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vironment Analysis

dulsedun1smann  (Marketing Mix or 4 Ps)

2. ssuutayae1Id1TN1SAaNNn (Marketing
Information System)
3.  SFLUUAITIIUNUNIFTNAN (Marketing

Planning System)
4. SLUUNTI9AIUANN
System)

5.  52UUNTISINAIANT

(Organization & 1 Marketing
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Marketing Environment Analysis
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Marketing Environmental Analysis

Nu18il3an15W&n  (Suppliers)
AUNRTINIINITAAIN (Middlemen)
fuaNdiu (Competitors)
N§UAI515UTU  (Public Groups)

NMarket environment
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arketing Environment Analysis

LFSRgA /U InNsAIdnS (Economic &
Demographic factors)

= N15lav /nrune (Political & Legal factors)
= §9AN/ANIUSTIN (Social & Cultural factors)

= AMuA N /AUl (Tech
factors)

POIitical Factors

.omic Factors

ociocultural Factors

nological Factors

& Asst.Prof.Dr.Patt
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rketing Environment Analysis

<  andausnlsernsfIdgns  (Demographics)
¢ n9nsz1ela (Distribution of income)
¢  ansn15ifim /n19m1e (Birth and Death Rates)
<  Nula /Qufla (Inflation and Deflation)
< mfsmo\nu (Employment)
&  Teldaldinaluasaudau  (Disposable income)
< 1355519 (Business cycles)
< AUNULAEAITIAUINRINIU  (Ener
and cost)
¢ ams'\uanujauu
L4 auq (Others?)
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Marketing Environment Analysis

< nnsudoudiavy (Monopolies legislation)

¢ ngpneilaviudwandaon (Environmental
protection laws)

<  ulsuransnun# (Taxation policy)

<  AQuuNEN1591 U (Employment laws)
ulgugnIng
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arketing Environment Analysis

L msmaaumumoﬁonu (Social mobility)

¢  nmsuldsundasgiuuunissinsedia  (Lifestyle
changes)

¢  anullauudina (Consumeris

¢  szaumsAn¥ (Levels of educ:

@ wqmnssums“ﬁa (Buying Beha

ﬁu*ﬁuw\oﬁenu (SOClal Classes
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nswmn'iﬁ'i'iwmm (Natural Resources)

&  uanmMzuazdwwindauviall  (Pollution and
Environment)

<  msAaunuuInngsuIuil  (New discoveries and
innovations)

¢  anuEaimaiimaTuladunls  (Speed of
technology transfer

&  dnsmanyaldivaaundals (Rates of
obsolescence)

¢  szuudumasila (Internet)

¢  wallafldsdumed (Information technology)
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(Environmental Trend)
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Market Demand Analysis

x NINQUAVAUaINAaIm (The Measures of Market
Demand)

x NMTAAAsUUEA uilaqiiu  (Estimating
Current Demand)

NMarket Forecast
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Market Demand Analysis

x N13InQUdAVRUaIMam (The Measures of Market
Demand)

o UdvAnaIA (Market Demand)
o UAVRLA¥N (Company Demand)
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Market Demand Analysis

x N15ARAtUgUEIA lUuilaqliu  (Estimating Current
Demand)

o FinuNMNAIAIALSIN (Total Market Potential)
o FinanMnaInlulunNun (Area Market Potential)
o duunlvnaInuactanutlugndivinssu  (Industrial

Soft Drink Sales 2010
(millions of cases)
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Market Demand Analysis

x N15ANALIUQUEIA TUaUIAR  (Estimating Future
Demand)

g v &
e N15d153AMUMTIVBIYDGD  (Survey of Buyers’
Attention)

o NN95USWANNAALTUNUNIIULNE  (Composite of
Sales Force Opinion
Soft Drink Sales 2010 Soft Drink Sales 2010
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