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(Marketing Function)
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pannN N (Product)

U (Money)

v

A 3
HHOAYTBRYTY

gH

(Producer or Seller)

¥
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A (Information)

y&d A 9 a
AarenTodusIna
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(Buyer or Consumer)
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A1sAAAD D15 (Communication)
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(Marketing Mix : 4 P’s)

a @ '
1. Hagnud (Product)
2. 9171 (Price)
3. 1139A311UIY (Place)

4. MIAUATUNITAAIA (Promotion)

wihanmsaain

(Marketing Function)

1. msuandou (Exchange)
1.1 ms%@ (Buying)
1.2 n15919 (Selling)

2. A3NTZWAITUAM (Physical Distribution)
2.1 MFUUAS (Transportation)
2.2 MafiuFnu (Storing)
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3.1 ﬂ15ﬁmuﬂmmgmumizﬁu%mmﬁuﬁw

(Standardization & Grading) ;

3.2 msfumszdeaso (Risk Taking)
335U (Fin—ancing)
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(Customers’ Satisfaction)
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(Marketing Environment)
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" (External Environment)
a v
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(Macroenvironment)

1.1 dUszmnsenans (Demography)

1.2 1754719 (Economic)

1.3 ATty (Competition)

14 fnuasTausssy (Social and
Cultural)

1.5 mstlieatasngnang (Political and
legal)

1.6 wmalulad (Technology)
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Environment)
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2.1 fueiladuniswin (Suppliers)
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1.2 5191 (Price)
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2.1 N15HaA (Production)

2.2 M519U (Financial)

2.3 ﬁéwam?ﬁw (Company Location)
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2.5 NINOINT 1111}16 (Human Resource)
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(Research and Development
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(Price)

AITHHRMIYUVDIFTIAT

a 1 o v A A 2 I~ 1
5107 (Price) o “Feiyanatiodmiudan b swaauiluyan (value) Tu
3 1JUB9RUATY” (William J. Stanton and Charles Futrell, Fundamentals Marketing, 8th ed.)
- ANYAEURITIAT Av
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1. sutlugasvesdunas uing

& o a A A A Ae & Yy A qguy & a o o
2. e ndlusuiuey W5e) Aadundutludedd e 19 laudandanas

Lag/MIouTNg
Sagilszaslumanasa

1, mséTyasmeﬂquﬁﬂi (Profit Oriented)
fls = s1el8onmsane - @unududiive + g
s1eldnmsve = sidumdeniiie x USanisve
aunsainsanla 2 gluuy fie
L1 asdanaifeldlgsustlsanndhving (Target Return)
12 myssinuite 114 lsqega (Maximized Profit)
2. msﬁyﬁmﬂﬂmjwamnﬂ (Sales Oriented)
gaAUIY = IV IABHUIY x UTurain1TueY
gunsansanld 3 gluuy Ae
21 miinauveslSinansug (Quatity)
mmgmaqﬁuﬁuﬁ (Law of Demand) Us1naimsieaziaonutlas lunasafiu
Fufusiandud thimneis manmaugniiasansi ifSinamsdedudnhnnniy
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Ql ¥ 9/ a a
22 MSHNILYe9T1e 1891015019 (Revenue) 518 189100 15U0LAAINT1ATEUAT
AowieguAelT MY
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2.3 MINNAUUDIAIUATDINAIA (Growth in Market Share)
1 3 [ ¥ v 1 9
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dadauiininnieavieyssguustuanuainy
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3. msmimﬂ@wqmqﬂizmﬂau (Status Quo)
3 A a t o . .. I~ z . 3 o
3.1 MIMTIAUNDINTYNITUYIYU (Meeting Competition) Lﬂuﬂwsmﬁﬂmm@m
3
#1139
:/’ 4 o =t e . I c?/l .
3.2 MIAITIANNBS AN UABETAINUB93 1A (Stabilized Price) 1UUn15AIT1A1 I0d
Ay = daa &4 4 g a4 ‘o a
Alutimsaldsundassiaauanumsannaly ol uMsHaNEeINISHYITU Lazsine

/9405143 1A1 (Price War)
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1. s?fu‘vlu {Cost)

2. dnumzadeImsAenAAf (Demand for the Product)

3. fhmnodiunsena1nfiaeanis (Target Share of the Market)

4. mauteduluilogiiuuaziua 19ulue11an (Present and Potential Competition)

5. @mYUsEaNN1INITAAIADU 7 (Other Part of Marketing Mix)
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IEMsmruasIn

I. mif‘imummﬂﬂaﬁﬂmmcﬁmmé’unu (Price Based on Costs)
Y Sy
AuulTENIUAIY
1.1 Auyuaf (FC : Fixed Cost)
1.2 AunuAuuls (VC : Variable Cost)
1.3 Aunuaefisay (TFC : Total Fixed Cost)

1.4 #unuAwls5Iu (TVC : Total Variable Cost)

Be

1.5 AUNUIIN (TC : Total Cost = TFC + TVC)

UNUAINRAY (AFC : Average Fixed Cost = TFC + Q)

Be

1.6

1.7 AunuALLsmAY (AVC : Average Variable Cost = TVC =+ Q)
] I [ 3/
1.8 AuUnUAIHN (MC : Marginal Cost M09 WAAUBIAUNUTINTANAY
esnnmsnldsuutasludSuamsnaanilonioe)
L1 n5Smuasa laguimnunnAunuaay (Average Cost Pricing)
1M = dunuady + flsdeniae
12 mMsfmuasin laeuamiuanaunuiunlsmas (Average Variable Cost
Pricing)
Y Y a o t 1
511 = dunuiunlsmas + flsdeniae
13 MIsmuas IaguIninInAuYuaURY (Marginal Cost Pricing )
7101 = funuauiuaemiie + A lsaeniay
14 m3dmuanalaguindiivondunu laeneA1nunais (Cost Plus Pricing by
I~ :/, o a 1 a 1
Middleman) HumsaananIaguindmuluammunndunuusanemaunag
o ‘ a 3 . . «
1.5 AMsHUUAIINTIAeNISAUATISH q@ﬁuuu (Break—Even Point Analysis Pricing)
1Y . 2 P =3 a a & A o Y
AU (Break-Even Point) ¥u1604 yailiaadyTinamanaaievis 1l
v "y Y ) << [y & a = A v & 1a
510 1T mmhiuRugusw ¥ o geaAunudl famses bilid lsnsevianu dnfudSunums
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2. MINUUATIN IAEHITUININANUAUARTENIN Demand 1% Supply
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1. drusauazaiuesulyd (Discount and Allowance)
1.1 gauandTunal (Quantity Discount)
111 duandSuauyuasas (Cumulative Quantity Discount) 1358 #21
o o . < 1 Ha a 4? qs/l 4 £
916uA (Patronage Discount) {udiuaanfaaindsuiamsaenanua melurrsanis
' v o P v = a )
dulnghzdlunagninamildtududnssmnnindedis Fuduuuudu
1 o ] . .- I~

.12 drmaadSuauuy liazay (Non-cummulative Quantity Discount) 11U
t Aa a d%‘ 1 3 A 9 SISde d’l g A 9o ! g
drvaanaanndSinamveunazasuiiensyduliiFedonsazin q ez lasudruaariv

1.2 dIuaansfl (Trade Discount)

v
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welanldunnediaunat Gudlan) uazsmuadruaaihualefidud ansimeand
AUUA

1.3 diuaaldude (Cash Discount)
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1.4 @7UaANNHAN1A (Seasonal Discount)
< 1 { 1 - ~ g a v
Wuduasfidueneuliuni¥endeduilurimenggma
1.5 msasTuialanth (Forward Dating)
[~ 9t t [ 1 = AL 9/9/&” o o Ail =Y 9
dlumsl¥divanamggmasiuiudiuaaiuas e ldigoiinmsdagedu
' ° A A A A v o v A 9 Y
Turegamauaz lldsz@uiesuggmavesdudniu Tnoszyiuivealon lu3aamin
16 druenidmSumsaussunIsaaln (Promotional Allowances)
I 1 Ay Y o y o, a 0 L) 91/3
Sudauiidussouliinesnninsimuisdmsumssziuvesye
[ 2 { o 1 o 3 t =
(auna1) Sufisunnamsinuaaimsduasunsaata Iiungwnan
1.7 drusenlininmaihduduniuiuan (Trade-in Allowances)

o a 9

I 1 d':; Jn Yo A ciS)Ay 1 ~ v dy a9y '
Lﬂuﬁ?uaﬂ'ﬂcﬁ@@llﬂﬁ‘ij!u@\‘lﬂ'lﬂﬂﬁ‘ﬂE!“HE]'H']'CT‘L!ﬂ?LﬂWNWﬂMuﬁﬂTLW@%@ﬁuﬂ'\iWN

4

sazdhsziuldungueludiundesdisziy lusimduilmivdainduaailinasinyas
YBIFUA LM
1.8 aueanlioinnsHEnAUANAT (Push Money Allowances)
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Anda drungaziludumndyaaige
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2. mssﬁuwmmuumqﬁmﬁ@{ (Geographical Pricing)
2.1 AISALI MUY F.O.B. & gﬂwﬁm (F.0.B. Point of Production Pricing)
& Ay o A L a - ‘
flusimiguesmuaniawg o Issnuvieraiihmanan uazgddoilu |
AsuRaveulumsemvudeiang
2.2 A13AITINFINOUIIAAYT (Uniform Delivered Pricing)
o N 9 4 VoA sldsll 9 [] o ~ (Y 1o =
dusrmauduazsudiiddennaudosielusuoutuiiu Taglifile
<2 o ~ oa/‘ slay 3 dyd ~ 1 2 ole o ~ o
fahefideesdi¥e mydsnuuuiiSendnedimiien matenawuuueauil syl
(Postage Stamp Pricing)
3
2.3 MSFITIAAIUOUAINAA (Zone Delivered Pricing)
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2.4 MIAITINWUBHEVIOTUNMTZAIVUT (Freight Absorption Pricing)
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2.5 MIATINNINYAFINMMUA (Base-Point Pricing)
flusrmudidedadimuanmdud o lssuuindemaudangagiu
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eglndfdoiniiga dgagruinszdhudiedladivaniiidiugudnarsvesgaamnssy st
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3. MIAITIANTLAVYALNITAIIINIITLAVA (Skimming and Penetration Pricing)
E4
3.1 msﬁaﬁmszﬁnqa (Skim-the-Cream Pricing)
‘ﬂ 3 a o o 1 1 9 {1 ‘i‘_l 1 A 9
Humsdssinvesndadus Inal uazngugnauihmunailunguniisie’a
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3.2 MIAYIINIISALA (Penetration Pricing)
=) ' o A o 3 d”du S @ A
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4, ﬂﬁ!g“/lf’i‘lﬂ%ﬁU'Jﬁ‘l]ﬂaqvlﬁ{ﬁmﬂﬂm (Our-Price and Flexible Price Strategy)
4.1 PAYNTIINUAYI (One-Price Strategy)
He Yo a 9 ja VA ° a a
usmildiugsfednldn nanfie dumsdmuasimaneldnlusaufen
YY) 9’:&” e ildy n’; i ' a a
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42 naqnﬁnmunm (Flexible or Variable Price Strategy)
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5. MSUAMITINITUAIABMUIY (Unit Pricing)
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urnzasdud dewihnsdndulede sufufneluimsiathenaasaunelaniauh
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6. MIMMuaTIMVIeYaniuiuey (Resale Price Maintenance)
iWusanfidmue Taodnae ilesnndrindesmsmugusimnoldnvesdud
A g Y 1yy A o 1w d
eiluuumelvungianlumsdmuasiamunsuniye
E4
7. MIMIMAIUNANTAING1 (Psychological Pricing)
Ed : '
7.1 MIIANTIANAUGHTBIAVA
} 4 v
7.2 MIASIAUAYA (Odd Pricing)
E4 3 H ]
flumsdesmanedaniiasiedisad teaduanuidniududufsimgn
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E 4
7.3 M3AITIANAYVE (Even Pricing)
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74 MSAIIAANAINAETY (Customary Pricing)
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8. ulvVWITAVIIM (Price Level Policies)
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10. AITAITIAUNYDAD (Bait Pricing)
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(Distribution)
(%3 <] 1]
AITHHRNIEVDINITIVAV U

A139A8 11110 (Distribution) ¥1189 “IaTaadavesroanis (@a1tiuuag
fanss) AldNeamasuieduduazusmsaneanns ludimaia” (William J. Stanton
and Charles Futrell, Fundamentals of Marketing, 8th ed.)
AINANNMTAAA (Marketing Middleman)
. a oA d'o a I~ o A 1 Y a Sldy
1. AUNAN (Middleman) §3nodasznauiumaudideuserINENaauLasiye
11 wWefaunaa (Merchant Middleman)
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‘II'ENYINmiﬁﬂﬁﬂﬂw?\’m’ﬁﬂginﬂ (Channel of Consumer Goods Distribution)
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