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ANAKINENISAAIA (The Definition of Marketing)
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WHAT IS MARKETING?

"The science and art of exploring, creating,
and delivering value to satisfy the needs
of a target market at a profit. Marketing
identifies unfulfilled needs and desires.
It defines, measures and quantifies the
size of the identified market and the profit
potential. It pinpoints which segments rhe -.
company is capable of serving best and .*5%
it designs and promotes the appropriate \
products and services.”
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Marketing Evolution insight

Product | Customer Moving from Technology for
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Marketing 1.0

Product Centric
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Marketing 2.0

Customer Centric
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Marketing 3.0
Human Centric
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Marketing 5.0

Technology for Humanity
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Marketing 4.0
Traditional to Digital
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(Marketing in the New Economy)

msamaluAasegioanlui (New Economy)
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(Marketing in the New Economy)
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(Marketing in the New Economy)

MIAAAABLATHND
*  ginaiule
I ) a Yy X
o minanttlilsgunsisalagaai
*  mIaamiliaansuudauuasiadinLEn
o  NMINNIAUIMFTIANADINITTURUANALUINIT

o« msasmiliianulauunlamaassgiavalising

new
economy




WM 3AaIA (Marketing Function)

WIAMNEINUNTIARIEUAT (Merchandising Function)
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HWIANNAAKANNITAAIA (The Core Concepts of Marketing)
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1. WWIANAAALUUIIIERNIHER (Production Concept)
2. WHIANHAARUUILEWAARNNI (Product Concept)
3. WIANHAARUUILEWNTINE (Selling Concept)

4. WHMIANHNAARUUINLEWMIAAIA (Marketing Concept)

5. WHWIANHAAMUMIAAIALNBEIAN (Social Marketing Concept)
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1. WWIANNAALUUIAIIUNTHAR (Production Concept)
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LIANHAANNNITAAA

2. UWIRNNARLUUNIRER AN (Product Concept)
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3.UUIANNUAALUUAEUNTUY (Selling Concept)

HunnannadaitianudAyfuiansiumsiuning hasainduadiiiaguiniu
ann TafmsimuFuibiiannmimiouiu Ussnauduillwimgiziaadiisfnnusuiuiu
nslidudn nanife diflarsstiammsiudidniuuagaseduanudainismin

inninaindeiasgadal i laatieduduiintinadwnaiias B6iEnTnT2uay
faamiuaifiilng A miarduwinnunehiilufinauauiedud fanisane q wareaad
Julsggluuuiinsue Taufinnsinausufurfumaiiansnalifuninnuug dnsdadia
N1IARIATHATHAN | 111 NITFUFTHNITUIMAIHUDILANUBIUDN NITLLUUNTUIIRIT D10
Fanssudiai iR Tnafiaauaula ungdnFulatiafum




LIANHAANNNITAAA

4.MWIANHAARUUNIUUNITAAIA (Marketing Concept)
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5. MIANNAAMUNMTAAIALNAEIAN (Social Marketing Concept)
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4 Ps (FourPs)

4 Cs (Four Cs)

HRARN N
(Product)

1A
(Price)

FBINNNMFTANHUY
(Place)

NSEILEINNITUY

(Promotion )

ANNABINFUBINAT

(Customer Solution)

AnAGUsInAlasy

(customer Cost)

f N

ANNALAINAUIBNLTED

(Convenience)

Msdadas

(Communication)
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