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(Marketing Information System : MKIS)
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n15Ivelawe (advertising research)

NNSIYANINNLATYINAVBIGINALUIEN (business economics and corporate

research)

N1339UNTEAMUTUNATOUVDIUIEN (Corporate Responsibility Research)
N5I98HaNAMIN (Product Research )

N1373089AVBULALNITRANA (Sales and Marketing Research)

NNSANYIYRINI9NISINANUIY  (Distribution — Channel Studies)
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1. n15I9elawan (advertising research) Usgnaumanisidgnslull
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1.1 A157 Uﬂﬂﬁg\ﬂf\] (motivation research)
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1.2 N15I98U9ANNATIAYAIN (copy research)
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1.3 AN5I98E0law) (media research )
1.4 nsAnwUsEansualunislawun ( studies of ad effectiveness )

1.5 NsAnwnslayanveegudady (studies of competitive advertising)
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2. MFIVYANINNUATYFNIVDITINMALUIEN (business economics and corporate

research)
2.1 ﬂ’]’i‘i/\lﬁ’]ﬂ’iﬂﬂﬂi%ﬂggu (short — range forecasting : up to one year)
2.2 Mswennsalluszeze) (long - range forecasting : over one year)
2.3 M3ANYIMUININYETSAA (studies of business trend)
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2.8 izuusﬁawuaﬂﬂﬁmaﬂﬂ (marketing information system)

2.9 N15WN1IAUUIU (operations research)

2.10 wilnsuneluusen (internal company employees)
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3. N119AWANTEANMUTUNAVDUVDIUTEN (Corporate

Responsibility Research)
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4. N58NaNNN (Product Research )

4.1 nsyausuNandalnulazdnuninuesmain (New — Product Acceptance and
Market Potential)

4.2 nsfnwnanAuNeIaALYsdU (Competitive - Product Studies
4.3 nmsvnedeundndueiluidagiiu (Testing of Existing Products)
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Design or Physical Characteristics)
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5. N13IYLDAVELALN1INAM (Sales and Marketing

Research)

5.1 M9INANEAINURIRNa1n (Measurement of Market Potential)
5.2 NM1TIATIzdIUATEwaNn (Market Share Analysis)

5.3 N1TNATUIaNBULVDINAA (Determination of Marketing

Characteristics)
5.4 N1533889AU1E (Sales Analysis)

5.5 N1SAVUALAIAINSVIELAE B UAN1SU1 ( Establishment of Sales

quotas, Territories
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6. NSANYIYBINIINITININYIUIE (Distribution — Channel Studies)

6.1 NMINAFDUNAIALAZNITNTIVFDUITIUAT (Test Markets, Store Audits)
6.2 MFITeMIALTUNUVRINFUHUTINANIEMAAOU (Consumer - panel Operations)
6.3 NM3AnwIAREULNULUAISVUIY (Sales Compensation Studies)

6.4 NMIANYIITNTAUATUNITAAIAYU NISUANVBIBE1N VBIAUeY VBIwMaY a1 ( Promotional Studies of Premiums,

Coupons, Sampling Deals , ect.)
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