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1) panaudsduanysad (Perfect Competition)
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dingaatavzaaanainaainlidelideiassaa1eiu (No Barrier to Entry) anviedfiauas
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3) panANuINTUNeyNa1A (Monopolistic Competition)
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4) paagantae (Oligopoly)
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2.1.2 npudiutlszaunianisnann

Assnu 17Tl wazAnLy (2541) daudszaunnanisnanm (Marketing Mix 1158
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X o ql' ¥R Y a Y @ S ° <
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(Reliability) #ns1sndanutn s (Repair ability) nnsaanuuy (Design)
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v
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FAnD9A0uAaINIg (A2INUWANENY) TN INAN DI 1eINAAS T ANTNLANEIAIY
nwanwaliarfesiansuzuansisannguisiuaaiuiendnsniuaz a0 uAns e
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o 3
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(Product Component)

(5) NITNINUARMUSHARATUT (Product  Positioning) t1n19eanuuy
nAnSeaREeusasiumbRiuansuazaur luAnlaresgnAtimang

(6) NIWBNUNKNARANTUT (Product Development) e WA P RN o

% ]
Inaiuaztl5uilgaliimau (New and Improved) T46a9ANTNTINAINANNNIDIUNNIADLALDY

1
yala

k% % dqf
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v o 915 dl v o a a éj dl 3 o ]
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WTBNARAMYT U3n19 viTaaduAnAesiinisaakulnedgldndsnanis nagnd lunis
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(3) N1949L@3NN19218 (Sale  Promotion) P09 DANTFUNITRILATNR
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(5) N1TAAIANINFIN (Direct Marketing 1178 Direct Response Marketing)
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(2) NsAUALUNIINITANEAUAT (Market  Logistic) WAZNIINILANEIFA
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= { | a o 6 o a o g ¥ Y a dl dgl
Lﬁ?ﬂumm@mmmﬂ@mmmmmmmﬂmq ATNARN TN LL@&WHVJH%@QE&M?IJW ANl luN19Te

a 14 dl ?x// ¥ dl [ v A ¥ -dl [ v A [ :I/ o =KX v

AUAT TITINNIFAUN LN LﬂHMQLQuLL@Zﬁ]quuWh\ILﬂuIﬂQL\‘iu ANUU NITNTIUNUATIATAINE AN

o 24 L% o KR ==K 1 dlu/ % % ! o %

muumi‘wmmmuimmmmuqm@mmmuﬁummwm@uﬂm 1®LLﬂ NN7HANIULRIYNAN
! A VL [ a ¥

NAuAdyaAgandnsavsa il fuuassdusassginatazAnldananinaadasiiinain

q
v

N19UNT TAINNTATIANAINITDNANTTUNRNN

(1) ﬁﬁﬂw%ﬁﬁmimgqﬁﬁunu (Cost Oriented Pricing) s8I0 PR
g1 netiasiuyudunan udatangaudia (Mark Up) vidarnlsidaanig Iaelasntlienanu
dauluiriasmizesiiiiinn

v
(2) 38n195931AIAEI9RLAYA (Demand Oriented Pricing) Manelie nns

]
Yy KR a

931N AL ANTDNAINIANYTAAINABIN9T099NANNNABIIANRUAT TINAITOUNAN

%

ANEAvEuTesgLlaaRFesIAN WraqaduyuTuman

9 q
'

(3) AFN196931A IALYIANTUNTU (Competition  Oriented  Pricing)
UNED9 N19RuAs A ludasaatuiianele iz AU Te1anuualigandn Aandd

A (P 1 1%
170 LVI’m‘]_I@JLL?.I\‘lﬂim



20

213 wquﬁﬁuvguqinsfm (Transaction Cost Theory)
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