NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

A1SUSNITNARAUMN (Product Management)
msﬁnau‘lwt NG
Packaging) .

nsINARVILINGRAuT (Thed

-

(
J

9 (Brawd Dexision and

Nct Posit




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e ANSUSUITNANAUN (Product Management)
o AOUANMOULNANADIN  (Product Attributes)
o A MUSTANNRANACUN  (Product Mix Decision)

. mslSulssmenannaalvinuadie (Product Line Modernization)




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e ANSUSUIINANNUMN (Product Management)

ﬂmanumuwamnmm (Product Attributes)

mmnmuwamnmm ! ﬁ'ﬂmmmLauam'\ﬂ”lﬂil’oma']m},azﬁmm
gavniata LisnTludaaiugud Waausn1s udidusasla
warWidunsadudavls Tlugaiud AN YARNATN AN
811190 maﬂmaﬂwmvmmmaom'sﬁwum'saﬁﬂ‘lﬂmwcﬁa
Faun15ar ldunTudva
dusznaundnion

v FINANAUTN - FUAT NIDUNNST FUATITUGaV1H Lazdusay

1l

. ﬂ’]‘i‘]Jaﬂﬂ\‘l(ﬂ’JNﬂﬁlﬂﬂL‘?/l MNIIFUAN ‘]J"'J“SQﬂﬂL"f/l thaaain




NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

e ANSUSUIINANAUMN (Product Management)

o ﬂmﬁnumzwﬁmﬁmeﬁ (Product Attributes)
o ssianHanfomn
+ FuAwdlna ) )
+ FuAdzainga SurAildanda §UA11zAvE LA
FUA1 LU




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

a a [ 4 ( ¢
o ANFUINIINANANCUGIN (Product Management)
o AMUSTANNANACUN  (Product Mix Decision)

o FUNANAUS (Product Line) — d1) a1FAU wastnwan wazW1dau

o FIUNNTWANSOUN (Product ltem) — IIUIUIIENITTUAVINUATI]
ag luuanun

* AMNNINNAANUG  (Product Width) — ITUIUSIENIFHUAN
MINUATUUSEN

* ANMNENINANAUS  (Product Length) - WARAUTIIUUATUFE
NN UL

o ANNBNWAMATUMN (Product Depth) - BANARAUNNTDL LA
¢IINANNUMN 8

* ANNADAAADINAAACUN  (Product Consistency) — NI
NANNUNMNVNAVILITHENTINHUsNANNUNNAI1LG  AUlu

N hY ) 1




NARYNSHANAUMNUATNITINAIUNUINEAAUMN

(Product Strategy and Product Positioning)

e ATUSUITHANAUMN (Product Management)
o dsraunNAnftuN (Product Mix Decision)

Consistency

Product Line - 1 Product Line -
< > 2 3
Product Mix Width

Product Mix Length

Soap Shampoo Cream Toothpaste Ice Tea
Lux Clear Ponds Close up Cornetto Lipton
Product
Mix Dove Dove Dove Pepsodent Magnum Supreme
Lifebuoy Lifebuoy Fair
& Lovely

e =
Product Line Length Product Line
Length




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e NMSUAUITHANAUMN (Product Management)

. mslSulssmenannaalvinuedie (Product Line Modernization)

. matieenansa (Product Line Filling)
- MINIYAUIAVOILTEN (Company Growth)
. ﬂﬁ'i%ﬁﬂ%‘lﬁl&ﬂﬂiﬂ&iﬁlﬁuﬁ (Maximum Use of Resource)
. Ho1FBaundus N (Goodwill)

a Y =Y
o MINAUNUNANNUNAY (Replacement of Old Product)

e MITENANANYHNANNUN (Product Line Pruning)
v .
- uu2T1uMIUY (Sales Trend) A Product Life Cycle

o uu2 11355191 (Price Trend)

a 9 (% 9 .
. gummnaununuld (Substitute Product) > «
A

A Aa ] 4
¢« AUAVLAVDINAANUIN (Product Attribute)

=

«  gtaenal (Waste Time) .

My
™AL



NRYNSHANAUNUALNITINFUNUINEANUMN

e NSARTUTINTIRUANLALUSS
Aeun
(Brand Decision and Packaging)

AMNNNNLUINTIAUAD (Brand
Definition)

. AvAnd (Copy Right) Fe&x ‘.V'
. @nbiins (Patent Right) abidas

(Product Strategy and Product Positioning)

ftams18udn (Brand Name)

J } 74
IA%aInNIERSI UM (Brand AMARIN
Mark) e -

o » IAUADIUAR IALUIUAUINIS
LAINUNIENTIFAT (Trade Mart-

o a :
lAaINNIEIUSN1g (Service Me ‘
TR (Logo) ‘ ‘

ﬁ’lﬁj’)’m (Sloqan) IMPOSSIBLE IS NOTHING



NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e NFARAUTINTITUANALUIIAOUMN  (Brand Decision and
Packaging)

¢ LUAALALNAITINTEAUNTITUAD (The Concept and Measurement of
Brand)

¢« MsUfjildsms1dudn (Brand Rejection)

¢« N15 WSu4Ewms18udn  (Brand Non-recognition)
¢ AM55USHIAS1AUAT (Brand Awareness)

¢« ASuaNsSUTuURsIUAN (Brand Armnfnh-hfv\

¢« naulunsr8uan (Brand F
o NMsiinfnns18uA1  (Brand Lc N Stle

¢ Jyar1ms1quAn (Brand Equity)




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e NFARAUTINTITUANALUIIAOUMN  (Brand Decision and
Packaging)

% d' a Y cid H H
- AuanvazveIrensaumna (Characteristics
o umndenazdu
=S Y3 o Y
d ’é)’é)mam"lmﬂummmnu

=N
' ﬁ1N1§ﬂﬂ®ﬂ!ﬁﬂQﬂmuﬁﬁ1ﬂ°’| MM

U A 9/1191

d
. vondszlavrivesngumia

v Y v (Y] d Y
o ETHJ1§€I‘IJ§‘U1‘Uﬂﬂﬂiiﬂﬂﬂ!"n!!agﬂﬂ“lﬂ‘lﬂ

Y 0
v A A Y Y

. lidsreiignnin renume vselumwauau
o e igdumslavanlaa

= v
. UANNPNABIMNNGHINE

% | d' d'u U
o ﬂi’)ﬂ!ﬂﬂ‘lﬁ@‘ﬂ‘i’mﬁuﬂ



NRYNSHANAUNUALNITINFUNUINEANUMN

e NFARAUTINTITUANALUIIAOUMN  (Brand Decision and
Packaging)

. vilavesnaaum (Types of Brand)

(Product Strategy and Product Positioning)

a o Jd Y}
HANNUNATNY (Generic Product)

a vy = o e
ANaUAURNIZHiIT0ONINA (Individual Brand)
A3184A15IN (Family Brand)

9} 1auﬁ1éwaﬂ (Manufactures’ Brand 30 National Brand)

9k} 131451@359151%1318 (Middleman Brand or Private Brand)

TESCO

Lotus

N\ HanduiiazanIannig s

vsIla i ATV



NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e N5ANTUTINTIRUAINALUSIIAUMN  (Brand Decision and
Packaging)

Y] d A = Y .
¢ MIVIIYNUNYIOYIVYI® (Packaging)
' (Y] d A ]
° muﬂizﬂ@mlmmi‘mii;ﬂmcnﬂi’em‘lma (Components of Packaging)
. VIIVNUNNAN (Primary Package)
o UIT i}ﬁm“ﬁ”i 93 (Secondary Package)
. mi@ﬁ’mcﬁﬁamimuda (Shipping Package)
Y d' [ d A A ]
* NHINVNINITUIIYNUNTITDViIVTYID (Packaging Functions)
- mMslFussuazmsileanudanansiaid (Containing and Protecting Product)\
. MIAAATUAINAANUN (Promoting Product)

° 1 3 o ey .
o DIUIYANNFASAINADNITINUINH mﬂ%’qm HazANUALAIN (Facilitating
Storage, Use and Convenience)

o o a 1 1 Y 1 c& 9
. mmﬂmmazmﬂumimmwm1wugga$a@uaﬂnz‘ﬁﬁiNmmgﬁﬂmﬂmmumaau

(Larmilitatimneoe Daoasrcrnalicnes and Daditsmrtmoe ettt arntal Do s )



NARYNSHANAUMNUATNITINAIUNUINEAAUMN

(Product Strategy and Product Positioning)

e N5ANTUTINTIRUAINALUSIIAUMN  (Brand Decision and
Packaging)

Y] d A = ] .
¢ MIVIIYNUNYIOYIVYI® (Packaging)
' (Y] d A ]
. 'GT'JCH‘]JT?Jﬂ@ﬂ%@ﬂﬂ15ﬂ§3i}ﬂﬂ!°’nﬂiﬂﬁﬂﬁﬂ (Components of Packaging)
US5AUNNAN (Primary Package)

UTT i}ﬁ UINTO (Secondary Package)

[ 4 4 1
VITNUNINONTUUE (Shipping Package)

Primary Secondary o Transit
packaging - packaging - packaging




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e N5ANTUTINTIRUAINALUSIIAUMN  (Brand Decision and
Packaging)

Y] d A = Y .
¢ MIVIIYNUNYIOYIVYI® (Packaging)
Y A o d A a0
* NHINVANINITUIIVNUNTITDViIVTYiD (Packaging Functions)
. mslFussuazmsileanudanansiai (Containing and Protecting Product)\
. MIAAATUAINAANUN (Promoting Product)

° 1 3 o ey .
*  DIUAYANUALAINADNITINUINK mial%jﬂm HazANUALAIN (Facilitating

Storage, Use and Convenience)

° o =y 1 H ) . 2
e DEANNAZANN IUMTINVINGA IMdLazafuan IENas NANUFsee




NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

N15ARTUTINTIFUAIURLUSIFIAOUS  (Brand Decision and
Packaging)

YY) d o Y
o Thaamnuazdaanvaisiiauns (Label and Barcode)

- msAaihenain (Labeling) ISBN 978-1-911223-13-9
. RAINATIFUM (Brand Label)
. NAINVBNINTAKIDAUNIWHAANUN (Grande Label)
- RANVONIIWAZBIATUAT (Descriptive Label) Q178191

LYY ¢
. danYUSHAUNS (Barcode)

U (%

. dnvazvesdydnyals AN
a Y (% LY 1

o FUAVDITYANHUTHAUNG

- sHalszma (Country Code)
v 9 A 9y A .

«  THARVIWNIDANAA (Supplier Code)
o A % 4

o JHANANNUN (Product Code)

«  ANAVATIVAOY Checking Digit)



NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

e ANTIMFMNUINANAUN (The Product Positioning)
e ANSATVAIUUANGATIY (Differentiation)
e NAYNSN1TIMAINUUY  (Positioning Strategy)

dore to be Aifferent



NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

e ANTIMFMNUINANAUN (The Product Positioning)
e ANSATMAUULANGTI (Differentiation)
e UANNITASIAMUUANGN  (Principles of Differentiation)
e NI158519AIULUIANIT (Building Superior Performance)

e N5 NAMUANAINIT (Building Superior Customer
Value)

e NISANFAFFTFTINENTDENUNZEN (Managing Suitably
Resources)

e AMSHAIUFNISAlUANSLLAlNGU (Core Combetences)
1
\

Aore to be Aifferent




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

N15IMAUMUINANAUN  (The Product Positioning)

e ANSETAMUUANGAI (Differentiation)

e UANNTITATIAMAUUANGKIY  (Principles of Differentiation)
e AM15d5AINNWMIIlANIT  (Building Superior Performance)

Namﬁm‘ﬁﬁﬁﬂ’j’l (Superior Product)

wamﬁmeﬁﬁ‘lmjﬂfh (Newer Product)

‘Sﬁﬂﬂﬁﬁﬂ’j’] (Reasonable Price)

‘ﬁaﬂm’lﬂﬂ’]‘iﬁﬂﬁ’lﬂﬂ’]&Iﬁﬂtﬂ?ﬂﬂ’j’] (More Convenience Channel)

ﬂ’]‘iU%ﬂ’]‘SﬁL%’Jﬂ’j’] (Faster Services)

Ansdad1snuanaIvLasilydse@nSn1nnIn (Differentiate and
Effectiveness Communication)

Hau ladsautganisuavtuinganii (Competitive Advantage)

18




NARYNSHANAUMNUATNITINAIUNUINEAAUMN

(Product Strategy and Product Positioning)




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

AN ANA N  (The Product Positioning)
e ANSATMAUULANGTI (Differentiation)
e UANNITASIAMNUUANGIN  (Principles of Differentiation)

e N15ATVAMMUANAINTT  (Building Superior Customer
Value)

HAMUAULTANTDNAAUNE (Unique Selling Proposition)
UAIULAILANIT (Superior Performance)
ﬁlaﬂ’l‘iﬁt‘ﬁﬂqﬁlﬁ (Understandably Communication)
ADNLAVULLLLIIAN (Difficult 1
5907 LU (Reasonable Pric
111501171 15 16 (Profitab




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

Super Value:




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

e ANTIMFMNUINANAUN (The Product Positioning)
e N15A5NANUANGTY  (Differentiation)
e ABN15d519ANUANGY  (Methods of Differentiation)
o FIWAMUUANAWANUNINAUMN (Product Differentiation)
o F3MNAULANAIANULZNS (Service Differentiation)
e FIWANULANANANULAAINS (Personal Differentiation)

o F3NAULANANANURDININNITONAR (Channel
Differentiation)

e F31AULANNINATIUNTINANNOL (Image Differentiation)

T




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)

A5 MAUNUINANAUDN  (The Product Positioning)
msa'%j\'lmmumnsi'w (Differentiation)
+ ANUNNTHFINNANUANGT (Points of differentiation)

Points of Differentiation sy,
e

Price

Service Reliability

Value-Added Scalability

Reputation Performance

© 2007, Berkshire Sefect fnc.



NRYNSHANAUNUALNITINFUNUINEANUMN

e ANTIMFMNUINANAUN (The Product Positioning)
o naqwénﬂsowmtmm (Positioning Strategy)

(Product Strategy and Product Positioning)

N15IMFUMNIAILAUFENLR  (Attribute Positioning)

A5 UIAI8NaLsETael  (Benefit Positioning)

A9 MAUUUINIEIEN15 1T (Use/Application Positioning)
N5 MAUNUIAUK IS  (User Positioning)
N15MFUNUIAILFAULNLU  (Competitor Positioning)

A1TMIULMbIMNLSTIANKARAUH  (Product Category
Positioning)
n1sIMsLMm Inelgs1nuasAtuAIN  (Price/Quality Positioning)

[
> YaY Yot ™ .Mf\ll...l .#ﬁlﬂﬁuﬂl"qq A

* 9 8 9 9

e



NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

AN ANA N  (The Product Positioning)
o naqmé'ﬁﬂw‘htmo (Positi_onin Stratey)

- e ol “




NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

e ANFINAIUMUIHNANAUH (The Product Positioning)
e NALNSAITIMFAUMNUY  (Positioning Strategy)




NRYNSHANAUANULALNITINFUMUINEANUMN

(Product Strategy and Product Positioning)

e ANFINAIUMUIHNANAUH (The Product Positioning)
o AAYNSNITINAMMUY  (Positioning Strategy)

SEEEEy

- - - R




NRYNSHANAUNUALNITINFUNUINEANUMN

(Product Strategy and Product Positioning)




