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1. Adfeviedluanenignén (Customer Vision)
1.1 Wwanglulagnen (Customer Purpose)
1.2 wusunlulagnen (Customer Brand)
1.3 U¥ugsialvmsaiugnen (Customer Alignment)

4 1'%

2. gnsAEnagnAl (Customer Strategy)

Y

2.1 Qﬂﬁﬁﬁﬁﬂﬁﬂs (Customer Portability)
2.2 ﬁﬂLLumzjaJ@uﬂﬁ”l (Customer Segmentation)

2.3 M3UIMIgnA  (Customer Management)

3. mMsvianadnlagnA1agnedn@e (Customer Insight)

- 3 «
ARNNAALAZBIBITDIaNAT BBINTWTINENNNED
Lazial1uaIanIsiaannan
Broader Customer
View

Narrow
Business View

UUUoD
unssio

Jnssio LUUODgNM

4. daiauaingnAsdiadnis (Customer Proposition)
a1 Naﬂiﬂ%ﬂqﬂﬁ’] (Customer Context)

4.2 Jeuly vowausgnA1  (Customer Proposition)

4.3 Faunuriugnm (Customer Conversation)
HaUszlevignAn (Customer Context)

- Who abedeyangugnénitimnedtadiu nienin ensual

- What Whmnevesgniifesns Ussaumiudsa

- Why Usglowliiddgiinazueuliiuigndn

- How Usglovidaoulignénildnuniregndls

- Whatnot  wWisuidisudstlenifiguisueuliignin

- Howmuch  fwuadu % MlndAesiuguds
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ISaunuriugnA (Customer Conversation)
- Customer  Wansaununiugna

¥

- Context gududsngnindeans Uszauanudnsa

[ '
Y Y a

- Complexity  saunulgymnmunvesgnAiseansualy
- Challenge  Aumdaudn Nepsnsualalidaiau
- Core Massage lauskunfnfiviegnadandivang

- Conversation &eansfiugnAnfisduneuntsasnenudnsa

5. anululagndn  (Customer Solutions)
- Aanuiudlesiuladugndn  (Customer Collaboration)
- uf@m’uﬁsmm@uﬂﬁ’] (Customer Innovation)
- ANBUIINGNAN (Customer Solution)
ﬁmumgmwuﬁéfaams (CO DEFINING)
- BenuUUAINT anA1weu  (CO  DESIGNX
- e luiuuIEen (CO DEVELOP)

- lAuemsdseuiazain (CO DELIVERY)

6. aedunusluaienigndn (Customer Connections)

- msﬁamﬁﬁugﬂﬁw (Customer Communication)
- Lﬂ%aﬂiwqﬂﬁ’l (Customer Networks)
- UsEnevasgnal (Customer Gateways)

7. UszaumsaliiAwiiegnAn  (Customer Experiences)
- MSAUNeTiugnen  (Customer Journey)
- quazmﬁm%qﬂﬁﬂ (Customer Theatre)

- UszaumsaliiewiiegnAl (Customer Experiences)

8. N13USN5gnAT  (Customer Service)
- ANTENEUUTNNT (Customer Delivery)
- anuduiuesamzdn  (ndividualized Service)

- Wyux\ljﬂgjgﬂ N13UINIS (Service Recovery)
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9. fuWusnMgnA1 (Customer Relationships)

- udgINg (Customer Partnership)

- é’ﬂﬂmgﬂﬁﬁ (Customer Communities)

- Qﬂﬁﬂﬁaﬁuayu (Customer Advocates)
10. WaUsZNaUNTaNAN (Customer Performance)

- wasuiedeuAmA1  (Value Drivers)
- myiamagnAndudaey  (Customer Metrics)

- WANTENUFINT (Customer Impact)

Content Marketing
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wWlanguidnune 1911 Insight veanguidwang Inndudmnewuulvudesnisesls win
AoumuANieeninIalaula uaziresensnseduliandeenuysae irlugnsiialenialunis
eladnale

s wanwailigsia Branding W udandAgdmsunisvgsiannuszan n1sgua
amdnwealgsnarunsaeansndiensnuiuey daeu uarlidaduesdsiuvesusenlidnauled
A

1% =% 1724 dl 2 2 5
adddudlsgunuuiivainvaty @a1unsaasisrsumudlanainvategukuy Neluguuuuy
Blog, Social Media Post, Banner, Activity %3 8Video A21537 1 Production 9819wl 98428

asvassrnumaiiiviesninalgnuuansilagna gnlangudmuneg

saaa

TananazUsulsuane dnisveaederlsivnd q wieaseassAnoumudnlvinadnsnanan

[V
a v a

d1m3ugsia ynasandinisiiana ssinsiauesenuegvasideauasiiAuuziioUsuls

Tinsviunnduszansnmuntuises 9



24

Content NUs2aUAINAST LAAAINAMUATNBLANNZLAZALLAEIToIRUANAT TulduDq

Y

% I3 =

AU msinisouakalUgylawau Socia Media ialvidulalddmeuviuiasiengudiming

ngnaes ludinvesnnuingiteaziinisadafedainusudesniaiudangnaioeneuiaue

A 44' Y v Yo a
Werdulseadengnddnunidngsiavesnn

aanuuunazaia Content marketing
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Strategic Campaign Planning with IMC
Target (Consumer)
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Target (Consumer)
TasfognAnlugauad? Manguilmnediedumindnvazlafinguidmunedesnisuay
IesuUselovinnndnfaritaru3nisveanaanniign
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waznau Mg YRIRLS

4. NSHAIUSINDYIRBLLDY

- ynasangsiadadmunulyrsenindusilnitzdesUsaiduinguilaangule

lasuussloviggnannuaniaiy
- iebindladinfsrunminzaumsuaugynisnainegiaue
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Consumer Behavior

- wwenuAnlumsitdununemseaatutagduduanuddyvesmann

Y A LY

- an "Aeilavesnain
=

- HALUNTUIIUIUNNN

Y

- guslanillomaiionndn fusileuin
- gsnvdeanlanasinMuAANABINITURIRNAT A LA RIRLANU RO UALDS
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Personal: Culture:

= Age * Sodal status
* Occupation * Sodal class
« Education « Subculture

Psychological: P O

* Motivation
- Perception
- Bellefs and attitudes

R = Reference groups
\\ﬁ“ « Social roles

5 - Status
§ = Household type
v

©

Social Media:
= Youtube

= Facebook

= twitter

CONSUMER

BEHAVIOUR

Environment:
* Technology

* Economics

* Inflation

e 0

Marketing: Customers' Response:
* Strategies « Selecting Brand

* Promaotions * Buying time

* Advertising * Repurchasing

+ Communications * Buying intervals

Consumer Behavior unumvasguilag
Initiator  (E5t3) AuiiauonuAniiasdoduaunsn
Influencer (iiBvdna)  aufiiunumilunisuusiilidenielside
Decider  (fffadule)  eufidnduletoniolide

Buyer (@) AuiiFodlutouansnginss

User (1) AUNITNEN T

AUADING
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Customer Journey

“T

Sophisticated austomer

Inside Consumer 4.0

doadlagnd dhlaanudesnisvesgndl
uavannsaneudusiisaTIgg
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fiov§SovdAryrioulasiaue
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& - tdand
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(Professional)

mnnmnoumumsauﬂaaaulau

(Progressive)

1. PlinuiingnAdeinisesls dutemndlyy

DARE :
inanauaswnusud
Unlegusinnournn

D ebranding iWolAnnAU
IatSnaznsssaunu

A uthenticity

950l? Tiihaonaoy

R elationship
nniwa:zidousou

Empower Self-actualization
sannnumlad
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3. shliansasdewudlstgmerls ilelignddadulafierlduinisvessasnnty
a
5
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Customer Journey

nssug
(Awareness)
- MBS
- Mmsdodva

« WM Facetiock, Doogie
» Mefounvinsitag

- moatae

- Ebook

- Bulsa

= dunoaulad
UNRos

- Rifiua0ia
~sE0

« Winodan Goeas
* WSUNTRATY
- winoaua

msigvu
(Usage)

- Gonaw - Bwn
-owa - o

« dodvauoaiiavodn WU « BdoruoouTad
Wileande - asean » TouBeali e
- sourt

H\SWUUWUU
(Advocacy)
-wa

-Th

S sres

Customer Journey
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Guauleasdufumions | fun

Faudonrufeu wlenn

peuaTmE e
il
sm i

Purchase

dasulada

Favle Rowilillmanuazean

amzlud
damsfiindadulada
= umamMedy online
= wiindry

* App

= wihew

Usage

vt

Fudlatfuuunes Ui

dhdiy Foaminamale

Wisndluvenselulaneoulsd
andildrmuazuandasm
- o 3

* Socisl Medis

= Aorarueeulod

sy

* EaeilagnFAld aine
fad ez eunaciiR exlidoduia
L o mamuing uezetiuen vease
Hagndvimiile Buddald R,
1inmese vensousetha N

* Email
arndieann . o=
Email = Fooouled
e = Socisl Medis
witham P

e
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Influencer rig

18alusdainSaviusn
Sky Scanner IRUGSW,IDa7
AdovmsiGunTo

Anududidigsonisroores

lduandatio

Anuus-rufofiddaaiemsou

~
™ STEPS

msﬁamsmimmﬂLmugimﬂms Integrated Marketing Communication (IMC)

nau g egnesioLiio

lngn1sisanIsnmsdesansuusuaiie i uslaanguidnungld $3n

ANNAuAgLaziinueiuluwusuAlaLUTUANTS

Promotion

lnmﬂnsnbum
Sales

IM

NTLUIUMTHAUIHUIIUAITF 0E15NSAAAT Faeldn1sd easnanegUuwuuiy

Wy fie nsiaggatiuairagfnssuvesnguidvnglviaenndesiunudenis

dolasumsng
G2y Promotion

Promotion ﬁ

mmsluuan
shugaomudoa

Pperson ﬂ

msldwiinou
aamsmsna‘mlnz}usn

msdoas
Tasasviugnim

Direct
Marketing

8 Most Beneficial Integrated Marketing Communication Tools

Sponsorship . @ Advertising
Public relation activities @ (“‘

Personal selling @ " 3
Social media markeing @ @ Mobile marketing

Sales promotion

Direct marketing

1. Situational
or Contextual
Analysis

social madia metries
30 g0 thi by analyzng onine
raffe. Simiary, you can do
oy e gy,
Sales, and soca

[——
o ek e

wilh, VHY ey
parthase your product.

2. Target
Markets

5. Marketing
Mix Stategy

v
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+ Facebook Fanpage
+Line@
+ Website , Adword
+Instagram
+ YouTube
+ Review , Blogger

+ Graphic Design
+ Content Artwork
+L0G0
+ Packaging

+Leaflet, Brochure
+Booth
+ Exhibition

+ Event, GrandOpening
+ Road Show

+ Exhibition

+ Seminar & Party

IMC Online Marketing Tools Most Impact
WWW
1. duaSufnenInnIshuatu
2. a¥unmdnuel viuate Undede
3. weunstayarasiiunsvane anAlddne AD PR
4. Witeyafiasuihu teuaiwoy

A < ! a v
5. ﬂaLU‘N“UE’N‘VI’N‘VIII']W’iﬁ']‘LﬁSﬂ‘Uﬁ’]ﬂﬁ

aunsodenulanion § Aunatvau Lazduanizianzasld
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Frglumsdnivtoya dwmsedalddoau

SISO

. aAn13IuMI inAuTIastluntsdsoys

Facebook

1. TdsuUszanaiisn
\idsnguitimneidaiay
wiugUuagialetulaneaulall

Tpuhewdslaagesinse

AR N

WALNEAUBI AN 1IN UETBYIULIAN



Line
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Social Media KPI
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5 ¢ EXISTING COMPETITORS:
g + Number of competitors
N3ANATIEN Dwersity of competitors
Industry concentration
Industey growth
Qualiy diferences
Brand boyalty
Barriers to ext
Switching costs.

Audety
)

BARGAINING
POWER OF
SUPPLIERS

'BARGAINING POWER OF SUPPLIERS:

* Number and size of suppliers

* Unigueness of each supplier’s product
* Focal company’s abilty to substitute

THREAT OF SUBSTITUTE PRODUCTS:
Number of substitute products availabla
Buye propensity to substitute

Relative price performance of substtute
Perceived level of product differentiation
Switching costs

THREAT OF NEW ENTRANTS:!
Bartiers to entry

Economies of scale

Brand loyaity

Capital requirements
Cumulative experience
Government poies

Access to distribution chennels
Switching costs.

THREAT OF NEW
ENTRANTS

BARGAINING
POWER OF
BUYERS

BARGAINING POWER OF BUYERS
Number of customers

Size of each customer order
Differences between competitors
Price sensitivity

Buyer's abity to substitute
Buyer’s information availability
Switching costs

THREAT OF
SUBSTITUTE

PRODUCTS

TOWS Matrix

STRENGHTS

THREATS

Use of internal strenghts to
exploit external opportunties

Use of internal strenghts to
avoid or minimize the impact of
external threats

Overcoming internal

SWOT
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10 POWERFUL PHRASES FOR POSITIVE PEOPLE BY RICH DeVOS

1. lam wrong
| am sorry
You can do

| believe in you

2

3

a

5. I'am proud of you
6. Thank you

7. 1 need you

8. | trust you

9. | respect you

10. I love you

UARNATN : Personality
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4. Content Production
Team & Resource

@ 1. Content Category e

e 2. Content Format a
3. Content Channel

5. Content Production
Lead Time

6. Publishing
Management
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Sery CE‘: Service Excellence Step by Step Process
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Six Pillars of Service Excellence Customer Service Excellence: SEA Model
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Customer Service Excellence : SEA

Model
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Complaint Management)
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Complaint Handling)
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- mssuiladesvegnan (Voice of Customer)
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Recovery)

- M55UUsEAUNITUSNTS (Service Guarantee)
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Improvement)
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- M3d1TRAVINRNTUYBINAT (Customer
Engagement Survey)

- WINNTIUUSANS (Service Innovation)




