងប� 3aកសសង\� ន3ងក�មធ/�ជ*នcញមហ�យផK-អbកម!ឃ�ធ�ងគc�ផត  យ-@K�ងជ ព3មសសមn 
មព- ផK-ពcកមគពក@ព̂ន�ន�ងសក�Jភពមធ/�ជ*នcញមnមស¡សបមទស ឬមnត�សបមទស�cយF*នcនKRFខងមសក�x
- សបមទសបរ*ងx ជនជត3បរ*ងមនមមទនភពF*មពQភស�បស@មគjស@ មហ�យមនជ*មនuថ�ន5សCទ*ងអស@គc�ផត 
ន3aយភសមនQជអទ3ភព  ។   មប�អbក�3នមFQន3aយភសបរ*ង មហ�យមធ/�ជ*នcញជ�cយពcកមគអbកគc�ផតស5*មទសអ*ព�
ភពខ/Qក�យ-@K�ង�បស@អbកខងផ2bកភសមនQ ។
- សបមទសអ-B��!ង@x កb5ងក�ទ*នក@ទ*នងអជ�វក�Jជ�cយជនជត3អ-B��!ង@អbកសតkវផតK�ងថជនជត3មនQចប@អ��Jណ8 ជ
ព3មសសម,ន�ងតcនទ�ន3ងឋនx�បស@អbក មហ�យច*បF@អbកសតkវផតផណន*ឱPពcកមគស\-@ព�តcនទ� ន3ងឋនx�បស@អbកមទQ
ប�ជសតkវF*jយមព-យR�ផបបjក�មដយ ។ ជនជត3អ-B��!ង@មនទ*លប@ចប@នKមnមព-ចប@ម27�� ន3ងF5ងបញ�ប@ននក� 
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សបជ5* ។
- សបមទសជប!5នx អbកជ*នcញជប!5នផតងផតសតkវក�Fង@K�ងជ�5នអ*ព� អ/�ផK-ន�ងម-�កយក�កព3ភកEមnកb5ងអង\សបជ5*មហ�យ 
F*ន5Fទ*ងមនQន�ង ជQឥទ�3ព-ផបបjម,ម-�អជ�វក�J�បស@ពcកមគ ។ ពcកមគសតkវក��មប�បវ�xននអង\សបជ5*ផK-មន 
-កwណxងយសសl-មK��L�ឱPពcកមគអFមនឱកសព3ភកETbមដយមស� � ។ ជនជត3ជប!5ន�3នFR-�មប�បវ�x ននអង\សបជ5* 
jផK-ន3aយអ*ព�បញsសសនម��យ ។
- សបមទសកRម�!x  ជនជត3កRម�!�3នFR-F3ត7អbកjមbក@មធ/�ក�មសប�បសបKRF វបLធ�8�បស@ពcកមគម,ន�ងវបLធ���បស@ពcកមគន�ង
វបLធ���បស@ជនជត3ជប!5នម��យ  ។  ផតមទQជa!ងjក�មដយជនជត3កRម�!មT�ពK-@ក�មធ/�ជ*នcញ�បស@ជប!5ន  ន3ងFR- 
F3ត7ជនជត3ជប!5ន ។
១.៤ ដ(ងណ�រករទ,ញផល,តផល (Purchasing Process)

ជក�ព3តjស@K*មណ� �ក�ទ3ញ2-3ត2-�cយផតងផតផBស@ប7R�ខ5សៗTbម,សបមyទនន2-3ត2- ន3ងប� 3សqនភព
ននក�ទ3ញ។

មK��L�ទទc-មជគជយ̂  ន3ង�កEបនអត3A3ជនជ*នcញអbកម!ឃ�ធ�ង  សតkវផតអន5វត7ន8ត�K*មណ� �ក�នន  ក�សមស�F 
F3ត7ទ3ញ �បស@ពcកមគ ។ ត�ក�បងsញ �បស@ Robinson and Associates (Kotler,  2003) K*មណ� �ក�សមស�FF3ត7 
ទ3ញ�បស@  អត3A3ជនជ*នcញគ&  មនសប*ប�  K*jក@  ក-ផK-មÚថ គមសមង buyphases  or  buygrid  KRFបងsញ 
កb5ង�Rប៤-២ខង មសក�x

តcម-ខ ៤.២: K*jក@ក-ស*ខន@ៗននK*មណ� �ក�ទ3ញឧសEហក�Jមnកb5ងទ*នក@ទ*នងម,ន�ងសqនភពននក�ទ3ញ 
(BUYPHASES of the Industrial Buying Process in Relation to Major buying)

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

១-ករទទ1ល�DលIបញ� (Problem Recognition)
មnមព-ផK-សកW�ហY5ន�cយចប@ម27��គ3តថពcកមគមនបញs ឬមនតស�kវក�មព-មនQបញs ន3ងតស�kវក�ទ*ងមនQ

ន�ងសតkវបនមដQសសយមដយស�ពcកមគទទc-បនទ*ន3ញ ន3ងមសវក�JផK-អFប*មពញF3ត7�បស@ពcកមគ ។  បញs  ឬតស�kវ
ក�ទ*ងមនQអFន�ងសតkវទទc-�ងឥទ�3ព- ននកត7ជ*�5ញខងកb5ង ន3ងខងមស¡អង\ក� ។
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Buyphases

1. Problem recognition 
2. General need desoription
3. Product specification
4. Supplier search
5. Proposal solicitation
6. Supplier selection
7. Order-routine specification
8. Performance review

New
Task
yes
yes
yes 
yes
yes
yes
yes
yes

Buyclasses
Modified

Rebuy
Maybe
Maybe

Yes
Maybe
Maybe
Maybe
Maybe

Yes

Straight
Rebuy

No
No
Yes
No
No
No
No
Yes
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បញsខងកb5ងមក�តម��ងគ&មnមព-ផK- សកW�ហY5នសមស�FF3ត7មធ/�  ឬផក-*អ2-3ត2-AJ�មហ�យមព-មនQពcកមគសតkវ
ក�ច*បF@វតq5ធត5មK��  ន3ងមសគuងបនBស@AJ�ៗ។  មព-ខBQបញsខងកb5ងមក�តម��ងមដយស�ផតមសគuងម!ស5�នខRF មហ�យសតkវ  
ក�មសគuងបនBស@AJ�  ។  ម¢B�យតបម,ន�ងបញsមនQសកW�ហY5នផតងផត  មធ/�ក�សសវសជវផស/ង�កអbក2\ត@2\ង@ផK-អF27-@ 
2-3ត2- ឬមសគuងបនBស@ផK-មនគ5ណភពខªស@ ន3ងកb5ងតន�Bទប ។

អbកម!ឃ�ធ�ងអFជ*�5ញតស�kវក�មនQឲPមក�តម��ងមដយ  មសប�យ5ទ�សសស7ម!ឃ�ធ�ងមដយផh-@ម!ឃ�ធ�ងត�ទR�ស̂ពh
ឬទR�ស̂ពhម,សកW�ហY5នទ*ងមនQមដយផh-@ ។

២-ករក�ណតIតសមOវករទ�ដP ន�ងលក3ណ(ព�ដសសននផល�តផល  (General need desoription)
អbកទ3ញ  ឬអត3A3ជនជ*នcញបនដក@ក*ណត@ម,ម-�-កwណxទRម, ន3ងកស�3តគ5ណភពនន2-3ត2-ផK-ពcកមគ 

សតkវក�ទ3ញ  ។  F*មពQក�ទ3ញ2-3ត2-ធ�Jតគ&មន-កwណxងយសសl-ផតF*មពQ2-3ត2-ផK-មន-កwណxសJ5សគ 
សJញអត3A3ជនជ*នcញផតងផតមធ/�ក�ព3ច�ja!ងសបWងសបយ^តb ជ�cយអbកជ*នញឯកមទស  ន3ងអbកផK-ធBប@មសប�សបស@ 
2-3ត2-ជមសF�ននក@មK��L�មធ/�ក�ស3កEម,ម-�-កwណxព3មសស  នន2-3ត2-KRFជព3ច�jម,ម-�កស�3តមជuជក@នន
គ5ណភព2-3ត2-�យxមព-ផK-2-3ត2-អFមសប�បន ឬតន�Bនន2-3ត2-�5នន�ងសមស�FF3ត7ទ3ញ  ។  អbកម!ឃ�ធ�ង 
អFន�ងជcយពនP-@K-@អត3A3ជនទ*ងមនQ អ*ព�-កwណxព3មសសនន2-3ត2-ផK-ម¢B�យតបម,ន�ងតស�kវក��បស@ពcកមគ ។
បF�5បLនbអត3A3ជនជ*នcញ  ឬអង\ភពអជ�វក�JជមសF�នបនបមងN�តវ 3ធ�សសស7  វ 3ភគ-កwណxបមF�កមទសនន2-3ត2-KRFជ
Product Value ( PVA ) ។ PVA សតkវបនអន5វត7មដយសកW�វ 3ស/ក�សបច*មnកb5ងអង\ភពអជ�វក�Jន��cយៗ។ មT-ប*ណង
ននក�មធ/� PVA គ&មK��L�កត@បនqយនABមK��ននមសគuងបនBស@មដយផស/ង�ក�មធ¥បយjផK-អFបមងN�ត ឬក*ណត@ស7ង@ដ
ឬមធ/�មសគuងបនBស@ទ*ងមនQមដយF*jយនABមK��ទប  ។  សកW�វ 3ស/ក�ទ*ងមនQក�ស3កE2ងផK�  ម,ម-�ក�បមងN�តមសគuង 
បនBស@ផK-មន-កwណxព3មសសម-�សព�តស�kវក�មហ�យមសគuងបនBស@ទ*ងមនQមន�យxមព-មសប�យR�ជង2-3ត2-ផK-
សតkវក�មសគuងបនBស@មនQម,មទ�ត ។ ក�ស3កEមនQគ&មK��L�ផស/ង�កជមស��សផK--¦ប*25តកb5ងក�ផកតស�kវ-កwណxព3មសស
នន2-3ត2-ទ*ងមនQ។ អbកម!ឃ�ធ�ងអFមសប�វ �ធ�សសស7 PVA មK��L�ក*ណត@សqនភពននក�2\ត@2\ង@2-3ត2- ន3ង�ន
ម,សមស�Fមជគជយ̂កb5ងក�ទក@ទញអត3A3ជន ។

៣-ករសស ងរកអ�កផDតIផDងI  (Product specification)
កb5ងក�ផស/ង�កអbក2\ត@2\ង@ផK-សបមស�� ន3ងម¢B�យតបម,ន�ងតស�kវក��បស@ពcកមគអត3A3ជនជ*នcញមធ/�ក�សសវសជវ

ផស/ង�កអbក2\ត@2\ង@ទ*ងមនQមដយផh-@មK��L�ព3ភកEម��-ក�2Eយពណ3 ជzក�JFR-�c�សក�Jភពត*ងព3ពណ8ពណ3 ជzក�J
ឬក�មធ/�ក�សសវសជវត�សបព̂ន�អ5�នធ&ផណត  ។  ក�ទ3ញជមសF�នសតkវមគមធ/�ម��ងមដយផh-@  ន3ងមដយមនស5វតq3ភពត� 
សបព̂ន�អ5�នធ&ផណត ។  ក�ង�K�ស*ខន@�បស@អbក2\ត@2\ង@2-3ត2-គ&  សតkវ2Cព/2EយសកW�ហY5ន�បស@ពcកមគមnតកត�5ក
បj7ញ ឬមសវអ5�នធ&ផណតស*ខន@ៗបមងN�តក�Jវ 3ធ�2Eយពណ3 ជzក�J ន3ងម-�កទ�កF3ត7ផK-មនសបស3ទ�ភពទក@ទញខªស@
ន3ងជព3មសស គ&សតkវជ*�5ញបមងN�នមក�7�ម�JQសកW�ហY5នឲP-L�មnម-�ទ�2E� ។  មសកយមព-មធ/�ក�វយតន�BមដយសបWងសបយ^តb
ម,ម-�សកW�ហY5ន2\ត@2\ង@ន��cយៗអbកទ3ញ  ន3ងមធ/�ក�មសជ�សម� �សសកW�ហY5ន2\ត@2\ង@jផK-មនស�តqភពសគប@សTន@កb5ងក� 
ប*មពញតស�kវក��បស@ពcកមគ ។ 

៤-ករដកIស�ដណ!ដដញនfg   (Supplier search)
សកW�ហY5នទ3ញបនអមញz�ញសកW�ហY5ន2\ត@2\ង@ ផK-មនស�តqភពមK��L�ដក@ពកPមKញនAB2\ត@2\ង@2-3ត2- ។ កb5ង
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ក�ណ� 2-3ត2-ផK-សតkវទ3ញមន-កwណxសJ5គសJញ   ន3ងមនតន�Bខªស@សកW�ហY5នទ3ញតស�kវឲPអbក2\ត@2\ង@សតkវស�មស�ស*
មណ� �ស5*មKញនABមដយ-*អ3ត ។  មសកយមព-វយតន�Bម,ម-�ស*មណ� � ឬពកPស5*មKញនAB�បស@សកW�ហY5នដក@ពកPទ*ងមនQ
សកW�ហY5នទ3ញបនសមស�Fមសជ�សម� �ស  អbក2\ត@2\ង@ផត�cយF*នcនប!5មj|QមK��L�មធ/�ក�បងsញជ2BRវក�  អ*ព�គមសមង ន3ង  
ស�តqភព�បស@គcកមគ ។

៥-ករដសជ!សដរkសអ�កផDតIផDងI  (Proposal solicitation)
ផ2bកទ3ញ2-3ត2-  ន3ងមធ/�ក�ក*ណត@អ*ព�-កwណxព3មសសននអbក2\ត@2\ង@  ន3ងបងsញព�ស�xស*ខន@នន-កwណx

ទ*ងមនQ�5នន�ងសមស�Fមសជ�សម� �សយកអbក2\ត@2\ង@j�cយ ។ ជម�uយៗផ2bកមនQមសប�វ 3ធ�សសស7វយតន�Bអbក2\ត@2\ង@KRFជ
supplier-evaluation-model ផK-មនបងsញមnកb5ង�Rប៤-៣មK��L�វយតន�B-កwណxព3មសស ន3ងមសជ�សម� �សយកអbក 
2\ត@2\ង@ផK-មន-កwណxទក@ទញប*25ត  ។  ជ*ម� �ស  ន3ងស�xស*ខន@នន-កwណxព3មសសន��cយផសបសបl-ម,ត�សqន 
ភពននក�ទ3ញខ5សៗTb ។

ផ2bកទ3ញផតងផតព¥a�ច�ជ�cយអbក2\ត@2\ង@ផK-ពcកមគមនប*ណងមសជ�សយកជព3មសសគ& ក�Fច�ព�នAB ន3ង
-កw^ណ�ម2Cងៗមទ�ត�5នន�ងសមស�Fមសជ�សយកជF5ងមសកយ ។

តcម-ខ៤.៣: ឧទហ�ណ8ននក�វ 3ភគ�បស@អbកជ*នcញ (Example of vendor analysis)
Philip Kotler (2003): Marketing Managemen, 11th Edition.

៦-ករក�ណតIព'លក3ណ(ព�ដសសននករបញmរទ�ញ  (Supplier selection)
មសកយព�មសជ�សម� �សបនអbក2\ត@2\ង@�cFមហ�យផ2bកទ3ញ   ន3ងមធ/�ក�Fច�អ*ព�ក�ក�បញz�ទ3ញ-កwណxព3មសសនន

បមF�កវ 3ទ¥ គ5ណភពផK-សតkវក�មព-មវលននក�សបគ-@2-3ត2-មT-ក�ណ8ននក�សបគ-@2-3ត2- សត�ប@�កវ 3ញ
ន3ងក�ធនរ!ប@�ង2-3ត2-  ។  F*មពQមសវក�JផAទ*  ក�ជcសជ5-  ន3ងសម¯�xសបត3បត73ក�ម2Cងៗមទ�តអbកទ3ញមន 
ប*ណងមធ/�ក3F�សន¥�យxមព-យR�ជជងក�បញz�ទ3ញម,ត�មព-ក*ណត@j�cយ  ។  ត��យxក3F�សន¥មនQអbកទ3ញ 
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Attributes

Price

Supplier reputation

Product reliability

Service reliability

Supplier Flexibility

Total score: 30(4) + .20(3) + .30(4) +.10(2) +.10(3)=3.5

Rating Scale
Importance Poor Fair Good Excellent

Weights (1) (2) (3) (4)

.30

.20

.30

.10

.10

x

x

x

x

x
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មនទ*នក@ទ*នងយR�អផង/ងជ�cយអbក2\ត@2\ង@  មហ�យពcកមគអFទទc-បន2-3ត2-ផK-សតkវក�ម,ត�មព-មវល ន3ង  
តន�BផK-បនក*ណត@មnកb5ងក3F�សន¥ ។

ក3F�សន¥មនQមព-ខBQសតkវបនមគមÚថជផ2នក�ប*មពញស75ក2-3ត2-។ សបព̂ន�ននក�ទ3ញផបបមនQហក@KRFជ
Fងភzប@អbក2\ត@2\ង@ឲPមnជ�cយអbកទ3ញ  មហ�យផK-មធ/�ឲPអbក2\ត@2\ង@ម2Cងៗមទ�តមនក�ព3បកកb5ងក�មសជ�តFR-មK��L�
2\ត@2\ង@2-3ត2-សបកcតសបផជងម-�កផ-ងផត អbកទ3ញមនក�ខកF3ត7ម,ន�ងអbក2\ត@2\ង@ផK-ក*ព5ងជប@ក3F�សន¥ ។

៧-ករវយតនមgកសម�តសបត�បត;�ករ  (Order-routine specification)

អbកទ3ញមធ/�ក�វយតន�B ម,ម-�K*មណ� �សបត3បត73ក��បស@អbក2\ត@2\ង@ជសបច*  មហ�យកb5ងក�វយតន�BមនQអbកទ3ញ 
អFន�ងមសប�វ 3ធ�សសស7ប�KRFជខងមសក�x
– ទក@ទងជ�cយអbកមសប�សបស@2-3ត2-F5ងមសកយ ន3ងសកសc�អ*ព�ក�វយតន�B�បស@ពcកមគ ។
– វយតន�Bអbក2\ត@2\ង@ម,ម-�-កw^ណ�វ 3ន3FÆ^យ�cយF*នcនមដយមសប�វ 3ធ�សសស7ក*ណត@ព3នh5 ។
– មធ/�ក�គណនF*jយ ឬក�ខតបង@ផK-បj7-�កព�K*មណ� �សបត3បត73ក��បស@អbក2\ត@2\ង@មនកស�3តទប   មហ�យ
– ក�គណនមនQអFន�ងន*ម,K-@ក�ផកតស�kវតន�B ន3ងF*jយកb5ងក�ទ3ញ2-3ត2-ព�អbក2\ត@2\ង@  ។  ក�វយតន�B 

មនQអFជcយឲPអbកទ3ញកb5ងក�សមស�FF3ត7បន7ផកតស�kវ ឬបញ�ប@ក3F�សន¥ទ*នក@ទ*នងជ�cយអbក2\ត@2\ង@។ អbក2\ត@2\ង@ 
គc�ផតមធ/�ក�វយតន�B-កwណxKRFTbម,ន�ងអ/�ផK-អត3A3ជនជ*នcញ  ន3ងអbកមសប�សបស@F5ងមសកយបនអន5វត7មK��L�សតlត 
ព3ន3តPជសបច*នRវK*មណ� �សបត3បត73ក��បស@ខBcនកb5ងក�ប*មពញF3ត7អbកទ3ញ។

៨. សតsតព�ន�តtក�ចuសបត�បត;� (Performance review)
យR�ៗ�7ងអbកទ3ញផតងផតព3ន3តPម��-ក�អន5វត7ន8�បស@អbក2\ត@2\ង@ផK-សតkវមសជ�សម� �ស  ផK-មយ�ងសតkវមសប�សបស@វ 3ធ� 

សសស7ប�៖
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.

46



សកលវ �ទ�ល�យប��លប�យ ម�ខវ �ជ�� ករប���ប�ងទ�ផ�រ

ម�ម��នទ� ៥

យ�ទ{សស�Dផល,តផល
PRODUCT STRATEGY

ម�ម��នមនQអធ3ប�យអ*ព�ក�សមស�FF3ត7ននផK-ពក@ព̂ន�ម,ន�ងភព2C*ទ��cយនន Marketing Mix  យ5ទ�សសស7
2-3ត2-។ ផ2bកទ�១ននម�ម��នមនQគ& ក�សមស�FF3ត7ម-��បយ2-3ត2- (Product portfolio decisions) �5នមព-
�នម,K-@ក�សមស�FF3ត7ផK-ទក@ទងK-@សសឡយ2-3ត2- (Productlines)  ន3ង2-3ត2-Fស�WQ (Product 
mixes)។ បនhប@�កគ&ក�សមស�FF3ត7សសមប@2-3ត2-មដយផ�កៗផK-ទក@ទងK-@ជ*ហ�(Positioning)  ក�ដក@ផBក 
សញ� (Branding) -កwណx (Attributes) ន3ងក�មវFខ�ប@ ក�ប� 3aយព�កញ�ប@ (Packaging/Labeling)។ Marketing 
ននមសវប� 3aយមnផ2bកF5ងមសកយននម�ម��ន។
I. ករ�ងគមចច,តDងល�របយផល,តផល (Product portfolio decisions) 

�បយ2-3ត2-  គ&ជភពFស�WQនន2-3ត2-ទ*ងអស@  ផK-មធ/�អជ�វក�JមដយសកW�ហY5ន។  អbកសគប@សគង 
Marketing  សតkវសបកKកb5ងF3ត7ថភពFស�WQមនQមនត5-Pភពកb5ងក�27-@នRវភព� �កFមស��ន�យxមព-ផវង (Long  term 
growth)  កb5ងមព-មធ/�អជ�វក�J ន3ងធនភពមន-*ន�ងទ*ង�យxមព-ខB�   ន3ង�យxមព-ផវងននជ*ហ�F-នសF@សបក@ 
(  Short and long term cash flow position )  ។ �នមFញព�ទ�K:ភព(Prospective)  ននវK§ជ�វ 3ត�បស@2-3ត2- 
(Productlife  cycle)  សកW�ហY5នគc�ផតមន  ឬ�cយ2-3ត2-មសF�ន�5ខប*25តកb5ងK*jក@ក-ឧមទសន� (Introductory 
stage)  ន3ងK*jក@ក-� �កFមស��ន (Growth stage)  ននវK§ជ�វ 3ត2-3ត2- ឬ�cយត3F�5ខប*25តកb5ងK*jក@ក-ទ5*មជ� 
(បកNភព) (Maturity  stage)  ន3ងK*jក@ក-ឱនភព (Decline stage)ននវK§ជ�វ 3ត។ 2-3ត2-មnK*jក@ក- 
K*បRងននវK§ជ�វ 3ត�បស@វទ�ទ�នRវក�វ 3ន3មaគមសF�ន។  ភព�3នសគប@សTន@នន�5ខ  2-3ត2-ម2CងៗមnK*jក@ក- 
F5ងមសកយអFបងN�  ក�-*បកK-@សកW�ហY5ន  កb5ងក�បង/3-សF@សបក@ឲPសគប@សTន@  មK��L�ជ*នcយកb5ងក�វ 3ន3មaគ ។  
2h5យម,វ 3ញសបស3នមប�សកW�ហY5នមន2-3ត2-មសF�ន�5ខមពក  មnK*jក@ក-បកNភព  ន3ងឱនភព  ននវK§ជ�វ 3ត�បស@វ 
មហ�យត3F�5ខមពកមnK*jក@ក-ឧមទhសន�  ន3ង� �កFមស��នមនQ  សកW�ហY5នអFបង/3-  សF@សបក@សសl-កb5ងមព-ឥ�Rវ 
ប!5ផន7អនគតយR�អផង/ងអFជcបភពអប@អc�  (Black)។  មនQគ&មដយស�2-3ត2-មnK*jក@ក-F5ងមសកយននវK§ 
ជ�វ 3ត�បស@វអFបត@�5ខខBQ   មa-ម,ត�កស�3តF*មនញទប  មហ�យសកW�ហY5នTJន-ទ�ភពជ*នcសឲPបនសគប@នRវ2-3ត 
2-ផK-បត@�5ខ ។

៤ជ*ហន បដ-ម^�ឲkរ�យផល�តផលមន��ណភព បកlមហn�នអចដ?បណ-រករដEចតប,�
ជ*ហនទ�១:  ទ�ទ�ឲPសកW�ហY5នព3ន3តPម,ម-�ក�-ក@សបក@F*មនញន3ងក�វ 3ន3មaគផK-ទ�ទ��បស@2-3ត2-

បF�5បLនb�បស@សកW�ហY5នម-��យxមព-៥�b*កនBង ន3ងគមសមងម,�5ខ។
ជ*ហនទ�២:  �c�មនក�ពសងយ2-3ត2-ទ*ងមនQកb5ងK*jក@ក-�បស@វននវK§ជ�វ 3ត�បស@2-3ត2- ។ 
ជ*ហនទ�៣:  គ&ក�ព3ន3តP�បយ2-3ត2- មK��L�ប!ន@សបមណម��-ថ មត�ត5-Pភព ឬអត@មដយម��-ម,បF�5បLនb

ក- ន3ងអនគតននF*មនញស5ទ�សធ (Net earning) ន3ងF-នសF@សបក@។
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ជ*ហនទ�៤:  គ&មធ/�ផ2នក�សសមប@ទស�ង@2-3ត2- (Product  Profiles)  នមព-អនគត។  សបស3នមប�មន 
2-3ត2-ត3Fមពកមnជ*ហនK*បRង  ននវK§ជ�វ 3ត�បស@2-3ត2-សកW�ហY5នអFបមងN�ត  ឬសសវសជវសសមប@2-3ត2-AJ�កb5ង 
មព-អនគត  ។  សបស3នមប�មន2-3ត2-មសF�ន�5ខមពក  មnK*jក@ក-K*បRងននវK§ជ3វ 3ត�បស@2-3ត2-មនQសកW�ហY5ន 
អFគ3តគRអ*ព� ភពTJនមជគជយ̂ផK-មnស-@a!ងសបWងសបយ^តbប*25ត មK��L�មធ/�អត3ប�មក�Jសបក@F*ណR- ។
II. ករ�ងគមចច,តDងល�ភពចគម�H ន,ងគ�ឡយផល,តផល (Product mix and line decision) 

សសឡយ2-3ត2- (Productline) គ&រ-@2-3ត2-ទ*ងអស@ផK-មនទ*នក@ទ*នងTbជ3តសb3ត ន3ងសផ�7ង�5ខ
ង�សបហក@សបផហ-Tb មហ�យផតងផត-ក@ម,មអយសកW�ហY5នអត3A3ជនKRFTb ។   

ឧទហ�ណ8x  សបYRម�È ន3ងសបYRK5*  ម!ស5�នហ/RតRគRព�  ន3ងអង\5-�ម-ខ។  សកW�ហY5ន�cយអFមធ/�អជ�វក�Jសសឡយ 
2-3ត2-�cយF*នcន។  ក�សមស�FF3ត7�បស@សកW�ហY5នអF�នម,K-@  ក�-5បមច-សសឡយ2-3ត2-�cយF*នcន 
មហ�យប*មពញម2Cង។

កត;ននសដលមនឥទ>�ពលដលIដសចក;'សដសមចច�ត;ដន<គz(
ក- សបក@F*មណញផK-Fង@បន ន3ងសបក@F*មណញជក@ផស7ងននសសឡយ2-3ត2-
ខ- សqនភពនន�បយ2-3ត2-�បស@សកW�ហY5ន ន3ងមសTQថbក@ (Risks) ផK-ពក@ព̂ន�
គ- ទ*ហ*ទ�2E� ន3ងក�� �កFមស��ន (Growth) ន3ង (size)
ឃ- ស�តqភពមដយផ�ក�បស@សកW�ហY5ន ន3ងភពមនមសប�ប (Advantages) កb5ងក�សបកcតសបផជង។
ជមស��សម2Cងមទ�តសសមប@អbកសគប@សគង  Marketing គ&បផនq�2-3ត2-AJ�កb5ងសសឡយ2-3ត2-ជក@លក@j

មនQ ឬប*បត@មច-2-3ត2-បF�5បLនb ។ 
កត;សដលមនឥទ>�ពលដលIករសដសមចច�ត;ដន<គz(
ក- កស�3តF*មណញ /ខតផK-Fង@បន ន3ងជក@ផស7ងផK-បន�កព�2-3ត2-ន��cយៗកb5ងសសឡយ2-3ត2-
ខ- តស�kវក��បស@អត3A3ជនពក@ព̂ន�ម,ន�ង-កwណx ន3ង2-សបមaជន8�បស@2-3ត2-
គ- សqនភពនន�បយ2-3ត2-�បស@សកW�ហY5ន ន3ង (Situation of product portfolio)
ឃ- ស�តqភពផK-សកW�ហY5នមនមសប�បកb5ងក�សបកcតសបផជង។

III. ករ�ងគមចច,តDងល�ករក(ណត	ជ(ហរផល,តផល (Product positioning decision)
ក�ក*ណត@ជ*ហ��បស@2-3ត2-  គ&ជកប!5ងមដយសកW�ហY5ន  មK��L�បមងN�តវមnកb5ងគ*ន3ត�បស@អត3A3ជននRវជ*ហ� 

មដយផ�ក ឬទ�ត*ង�បស@2-3ត2- ឬផBកសញ�។ ជទRម,ក�ក*ណត@ជ*ហ�គ& ផ2¦កម-�-កwណx�cយជ*នcន ឬសបមaជន8 
�បស@2-3ត2-។

ដ�ដណ!រសបសព{ត;ននករក�ណតIជ�ហរផល�តផលមនដ�ចតដPដន<  ៖
ជ*ហនទ�១:  គ&ជK*មណ� �សសវសជវមK��L��កម��-ថ មត�-កwណx ឬ2-សបមaជន8អ/�ផK-មនស�xស*ខន@F*មពQ

អត3A3ជន  ។  មK��L�ឱPមនសបស3ទ�3ភពកb5ងក�ទ*នក@ទ*នងអ*ព�ជ*ហ�2-3ត2- (ឧទហ�ណ8x  ក�2Cព/2Eយអ*ព�2- 
សបមaជន8នន2-3ត2-)  សតkវផតម��-ម,មឃ�ញថ ជភពគc�ឲPFង@បន (Desirable) ន3ងភពគc�ឲPមជuជក@ 
(Believable)។

ជ*ហនទ�២: គ&K*មណ� �ក�វ 3ភគក�សបកcតសបផជង  ន3ងផស/ង�ក-កwណx  ឬ2-សបមaជន8ផK-27-@មដយ 
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2-3ត2-�បស@គRសបកcតសបផជង  មហ�យព3ន3តPF*ណ5FខB*ង  F*ណ5FមខEយនន2-3ត2-�បស@សកW�ហY5នមសប�បមធ�បម,ន�ង 
2-3ត2-Kនទ  ។  កb5ងក�ក*ណត@ជ*ហ�2-3ត2-�បស@មគ  សកW�ហY5នសតkវខ3តខ*មធ/�ឲPបនF�ស@លស@  នRវភពផបBកTbព� 
2-3ត2-Kនទ ។ ភពខ5សផបBកTbមនQសតkវផ2¦កម-�ស�តqភពមដយផ�ក  (Distinctcapabilities) ន3ងភពសបមស��កb5ងក�
សបកcតសបផជង ( Competitive advantages ) �បស@សកW�ហY5ន ។

ជ*ហនទ�៣:  គ&ក*ណត@អតqសបមaជន8ផK-សកW�ហY5នសបថb2Cព/2Eយ  ។  ក�យកF3ត7ទ5កដក@គ&  គc�ផតមnម-� 
សបមaជន8ស*ខន@�cយជជងក�អQអងមសF�ន�5ខមពកផK-មធ/�ឲPអត3A3ជនសF�* ។ សបស3នមប�អតqសបមaជន8មសF�នសតkវបន
2Cព/2Eយមគគc�ផតសបប@ព�ភពប*មពញ ន3ងទ*នក@ទ*នងTb។ សកW�ហY5នគc�ក*ណត@ជក@លក@នRវជ*ហ�ននផBក2-3ត2-ឲPបន
ន�ងន�jជងផBស@ប7R�វជញ�កញប@មពកផK-អFមធ/�ឲPអត3A3ជនសF�* អ*ព�អ/�ផK-ផBកសញ�ត*jងឲPវ ។

ជ*ហនទ�៤: គ&2Cព/2EយឲPបនK�ងអ*ព�  ក�ក*ណត@ជ*ហ�ម,អត3A3ជនមT-ម+�បស@វ ។  ក�ង�មនQសតkវមធ/�¢Bង 
ត�ក�Jវ 3ធ�ទ*នក@ទ*នង Marketing ក�ក*ណត@នABស�សសបក�ផបងផFក-ក@សត��សតkវក�មវFខ�ប@ស�សសប  ។  មធ/�ឲPមន 
សបស3ទ�3ភពនRវក�ង�ខងម-�មនQ2-3ត2-ន�ងសផ�7ងសក�Jភពបនសសបត�អ/�ផK-មយ�ងអQអង ។
IV.  លក ណ¡មនផល,តផល ករដក	ផ3ក�ញ¤ ន,ងករងវចខ¥ប	 /ករបរ�Yយងល�កញ¥ប	 
(Product attributes, brandingand packaging/labelling)

ក�សមស�FF3ត7ម-�-កwណxនន2-3ត2-ពកព̂ន�K-@-កwណxព3មសស (Feature) ន3ងក�គRសមសTង (Desing)
នន2-3ត2- ។

-កwណxព3មសសនន2-3ត2- គ&ជ-កwណxមដយផ�កនន2-3ត2-ន3aយK-@ក�ន*�កនRវ2-សបមaជន8
K-@អត3A3ជនមព-មគមសប�សបស@វ ។  ក�មសជ�សម� �ស-កwណxព3មសស�បស@2-3ត2-សតkវសសបជ�cយ  ន3ងជ*ហ�ផK- 
2-3ត2-បនប*ពក@។

ក�គRសមសTង2-3ត2-  ទក@ទងK-@ទ*ហ*�Rបសសស7 (The  physical  dimensions) នន2-3ត2-មហ�យ�c� 
មនពណ�  (color)  ទ*ហ*  (size)  រង  (Shape) ភគ2C*  (Components)  ន3ងទ*ងន@ (Weight) ។ 2-3ត2-ផK-គcស
មសTងសបកបមដយមសŷណន3យ�  (Aesthetically)  អFទក@ទញក�យកF3ត7ទ5កដក@  (Attention)  �បស@អត3A3ជន ។
ក�គRសមសTងស�សសប  (Suit able designs) ក�អFទក@ទញ ន3ងជ*�5ញ (Reinforce) អ��Jណ8�បស@អត3A3ជនអ*ព�2-
សបមaជន8 មហ�យជ*នcយកb5ងក�មសប�សបស@2-3ត2-2ងផK� ។

ក�ដក@ផBកសញ�2-3ត2- (Branding) គ&ជK*មណ� �ននក�ដក@អត7សញ�ណមnម-�2-3ត2-ម,កb5ង2bត@ 
គ*ន3ត (Mind) ននអត3A3ជន ។

ជ*ហនទ�១  :  ននK*មណ� �ក�មនQគ&មសជ�សម� �សយ5ទ�សសស7 ននក�ដក@ផBកសញ�2-3ត2- ។ សកW�ហY5ន ឬអbកផបង 
ផFក-ក@ជមសF�ន�3នបនមសជ�សម� �ស ន3ងដក@ផBកសញ�ឲP2-3ត2-�បស@មគមទ ។ យ5ទ�សសស7មនQអFស�សសបសសមប@ 
2-3ត2-  ជទ*ន3ញសសមប@បមស���5ខង�ជ�R-ដ:ន�cយF*នcន  ផK-ព3បក�កឲPបននRវអតqសបមaជន8មដយផ�កអF 
ម��បF*ជគមសមងបន។ សបក��cយម2Cងមទ�តកb5ងក�27-@ផBកសញ�ម,មអយ2-3ត2-មnមព-មគមជuជក@ថ2-3ត2-
ន��cយៗ  អF-ក@នRវ2-សបមaជន8មដយផ�ក  មហ�យផBកសញ�ជcយបងsញឲPមឃ�ញកន@ផតF�ស@អ*ព�  អតqសបមaជន8 
មនQ ។ សបក��cយម2Cងមទ�តគ&មគមសប� Umbrella  brand name  សសមប@សកW�2-3ត2-មnមព-មគមជuម-�សញ�ផK- 
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មនម�JQ-L� (Well  known  brand  name)  អFផបងផFកដក@ម,ឲP2-3ត2-ម2Cង។ Umbrella  brand  name 
អFជម�JQសជ�វក�J  (Corporate name)  ឬក�មសជ�សម� �សមដយផ�កននម�JQសគlស� (Family name) ។

ជ*ហនទ�២  : កb5ងK*មណ� �ក�ដក@ផBកសញ�2-3ត2-  គ&ក�មសជ�សម� �សផBកសញ�។  ក�មសជ�សម� �សផBកសញ� 
គc�ផតសសl-ច* (Catchy)  ងយន�ក (Easy  to  remember)  មនភពមដយផ�ក (Distinctive)  ន�ងបងsញឲPមឃ�ញ 
(Convey) នRវគ*ន3ត�cយF*នcនអ�ព�2-សបមaជន8�បស@2-3ត2- ។

ជ*ហនទ�៣  :  គ&ក�បមងN�តនRវកញ�ប@ននផBកសញ� (Brand  package)  ផK-�c�មនក�មសប�សបស@ logos, 
Symbolsnig Artword ស�សសបមK��L�27-@នRវអត7សញ�ណក�Jមដយផ�កសសមប@2-3ត2- ក�មវFខ�ប@ (Packaging)
ន3ងក�ប� 3aយម-�កញ�ប@ (Labelling) 2-3ត2- បមស��នRវ ក�ង�ជK*បRងសតkវទក@ទញអត3A3ជនF*មពQ2-3ត2- ។

ក�មវFខ�ប@,  (Package)  បមស��ក�ក�ព�2-3ត2-  ន3ងភគ2C*វព�ក�ក*ពប@ (Spillage)  ន3ងក�ប*ផBញ 
(Demage) មហ�យសព�ជ�cយមនQវជcយអត3A3ជនកb5ងក�ងយមប�កមសប�សបស@2ងផK� ។ ក�មវFខ�ប@ក�មនឥទ�3ព-2ងផK�
កb5ងក�ផបងផFក-ក@ ន3ង-ក@រយ មសពQមប�2-3ត2-�3នខ�ប@ន*ឲPព3បកកb5ងក�ស75ក ន3ងគ�ទ5ក ។

ក�ប� 3aយម-�កញ�ប@ (Labelling)  គ&27-@ពត�មនជ�R-ដ:ន2\cប2C*ជ�cយ2-3ត2-  ។  ក�មនQជcយអនhង 
អត3A3ជនឲPទ3ញ2-3ត2-សព�ជ�cយមនQវសសបន�ង  ក�ទ�ទ��បស@មសតF�ប@2ងផK�  ។  ស*បកមវFខ�ប@ ន3ងក�  
ប� 3aយមnម-�កញ�ប@សតkវគRសមសTងឲPបន�!ត@Fង@ ។
V. ទ�ផ;មនង�វកម@លក ណ¡ងដយស§កទ(ងប� មនង�វកម@ឥទ{,ពលងល�ទ�ផ;រមន
ង�វកម@ (Three Types of Marketing for Services influencing on the Service Market)

-កwណxទ�១  :  ភព�Rប3យ (Intangibility)  ។ មសវ�3នអFឲPមយ�ងព3ន3តP�Rបសសស7 (Physically  examined) 
yBក@�ស@ជត3 (Tasted)  ហ3តកB3ន (Smelled)  ឬប!Qម��-  (Felt)  បនមទ។  អត3A3ជនផតងផតផស/ង�កសញ� (Signs)  ឬ 
yស75តង (Evidence) ននមសវក�J-¦ៗ KRFជព3ន3តP (Surrounding) ក�មសប�សបស@ឧបក�ណ8 (Equipment use) ឬក� 
ម-Fម��ងផ2bកខងមស¡ (Out ward appearance) �បស@�ន5សCផK-27-@មសវ។ វមនស�xស*ខន@jស@សសមប@អbក
Marketing  ផK-សតkវសគប@សគង�បស@អ�Rប3យទ*ងមនQមដយសបWងសបយ^តb ។ មដយស�ផតមសវជ�បស@អ�Rប3យអត3A3ជនមសប�វ 
ផតងផតF*ណ5QឲPក�ពញz ឬសបប@ពត�មនព��3ត7yក7�  ឬញត3�3ត7។  KRមFbQជសបក�ស*ខន@ប*25តសសមប@អbក Marketing 
គ&បមស��អត3A3ជនឲPបន-¦ មហ�យម��-ឲPបនជកថ មត�មគមពញF3ត7មហ�យ ឬមnមព-មនQមគន�ង2Cព/2Eយភព-¦ព�មត@
�cយម,មត@�cយ (Pread positive words of month) ។ Symbols ពកPមសBក (Slogans) គc�ផតសតkវមសប�មK��L�បញzក@ 
F�ស@អ*ព�-កwណx�បស@វ ។

-កwណxទ�២ :  ននមសវ គ&�3នអFផ7F@Tbបន (Inseparability) ន3ង�3នសq3តមសq� (Perish ability) ។ មសវផតង 
ផតអFសផ�7ងបនផតមព-ផK-ក�សបគ-@  ន3ងក�ទទc-មសវមក�តម��ង  សព�Tb មព-គ&មសវ�3នអFស75ក (Stored) 
បនមទ។

សបស3នមប�មនអត3A3ជនមសF�នមហ�យអbក27-@មសវត3Fមហ�យអត3A3ជន�3នអF�ងច* ឬ�ក�7ងមទ�តមnនAÊមសកយមទ
មនQមយ�ងន�ងបត@បង@អត3A3ជនទ*ងមនQ ។
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ផតសបស3នមប�អbក27-@មសវមសF�ន មហ�យអត3A3ជនត3F មនQប5គ\-3ក�cយF*នcនសតkវជc-�កឥតសបមaជន8 មសពQ�3ន
បនមធ/�អ/�ទ*ងអស@  ។  មយ�ងសតkវខ3តខ*បនC5្�2\ត@2\ង@  ន3ងតស�kវក�។  ក�ង�មនQអFមធ/�ម,បន¢Bងត�ក�មធ/�ផ2នក�-¦ 
ន3ងព¥ក�ណ8មដយសបស3ទ�3ភព ។

-កwណxទ�៣:  ននមសវ គ&ភពផBស@ប7R�ផសបសបl- (Variability)  ។ ជន3F�ជក-មសវសតkវK*មណ� �ក�មដយ�ន5សC 
មហ�យគ5ណភព�បស@មសវមនក�ផសបសបl-ខªស@ (Highly  variable)  ។  ក�សតlតព3ន3តPគ5ណភពកb5ង2-3ត2- 
កb5ងមព-បF�5បLនbមនQ  គ&ជក@លក@ ៩ផខ  ន3ងត�ង� �ង  (Trangent)  មហ�យកត@ស*T-@មឃ�ញមប�ស�ងផតTJនភពម-¦�ងកb5ង 
2-3ត2-  ។  F*មពQក�27-@មសវវ 3ញ  ក�សតlតព3ន3តPគ5ណភពមnផតជក�-*បកមnម��យ  ។  ន3មaជ3កម2CងTbមn 
សកW�ហY5ន�cយ  អF27-@មសវកស�3តខ5សTbមa-ម,ត�អកបLក3� 3a (Attitudes)  ភពFង@មធ/� (Motivation) 
ន3ងស�Lទ (Aptitudes)  ។  ន3មaជ3កមbក@អF27-@នRវកស�3តមសវខ5សTbមnមព-ខ5សTb F*ណ5Qម-�ភព�3នសសl-F3ត7 
កស�3តថ�ព- (Energy level) ន3ងសqនភពសគlស� (Family situation) ។ 

វ 3ធ��cយមK��L�ជ*នQ (Over come) បញsផសបសបl- គ&មធ/�ស/^យសបវត73ក�J (Automate) មសវ ឬF*�5Qម!ស5�នជ�cយន�ង
�ន5សCឲPបនត�ផ2នក�ផK-អFមធ/�ម,បន  ។  សកW�ហY5នសតkវខ3តខ*  មសជ�សម� �ស�ន5សC (Able  people)  ត�ក� 
មសជ�សម� �ស�ន5សCមដយសបWងសបយ^តb ន3ងហ/�កហត@ឲPបន-¦មហ�យសកW�ហY5នអFបន7ជ*�5ញម-�កទ�កF3ត7ន3មaជ3កត��យx
ក�27-@�ង/ន@  មហ�យសកW�ហY5នក�អFសតlតព3ន3តPកស�3តគ5ណភពននមសវ ន3ងក�មពញF3ត7�បស@អត3A3ជន (Customer 
satisfaction)  ¢Bងត�ក�ម-�កស*ណR�ព��បស@អត3A3ជន (Customer  suggestion)  ក�27-@មaប-@សត-ប@ 
(Feedback) ន3ងក�តវ!  (Complaint) ព�អត3A3ជន ក�KRFជក�សសវសជវ Marketing 2ងផK� ។ 
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ម�ម��នទ�៦

យ�ទ{សស�Dក(ណត	មថ3
PRICING STRATEGY

I. កតDមនឥទ{,ពលដល	ករ�ងគមចច,តDអ(ព�មថ3 (Factors affecting pricing decision)
មនកត;សប� សដលមនឥទ>�ពលដលIករក�ណតIនfg គz(

កតDទ�១ : កត7ផK-ជប@ទក@ទងK-@ សញកw^ន� (Perception) ន3ង ឥ� 3aបទ (Behavior) �បស@អត3A3ជន។
ភព�cញ-Rត�បស@នABននតស�kវក� (Price  elasticity  of  demand)  ឬភពមភäF (Sensitivity)  នននAB�បស@អត3A3ជន។ 
ក-jតស�kវក�មនភព�cញ-Rតអ*ព�នAB ឬក�-jអត3A3ជនមនភពមភäFអ*ព�នABមនQ  មព-នABខªស@ន*ឲPតស�kវក� 
AយF5Q  ។  ជព3មសសក-jអត3A3ជនអFមសប�បមធ�បនABa!ងសសl-�វង2-3ត2-�cយជ�cយ  ន3ង2-3ត2-�cយ 
មទ�តមព-មនQក-jភពសបមស��ខ5សផបBកព�មគនន2-3ត2-�បស@មយ�ងមខEយ  អត3A3ជនន�ងK�ងអ*ព�2-3ត2-ផK- 
អFជ*នcសបន។ សញ�កw^ន� (Perception) �បស@អត3A3ជនអ*ព�តន�B (Value) សសមប@2-3ត2- (ផK-អFក*ណត@បន
ត�ក�សសសជវ KRFជក�សក-Lងគ*ន3តអ*ព�2-3ត2-) គc�ផតសតkវសតlតព3ន3តPព3ច�jមព-មធ/�ក�សមស�FF3ត7អ*ព�នAB។

កតDទ�២ : ទក@ទងម,ន�ងសកW�ហY5ន ។  សតkវក7ប@ឲPបននRវF*jយមA� ន3ងF*jយផសបសបl-ផK-ពក@ព̂ន�K-@
2-3តក�J ន3ង Marketing មសពQវមនឥទ�3ព-K-@ក�ក*ណត@នAB ។ សកW�ហY5នផតងមនមT-ម+អ*ព�សបក@F*មណញ អសត
ទ�2E� ន3ង ក�ក*ណត@នAB  ផK-ទ*ងអស@មនQគ&ជឧបក�ណ8សសមប@ក*ណត@មT-នមaបយនAB ។ ម-�សព�មនQស�តqភព
2-3តក�J (Capacity utilization)  ក-jស�តqភពតRFគ& វ�3នសបមស��ទ-@ផតមសQផK-មយ�ង-ក@នABទបផK-មនQ
ន�ង�នម,K-@តស�kវក�ខªស@ ផK-សកW�ហY5ន�3នមធ/�ម,ត�បន (Accommodate)។ ក�មសប�សបស@ស�តqភពខªស@ អF 
ន*ម,K-@ក�បនqយនABមK��¢Bងត�បត5yRត�បស@សកហ/3កននក�ម��នសRសត  ឬបទព3មសធន8  ( Learning or experience
curve  phenomenon  )  មហ�យសកW�ហY5នអFក*ណត@នAB-ក@ទបមK��L�ជ*�5ញតស�kវក� (Encourage  demand)  មហ�យ 
ពសង�ក2-3តក�J ( Expand production ) ។

កតDទ�៣  :  ទក@ទងK-@គRសបកcតសបផជង ។  បង\5 *ននក�សបកcតសបផជងមnកb5ងឧសEហក�J (  The  competive 
structure  within  the  industry  )  មនឥទ�3ព-K-@ក�ក*ណត@នABកb5ងភពទR-*ទRលយ  ។  កb5ងសqនភពផ7F@�5ខ 
(Monopoly)  សកW�ហY5នមនមស� �ភពមពញម-ញ  (Total freedom) កb5ងក�ក*ណត@នABទ*ន3ញ�បស@ខBcន ប!5ផន7កb5ង-កwខ̂ណ�
ននក�សបកcតសបផជងស5ទ�សធ  (Pure Competition) មគសតkវផតទទc-យកនRវក�ក*ណត@នABស�សសប�cយ ។ កb5ង-កwខ̂ណ�
សបកcតសបផជង ននភពផ7F@�5ខពហ5ភគ�  ន3ងស�ភគ� (Oligopolistic and monopolistic competition)  សកW�ហY5នមន 
មស� �ភពខBQ កb5ងក�ក*ណត@នAB ( F*ណ5Qម,ម-�កស�3តននភពសបមស��ផបBកព�មគនន2-3ត2- ) ផតសតkវAB�ងផABងព�កស�3តននក�
ក*ណត@នAB�បស@គRសបកcតសបផជង ន3ង-ទ�ភពននសបត3ក�J ម-�យ5ទ�សសស7ននក�ក*ណត@នAB�បស@មគ ។

កតDទ�៤ : គ&2E�ភzប@ជ�cយ�ដ:y3ប- ន3ង F�ប@ ។ មnសបមទសជមសF�ន មគមនF�ប@សប�*ងន�ងសកW�ហY5នផK-
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សហក�Tb មK��L�ក*ណត@នABមnម-�ទ�2E�។ មហ�យវក��3នសសបF�ប@2ងផK�សសមប@2-3តក�ផK-បងw* (Compel) អbកផបង
ផFក-ក@ (Distributors) ន3ងអbក-ក@រយ  (Retailers) -ក@ត�នABមដយដក@លក@jមនQ ។

កតDទ�៥ ´: គ&ទក@ទងK-@ភគ2C*ម2Cងៗមទ�តនន Marketing mix ។ ជទRម,ភគ2C*ទ*ងបcនសតkវផតស�សសបជ
�cយTb។ សបស3នមប�2-3ត2-�cយមនគ5ណភពខªស@ មនQនAB�3នអFទបមពកមទ មហ�យអត3A3ជនព3តជយ-@បញsមនQ។

មត�2-3ត2-សតkវផបងផFក-ក@a!ងj ? (ឬ�cយ¢Bងត�សFកទ*ងអស@ ឬ¢Bងត�សFកមសជ�សម� �សF*មពQផតហង
ផK-មនឥទ�3ព-)  ន3ងទ*នក@ទ*នង2Cព/2Eយ (Communicated)  a!ងjមនQក�គc�គ3តគRK-@2ងផK�កb5ងក�ក*ណត@ 
នAB។
II. ករក(ណត	មថ3ច(ងªHផល,តផលថ@« ( Pricing for new products )

មនជ*ម� �សK�ទRលយ២ សសមប@យ5ទ�សសស7 ននក�ក*ណត@នAB2-3ត2-AJ�x Fសមញ@ (Skiming)  ន3ងវយសស�Wក 
(Penetration) ។
ទ�១-នABFសមញ@ (Price skimming): គ&ក*ណត@នABខªស@សសមប@2-3ត2-AJ�។ យ5ទ�សសស7មនQស�សសប មnមព-x

ក- ទ�2E� ន3ងស�តqភព2-3តក�JមnតRF
ខ- ឥទ�3ព-�បស@សកហ/3កននក�ម��នសRសត ឬបទព3មសធន8កb5ង2-3តក�Jស7cFមស7�ង (Negligible)
គ- តស�kវក�មនភព�cញ-Rតអ*ព�នAB
ឃ- គ*ន3តយ-@ (Perceived) អ*ព�តន�B�បស@2-3ត2-គ&ខªស@
ង- គ5ណភព2-3ត2-មន-កwណxសមwន@F*មពQអត3A3ជន មហ�យខ/Qក�សបកcតសបផជងផh-@ ឬជ*នcស ។
ភពសបមស�� (Advantages) ននយ5ទ�សសស7មនQគ&x
ក- សកW�ហY5នអFស7�ក�អy3វឌ·ន82-3ត2- ន3ងសសង@មK��បន�ហ^ស
ខ- សកW�ហY5នអFសសkបយកF*ផណកទ�2E� ផK-�3នសRវមនភពមផäFអ*ព�នAB
គ- ធមJ��Jណ8អ*ព�គ5ណភពខªស@ (High quality image) អFបមងN�តបនF*មពQ2-3ត2-
ឃ-  ក�ផសបសបl-នABអFងយមនឥទ�3ព- សបស3នមប�នABK*បRងនន2-3ត2-�បស@សកW�ហY5នខªស@បនhប@�កទប វ 3ធ�  

មនQសបមស��ជង ក�សចស@សត�ប@�កវ 3ញ ។
ទ�២-  នABសស�Wក (Price  penetration):  មនន̂យថក*ណត@នABទបសសមប@2-3ត2-AJ�យ5ទ�សសស7មនQ  ស�សសប 
មnមព-x

ក- ទ�2E� ន3ងស�តqភព2-3តក�Jធ*ទRលយ
ខ- ក�មនឥទ�3ព-ខB*ង�បស@សកហ/3ក ននក�ម��នសRសត /បទព3មសធន8
គ- តស�kវក�មនភព�cញ-Rតអ*ព�នAB
ឃ- គ*ន3តយ-@អ*ព�តន�B នន2-3ត2-មnទប
ង- ក�សបកcតសបផជងខB*ងកB (Intense) មហ�យក�ជ*នcសមសត���cFជមសសF ។
ភពសបមស��ននយ5ទ�សសស7មនQគ&x
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ក- ន*K-@អសតទ�2E�ទRលយ មហ�យអត3A3ជនងយទទc-យកF*មពQ2-3ត2-
ខ- គRសបកcតសបផជងន�ងរផ�កកb5ងក��នFR-ទ�2E� មសពQកស�3តF*មណញទប ។

៣- ក�ក*ណត@នABF*មពQ2-3ត2-មនសសប@  ( Pricing for existing products )
មនជមស��ស៣ សសមប@2-3ត2-ផK-មនសសប@មនQគ& �កEនABKផK- (Maintain price) បនqយនAB ( Reduce

price ) ឬបមងN�ននAB (Increase price) ។
ជងគម��ទ�១:  សកW�ហY5នអF�កEនABKផK-  សសមប@2-3ត2-មនសសប@  សបស3នមប�អមA�  ឬកត7ជមសF�ន 

(ឧទហ�ណ8 នAB�បស@ព-ក�J ន3ងវតq5ធត5មK��)  �កEមសq�ភពបង\c�មហ�យសកW�ហY5នTJនផ2នក�ផBស@ប7R� យ5ទ�សសស7ឬជ*ហ� 
ទ�2E��បស@មគ។

ជងគម��ទ�២  :  សកW�ហY5នអFបនqយនAB សមå7បងsញនRវសបស3ទ�3ភពននប*លស@ប7R�មK��L�ម¢B�យតបម,ន�ងតស�kវក� 
�បស@អត3A3ជន  ឧទហ�ណ8  កb5ង�យxមព-ឱនភព (Reccession)  មK��L�ម¢B�យតបម,ន�ងក�កត@បនqយនAB�បស@គRសបកcត 
សបផជង ឬក�វយ-5ក (Offensive)  ប*លស@ប7R�ម,�កក�មក�នម��ង (Gain)  នRវអសតទ�2E�។ យ5ទ�សសស7មនQK*មណ� �ក� 
បនកb5ងក�ណ� ផK-អត3A3ជនមភäFអ*ព�នAB មហ�យសបថbក�បនqយនAB។ សកW�ហY5នសតkវមនភពខB*ង អ*ព�ហ3�ញ�វAq5 មK��L�សទ*សទ 
នRវសសង\�នAB (Price  war)  ។  2-សបមaជន8ននក�បនqយនABគ&  អសតទ�2E�មក�នម��ង  មហ�យអFមក�នម��ងនRវសបក@ 
F*មណញ ។

ជងគម��ទ�៣:  គ&បមងN�ននAB (Raising price)  សសមប@2-3ត2-មនសសប@ គ&មធ/�ម��ងមដយសកW�ហY5ន មK��L��កE 
កស�3តF*មណញ  កb5ងមព-សកW�ហY5នសបឈ��5ខន�ងក�មក�នម��ងនននABមK��  ឬក�ភពខB*ងននភពសបមស��មដយផ�កនន 
2-3ត2-តស�kវក�ខªស@  ន3ងTJន2-3ត2-ជ*នcស ។ យ5ទ�សសស7មនQK*មណ� �ក�បនកb5ងក�ណ� តស�kវក�TJនភព�cញ-Rត 
អ*ព�នAB ។  ម-�សព�មនQម,មទ�ត  អត3A3ជនអFសតkវបនជ*�5ញឲPF*jយ-5យផA�ត��យx  ក�ផBស@ប7R�ម2Cងមទ�ត។ 
ឧទហ�ណ8ក�មវFខ�ប@2-3ត2- ន3ងបមងN�នមសវជ*នcយ ។
III.  ករង¬3�យតបង�នងករគXក�តគXសជងកB�ងប(ល�	XDuរមថ3 (Responding  to  competitive 
price moves)

មnមព-គRសបកcតសបផជងបមងN�ននAB2-3ត2-�បស@មគសកW�ហY5នអF�កE2-3ត2-KផK-ននទ*ន3ញសបហក@សបផហ-
គRសបកcតសបផជង។ កb5ងក�ណ� ទ*ងព��ខងម-� សកW�ហY5នអFម¢B�យតបត�ក�Jវ 3ធ�ម2Cងព�ប*លស@ប7R��3នផ�ននAB (Non-Pricing
moves)  ឧទហ�ណ8  ត�វ 3ធ�ក*ណត@ជ*ហ�ម��ងវ 3ញ (Repositioning)  នRវ2-3ត2-ផK-មនសសប@  ឬឧមទhសន� 
2-3ត2-ផK-មនសសប@  ។  វ 3ធនននក�ប*លស@ប7R�ទ*ងមនQអFសបផហ-ជទ�ទ�មព-មវលយR�ជង ក�ម¢B�យតប  
(Respones) អ*ព�នAB ។

កត7ផK-សតkវគ3តគR�មព-ម¢B�យតបម,ន�ងក�សបកcតសបផជងប*លស@ប7R�នABគ&x
ក- ក�ម¢B�យតបសសមK�ងTbននអត3A3ជនមសJQF*មពQ ម,ន�ងក�ផសបសបl-នAB�បស@គRសបកcតសបផជង
ខ- ក�បត@នRវអសតទ�2E� AយF*ណR-មហ�យសបក@F*មណញផBស@ប7R�
គ- គ*ន3តប!ង ន3ងស�តqភព�បស@គRសបកcតសបផជង
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ឃ- កស�3តននភពសបមស��មដយផ�ក នន2-3ត2-
កb5ងក�ណ� ផK-គRសបកcតសបផជងបមងN�ននAB សកW�ហY5នអFព¥a��កច*ម��- (A wait and see) ឬអF�3នគc�មអ�មព�

កb5ងក�ណ� ផK-អត3A3ជន�បស@មគ�3នផBស@ប7R�កb5ងF*នcនធ*មធងម,�ក2-3ត2-សបកcតសបផជងមនQម-�កផ-ងផតនABមក�នម��ង
មដយ2E�ភzប@ជ�cយក�បមងN�នខB*ងនRវ-កwណxសបមស��នន2-3ត2- ន3ងគ5ណភព ។

កb5ងក�ណ� ផK-គRសបកcតសបផជងបន�បនAB សកW�ហY5នអFសតkវមនសបត3ក�JឲP�ហ^ស  មហ�យក5*�cញរសបស3នមប�ក�រផ�ក 
ន*ម,K-@F*នcនK�មសF�ន  ននអត3A3ជនផប�ម�ªQម,�ក2-3ត2-ម2Cង  មហ�យទ�2E�សព/នABសតkវបត@អសត ។   ក�ណ� មនQជ  
ព3មសសក-jគRសបកcតសបផជងគ&  ជអbកសផ�7ងK�ធ*  ( Large player )  មហ�យប*ណង�បស@មគគ&F�ស@ជFង@Kមណ7� �
ទ�2E� ។
IV. យ�ទ{សស�D /ប(ល�	XDuរមនករក(ណត	មថ3ងផ¯ងងទ°ត (Other pricing strategy /variation)

ប(ល�	XDuរករក(ណត	មថ3ទ�១:  គzបនAយនfg (Discount  pricing)  បនqយនABអF27-@ឲPម,អត3A3ជនផK- 
ទRទត@សF@សបក@ភB�ៗ  ឬទ3ញកb5ងប� 3មណមសF�ន  ។  បនqយនABអF27-@ឲP មK��L�ជ*�5ញអត3A3ជនឲPទ3ញ2-3ត2- ឬមសប�  
មសវកb5ងអ*�5ងមព-ផK-តស�kវក��3នK-@ក*ពR- (Non  peak  seasons)  ។  អត3A3ជនអFជ*�5ញមដយក�ជ*នcស 
2-3ត2-�cយ¢Bងត�ក�F5QនABកb5ងទស�ង@ជអបLហ�ពណ3 ជzក�Jព3មសស (Trade in allowance)  ។  ពណ3 ជzក� អF 
សតkវ27-@ក�F5QនAB សសមប@ក�សផ�7ង�5ខង��cយF*នcន (Performing  some  functions)  ជ*នcស�5ខឲP2-3តក� 
ឧទហ�ណ8  2h5កទ*ន3ញ (Warehousing)  ក�ម��បទ*ន3ញ (Sorting  of  goods)  ឬ  Marketing  F*មពQអbក-ក@រយ 
(Marketing to retailers) ឬជ*នcយក�Jវ 3ធ� Marketing (ឧទហ�ណ8ម�bត2Cងស*jង) ផK-ចត@ផFងមដយ2-3តក� ។

ប(ល�	XDuរករក(ណត	មថ3ទ�២:  គzនfgផ4ព ផ/យលកI  (Promotional  pricing)  ទស�ង@�cយនននAB2Cព/2Eយ 
-ក@គ& អbក-ក@រយអFមសប�សបស@�មប�បជអbកន*�5ខមគខត (Loss leader) មដយ2-3ត2--ក@មថកជងនABមK���បស@
វម,មទ�តមK��L�ទក@ទញ �ន5សCឲP�កហង�បស@មគ។ អត3A3ជនសតkវបនសបក@បង/3-វ 3ញខBQ (Cash rebates)  មព-មគ 
ទ3ញ2-3ត2-កb5ងសTjមនQ ។

ប(ល�	XDuរករក(ណត	មថ3ទ�៣ : គzករក�ណតIនfgផល�តផលចសម#<សម#< (Product mix pricing) បF@2-3ត2-
(Product bundling) គ&ជក�-ក@2-3ត2-ព�� ឬមសF�ន2\cបជ�cយTbមnកស�3តនABទបជងក�ស�5បនAB2-3តកb5ងបF@ ។
ឧទហ�ណ8 ថb*K5សមធJញ �c�ជ�cយសបYRK5* មហ�យន�ងសបYRទ�ក។ 2-3តក�អF-ក@កស�32-3ត2-មnកស�3តនABម2CងៗTb
ម,ឲPអត3A3ជនននF*ផណកទ�2E�ម2CងៗTb ។

2-3តក�អFបមងN�នក�-ក@2-3ត2-�បស@មគមដយ-ក@2-3ត2-ស*ខន@ (Core  product)  (ឧទហ�ណ8 
�Aយន7) មnកស�3តនABទប មហ�យមធ/�a!ងjឲPអត3A3ជនទ3ញ�បស@ប*មពញបផនq� ( សបដប@ត5បផតង�Aយន7 ) ។

2-3តក�អFមសជ�សម� �សយកF*មណញទបម-�ក�-ក@2-3ត2-សមwន@ (Core  product)  (ម!ស5�នបR�ធR-�) 
មហ�យសងÏ��ថបនF*មណញបផនq� ម-�ក�-ក@មសគuងប*លស@ម!ស5�នមនQ ។
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ម�ម��នទ�៧

គចកសបងសចក ទ�ផ;រ ន,ងយ�ទ{សស�Dមនករសបងសចកលក	ទ(ន,ញ
Marketing Channel and Selling Distribution Strategy

កb5ងម�ម��នមនQ  អធ3ប�យអ*ព�សFកផបងផFក Marketing  ន3ងក�សមស�FF3ត7អ*ព�ក�ផបងផFកទ*ន3ញ (Placing 
decision)  ។  បនhប@�កន�ងអធ3ប�យវ 3ធ�សសស7 (Methods)  ម2CងៗTbនន Marketing  ផh-@មហ�យបនhប@�កមទ�តគ& 
បងsញសបមyទម2Cងៗ ផK-2E�ភzប@ជ�cយ Marketing  សបមa- ន3ងក�សមស�FF3ត7ផK-ទក@ទងK-@សបត3បត73ក�នន 
សFកព��សបមyទគ& ក�-ក@K5* (Wholesaling) ន3ងក�-ក@រយ (Retailing)។ 
I. ទ
�vរផ� 2 ឬតបង]  (Direct or indirect marketing) 

Marketing  ផh-@ទ�ទ�ឲP2-3តក��នម,K-@អbកមសប�សបស@F5ងមសកយ (Final  consumers)  ឬអត3A3ជន 
ឧសEហក�Jមដយ�3នមសប�សបស@អន7�ក� � (Intermediaries)  ។ Marketing  សបមa- ពក@ព̂ន�K-@ក�មសប�សបស@អន7�ក� � 
Marketing  (Marketing  intermediaries)  មK��L��នម,K-@អbកមសប�សបស@F5ងមសកយ  ឬអត3A3ជនឧសEហក�J។ 
ក�មសជ�សម� �សផ2¦កម,ម-� យ5ទ�សសស7 ប!5ផន7កត7�cយF*នcនអFមនឥទ�3ព-ម-�ក�សមស�FF3ត7K�ស*ខន@មនQ។

ទ� ១: -កwណxនន2-3ត2-  អFមនឥទ�3ព-ម-�ក�សមស�FF3ត7មនQ។  សបស3នមប�2-3ត2-មន  -កwណx 
ងយខRF (perishable) ឬស*ព�ងស*មពង (bulky) មពកមនQក�ផបងផFកវឲPម,K-@អbកមសប�សបស@F5ងមសកយផh-@ផត�7ង
ផតងផតសបមស��ជង¢Bងកត@សFកផបងផFកមសF�នK*jក@  ។  សបស3នមប�2-3ត2-មន  -កwណxសJ5គសJញស*ញ5 *មនQក� 
ទ*នក@ទ*នង (Communication)  ជ�cយអbកមសប�សបស@ផh-@ផត�7ងអFក�ព�នRវភពយ-@សF-* (Misunderstanding) 
ផK-អFមក�តមនម��ងមnមព-ស� (Message) ¢Bងកត@សFកផបងផFកមសF�នK*jក@ក- ។ 

ទ� ២: -កwណxននអត3A3ជន  សតkវគ3តគR2ងផK�។  សបស3នមប�សកW�ហY5នមនអត3A3ជនធ*ៗ�cយF*នcនមនQ  គc��ន 
ម,ផh-@ផត�7ងគ&សបមស��។  ផតសបស3នមប�សកW�ហY5នមនអត3A3ជនមសF�នផតមនទ*ហ*តRFៗ  សបកបមដយyR�3សសស7រយប!យ 
(Geographically disperse) មនQក�មសប�អន7�ក� � Marketing មនភពសបមស��ជង ។

ទ� ៣: ក��នម,ផh-@ (Going direct) ពក@ព̂ន�K-@ ធនធន �បស@សកW�ហY5ន ជងមហ�យក�ខ/Qខតធនធន
អFន*ឲPររ*ងK-@ក�មសប�យ5ទ�សសស7 Marketing  ផh-@ (The direct  marketing strategy)  ។ ក��នម,មដយ 
ផh-@27-@ឲPសកW�ហY5ននRវ ក�សតlតព3ន3តPខB*ងជងអ*ព� យ5ទ�សសស7 ន3ងសបត3បត73ក��បស@មគ។

ឧទហ�ណ8  សបស3នមប�មសប�អន7�ក� � Marketing  សកW�ហY5នអFTJនក�សតlតព3ន3តPនABសសមប@អbកមសប�សបស@F5ង 
មសកយF*មពQ2-3ត2-�បស@មគមnមព-ផK- ក�ក*ណត@នABបងw* (Price enforcement)  មnកស�3ត-ក@រយ�បស@2-3ត 
ក�មនភព�3នសសបF�ប@ (Illegal)  មnសបមទសជមសF�ន។  អន7�ក� �អF�3ន  សហក�ជ�cយ2-3តក�មnកb5ងកស�3ត 
យ5ទ�នក� Marketing ជក@លក@jស@មនQKRFជម�bត�ង/ន@ (Contests) ន3ង Cent-off coupons ជមK�� ។

ទ� ៤: មnសបមទសខBQសFកផបងផFក Marketing  សសមប@2-3ត2-�cយF*នcន  គ&គ&�3នអFមន (Not 
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available) ឬស�តqភព�បស@សFកផបងផFកផK-មនសសប@មnមខEយ  កb5ងសqនភពផបបមនQសកW�ហY5នអF TJនក�មសជ�ស
ម� �ស2BRវម2Cងៗ មស¡ព�ក��នម,ផh-@ម��យ ។ 2-3ត2-ខBQអFទ�ទ�នRវក�ទ*នក@ទ*នង មសវព3មសស KRមFbQសFក 
ផបងផFក Marketing ផK-មនសសប@អFមធ/��3នបន-¦នRវក�ង�មនQ ។

ទ� ៥: សqនភពននក�សបកcតសបផជងអF�នម,K-@យ5ទ�សសស7ននក�ផបងផFក  សបស3នមប�គRសបកcតសបផជង 
ស*ខន@ក7ប@ជប@  នRវសFកផបងផFកផK-មនសសប@អស@មហ�យ មនQវន*ឲPមនក�-*បក@K-@មយ�ងកb5ងសហក�ជ�cយ 
សមជ3កសFកផបងផFកទ*ងមនQ ។ KRមFbQ TJនជមស��សអ/�មស¡ព�ក��នម,ផh-@មនQមទ ។

ជមស��ស�cយមទ�តគ& អFមសជ�សម� �សសFកផបងផFកAJ�ផK-សបមស�� ន3ងមនសបស3ទ�ភពជងគRសបកcតសបផជង។
II. ២- វ�ធ
uសសZសតមប2 Marketing ផ� 2 (Methods of direct marketing)

វ 3ធ�សសស7ទ� ១: នន Marketing ផh-@គ& 2-3តក�មសប�សបស@សមB*ង-ក@�បស@ខBcនកb5ងក�-ក@ទ*ន3ញផh-@ម,អbក
មសប�សបស@  ។  សបត3បត73ក�ផបបមនQគ&  ផតងផតមសប�មដយសកW�ហY5នជ�cយន�ងអត3A3ជន  ឧសEហក�J ន3ងសកW�ហY5ន-ក@ 
2-3ត2-សសមប@អត3A3ជនជម�2hQមដយ2-3ត2-មនតន�Bខªស@ (High value) ។ 

វ 3ធ�សសស7ទ� ២: គ&ម2ä��ស*ប5សតផh-@ (Direct  mail)  ។  អbក Marketing  ម2ä��-3ខ3តកត�5ក (Catalogue) 
Brochures,  Audiotapes,  Videotape  ន3ង  Computer  diskettes  ផK-បងsញ  ន3ងព3ពណ�នអ*ព�2-3ត2- 
ឬមសវម2Cងៗ។ វអន5ញ�តឲP អត3A3ជនបញzទ*ន3ញត�ប̂ណ|បញzទ�ញ ឬត�ទR�ស̂ពh។ 

វ 3ធ�សសស7ទ� ៣: គ& Telemarketing ។ សមជ3កសគlស�នន សតkវបនមគទក@ទងមដយអbក Marketing ¢Bងត� 
�យxទR�ស̂ពh មK��L�ជ*�5ញពcកមគឲPទ3ញ2-3ត2-jមនQ។ ក�ព3មសTQ�បស@2-3ត2-ទ*ងមនQគ& សតkវបនមធ/�¢Bងកត@ត�
Catalogues ឬ Brochures ផK-បនម2ä��ព��5ន�cFមហ�យ ឬ¢Bងត�ក�2Eយពណ3 ជzក�J ត�កផសត ឬទR�ទសCន8។

វ 3ធ�សសស7ទ� ៤: គ&  Media  Marketing  ។  2-3ត2-សតkវ2Eយពណ3 ជzក�J ន3ងត*ងបងsញត�  ទR�ទសCន8 
កផសត ន3ងទសCនវK§� មហ�យបនhប@�កអត3A3ជនអFបញzទ3ញត��យxប̂ណ|បញzទ3ញ ឬត�ទR�ស̂ពh។

វ 3ធ�សសស7ទ� ៥: គ&  Electronic shopping  ។ អbក Marketing  អF27-@នRវ Computerized Catalogue  នន 
2-3ត2-¢Bងកត@ត�ក�ភzប@ (Link-up) ជ�cយអbកមសប�សបស@ត��យxកប (Cable) ឬត��យx Telephone lines ។
អbក Marketing  អFភzប@ជ�cយអត3A3ជនត� Personal  computer  ព�មសពQ  ព��cយនAÊម,�cយនAÊ ក�មសប�សបស@ 
computer កន@ផតទRលយ ។ 

វ 3ធ�សសស7F5ងមសកយ : គ&¢Bងត�ម!ស5�ន-ក@ទ*ន3ញ (Vending machines)។ អត3A3ជនអFទ3ញ 2-3ត2- 
ផK-ដក@កb5ងម!ស�ន-ក@ទ*ន3ញត�វ 3ធ�បញ�R -កក@  ប̂ណ|យឥណទន (Credit  card)  ឬ  Bank  automatic  teller 
machine card ។
II. ករសងតមចច�តZសតមប2 Marketing តបង]  (Decision for indirect marketing) 

ក�សមស�FF3ត7ទ�១  : សសមប@ក�មសជ�សម� �ស�បស@អbក Marketing  F*មពQសFកផបងផFកសបមa-គ& ពក@ព̂ន�K-@ 
សបផវងសFកផបងផFក (Channel length) មនQគ& សតkវមសប�អន7�ក� � Marketing ប!5នJនកស�3ត។ សFកផវង (The longer the 
channels)  មនក�-*បកK-@សកW�ហY5នកb5ងក�សតlតព3ន3តP សមជ3កសFកផបងផFក។  កត7ម2Cងៗមទ�តផK-សតkវគ3តគRគ& 
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សសមK�ងTbន�ងក�ផK-បញzក@សសមប@ក�សមស�FF3ត7អ*ព� Marketing ផh-@ /សបមa-ផK-បនព3ភកEព��5នមនQ។
ក�សស�FF3ត7ទ�២: �oប�ពលភពដនបចកផ�ងផចក (Channel intensity) បកlមហn�នអចបប�-�
ក- យ5ទ�សសស7ផបងផFក-ក@មដយផ�ក (The exclusive distribution strategy) សសមប@ត*បន@ទ�2E�j�cយ

មនQ។ 27-@ស3ទ�3ផ7F@�5ខម,អbក-ក@រយផត�cយកb5ងក�-ក@2-3ត2-។
ខ- យ5ទ�សសស7ផបងផFក-ក@ជមស��ស (The selective distribution strategy) កb5ងត*បន@ទ�2E�j�cយមនQ។

អន5ញ�តឲPអbក-ក@រយ�cយF*នcន (ព��ម,សប*) -ក@2-3ត2-។
គ- យ5ទ�សសស7សបព-ភព កb5ងក�ផបងផFក-ក@ (Intensive distribution strategy) គ&2-3ត2- អF-ក@បន

មnសគប@ហង-ក@រយផK-សកW�ហY5នអF�នម,K-@។ 
យ5ទ�សសស7ព�� K*បRងគ&ស�សសបសសមប@សqនភពផK-2-3ត2-សតkវ-ក@ សតkវបនមគគ3តថ2-3ត2-ព3មសស 

(Specialty goods) មហ�យឥ� 3aបទ កb5ងក�ទ3ញទ*ន3ញសមå7ម,ហងព3មសស។
F*ផណកយ5ទ�សសស7សបព-ភពកb5ងក�ផបងផFកគ&  ស�សសបសសមប@សqនភពផK-2-3ត2-បនគ3តថគ& ជ  

2-3ត2-ព3មសស (Specialty goods) មហ�យឥ� 3aបAកb5ងក�ទ3ញគ& ស*ម+ម,ហងព3មសស។
F*ផណកយ5ទ�សសស7សបព-ភពកb5ងក�ផបងផFកគ&  ស�សសបសសមប@សqនភពផK-  2-3ត2-ងយ�កទ3ញ 

(Convenience good) មហ�យឥ� 3aបAកb5ងក�ទ3ញគ& ស*ម+ម,�កហងងយទ3ញ។
ក�សមស�Fទ�៣ : គ&មសជ�សម� �សសបមyទននសFកផបងផFក (Channel type) ។ 
សFកផបងផFក Marketing  ធ�Jត (Conventional  marketing  channel)  គ&មនឯករជPអ*ព�ក�សតlតព3ន3តP 

(Independently  controlled)  ។  សបមyទសស�បសស�l-�យxបមj7យននសFកផបងផFក Marketing  (Vertically 
coordinated typed of marketing channels) គ&សតង@ផK-សកW�ហY5នអFព3ន3តP ឬ�cយ¢Bងត�x

ក- សកW�ហY5នមនF*ផណកហY5ន ឬភពជម�ស@ខBQននសមជ3កសFកផបងផFក
ខ- សកW�ហY5នF5Qក5ងសតជ�cយសមជ3កសFកផបងផFក
គ-  សកW�ហY5នមសប�សបស@ជ*ហ�ននអ*jF�បស@មគ  មK��L�សតlតព3ន3តPសមជ3កសFកផបងផFកសកW�ហY5នសតkវសមស�FF3ត7 

2ងផK�  ថមត�សតkវមសប�អbក-ក@K5*  អbក-ក@រយ  ឬមជ�ងស�ជ*នcញ (Brokers)  មហ�យមត�សបមyទននថbក@�បស@អន7�ក� � 
Marketing ន��cយៗមនអ/�ខBQ។ 

បញsស*ខន@ថមត�ក�ង�អ/�ខBQន�ងសតkវស*ផKង  ក�សមស�FF3ត7ផK-ទក@ទងK-@ក�-ក@K5*  ន3ង-ក@រយន�ងសតkវ 
អធ3ប�យផ2bកខងមសកយននម�ម��នមនQ។

ក�សមស�FF3ត7ទ�៤: F*មពQ Marketing សបមa-គ& ក�សគប@សគងសFកផបងផFក ។
ទ�១ : គ&សតkវក*ណត@មT-នមaបយ ន3ងផបបបទផK-សតkវទ*នក@ទ*នងជ�cយយសមជ3កសFកផបងផFក។ ក�មនQ

�c�មនក�ង�ផK-សតkវស*ផKងមដយសមជ3កសFកផបងផFកខhង@F*មណញ  ផK-សតkវ27-@ឲP វ 3ធន  ន3ងផបបបទ ផK-  
សមជ3កសFកផបងផFកសតkវសបត3បត73ត� Observe ន3ងវ 3ធ�មដQសសយទ*នស@។ 

ទ�២  :  គ&សមជ3កសFកផបងផFកសតkវបនក*ណត@ (Identified)  មសជ�សម� �ស (Selected)  ន3ងផតងត*ង 
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(Appointed)។
ទ�៣ : គ&ទ*នស@សតkវព3ន3តP ន3ងមដQសសយជ�cយសមជ3កសFកផបងផFក។ ទ*នស@ជ�cយសFកផបងផFកគ&ជ បត5

yRតទRម,ន�ងសតkវមដQសសយមដយសបWងសបយ^តb មK��L�បមងN�នក�សហក��វង2-3តក�  ន3ងសមជ3កសFកផបងផFក ន3ងក�  
ស*ផKងសក�Jភពសបកបមដយសបស3ទ�3ភព�បស@សមជ3កសFកផបងផFក។

ទ�៤ : ដក@មFញនRវមសTងក�ណ8ជសបច* មK��L�ជ*�5ញម-�កទ�កF3ត7�3នឈប@ឈ�K-@សមជ3កសFកផបងផFក។ បញs
មនQបនអធ3ប�យ មហ�យមnម�ម��នទ�៦ ផ2bកស7�ព�យ5ទ�សសស7នន ក�2Cព/2Eយ-ក@។ 

F5ងមសកយx គ&សតkវវយតន�Bសមជ3កសFកផបងផFក។ សមជ3កសFកផបងផFកផK-ស*ផKងសក�Jភព�3នទន@-¦ សតkវ
27-@ឱវទ មហ�យបនhប@�កមទ�តអFផត@មFញ សបស3នមប�ក�ស*ផKងសក�Jភពមnផតអន@ផក�3នម��ង។
IV. ករសងតមចច�តZអ)ព
ករ ក2ដJ) (Wholesaling decisions)

F*មពQសកW�ហY5នផK-សq3តមnកb5ងអជ�វក�J-ក@K5*
ក�សមស�FF3ត7ទ�១ : គ&ក�ង� ឬមសវផK-សកW�ហY5នសបថbFង@ស*ផKង។ ក�ង�ស*ខន@ៗគ&x
ក-ទទc-យកទ*ន3ញព�2-3តក�
ខ-27-@ឥណទនម,អbក-ក@រយ
គ-27-@ឃB*ងសសមប@ស75កទ*ន3ញK-@2-3តក�
ឃ-ប*ផបកទ�ន3ញ ន3ងម��បF*ឲP2-3តក�
ង-មធ/�ក�សបគ-@ទ*ន3ញ (Delivery) ម,អbក-ក@រយ
F-ជcយកb5ងក�ម��បF*ទ*ន3ញ ន3ង2Cព/2Eយ-ក@K-@អbក-ក@រយ
¢-27-@កមB*ង-ក@K-@អbក-ក@រយ
ជ-មធ/�ក�សសវសជវ  ន3ងសប�R-ទ3នbន̂យសសមប@2-3តក�  ក*ន�  ឬខhង@អបLហ�  គ&អសស̂យម-�F*នcន ន3ងសបមyទ  

សក�JភពផK-ស*ផKង។
ក�សមស�FF3ត7ទ�២  : គ&សបមyទននអbក-ក@រយមT-ម+ផK-សតkវបមស��។  អbក-ក@K5*ខBQគ&  យកF3ត7ទ5កដក@ផត 

អT�-ក@រយធ*ៗ �3នគ3តK-@តRប-ក@តRFៗ ។
ក�សមស�FF3ត7ទ�៣ : គ&មសជ�សម� �សផ2bក ឬទ*ន3ញផK-សតkវមធ/�អជ�វក�J ។
ក�សមស�FF3ត7ទ�៤:  មត�សតkវ-ក@ទ*ន3ញម,អbក-ក@រយមដយវ 3ធ�j ។  អbក-ក@K5*ខBQមសប�សបស@សកW�-ក@KR�ឲP 

�នម,�កអbក-ក@រយ។ ឧទហ�ណ8 ម2Cងៗមទ�តផK-អFមសប�សបស@ទក@ទញក�T*ព�ព�អbក-ក@រយគ&x
ក-27-@ខhង@F*jយព3មសស នន2-3ត2-ខBQ មK��L�បមងN�នក�សសង@ទ5ន (Turnover) 
ខ-27-@នRវក�ហ/�កហត@K-@អbក-ក@រយ
គ-ជcយកb5ងក�2Eយពណ3 ជzក�J
ឃ-ជcយអbក-ក@រយ កb5ងក�ម��បF*កផនBង-ក@ ន3ងម��បF*ទ*ន3ញ-ក@
ង-បមងN�នកស�3តមសវ�បស@មគ KRFជក�សបគ-@ទ*ន3ញជមK�� ។
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ក�សមស�FF3ត7ទ�៥  : គ&ទក@ទងK-@បញsសបត3បត73ក�។  សបស3នមប�មនក�27-@មសវឃB*ងស75កទ*ន3ញ  អbក-ក@K5* 
សតkវសស�FF3ត7អ*ព�ទ�ត*ង ន3ងឧបក�ណ8ម-�កដក@ទ*ន3ញ2ងផK� ។
V. ករសងតមចច�តZអ)ព
 ករ ក2រយ (Retailing decisions)

សកW�ហY5នផK-សq3តមnកb5ងអជ�វក�J-ក@រយ
ក�សមស�FF3ត7ទ�១ : មត�សតkវK*មណ� �ក�-ក@រយត�ហង ឬ�3នត�ហង (In store or non-store) Retailing។

ជអទ3ភពអbក-ក@រយ បF�5បLនbមនQគ& មគK*មណ� �ក�មnត�ហង-ក@រយ។
ក�សមស�F3ត7ទ�២ : គ&ក*ណត@សបមyទននហង-ក@រយ (Type of retail outlet) ផK-សតkវK*មណ� �ក�។
អbក-ក@រយ�3នត�ហងអFK*មណ� �ក�បនx
ក-សបត3បត73ក�ត�ម!ស5�ន-ក@ទ*ន3ញ (Vending machine operation)
ខ-សបត3បត73ក�ទ3ញជកB�បផK-មគបនមសជ�សម� �សសមជ3កសសមប@កB�ប�cយ  មហ�យ27-@ឱកសឲPបញz ទ3ញត�  

�យxកB�ប។ ទ*ន3ញទ*ងមនQសតkវយក�កព�2-3តក�ម2CងៗTb ។ 
គ--ក@ផh-@ គ&អbក-ក@សតkវបនជc-មដយ2-3តក�ម2Cងៗ ឲP-ក@ទ*ន3ញ ។
F*មពQអbក-ក@រយផK-មនហង សតkវK*មណ� �ក�KRFខងមសក�x
ក-ហងព3មសស (Specialty stores) យកF3ត7ទ5កដក@ម-�ក�-ក@2-3ត2-�cយ ឬ�cយF*នcនតRF ។
ខ-អT�-ក@ធ*ៗ (Department stores) -ក@សសឡយ2-3ត2-ម2CងៗTbត�ស7ង@ម2CងៗTb ។ 
គ-2E�ទ*មន�ប (Supermarkets) -ក@ជស*ខន@គ& F*ណ� អហ� ន3ងមសគuងមទស មហ�យកផនBងខBQ បF�5បLនbមនQ-ក@

មសគuងអគ\3សន� មសគuងមអ�3Fសតkន3F ន3ងមសគuងសបណ3 ត ។
ឃ-ហងងយទ3ញ (Convenience stores) គ&តRបតRFៗ-ក@ជសបច* ន3ង-ក@�5ខទ*ន3ញងយទ3ញ ។
ង-ហងទ*មន�ប (Super stores) -ក@ទ*ន3ញFស�WQ មnកb5ងទ�ត*ងទRលយ�c��cយ ។
F-ហង-ក@F5QនAB (Discount stores) -ក@នRវទ*ន3ញត�នABទប ។
¢-ហងព3ពណ8កត�5ក (Catalogue  showroom)  កផនBងផK-អត3A3ជនអFម��-កត�5ក  ន3ងទ3ញទ*ន3ញ 

ផK-មនមnកb5ងឃB*ងជ3តៗមនQ ។
ក�សមស�FF3ត7ទ�៣ : គ&ក�ម�ªQម,�កF*ផណកទ�2E� ផK-សកW�ហY5នសបថb�នម,K-@ ។ អbក-ក@រយជមសF�ន

TJនគ*ន3តF�ស@លស@ថ មត�មគសតkវបមស��អbកj KRមFbQមគសតkវខ3តខ*បមស���ន5សCសគប@�Rប  ។ គ*ន3តF�ស@លស@ ននF*ផណក  
ទ�2E��បស@សកW�ហY5ន អFជcយកb5ងក�បមងN�នយ5ទ�សសស7 Marketing មនសបស3ទ�3ភព ។

ទ3K:ភពK�ស*ខន@ននយ5ទ�សសស7 Marketing  -ក@រយគ&  មT-គ*ន3ត  ន3ងជ*ហ�ននក�-ក@រយ (The  retail 
concept and positioning) ។ សបមyទននហង-ក@រយ ផK-បញzក@ព�ខងម-�មន-កwណxទRម,មពក។ មT-គ*ន3តនន
ក�-ក@រយ  គ&សតkវជក@លក@ស*ម+ម,�កអត3A3ជនជក@លក@។  មT-គ*ន3តផK-ប*ពក@  សតkវផតមដយផ�កផត�cយ 
(Unique) គc�មជuជក@ (Believable) ន3ងស*ខន@F*មពQF*ផណកទ�2E� មT-ម+ផK-បនមសជ�សម� �ស ។ Marketing mix 
សតkវម��បF*មដយ2Eភzប@ ជ�cយមT-គ*ណ3 ត-ក@រយ ។ Mix �c�មនក�សមស�FF3ត7ផK-ទក@ទងK-@x
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ក- សកW�2-3ត2- (The product assortment) ផK--ក@រយ ឬ មសវផK-សតkវបមស��អត3A3ជន
ខ- កស�3តនABទRម, នន2-3ត2-ផK-សតkវ-ក@ 
គ- ទ�ត*ងននហងទ*ន3ញ-ក@រយ
ឃ- ក�ត5បផតង ន3ងក�ត*ងននហង-ក@ទ*ន3ញរយ
ង- ក�Jវ 3ធ�ទ*នក@ទ*នង Marketing ផK-�c�មនក�2Eយពណ3 ជzក�J ន3ងទ*នក@ទ*នងសធ�ណxស�សសប។
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ម�ម��នទ�៨
យ�ទ{សស�Dមនករទ(នក	ទ(នង Marketing

Marketing Communication Strategy
ម�ម��នមនQ អធ3ប�យអ*ព�ក�សមស�FF3ត7ស*ខន@ៗ ផK-ទក@ទងK-@យ5ទ�សសស7 Marketing ។ �5នK*បRងព3ន3តP

ម��-K*មណ� �សបសព�ត7នន Marketing ទ*ង�R-�5នមព-�នK-@ក�សមស�FF3ត7ជក@លក@ផK-ពក@ព̂ន�K-@ ភគ2C*នន
ទ*នក@ទ*នងF*�5Q (Communication mix) ; ក�2Eយពណ3 ជzក�J (Advertising ) ក�2Cព/2Eយ -ក@ 
(Sales promotion ) ន3ង ទ*នក@ទ*នង សធ�ណx (Publicity)  ។
I. ដ)ងណ�រតបតព�តZមនករសងតមចច�តZង �ទ)នក2ទ)នង Marketing  (Marketing  Communication 
Process)

តcម-ខ៨.១: K*មណ� �សបសព�ត7ននក�សមស�FF3ត7ម-�ត*នក@ទ*នង Marketing មនKRFខងមសក�  :
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មT-ប*ណង Marketing (Marketing objectives)

យ5ទ�សសស7 Marketing (Marketing strategy)

ក�កត@F*ផណកទ�2E� ន3ងក�មសជ�សម� �សទ�2E�មT-ម+
(Market segmention and targeting)

ទ�2E�មT-ម+ Target market)= អbកស\-@មT-ម+ (Target audience)

Aវ 3ក�សសមប@ក�ទ*នក@ទ*នង (Communication budget)

ក�ទ*នក@ទ*នងFស�WQ (Communication mix)

មT-ប*ណងននក�ទ*នក@ទ*នង (Communication objectives)

ក�អន5វត7ន8 សតlតព3ន3តP ន3ងវយតន�B (Implementation, Control evaluation)

ក�Jវ 3ធ�ទ*នក@ទ*នង (Communication Program):
ក�2Eយពណ3 ជzក�J ក�2Eយ-ក@ ក�សគប@សគងកមB*ង-ក@ ទ*នក@ទ*នងសធ�ណx
(Advertising, sales promotion, sales force management and publicity)
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ជ*ហនទ�១  : K*មណ� �សបសព�ត7មនQសតkវបនន*�5ខមដយមT-ប*ណង Marketing  �បស@សកW�ហY5ន  យ5ទ�សសស7 
Marketing  ក�កត@F*ផណកទ�2E� ន3ងK*មណ� �ក�សបសព�ត7មសជ�សម� �សមT-ម+។ ក�មសជ�សម� �សទ�2E�មT-ម+ កBយម,  
ជអbកស\-@មT-ម+ (Target audience) សសមប@យ5ទ�សសស7ននក�ទ*នក@ទ*នង Marketing។

ជ*ហនទ�២: ក*ណត@មT-ប*ណងននក�ទ*នក@ទ*នង ក�ង�មនQអFផបងផFកម,កb5ងក�ម¢B�យតប (Responses)
ផK-ទ�១ សកW�ហY5នFង@បនព�អbកមសប�សបស@ ន3ងទ�២ Fង@បនព�សមជ3កសFកផបងផFក (Channel members) ។

ឧទហ�ណ8 សសមប@ក�ម¢B�យតបទ�១  គ&�c�មនក�បមងN�នក�យ-@K�ង (Awareness)  អ*ព�2-3ត2- 
(ផBកសញ�)  បមងN�នឥ� 3aបAF*មពQ2-3ត2- (ផBកសញ�)  (Improved attitude toward a brand)  ន3ងក�-ក@នន 
2-3ត2- (ផBកសញ�) jមនQ ។ 

ឧទហ�ណ8 សសមប@ក�ម¢B�យតបទ�២ �c�មនx ក�បមងN�នប� 3មណស75កទ*ន3ញ�បស@ហង-ក@រយ ន3ងជ*នcយK-@ 
យ5ទ�នក�2Eយ-ក@ទ*ន3ញមដយសមជ3កសFកផបងផFក។ 

ជ*ហនទ�៣  : បនhប@�កសតkវ  ក*ណត@Aវ 3ក�សសមប@ក�ទ*នក@ទ*នង គ&ក*ណត@ជ�5ននRវក�ង�ផK-សតkវដក@មFញ 
ស*ម+សមស�FមT-ប*ណង ននក�ទ*នក@ទ*នង ន3ងគណនF*jយផK-ពក@ព̂ន�។ 

វ 3ធ�សសស7Kនទមទ�ត�c�មនx
ក-  ព¥ក�ណ8 (Forecasting)  F*ណR-ព�ក�-ក@នមព-អនគត ន3ងក*នត@មដយផ�កនRវF*នcនផK-មសJ�  ប!5នJន 

ភគ�យ ននF*ណR-ព�ក�-ក@សសមប@ទ*នក@ទ*នង Marketing ។ 
ខ-  �កឲPមឃ�ញថ មត�គRសបកcតសបផជងF*jយF*នcនប!5នJន  ន3ងព¥ក�ណ8នRវF*នcនផK-មយ�ងសតkវF*jយ  មK��L� 

សបកcតសបផជងសបកបមដយសបស3ទ�3ភព។ 
គ- មសប�សបស@Aវ 3ក�b*�5នមធ/�ជ�R-ដ:ន មហ�យបមងN�នAវ 3កមនQត�F*នcនj�យយមនQឲPស�សសប ម,ន�ងក�

បមងN�នក�F*jយ ន3ងសក�Jភព។
មសកយព�ក�ក*ណង@Aវ 3កសសមប@ក�ទ*នក@ទ*នង�cFមហ�យអbកសគប@សគង សតkវផតបមងN�នទ*នក@ទ*នងFស�WQ មដយផបង

ផFកAវ 3កជសមមសតជក@លក@សសមប@  ក�2Eយពណ3 ជzក�J ក�2Cព/2Eយ-ក@ទ*ន3ញ  ក�សគប@សគង កមB*ង-ក@  
ន3ងទ*នក@ទ*នងសធ�ណx ។ 

វ 3ធ�សសស7 �Rស53F  ប*25តកb5ងក�មធ/�ក�ង�មនQគ&  សតkវម��-ម,ក3F�ក�  ន3ងសក�Jភពច*បF@ផK-សតkវដក@ មFញ  
កb5ងមT-ប*ណងសមស�FមT-ម+ននក�ទ*នក@ទ*នង  ន3ងម��-មឃ�ញថ មត�ក3F�ក�អ/�ខBQ?  ផK-សq3តមnភគ2C*នន 
ទ*នក@ទ*នងFស�WQ ។ ក�ផបងផFកAវ 3កទ*ង�R-ម,ផ2bកម2Cងៗ ននក�ទ*នក@ទ*នង Marketing ក�Jវ 3ធ�-*អ3តសសមប@ ក�
2Eយពណ3 ជzក�J ក�2Eយ-ក@ ទ*នក@ទ*នងសធ�ណx ន3ងកមB*ង-ក@សតkវផតគRសមសTង ន3ងអន5វត7ន8។ 

តម,មនQមយ�ងព3ន3តPម��-  ក�សមស�FF3ត7ផK-ពក@ព̂ន�ម,ន�ងភគ2C*ន��cយៗ  ននយ5ទ�សសស7ទ*នក@ទ*នង 
Marketing KRFតម,មនQ : 
II. ករសងតមចច�តZអ)ព
ករ�vយពណ�ជ�កម� (Advertising decision)

ក�សមស�FF3ត7ទ�១: អ*ព�ក�2Eយពណ3 ជzក�J គ&ក*ណត@មT-ប*ណងននក�2Eយពណ3 ជzក�JផK-សតkវឲPសសបជ 
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�cយន�ងមT-ប*ណងននក�ទ*នក@ទ*នង  ។ ឧទហ�ណ8  �cយF*នcនននមT-ប*ណង�បស@ក�2Eយពណ3 ជzក�J គ&27-@ 
ពត�មនម,K-@អត3A3ជនអ*ព�  2-3ត2-AJ�ជ*�5ញ  ឲPទ3ញ2-3ត2-�*-�កមគឲPម,សកW�ហY5ន  សសមប@មសវសបច*�b* នន  
ឧបក�ណ8�បស@មគ ឬផកតស�kវក�យ-@សF�*ផK- អត3A3ជនមនអ*ព�2-3ត2- ។ 

ក�សមស�FF3ត7ទ�២ : គ&ក*ណត@Aវ 3កសសមប@2Eយពណ3 ជzក�JននផBកសញ� ឬ2-3ត2-j�cយ។ ស*ខន@ប*25ត
គ&ក*ណត@ក3F�ក�ននក�2Eយពណ3 ជzក�JផK-ច*បF@   (Required   task)  សសមប@ផBកសញ� ឬ2-3ត2-ន��cយៗ 
ន3ងក�ផបងផFកAវ 3កមa-ម,ត�ក3F�ក�ផK-ច*បF@។

ឧទហ�ណ8  2-3ត2-�cយ�3នអF-ក@បន មដយស� អត3A3ជន�3ន K�ងមព-មនQក�2Eយពណ3 ជzក�JសតkវឲP 
បនខB*ងមn�b*មសកយ ឬមnមព-j�cយ។ ក�ផបងផFក-5យឲPបនមសF�នសសមប@ក�2Eយពណ3 ជzក�J2-3ត2-j 
មនQគ&មK��L�បមងN�នក�យ-@K�ង អ*ព�2-3ត2-�បស@អត3A3ជន ។

ក�សមស�FF3ត7ទ�៣ : គ&សតkវម��បF*ស� ននក�2Eយពណ3 ជzក�J (Advertising message)។
ទ�១  :  សកW�ហY5នសតkវសមស�FF3ត7ថ មត�សតkវមធ/�ឲPFR-F3ត7 (Appeal)  ឬទក@ទញa!ងj ?  អFមសប�-កwណx 

ឲPFR-F3ត7ត�ផបបមហត52- (Rational  appeal)  មដយសងNត@ធÊន@ម,ម-�ស�តqភព  ឬ2-សបមaជន82-3ត2- 
(Product  capabilities  or  benefit)  -កwណxមធ/�ឲPFR-F3ត7 ត�ផបប�*មy�បF3ត7 (Emotional  appeal)  មដយ 
មធ/�ឲPប!Qព-@អ��Jណ8ផK-ភzប@តស�kវក� ឬក�មសប�សបស@2-3ត2-KRFជ ក�ŷយខB*ង (Fear) ឬ�*ជc-F3ត7 (Romance)
-កwណxមធ/�ឲPFR-F3ត7ផបបសង\� (Social  appeal)  មដយយកF3ត7ទ5កដក@ម-�ភពសប�R-2§5 *ននសគlស� (Family  toge 
the mess) ឬក�ទទc-យក�បស@សង\� (Social acceptance) ឬ-កwណxមធ/�ឲPFR-F3ត7ត�ផបបប*មពញតស�kវក��បស@
ប5គ\- (  Ego  satisfaction  appeal  )  មដយសងNត@ធÊន@ម-�ភពសមស�F2-  ឬជ*ហ�ប5គ\- (Personal  standing) 
នន�ន5សCមbក@ៗ កb5ងក�មសជ�សម� �ស2-3ត2-មសប�សបស@ ។ 

ទ�២ : ននក�ម��បF*ស� (Message design) គ&សតkវបមងN�តន2hម�uង (Theme) គ*ន3ត (Idea) ឬសបធនបទ (Topic)
ផK-ន�ង27-@មFញម,ត�-កwណxមធ/�ឲPFR-F3ត7ផK-បនមសជ�ម� �ស។ ឧទហ�ណ8  សបស3នមប�អbក2-3ត�Aយន7សបថbFង@ 
មសប�-កwណxមធ/�ឲPFR-F3ត7ផបបŷយ ខBF (The  fear  appeal)  មK��L�-ក@2-3ត2-�បស@ពcកមគ  មគអFមសប�ន2hម�uងនន 
ស5វត73ភពប5គ\- ឬសគlស�មហ�យ2EយមFញនRវស��cយឃB " មត��Aយន7�បស@អbកអF�កEស5វតq3ភព�បស@អbកមព-មសTQ
ថbក@មដយនFKនP ឬមទ  ? (Can your car keep you safe in an unexpected road crash)“ ។

ទ�៣  :  ននក�ម��បF*ស� គ&បមងN�តនRវទស�ង@សបត3បត73 (Excution  Style)  មនQគ&  សមស�Fថមត�ស�ន�ង2Eយ 
ជក@ផស7ងម,K-@អbកស7ប@a!ងKRFម�§F ?  អFមធ/�ត�សqនភពសបគ5*yBងក*K� (Musical  situation)  ។ ត�ក�បញzក@ 
អQអង (Testimonial)  មដយជន-L�-�ញ (Famous  people)  ក�សក-Lងវ 3ទ¥សសស7 ឬក�បងsញyស§5តង 
(Evidence) ឬក�បងsញF*ផណកតRF (A little segment) ននក�ក*ណត@�បស@សង\� (Social setting) ថមត�2-3ត2- 
សតkវបនន�ងក*ព5ងមសប�មnទ�j ? អbក2-3ត�Aយន7មសប�សបស@ន2hម�uង ននស5វតq3ភពកb5ងប*ណងមសប�ក�សក-Lងវ 3ទ¥សសស7 
ន3ងបងsញកb5ងក�2Eយពណ3 ជzក�Jអ*ព�ភព�3នខRFខតធÊន@ធÊ� មព-�Aយន7មនមសTQថbក@ ន3ងTJនមសTQថbក@K-@ម�ស@។

ទ�៤  :  ននក�ម��បF*ស�គ&  វយតន�Bស� (Message  evaluation)  ផ¢កម��-  មត�ស�អFគc�ឲPមជuជក@ 
(Believable)  គc�ឲPFង@បន (Desirable)  ន3ង�3នមធ/�ឲPប!Qព-@2BRវF3ត7 (Non offensive)  ឬa!ងj?  ជ*ហនមនQច* 
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បF@សសមប@ក�ព�  ក�F*jយមសF�នហcសម,ម-�ពណ3 ជzក�JផK-TJនសបស3ទ�3ភព  ន3ងអវ 3ជzមនកb5ងក�ទ*នក@ទ*នង 
សធ�ណx ។

ក�សមស�FF3ត7ទ�៤ : គ&បមងN�តនRវផ2នក�មសគuង2Eយពត�មន  ( Media ) 
ទ�១ : មT-ប*ណងននមសគuង2Eយកb5ង-កwខ̂ណ�ននភពម,K-@ (Reach) ផK-Fង@បន ន3ងភពញ�កញប@ផK-

សតkវផតក*ណត@ ។ 
ភពម,K-@ (Reach) គ&ជភគ�យននអbកស7ប@មT-ម+ (Target audience) ផK-បនK�ង-& ស7ប@ស�a!ង

ត3F�7ងកb5ង�យxមព-យ5ទ�នក� ។
ភពញ�កញប@គ&  F*នcនKងគ3តជ�ធP�ប5គ\-ផK-ជអbកស7ប@មT-ម+បនK�ង-&  ស7ប@ស�កb5ងអ*�5ងមព- 

យ5ទ�នក� ។ អសតស�5ប (The gross rating point) គ&ភពម,K-@គ5ណជ�cយន�ងភពញ�កញប@ (Frequency) មហ�យ
សតkវបនស*ម+ថ គ& ជF*នcនស�5បននក�K�ង-&  (Exposures) ។

ទ�២  : សកW�ហY5នសតkវមសជ�សម� �សសបមyទ  ននមសគuង2Eយស*ខន@ៗKRFជx (ទR�ទសCន8  វ 3ទP5  កផសត  ទសCនវK§� 
ផh*ងប!ងណR ន3ងក�2Eយត�ស*ប5សតផh-@) ន3ងaន (Vehicles) មសគuង2Eយជក@លក@ននសបមyទ មសគuង2Eយន��cយៗ
(សqន�យទR�ទសCន8 កផសត ទសCនវK§�......ជក@លក@) មK��L�ន*ស� (Convey) ។

កត7ផK-សតkវគ3តគR�គ&x
ក-សបមyទមសគuង2Eយស�សសបមK��L�ន*ស�
ខ-ស�តqភពននមសគuង2Eយ�cយ ឬFស�WQ (Combination) ឬaនសសមប@ប*មពញមT-ប*ណង ននមសគuង2Eយ

កb5ង-កwខ̂ណ�ននភពម,K-@ ន3ងភពញ�កញប@ផK-បនបមងN�តម��ង (Established) ត*ងព��5ន�ក
ឃ-សបមyទននអbកស7ប@ សសមប@សបមyទននមសគuង2Eយ ន3ងaនទ*ងមនQ
ង-កស�3តននក�សតlតព3ន3តPផK-មធ/�ម��ងមដយសកW�ហY5ន F*មពQ�ន5សCផK-2Eយ (Media people) ។ 
ទ�៣ : ក�វ 3ភគ-*អ3ត ននស�សសមប@សបមyទននមសគuង2Eយ ន3ងaនម2CងៗផK-មយ�ងសតkវក*ណត@ម��ង ។ 
ក�សមស�FF3ត7ទ�៥  : គ&វយតន�Bម-�សបស3ទ�3ភពននក�Jវ 3ធ�  ។ ក�ង�មនQសតkវបនមធ/�  ក�សសវសជវមដយភbក@ង� 

សសវសជវមសគuង2Eយ ។ 
ផ2bកទ�១  :  ននក�វយតន�B គ&ក�វស@សhង@ (Measure)  កស�3តននក�K�ង-&�បស@សក7ន5ព-អត3A3ជន F*មពQក� 

2Eយ ពណ3 ជzក�J។ វជក�-*បកមnកb5ងក�វស@សhង@ ក�K�ង-&ក�2Eយពណ3 ជzក�J ។ 
ផ2bកទ�២ : ននក�វយតន�B គ&កស�3តននក�យ-@K�ង (Awareness) អ*ព�ក�2Eយពណ3 ជzក�J ។ 
ផ2bកទ�៣  :  ននក�វយតន�Bគ&អនhង (Persuation)  ។ ក�ង�មនQ �c�មនក�វស@សhង@នRវក� ម¢B�យតប�បស@ភព 

�*មy�ប (Emotional response) F*មពQក�2Eយពណ3 ជzក�J ក�ពញ�ក@ស� ��x (Physiological arousal) ក�បមងN�តជ*មនu
(Belief formation)  ឬក�ផBស@ប7R�  ក�បមងN�តអកបLក3� 3a ឬក�ផBស@ប§R� (Attitude formation or changes)  ន3ងក� 
ប!ងទ3ញ (Purchase intention) ។ 

ផ2bកទ�៤ : ននក�វយតន�B គ&ឥទ�3ព- (Impact) ននក�2Eយពណ3 ជzក�Jម-�ក�-ក@ (Sales) វជក�-*បកកb5ង
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ក�ផ§F@មFញព�Tb មK��L�មធ/�ក�វស@សhង@មដយផ�កនRវក�ជQឥទ�3ព-ននក�2Eយពណ3 ជzក�Jម-�  ក�-ក@មដយជទRម,  
អbកសគប@សគងសTន@ផតម��-តcម-ខ-ក@  មហ�យបមញ�ញនRវអព̄ន7�ញ�ណថ មត�ក�2Eយពណ3 ជzក�Jបន�c�F*ផណកកb5ង 
ក�-ក@a!ងKRFម�§F? មហ�យមត�កត7K�នទមទ�តKRFជអbកបនខ*�c�F*ផណកK-@ ក�-ក@KRFម�§FផK�? ។ 
III. ករសងតមចច�តZអ)ព
ករ��ព��vយ ក2 (Sales promotion decisions)

ជ*ហនទ�១ : កb5ងK*មណ� �សបសព�ត7ននក�2Cព/2Eយ-ក@ គ&ក*ណត@នRវមT-ប*ណង�បស@ក�2Cព/2Eយ-ក@  ជAJ��7ង
មទ�តក�មនQសតkវឲPស�សសបជ�cយមT-ប*ណង  ននក�ទ*នក@ទ*នង Marketing  �c�ទ*ងក�ជ*�5ញក�សក-Lងនន 
2-3ត2- ន3ងជ*�5ញអbកស7ប@មT-ម+ឲPផសបព�2-3ត2-�បស@គRសបកcតសបផជង �ក2-3ត2-មយ�ង  មហ�យ�កEក�T*សទ 
ក�2Eយពណ3 ជzក�J (Trade support) ។ 

ជ*ហនទ�២  :  គ&ម��បF*ផបងផFកAវ 3ក�សសមប@2Cព/2Eយ-ក@   ទ*ន3ញម,ឲP2-3ត2-  ឬផBកសញ�ម2Cងៗ ។  
ក�ង�មនQអFមធ/�មសកយក�វយតន�B ក�ស*ផKងសក�Jភពកb5ងទ�2E�  ឬផBកសញ�ព��b*�5ន មហ�យក*ណត@ម��-  
មត�ក3F�2Cព/2Eយ-ក@j ផK-ច*បF@F*មពQវ ។ 

ជ*ហនទ�៣ : គ&មសជ�សម� �សឧបក�ណ82Cព/2Eយ-ក@   (The promotion tools) ។
ឧបក�ណ8 ផK-ស*ម+ម,អត3A3ជនF5ងមសកយគ&x
ក-Coupons
ខ-ក�ប7R�ជសF@សបក@វ 3ញ (Refund or rebates)
គ-ឲPតស�kវ (Sample)
ឃ-ម�bត�ង/ន@ (Contest and sweepstakes) 
ង-ជ*នcន (Gifts) 
F-សព�ត73ក�ណ8ព3មសសKRFជ ប5ណPជត3 ឬប5ណPសបនពណ�
¢-ក�បងsញ2-3ត2- (Product demonstration) ន3ង
ជ-ក�ដក@ត*ងនRវF*ណ5Fទ3ញ (Point-of-purchase displays) ។
ឧទហ�ណ8 ផK-ស*ម+ម,សមជ3កសFកផបងផFកគ&x
ក-ព3ពណ�ពណ3 ជzក�J ឬសនb3បត (Trade shows or meeting) 
ខ-ហ/�កហត@អbក-ក@កb5ងសFកន��cយៗ  ឬត*jងអbកបមF�កមទស (Training  of  channel  salespeople  or 

technical representative) 
គ-ក�27-@អបLហ�ពណ3 ជzក�J (Trade allowances) 
ឃ-ខhង@F*មណញព3មសសផK-2§-@F*មពQ2-3ត2-AJ� (Special  margin  which  may  be  advertising  or 

given for the new product) ។ 
ង-ខhង@27-@សសមប@សហក�2Eយពណ3 ជzក�J ឬក�2Cព/2Eយ-ក@ (Cooperative  advertising  or 

promotional allowances)  ។
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F-ក�បងsញគ*�R (Demonstration models) ន3ង
¢-ក�ត*ងនRវF*ណ5F-ក@ (Point-of-purchase displays) ។
មសកយមព-មសជ�សម� �ស ឧបក�ណ8�cFមហ�យ សតkវម��បF*ក�Jវ 3ធ�2Cព/2Eយ-ក@ទ*ន3ញក�ង�ទ*ងមនQពក@ព̂ន�K-@x
ក-មព-មវល ន3ង�យxមព-ជក@លក@�បស@ក�Jវ 3ធ�
ខ-ទ*ហ*មសគuងម-�កទ�កF3ត7 (Insensitive) 
គ--កwខ̂ណ�សសមប@ក�FR-�c�F*ផណក ន3ង
ឃ-ផ2នក�-*អ3តសសមប@ក�អន5វត7ន8 ។
ជ*ហនទ�៤  :  សបស3នមប�ផ2នក�2§-@�ង/ន@បនម��បF*�cFមហ�យមនQ�យxមព-  ន3ង�ង/ន@សសមប@ម�bតមនQសតkវ 

ក*ណត@ជក@លក@វ 3ធន (Rules)  ននក�2§-@�ង/ន@សតkវបមងN�តម��ង ឬទស�ង@ននក�2§-@�ង/ន@ (Contest form)  សតkវមបQព5�ª 
មហ�យក�អន5វត7ន8ផ2នក�សតkវបមងN�តម��ង សសមប@ក�ណ� KRFខងមសក�x

ក�ផបងផFកទស�ង@  ននក�2§-@�ង/ន@ម,ឲPសមជ3កសFកផបងផFក ន3ង /ឬ  អត3A3ជនផបបបទសសមប@ក�FR-�c� 
(participation) �បស@អត3A3ជន ន3ងព3ន3តPភពមនស3ទ�ក*ណត@ ន3ង2Cព/2EយអbកឈbQ�ង/ន@ ន3ងបងsញជសធ�ណxនRវ
អbកទទc-�ង/ន@ ។ 

ជ*ហនទ�៥ : គ&សក-Lងក�J វ �ធ�K*បRង ។
ជ*ហនមនQសសមប@ក�ព�នRវបញs ផK-�3នអFម��-មឃ�ញ (Unseen problem) ។
ជ*ហនទ�៦ : គ&វយតន�Bក�Jវ 3ធ�ក�2Cព/2Eយ-ក@  ។ ក�ម¢B�យតប�បស@អត3A3ជន ន3ងសមជ3កសFកផបងផFក ក8សតkវ

ព3ន3តPម��-2ងផK� ។ 
មត�មគបនសទ� (Enthusiastic) F*មពQក�Jវ 3ធ� ឬមទ?
មត�មគបនFR-�c�a!ងទR-*ទRលយផបបj?  ឥទ�3ព-ននក�Jវ 3ធ�ម-�ក�-ក@KR�អFសតkវបនវយតន�B មទQប�ជវ 

មនក�-*បកកb5ងក�ផបងផFកឲPដF@ក�Jវ 3ធ�2Cព/2Eយ-ក@ ន3ងក�-ក@ក�មដយ។ 
IV. ករសងតមចច�តZអ)ព
ទ)នក2ទ)នងuធរណ- (Publicity decisions) 

ជ*ហនទ�១  :  ននK*មណ� �ក�សបសព�ត7�បស@ទ*នក@ទ*នងសធ�ណx  គ&ក*ណត@នRវមT-ប*ណង  ។  ឧទហ�ណ8 
2Cព/2Eយ2-3ត2-AJ�  ផកសស�l-ក�យ-@ខ5ស�បស@អត3A3ជន  ន3ងជ*ហ��បស@សកW�ហY5នF*មពQ  បញsជក@លក@jមនQ 
ផK-ទក@ទងK-@ប� 3aកស។ 

ជ*ហនទ�២ : គ&មសជ�សម� �សឧបក�ណ8 ផK-�c�មនx
ក-2§-@ពត�មនមស� � (Press release) ឬសនb3បត (Conferences) 
ខ-ក�មបQ2Eយម2CងៗKRFជ (Brochures) ន3ង (Newsletters) 
គ-សព�ត73ក�ណ8ស*ខន@KRFជ ក�សបកcតក�ឡ (Sport contests) ឬអ*ពវនវ� �អង\ស (Charity event) 
ឃ-ក�ន3aយជសធ�ណx (Public talks) 
ង-សក�Jភពមសវសធ�ណxKRFជ ក�2§-@អ*មjយ ឬអហ��Rបក�ណ8
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F-ជcបជឯកជនជ�cយសកW��ន5សCស*ខន@ៗ ។ 
ជ*ហនទ�៣ :  គ&បមងN�តនRវស� (Message) ន3ងស-Lxម�uង (Storyline) ផK-ស�សសបន�ងឧបក�ណ8 ផK-បន 

មសជ�ម� �ស  ។  ឧទហ�ណ8  មប�ក�2§-@ពត�មនមស� �សតkវបនមសជ�សម� �សមK��L�2Eយ2-3ត2-AJ�មនQ  សតkវខ3តខ*ស�មស� 
ព3ពណ8នឲPជក@F3ត7អ*ព�-កwណxព3មសសមដយផ�កនន2-3ត2-កb5ងប*ណងទក@ទញអbកអន ។

ជ*ហនទ�៤  :  គ&អន5វត7ក�Jវ 3ធ�សធ�ណx  ន3ងសតlតព3ន3តPក�� �កFមស��ន  (Progress)  �បស@វ ។  ក�ចត@ផFង 
សព�ត73ក�ណ8ជសធ�ណx (Public event)  ទក@ទងK-@ភព-¦3ត-¦ន@ននក�ង��cយF*នcន មហ�យក�ង� ទ*ងមនQសតkវមធ/� 
មដយសបWងសបយ^តb។  អbកទទc-ខ5សសតkវម-�ទ*នក@ទ*នងសធ�ណx  សតkវមសត��ម��បF*មដQសសយ  មnមព-មនបញsមក�ត 
ម��ង។ 

ជ*ហនទ�៥ : ននទ*នក@ទ*នងសធ�ណx គ&វយតន�B-ទ�2-ននក�Jវ 3ធ�ទ*នក@ទ*នងសធ�ណx  កb5ងមនQ�c�មនx
ទ�១ : គ&ម��បF*ឲPសតkវន�ងក�មធ/�ឲPK�ងនRវក�Jវ 3ធ�ផK-សតkវវយតន�B ។ 
ទ�២ : សតkវសតlតព3ន3តPអកបLក3� 3a ន3ងក�ផBស@ប§R�អកបLក3� 3a�បស@សកW�ហY5នស*ខន@ៗកb5ងF*មj� សធ�ណx

ជនទRម, មហ�យពនP-@ឲPF�ស@ព�សក�Jភព�បស@សកW�ហY5ន ។ 
ទ�៣  :  គ&សតkវព3ន3តPក��c�F*ផណកកb5ងក�-ក@�បស@ទ*នក@ទ*នងសធ�ណx  មទQប�ជវមនក�-*បក  កb5ងក�  

ផបងផFកឲPដF@Tbកb5ងភពជអព̄ន7�ញ�ណក�មដយ ។ 

68



សកលវ �ទ�ល�យប��លប�យ ម�ខវ �ជ�� ករប���ប�ងទ�ផ�រ

ម�ម��នទ�៩

ករលក	 ន,ង ករគប	គងករលក	
Selling and Sales Management

I. ត&នទ
 ន�ងuរ-ស)ខន2មនករ ក2 ង�យបJគc �កផ� 2(The role and importance of 
personal selling) 

ជទRម,ប5គ\-3ក-ក@ប*មពញតcនទ�ផK-មនស�xស*ខន@ប*25តនន Marketing  �បស@អង\ភពអជ�វក�Jមnកb5ងក� 
បមងN�ត ន3ងផA�កEក�សបសស̂យទក@ទង�វងសកW�ហY5ន ន3ងអត3A3ជន។ KRFផK-មយ�ងបនK�ង�cF�កមហ�យថ ប5គ\-3ក-ក@
មនតcនទ�៣  a!ងស*ខន@  មnកb5ងក3F�ទRម,�បស@ Marketing  ផK-តcនទ�  ទ�១  សសមប@ភzប@ទ*នក@ទ*នង�វងសកW�ហY5ន 
ន3ងអត3A3ជន តcនទ� ទ�៣ ជអbកម��បF*យ5ទ�សសស7 Marketing ។ មសពQថប5គ\-3ក អFK�ងព�មសFក§�សតkវក��បស@អត3A3ជន
 ន3ងសបត3ក�J�បស@អbកមសប�សបស@F*មពQក�2\ត@2\ង@2-3ត2- ន3ងមសវក�J។ សសមប@សតវតC ផK-មព�មពញម,មដយក� 
សបកបអជ�វក�J ន3ងក�សបកcតសបផជង គ&មនក�ព�ងផ2¦កម,ម-��ន5សC ផK-ជប5គ\-3ក-ក@ទ*ន3ញ ន3ងមសវក�J។ ក�ព3ត
ពcកមគ  គ&ជប5គ\-3ក-ក@ផh-@  ផK-ជcយសមស�FនRវស7ង@ដ ននក��ស@មn ផK-ប*មពញF3ត7មយ�ងសគប@Tbមnសព/នAÊមនQ 
មហ�យពcកមគក�ស*ផKងនRវតcនទ�  K�ស*ខន@កន@ផតមក�នម��ង  មnកb5ងក�ពសង�កមសK:ក3F�សក-ភវRបន�យក�J�បស@មយ�ង។ 
បF�5បLនbមសh�ផតសគប@អង\ភពអជ3វក�Jទ*ងអស@ស5ទ�ផតទទc-បននRវអតqសបមaជន8ព� ក�មសប�សបស@ប5គ\-3ក-ក@មដយផh-@
មសពQទ*នក@ទ*នង�វងអត3A3ជន ន3ងអbក-ក@បនជ*�5ញឲPមននRវក�ចប@អ��Jណ8មសF�នជង ក�2Eយពណ3 ជzក�J ន3ងក�
ដក@ត*ង2-3ត2-ម,មទ�ត  ។  មទQជយ5ទ�នក�2Eយពណ3 ជzក�J ន3ងក�ជ*�5ញ2Cព/2Eយ-ក@ F*jយអស@សបក@  
រប@លនK5លBក�មដយ  ក��3នអFប*មពញ  ឬសមស�F  នRវអ/�ផK-អbក-ក@អFមធ/�បន  មnមព-ផK-ពcកមគ មធ/�ក�  
បញ�5 Qបញ�R -�ន5សC ឲPទ3ញ2-3ត2-មនQមទ ។ KRមFbQប5គ\-3ក-ក@ មnផតមK��តcនទ�ស*ខន@មnកb5ងK*មណ� �ក�-ក@ មសពQ
អA3A3ជនមnផតFង@ជcបជ�cយអbក-ក@�5នមព-សមស�FF3ត7ទ3ញ ។ 
II. ដ)ងណ�រករបJគc �ក ក2ផ� 2 (The personal Selling Process) 

ប5គ\-3ក-ក@គ&ជ អbកទ*នក@ទ*នង  មហ�យផK-ពcកមគជអbក�c�F*ផណកកb5ងក�Fច�មដយផh-@ជ�cយអត3A3ជន 
មK��L�ជ*�5ញឲPមនឥទ�3ព-ម,K-@ក�ទ3ញ  ។  ប5គ\-3ក-ក@មnផតជសក�Jភពមនថ�ព-ខB*ង  មទQប�ជក�មសប�សបស@ 
មសគuងមអ�3Fសតkន3Fបនន�ងក*ព5ងផត� �កFមស��នម��ងមnកb5ង  ក�ទ*នក@ទ*នងក�មដយ  មសពQ�ន5សCជអbកFR-�c�F*ផណក 
ន3ងម��បF*មnកb5ងសបព̂ន�ទ*ងមនQជន3F�។ ត�តcម-ខសq3ត3បនបញzក@ថ �ន5សCF*នc១២ លននក@ សតkវបនមគ មសជ�សម� �ស
កb5ងតcនទ�ជអbក-ក@ (Sales  Position)  មnកb5ងសបមទសអម�� 3ក  ផK-កb5ងមនQ�c�មនប5គ\-3ក-ក@�បស@មរងFសក 
ឧសCហក�J (Manufacturing sales personal)  ឈJcញកj§-ខងទ3ញ-ក@អF-នxសទពP (Real estate brokers) 
ភbក@ង�ខងប̂ណ|ភគហY5ន (Stockbrokers) ន3ងភbក@ង�-ក@ (Sales clerks) ផK-មធ/�ក�មnកb5ងហងទ*ន3ញ។ នយក
សបត3បត73ននសកW�ហY5នធ*ៗ�cយF*នcន  ស5ទ�ផតជអbកធBប@ទទc-ត*ផណងជអbក-ក@  មnកb5ងអជ�ពក�ង��បស@ខBcន ។ ជ  
ឧទហ�ណ8  មលក Victor  Kiam,  the  flamboyant  president  and  chief  executive  officer  of  Remington 

69



សកលវ �ទ�ល�យប��លប�យ ម�ខវ �ជ�� ករប���ប�ងទ�ផ�រ

product, Inc. ព��5ន�កTត@សq3តមnកb5ងតcនទ�ជអbក-ក@ននសកW�ហY5ន Lever brothers ។ សបផហ-ជ ២០% នននយក
សបត3បត73មnកb5ងសជ�វក�Jធ*ៗ F*នcន ១០០០ �បស@អម�� 3ក ពcកមគស5ទ�ផតមនបទព3មសធន8ខងផ2bក-ក@ ន3ងម!ឃ�ធ�ង។
ខងមសក�មនQ គ&ជK*មណ� �ក�ននក�-ក@មដយប5គ\-3កផh-@។ 

The Personal Selling Process

១.១ កររ(ពងទ�ក (Prospecting) 
ក��*ព�ងទ5កជK*មណ� �ក�  ននក�ផស/ង�ក  កb5ងទ3សម+ម�ªQម,�កអត3A3ជនសក7ន5ព- ។ ក�ទ3ញ�បស@អត3A3ជន 

អនគតគ&ជ មT-ស*ខន@សសមប@សទសទង@ក�-ក@។  អbក-ក@ន�ងមធ/�ក�កត@ស*T-@អ/�ជតស�kវក�អត3A3ជន មត�អត3A3ជន  
មន-ទ�ភពF*jយF*មពQតស�kវក�មនQ  ឬមទ។  មទQប�ជក��*ព�ងទ5កជជ*ហន�cយ 
កb5ងF*មj�ជ*ហនស*ខន@ៗក�មដយ  ក�មnកb5ងK*មណ� �ក�ប5គ\-3ក-ក@ផh-@ (Personal  Selling)  ជម�uយៗ 
ជជ*ហន�cយកb5ងF*មj�ជ*ហន ផK-
�3នសតkវបនមគយកF3ត7ទ5កដក@ខB*ងកBមនQមទ។  មហត52-ននក��3នយកF3ត7ទ5កដក@មនQ  គ&មដយស�ក��*ព�ងទ5ក មន  
ក�ពក@ព̂ន�ន�ងភពធ5ញសទន@ មសពQវសតkវក�F*jយមព-មវលមសF�ន ។

K*មណ� �ក� ននក��*ព�ងទ5ក ពក@ព̂ន�ន�ងជ*ហនស*ខន@៣ :
– Generating Sales Leads : ម�JQននប5គ\- ឬអង\ភព ឬអជ�វក�JផK-សបផហ-ជទ*នងន�ងជ អត3A3ជនសសមប@ 

2-3ត2-�បស@សកW�ហY5ន ។
– Identifying  Prospects  :  គ&អត3A3ជនសក§ន5ព-  ផK-បងsញឲPមឃ�ញថ សតkវក�  ឬមនមFតន កb5ងក�ទ3ញ 

2-3ត2-�បស@សកW�ហY5ន។
– Qualifying  Prospects  :  ជក��*ព�ងទ5ក  ផK-មនក�កត@ស*T-@ថ ជអbកមធ/�មសFក§�សមស�FF3ត7ទ3ញ  ន3ងមន  

ធនធនហ3�ញ�វតq5 មK��L�បង@សសមប@2-3ត2- ។
Generating  Sales  Leads  ន3ង  Identifying  Prospects  គ&ជអbកជ*�5ញឲPក�មសប�សបស@2-3ត2-កន@ផត 

មសF�ន។  មK��L�បមងN�តឲPមន Generating  Sales  Leads  ន3ង Identifying  Prospects  សកW�ហY5ន�cយF*នcនបនខ3តខ* 
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2Cព/2Eយពណ3 ជzក�JKRFជ ផFក-3ខ3តប̂ណ| (Coupon)  ត*ងព3ពណ�ពណ3 ជzក�J (Trade  fairs)  ម��បF*ក3F�សបជ5*ជ 
-កwណxវ 3ជzជ�វx (Professional  meeting)  ន3ងសនb3ស3ទ�ផ2bក2-3ត2- (Conferences)  ។-។  រ-@ក�ម��បF* 
2Cព/2Eយពត�មន នន2-3ត2-2ងផK�។ យ5ទ�វ 3ធ�ម2Cងមទ�តមK��L�បមងN�តឲPមន Generating Sales Leads គ&ត��យx
ក�សកសc�សhង@�ត3�ន5សCមbក@ៗ  ឬសកសc�ត�ទR�ស̂ពh មហ�យវ 3ធ�មនQមន-កwណxស�ញ� ផK-ប5គ\-3ក-ក@មbក@ៗ 
(Sales  person)  អFមប�កមស�វមÉបញz�ទR�ស̂ពh (Telephone  directory)  មសជ�សម� �សយកម�JQអត3A3ជន�cFមសប�សបព̂ន� 
ទR�ស̂ព�ទ*នក@ទ*នងជ�cយពcកមគ ។
១.២ ករងរ°បច( (Preparing)

ជ�cយន�ងតរងននអត3A3ជន ផK-�*ព�ងទ5កមនកb5ងនK ជ*ហនបនhន@�បស@អbក-ក@ គ&មធ/�ក�ម��បF*ក�-ក@ មដយ
មធ/�ទ*នក@ទ*នងត��មធ¥បយម2Cងៗ (KRFជក�មÚត��យxទR�ស̂ពh)  ។ បញsមនQពក@ព̂ន�ន�ងក�បមងN�តម��ងនRវស*ណ5* 
ឯកស��បស@អត3A3ជនផK-�*ព�ងទ5ក  មដយមធ/�ក�សមស�FF3ត7កb5ងក�FR-ម,កន@អត3A3ជនមនQ  មដយមធ/�ក�បមងN�តនRវ 
មT-ប*ណង ន3ងម��បF*2ងផK�សសមប@ក�បងsញ2-3ត2-x

– បមងN�តស*ណ5*ឯកស��បស@អត3A3ជនផK-�*ព�ងទ5ក (Create a prospect profile)
– មធ/�ក�សមស�FF3ត7ម,ម-�ក�ម,ជcបអត3A3ជន (Decide on an approach)
– ក*ណត@ម��ងនRវមT-ប*ណង (Establish Objectives) 
– ម��បF*សសមប@ក�បងsញ2-3ត2- (Prepare for the presentation)
មnមព-ផK-មយ�ងមនក�យ-@F�ស@  អ*ព�អត3A3ជនផK-�*ព�ងទ5ក  ន3ងមនក�ម��បF*បន-¦សសមប@ក�-ក@ 

មនQន�ងមនក�មជuនម-uន កb5ងក�សមស�FមT-ប*ណង-ក@�បស@មយ�ង ។ 
១.៣ ង�ជuបអតថ7ជនសដលរ(ពងទ�ក (Approaching the prospect)

មK��L�ឲPក�ម,ជRបអត3A3ជន  កb5ងក�បងsញ2-3ត2-បនសមស�Fមជគជយ̂មនQ  �5នន�ងអbកម,ជRបអត3A3ជន 
អbកសតkវម��បF*ឲPបន-¦ មដយមធ/�a!ងjឲPមនក�ទក@ទញ ឫចប@អ��Jណ8ព�អត3A3ជន ។ វព3តជមនស�xស*ខន@ 
jស@ផK-K�ងF�ស@ព�មព-មវលស���Pសសមប@ទ*នក@ទ*នងជ�cយអត3A3ជន។ កb5ងក�ព3ន3តPបF�^យម,ម-�ក�អy3វឌÏន8
ក�ម,ជcបអត3A3ជនឲPមនសបស3ទ�ភព គ&ក�បងsញខBcន (Appearance)  ក�បនhបខBcន (Demeanor)  ន3ងក�ចប@ម27�� 
មប�កក�សនhន ឬក3F�ព3ភកE (Opening lines) ។

– ក�បងsញខBcន (Appearance) :  ក�មសB�កពក@ឲPបនស���P មK��L�ក5*ឲPមនក��*ខន K-@អ��Jណ8�បស@ 
អត3A3ជន�*ព�ងទ5ក។

– ក�បនhបខBcន (Demeanor) :  ឥ� 3aបទ អកបLក3� 3a ន3ងឬកព��បស@អbក-ក@អFមធ/�ឲPក�-ក@បរជយ̂ 
មប�ស3នជមគ �3នម��បF*ឲPបនសត��សតkវស���PមនQមទ។ គ&សតkវម��បឫកព�ឲPបនស���P ម,ត�-កwណx 
ននអb-ផK-សបកន@ខ�ប@ មនវ 3ជzជ�វxសត��សតkវ។ 

– ចប@ម2§��មប�កក3F�សនhន (Opening  lines)  :  ក�មប�កក3F�សនhន�បស@អbក-ក@  គc��c�បញ�R -2ងផK�  នRវ 
ក�សមងwបក3F�ស/គ�ន8  ន3ងមសFក§�ម2§��  បនhប@�កចប@ម2§��មដយពកPមពFន8ព��ប�មត@  មដយសបWងសបយ^តb 
ផK-អFមធ/�ឲPអត3A3ជនផK-�*ព�ងទ5កមនQ មនក�មផ§តអ��Jណ8 ន3ងបមងN�តម��ងនRវក�ចប@អ��Jណ8 ។ 
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មnK*jក@ក-មនQ  ជទRម,F*មពQប5គ\-3ក-ក@សតkវចប@ម2§��មធ/�ក�សនhនជ-កwណx�3ត7ភព ។ មnបj§  
សបមទសជមសF�នមព-មវលវស*ខន@jស@សសមប@ក�ព3ភកE ក�ម��បF*បមងN�នទ*នក@ទ*នង�វងអbកទ3ញ  ន3ងអbក-ក@សតkវ 
មធ/�ម��ងមដយសបWងសបយ^តb ។ 
១.៤ ងធ��ករបងFញផល,តផល (Marketing the presentation) 

K*jក@ក-មនQ  គ&ជសbR-a!ងស*ខន@ននK*មណ� �ក�ទទc-យកក�បញzទ3ញ  មហ�យមT-ប*ណង�បស@វមK��L� 
ផសបកBយព�អត3A3ជនអនគត (Prospect)  ម,ជអត3A3ជនព3តសបកK (Customer)  ផK-បនបមងN�តនRវF*ណង@សបថb 
F*មពQ2-3ត2-F�ស@លស@ ។ 

ជ*ហនបងsញ2-3ត2- មnកb5ងK*មណ� �ក�-ក@ គ&ជជ*ហនស*ខន@ ន3ងច*បF@ប*25ត ។ មទQប�វអFមនទស�ង@
ជមសF�នក§�  ក�មT-ប*ណងកb5ងក�បងsញ2-3ត2-គ&ជន3F�ក-KRFTbx  ក�មធ/�សបសស̂យទក@ទងមដយប5គ\-នRវស� 
ផK-ទក@ទងន�ង2-3ត2- KRFជ�មធ¥បយ ផK-វន�ងបញ�5 Qបញ�R -អត3A3ជនផK-�*ព�ងទ5ក ឲPទ3ញ2-3ត2- មដយ 
មធ/�ក�បញzក@នRវF*ណ5FខBQ ផK-មធ/�ឲPអត3A3ជន�ព�ងទ5កមនQ ទ5កF3ត7 មហ�យន�ងជ2-3ត2-ផK-Tត@ក*ព5ងផត�ក ។ អbក  
-ក@ភគមសF�នមសប�សបស@វ 3ធ�សសស7�cយ  កb5ងF*មj�វ 3ធ�សសស7ព��KRFមននRវខងមសក�  កb5ងក�អន5វត7ន8 នRវក�បងsញ  
2-3ត2-ផK-ន�ងសតkវ-ក@�បស@ពcកមគគ&x The canned approach ឬ The Need-satisfaction approch ។

– The  canned  approach  :  គ&ជក�ជcបអត3A3ជនផK-�*ព�ងទ5ក  មK��L�-ក@2-3ត2-មហ�យមសប�សបស@នRវ 
ក�បងsញក�Fងច*  ពកPមពFន82Cព/2Eយមនអតqន̂យF*មពQអត3A3ជនសគប@�Rប  ន3ង�3ន�នFR-ម,កb5ងក� 
ពនP-@ អត3A3ជនផh-@ប5គ\-មនQមទ មហ�យក��3ន�នFR-ម,កb5ងសqនភពននក�-ក@ផK� ។

– The  Need-satisfaction  approach  :  គ&ជក�ជcបអត3A3ជន  មK��L�-ក@  ផK-មផ§តម,ម-�ក�បញzក@អ*ព� 
តស�kវក� �បស@អត3A3ជន ន3ងខណxមនQផK� បមងN�តម��ងនRវក�បងsញ2-3ត2- ផK-សងNត@ធÊន@ម,ម-�តស�kវក� 
ទ*ងមនQ ។ ប5គ\-3ក-ក@សតkវផតមធ/�ក�សមងNត  ន3ងស§ប@រ-@ពត�មនព�មសFក§�សតkវក�  ន3ងF*jប@អ��Jណ8�បស@ 
អbកទ3ញ  ។  កb5ងន�ជអbក-ក@  សតkវហYនសមស�F  ន3ងបកសសយឲPអត3A3ជនយ-@ព�ស�xសបមaជន8ននតន�B 
2-3ត2- ។ 

១.៥ ក́ប	ឲ¶បននuវករជ(ទ�	 (Handling Objection) 
�3នផ�នក�បងsញទ*ន3ញទ*ងអស@ស5ទ�ផត-¦មនQមទ  វ�3នផ�នជន3F�ក-បញzក@មដយក�ទ3ញ  មដយភB�ៗព� 

អត3A3ជនផK-�*ព�ងទ5កមនQមទ ។ ជម�uយៗអត3A3ជន ផK-�*ព�ងទ5កកមនQ ន�ងបងsញនRវ ឥ� 3aបAខ5សៗTbននក� ជ*ទស@ 
មហ�យមធ/�សពមង�យកមន7�យ  F*មពQក�បងsញ2-3ត2-  ។  ជក�ព3តជក@ផស§ង ក��3នជ*ទស@  គ&ជម�uយៗFង¦5- 
បងsញនRវសញ�ថ អត3A3ជនផK-�*ព�ងទ5កមនQ �3នចប@អ��Jណ8ម,ម-�2-3ត2-ផK-អbក-ក@ ក*ព5ងបងsញមនQមទ ។ 
អbក-ក@ផK-ទទc-មជគជយ̂  ភគមសF�នស*-�ងមឃ�ញថ ក�ជ*ទស@  គ&ជសញ�ននក�ចប@អ��Jណ8�បស@អត3A3ជនផK- 
�*ព�ងទ5កមនQ មហ�យក�ជឱកស មK��L�មធ/�ក�អy3វឌ·ន8នRវគ*ន3តAJ�ៗ ផK-ន�ងពសង�ងក�បងsញ2-3ត2- មnមព-ខង�5ខ 
មទ�ត ។ 
១.៦ ករបញ¥ប	ករលក	 (Closing) 

K-@មព-មនQ មយ�ងបនបមងN�តជផ2BផNមហ�យ ។ មយ�ងអFមធ/�ក�F*jយមព- សបផហ-ប!5នJនសប§ ហ8 ឬប!5នJន
ផខ  �b*មទ�ត  មnកb5ងក�ណ� ខBQ  កb5ងក�ន*អត3A3ជនឲP�កK-@F*ណ5FមនQ  ប!5ផន7មយ�ង�3នទន@បនទទc-សបក@មnម��យមទ 
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�ហRតK-@អត3A3ជនផK-�*ព�ងទ5កមនQ សមស�FF3ត7ទ3ញ2-3ត2-មនQ ។ មnកb5ងK*jក@ក-ននK*មណ� �ក�-ក@ មnមព- 
ផK-មយ�ងមធ/�ក�បញ�5 Qបញ�R -អត3A3ជន មK��L�មធ/�ក�បញz�ទ3ញមnសតង@F*ណ5FមនQ គ&មaងម,ម-�ក�បញ�ប@ក�-ក@ ។ 
១.៧ ករតមដនជបនD (Following up) 

អbក-ក@ភគមសF�ន ព�ងផ2¦កម,ម-�ក�-ក@ផK-មធ/�ក��*-�កជញ�កញប@ KRមFbQវមនស�xស*ខន@jស@ផK-ពcក
មគមធ/�ក�ត�ដនជបន7មទ�ត ម,ម-�សគប@ក�-ក@ មហ�យ�3នមធ/�សពមង�យកមន7�យ ឬមធ/��3នK�ង�3នឮ F*មពQអត3A3ជន ផK-  
ក�-ក@បនមធ/��§ង�cF�កមហ�យ  ជម-�កK*បRងមនQមទ  ។  កb5ងន�អជ�ពជអbក-ក@  តស�kវឲPមនក�សតlតព3ន3តPម��- 
អត3A3ជនឲPបនK3តK-@ ជបន7មទ�ត ។ កb5ងអ*�5ងមព-មនQ ក�ត�ដនK*jក@ក-ននK*មណ� �ក�-ក@ គ&សតkវមធ/�ឲPបន
F�ស@លស@  មត�2-3ត2-បនសបគ-@ម,K-@នKអត3A3ជនa!ងសត��សតkវមហ�យឬមn មហ�យថមត�អត3A3ជនមនក�មពញ 
F3ត7 ឬមទ  ។  មនអbក-ក@ខBQ  ផK-ខ/Qបទព3មសធន8អFមគFមវសកb5ងK*jក@ក-ត�ដនមនQ  ព�មសពQពcកមគខBF�អ 
F*មពQក��3នសប�យF3ត7�បស@អត3A3ជន ។ មទQប�ជa!ងjក�មដយ ក�វជផ2bក�cយផK-មនស�xស*ខន@ ននក�ង�
�បស@អbក-ក@  គ&មK��L�ធនថអត3A3ជនមនក�មពញF3ត7 ន3ងបមងN�តមក�§�ម�JQ-¦ ឬ-L�-�ញសសមប@សកW�ហY5ន ។  
ក�ប*មពញប*ណងបនK-@អត3A3ជនសសមប@នAÊមនQន�ងកBយ ជអត3A3ជនយR�អផង/ងសសមប@នAÊផស¦ក ។ 
III. ន,នBករងºកB�ងសផBកប��ល,កលក	ផ»ល	(Trends in personal Selling)

ប5គ\-3ក-ក@ផh-@ គ&មនក�ពក@ព̂ន�ជ�cយន�ងត*�Rវក� ផK-មនក�ផBស@ប7R�ននកផនBងទ�2E� ។ ន3នbក�បF�បLនb 
មnកb5ងផ2bកប5គ\-3ក-ក@មដយផh-@  មន�c�បញ�R -នRវក�សងNត@ធÊន@ម,ម-�គ5ណធ��ននក�-ក@មដយបមងN�នក�មសប�សបស@ 
ននក5*ពPR�ទ̂� ក�� �កFមស��ន Marketing  ត��យxទR�ស̂ពh ក�-ក@ជសកW� ក�-ក@សបព̂ន� ក�� �កFមស��នមដយសងNត@ធÊន@ម, 
ម-�មសវក�Jននក�-ក@ ន3ងក�-ក@ជ-កwណxអន7�ជត3 ។ 
៣.១ �ណធមvមនករលក	 (Sales Ethics) 

នមព-បF�5បLនb ភគមសF�នននក�បញzក@ន̂យម,ម-�ពកPគ5ណធ�� (Ethics)  បនមផ§តម,ម-�ក�អន5វត7ន8 
ក�-ក@  ផK-មព�មពញម,មដយគ5ណធ��  ។  មnកb5ងFកw5�បស@�ន5សCភគមសF�ន  អជ�ពននក�-ក@KR�មនបងNប@ន̂យនន 
មក�§�ម�JQ  សសមប@ឥ� 3aបA  ផK-មព�មពញម,មដយគ5ណធ��ខªស@  មហ�យក�មនមក�§�ម�JQ�3ន-¦ផK�  F*មពQអbក-ក@ 
ផK-ព5*មនស�-ធ��នABAbR�  ។  មហត5KRមFbQមហ�យ  បនជសកW�ហY5នធ*ៗ�cយF*នcនបនF*jយAវ 3កជមសF�នកb5ង�cយ�b*ៗ 
មដយបមងN�តក�Jវ 3ធ�សសមប@ប*ពក@ប*ប!នអ*ព�គ5ណធ�� ន3ងជ*នញផ2bក-ក@ K-@ប5គ\-3ក�បស@ពcកមគ ។ ឧទហ�ណ8 អbក-ក@
មnទ�2E�ខBQមសប�ស*K��3នស���Pជ�cយអត3A3ជន  មដយស�ផតបញsតន�B ឬយកទ*ន3ញ�កស5*KR�មnមព-សព�កសព-�� 
ផK-ត�ទសCនxយ-@មឃ�ញ�បស@អbកទ�2E� ថន*សYយជមK�� ។ 

1-ករបងFត	បងគង¼នប��ល,ក (Sales  Force  Training) :  ក�មសជ�ម� �សប5គ\-3ក-ក@បន 
�cFរ-@មហ�យជបនhន@�កមទ�តមនក�បងsត@បមសង�នប5គ\-3កជមសកយទ*ងអbកAJ�  ន3ងអbកមនបទព3មសធន8។ឧទហ�ណ8 
សស�ប@សកW�ហY5នធ*ៗ�cយF*នcនបនបមងN�តមT-ក�ណ8សសមប@បណ§5 Qបj§-ប5គ\-3កAJ��យxមព- ១�b*  មហ�យប5គ\-3ក 
ចស@ផK-មន បទព3មសធន8 ក�សតkវបណ§5 Qបj§-បផនq�មទ�តផK� មK��L�ម-�កក*ពស@គ5ណភពផក-*អ ស�តqភពក�ង� 
ម,ត�ផសបសបl-K��ប@�ហ^សននបមF�កវ 3ទ¥ 2E�ភzប@ជ�cយបញsផK-អFមក�តមនម��ង។  F*មពQក�បណ§5 Qបj§- 
ប5គ\-3កផ2bក-ក@  សតkវF*jយមព-មវលa!ងមសF�ន  មដយមធ/�ក�ផណន*អ*ព�មន2-3ត2- (Product  Information) 
បមF�កមទស-ក@ (Sales  techniques)  ពត�មនទ�2E�  ន3ងសកW�ហY5ន (Market  and  Company  Information) 
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សព�ទ*ងគ5ណធ�� ស�-ធ��ននក�-ក@ ។ 
2- ក�(ព¶ uទ.រភវuបន�យកម@ (Computerization) 
មដយស�ផតក��កK-@ ននក5*ពPR�ទ̂�បនhប@ព�សសង\�មលកម-�កទ�២ �ក។ ក5*ពPRទ̂��កកb5ងមK��ទសCវតC ១៩៨០

ទសCនxសគប@សគងមនតន�B ន3ងមនក�មសប�សបស@ពត�មនវ 3ទ¥ផK-មនក�ផBស@ប§R�a!ង�ប@ប*25ត ។ អbក-ក@ទ*ងឡយ  
នមព-បF�5បLនb ក*ព5ងផតអន5វត7ន8ក�ង�មដយព�ងផ2¦កម,ម-�ក5*ពPRទ̂�  កន@ផតមក�នម��ងព��cយនAÊម,�cយនAÊ សសមប@  
សគប@សគងទ3K:ភពននក�-ក@ ក�ត�ដនក�-ក@ ន3ងជ*នcយផ2bកក3F�ក�តc�ម-ខ សព�ទ*ងវ 3ភគទ3នbន̂យ ។ 

3- ករងធ��ម�ឃ�ធ�ងតមទuរ�.ព» (Telemarketing)
ក�មធ/�ម!ឃ�ធ�ងត��យxទR�ស̂ពh បនកBយម,ជឧបក�ណ8K�ស*ខន@�cយ  ។  សកW�ហY5នទR�ស̂ពhម,កន@អត3A3ជន 

មT-ម+កb5ងក�2Cព/2Eយ2-3ត2- ន3ងមសវក�J ។ ក�មធ/�ម!ឃ�ធ�ង�មប�បមនQ សតkវF*jយមសF�នម,ម-�ក�មធ/�មសវក�J
ប!5ផន7សកW�ហY5នអF2§-@ពត�មន  ម,កន@អត3A3ជនបនម-uនប*25ត  មហ�យអត3A3ជនភគមសF�ន  ក�មនក�មពញF3ត7 ន3ង  
មសវក  �J�មប�បមនQផK�  ព�មសពQវសនC*ស*នFមព-មវល ។  ទនh��ន�ងភពមជគជយ̂  ផK-មក�តម��ងត��យx 
ក�មធ/�ម!ឃ�ធ�ងត�ទR�ស̂ពh ក�មនក�� 3Qគន@ព�អត3A3ជន2ងផK� ។ ត�ក�មធ/�ក�សhបសhង@បនឲPK�ងថ ៧៥% អត3A3ជន 
សហ�K:អម�� 3កគ3តថ ក�អន5វត7ន8ក3F�ក�-ក@ត�ទR�ស̂ពhមនQ �*មលyម-�ស3ទ�3មស� �ភព មហ�យវក�2§-@នRវក��*ខន2ងផK�
KRFជមnមព-សព�កសព-�� ឬយប@អសធសត ។-។

4- ករលក	ជគក�ម (Team Selling) 
ក�-ក@ជសកW� គ&ក*ព5ងផតកBយម,ជមនស�xសបមaជន8 មnកb5ងសqនភព�cយF*នcនធ* មដយវបមងN�នម-Lìននន

ក�-ក@ ទ*ងអbក2-3ត ន3ងអbកទ3ញ ។ មនសកW�ហY5នខBQចប@ម2§��មសប�សបស@ក�ង�ជសកW� ព�មសពQវអFជcយជ*�5ញឲPមន
ក�� �កFមស��នម��ង មដយមនក�សបផជងTb មnកb5ងF*មj�អbក-ក@KRFTb ។ 

5- ករលក	ជគXព.ន{ (System Selling)
មនសកW�ហY5នភគមសF�ន  ក*ព5ងផតមង�កម,�កក�-ក@ជសបព̂ន� ផK-មaងម,ម-�ទសCនទន  ននក�-ក@ជ 

កញ�ប@ ឬបF@2-3ត2- ផK-សបហក@សបផហ-Tb ននទ*ន3ញ ឬមសវ ផK-ន�ងអFប*មពញមសFក§�សតkវក��បស@អត3A3ជន ឲP
មនសបស3ទ�ភពa!ងខB*ងជង2-3ត2-ផត�cយ�5ខ  ។  ក�-ក@ជសបព̂ន� ទ�ទ�នRវក�-ក@ផK-មនF*មណQK�ង 
ទR-*ទRលយ ទ*ងផ2bកសសឡយ2-3ត2- ន3ងតស�kវក��បស@អត3A3ជន ។ មT-ប*ណងននក�-ក@សបព̂ន� គ&�3នបន2§-@
K-@អត3A3ជន នRវនABមតកមនQមទ ព�មសពQមដយស� ក�2§-@ជRននRវកញ�ប@ ឬបF@2-3ត2- ឬមសវទ*ងមនQ មK��L�ឲPមន
ក�មដQសសយឲPកន@ផតសបមស��ម��ង F*មពQរ-@បញs�បស@អត3A3ជន ។ 

6- ករលក	ង�វ (Selling Services) 
ឱកសននក�-ក@  មnកb5ងឧសEហក�Jមសវ (មនKRFជ ធនT� ក�ធនរ!ប@�ង អF-នសទពP ក�K�កជញzR ន 

ន3ងហ3�ញ�វតq5)  គ&ក*ព5ងផតមនក�� �កFមស��ន�ប@�ហ^សជងឱកសមnកb5ងឧសEហក�J2-3តក�Jទ*ន3ញ  ។  បផនq�ម,ម-� 
ឱកស  ននក�-ក@  ផK-មនក�� �កFមស��ន  មnកb5ងអជ�វក�Jមសវ អbក-ក@មnកb5ងសកW�ហY5នមសវក�J មនន3នbក�មK��L� 
ផស/ង�កសបក@F*មណញឲPបនមសF�នជងស�ភគ� ផK--ក@2-3ត2-មសប�សបស@ ន3ងទ*ន3ញឧសEហក�J ។ 

អbក2-3ត�cយF*នcន ក�បន2§-@នRវមសវក�J�cយF*នcនភzប@�កជ�cយ2-3ត2-�បស@ពcកមគផK� KRFជក�
ផFកចយ ក�ជcសជ5- ឧបក�ណ8 ន3ងក�ផAទ* ក�Jវ 3ធ�ប*ពក@ប*ប!ន ន3ង2§-@មaប-@បមF�កមទស ។ ជបផនq�សកW�ហY5នខBQ 

74



សកលវ �ទ�ល�យប��លប�យ ម�ខវ �ជ�� ករប���ប�ងទ�ផ�រ

2§-@នRវទ*ន3ញជ�cយន�ងអហ� មyសជzx ក�ផសត ជផ2bក�cយននមសវក�JK�កជញzR ន�បស@ខBcន ។ 
7- ករលក	ជអនDរជត (International Sales)
បមF�កមទសក�-ក@  ខ5សTbព�សបមទស�cយម,សបមទស�cយមទ�ត  មហ�យសកW�ហY5ន�cយF*នcន  មnសហ�K:អម�� 3ក 

មធ/�ក�ពសង�កFR-ម,កb5ងទ�2E�ប�មទស  សតkវមនក�យ-@K�ងអ*ព�ភពខ5សTbទ*ងមនQ  ។  ក�-ក@តស�kវឲPមនភពសb3ទ� 
ប*25ត ជ�cយវបLធ��កb5ងត*បន@  ផK-ជនប�មទសមbក@�3នអFសតkវបនមគសងÏ��ទ5កថមន ។ វគ&នABjស@ សសមប@ផតង  
ត*ងជនប�មទសមK��L��5ខង�-ក@  ។  ជ�cយTbមនQ2ងផK�  ក�ខ/QខតF*មណQK�ង�បស@ជនប�មទស  ឬក��3នមT�ព 
សសមប@F�ប@វបLធ���បស@សបមទសក*ព5ង�កស5�  អF�ងក�ខRFខតមក�§�ម�JQសកW�ហY5ន  ឬបj§-ឲPបត@ទ*នក@ទ*នងជច* 
បF@  ។ សសមប@ក�សបត3បត73ក�-ក@  ជ-កwណxអន7�ជត3  ក�ផស/ងយ-@អ*ព�ភពខ5សTbខងវបLធ�� គ&មនស�xស*ខន@  
jស@  ។  មដយស�ផតតស�kវក�  មនក�� �កFមស��នF*មពQអbក-ក@ផK-មន-កwណxជខbតអន7�ជត3 សល  
ន3ង�ជ�ណ�-ស3កE បនន3ងក*ព5ងមធ/�ក�អy3វឌ·ន8ក�Jវ 3ធ�បងsត@បមសង�នក�-ក@ព3មសសជ-កwណxអន7�ជត3 ។ 
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