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(MARKETING PLANNING)

* MsuIniIn1smaain (Marketing Management)

* dumnaun1INLNuNIIRan (Steps of Marketing Planning)

What is
going on?

5 Step Marketing Plan

Situation Market Marketing Budget Metrics &
Analysis Goals Strategy & Plans Adjust

What do we
want to
achieve?

How can we
get there?

What will How are we
it cost? doing?
And, What needs
what's the to change?
timing?
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* nsusvismsaaia (Marketing Management)
® NFTUIUNTUINITNTADN (The Marketing Management Process)
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* unayUyuivng (Executive Summary)
* MsiATzanInn1sainisnatntagin (Current Marketing Situation)
* MsaATzrlaniauazisziannisnann (Opportunities and  Issues
Analysis)

* SWOT & |

* JngUszavAn1snan (Marketing Obijectives)

* nagnsnisnain (Marketing Strategies)
*4Psor/7P’s
* msmuRNLazn1sUsEiliiuna (Control and Evaluation)
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FoRNISTTRNIsAR I ALIaqITI

(Current Marketing Situation)
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'ﬁ&‘ll,l,%\‘l (Strengths) TanTa (Opportunities)

aAmaait (Weaknesses) Ailassm (Threats)
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(Marketing ISSUES)
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(Marketing Strategies)
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0 TadenldIasizvilanialaenaly (General Opportunity Factors)

11 TN la3 AR laN18289U59N (Corporate Opportunity Factors)

Stakeholders
Competitors
uppliers
I tsrmedjEHES

OnNsumers
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O FLASIEHRYRIINeNISAAR (Gap Analyzing for Marketing Opportunities)
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¢ mﬂamwwaammﬁmmmmﬂﬂﬂ@‘uu (The Current Marketing Analysis)

A01WN1TAINAAIA (Market Situations)
ADNBNITHATBRNAAN T (Product Situations)

ADIBNITRATBNITULITW (Competitive Situations)
A01MATAAINN15IAINKWNY (Distribution Situations)
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ANBAITUFILINRDNNKAA (Macro Environment Situations)
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*  FADIWNITHAINAAIA (Market Situations)
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¢ mi’agmwﬂﬁmumﬁmmmmﬂﬂm;uu (The Current Marketing Analysis)
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@ MmInnzilenanazalassnnsnaln (The Marketing Opportunity and lssue
Analysis)
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Analysis)
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Strengths Weaknesses
2. A (Weaknesses)
3. land (Opportunities)
4. aila33a (Threats) Opportunities Threats

5. Uzi6in (Issues)

MAZETING
g \\ SWOT Analysis
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€ msAnnzvilomanaziassnnisnaina (The Marketing Opportunity and Issue
Analysis)
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Promotion

The 7Ps

Marketing Mix il

evidence
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- nagnseeazls (What is A Strategy?)
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AMNAavaadnIsgnAl (Cl=customer needs)

nnwegaasianis (C2=company skills)
dninwgasnsugedw (C3=competition)
ANsINdenw (C4d=collaborators)
u3unzeegsia (Co=context)
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* nsinuwaingUssasAn1snann (Determining  Marketing
Obijectives)

* a51andtdandiwiszanniinain (Generating Alternative
Marketing Mix)
* [Fanmaiendiwlszannisnananlnlszlesvrnanisasienanils (Selecting

the Most Profitable Marketing Mix)
e UfuRn1sdanuszannisaanantaiaaniiaiianld (Implementing  the

Chosen Marketing Mix)
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* asAUsznavzasnagnsnisaain (Components of Marketing
Strategy) 1w STP /4Ps/7Ps /Differentiation /SEM

* a9AUsznavaasunnniIsnaln (Components of Marketing Plan) iz
UnagUdImMIUEUINIT N153ATIEHENIWNI0INITAAA NITATNBAALES JAEDY
lona guassma uwazUsziAnwnismane nagnsnisnans wWinaie ngusseasn

A% DAY A1BULUINISHAAA B9 ¥ A1ls waznaansNazlasy 14w N5

N19AATA LAZNINHIAN




19219 LLIUNITARIA
(MARKETING PLANNING)

N13ATUANEBAYE/HINUUINITAA6/N15LRULS
n1smuANinls/ s/ Anlsawsin, i lsdasmAn
N588NNARAMT AN/ USNNS NN
N15U5UUIN15UINT/NITNRIBINGAII%2E

NSt BRASAURILIAGDN/N15UTEATAN I

2%




AT3ITILLAUANTIIE AN
(Marketing PLANNING)




	Slide 1: การวางแผนการตลาด (Marketing PLANNING)
	Slide 2: การวางแผนการตลาด (Marketing PLANNING)
	Slide 3: การวางแผนการตลาด (Marketing PLANNING)
	Slide 4: การวางแผนการตลาด (Marketing PLANNING)
	Slide 5
	Slide 6: การวางแผนการตลาด (Marketing PLANNING)
	Slide 7: การวางแผนการตลาด (Marketing PLANNING)
	Slide 8: การวางแผนการตลาด (Marketing PLANNING)
	Slide 9: การวางแผนการตลาด (Marketing PLANNING)
	Slide 10: การวางแผนการตลาด (Marketing PLANNING)
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22: การวางแผนการตลาด (Marketing PLANNING)
	Slide 23: การวางแผนการตลาด (Marketing PLANNING)
	Slide 24: การวางแผนการตลาด (Marketing PLANNING)
	Slide 25: การวางแผนการตลาด (Marketing PLANNING)
	Slide 26
	Slide 27: การวางแผนการตลาด (Marketing PLANNING)
	Slide 28: การวางแผนการตลาด (Marketing PLANNING)
	Slide 29: การวางแผนการตลาด (Marketing PLANNING)
	Slide 30: การวางแผนการตลาด (Marketing PLANNING)
	Slide 31: การวางแผนการตลาด (Marketing PLANNING)
	Slide 32: การวางแผนการตลาด (Marketing PLANNING)
	Slide 33

