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KEY WORDS: DIRECT MARKETING/ MARKETING/ TRADING
JEERAPHAN PIRARAK: A COMPARATIVE STUDY OF BUSINESS MODELS,
MARKETING, DIRECTS MARKETING TO DEVELOP A MODEL BUSINESS MARKETING
DIRECT MARKETING MLM BUSINESS. ADVISER: VUTTICHAT SUNTHORNSAMAL,

D.B.A., 84 P.2011.

Making this thesis aims to study. Form of direct marketing. To analyze the business
model of direct marketing of the two companies is Amway and Giffarine that used as its sample.
This will be analyzed in the history of the organization, Company Profile, Marketing strategy,
Marketing Mix, Marketing Plan compensation plans, business plans and SWOT analysis and
comparison of a network marketing strategy between Amway and Giffarine.

Business Model 2 of both direct marketing companies in marketing strategies. In
market segmentation, and two companies use market segmentation by product, but will not share,
sneezing kinds of products remaining the same. Selecting target markets and product positioning
and two marketing companies will be'selected not by low-level focus on the middle and lower to
middle Strategic about our products, Amway brand strategy. The product is based on the brand of
Amway, butonly a brand name. And to create outstanding products and services with different
quality of the investment worthwhile, Personal variety of environmental consciousness.
Satisfaction Guaranteed by Giffarine used a product strategy by providing international standard
quality products at fair prices. Strategy about pricing, Amway products are more expensive as the
Giffarine.

The company's marketing plan, real fair. The purpose of the sales have increased every
year from year 1, an additional 10% of market segmentation by product, which will focus on a
product-related products are imported from Korea Fashion. And plans to market the product
quality through brand "TG" with regard to customer satisfaction is the main cause, customers
have the option of buying more. Bringing the goods to the distribution of detergents to increase
the value of the goods. Has been set at a price earnings ratio of less cost by 30% and collection

points on the purchase.
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