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Uszinm iagaanszdundiuindaesdudlng wasiondnfusiludneuznismaing
AUWUT (Relationship Marketing)

4, Bnen13RednsszuIt s et uInuRei (Intemational Communication)
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®*Tom Duncan, Principles of Advertising & IMC, 2 ed. (New York: McGraw
Hiil Companies Inc, 2005), p. 172.
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1. naanuusngsidlmans (identify Target Audiences)
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2. Ao aaudle aadau Toumiuazetlassn (SWOTs Analysis)

p 9 & v - o o 9 - v
An Nemusandays Menaldannisdelszneuiunsfdszauntsal uda
-] =y o & ﬂu' :’I :‘Il’ -] o
v mzigoummiidulymeeslaniantanisteans Twiumauiaiuisniindnnig
Ra10 lFaenNn9v1 SWOT Analysis 11 lun9danNsm s zitlyvn wazlantananng
d' = =l i A=Ul =8 ] o
anan? lnaazdipmziiiauansenusianisdaarsianguithmsnedlumndn

3. NuaimnLls~&9A (Determine the Objectives)
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4. mawsnnasmsuaznassnis1die (Develop Strategies and Tactics)
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4.6 Ut

a o4 e o

(3 1 W ' 9 o 9 3
qaude : dasaFreanuiaasuliiududn uasWideyainaaiuss
Audnriaunnguitlhwnnaazindulatafudin
g g o ] o &
aedau - awnsadhianguihungldiduniae

5. Aauweannlseunndunisiesns (Determine a Budget)
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Point-of-Purchase is a subsection of the advertising and promotion element
of the marketing mix. It's “four-fold purpose of informing, reminding,
persuading, and merchandising” places it squarely across the boundary

between advertising and promotion, serving both the purpose of providing

. o . 14
information to the consumer and persuading the consumer to purchase.

' J. Thomas Russell and W. Ronald Lane, Kleppned's Advertising
Procedure, 11" ed. (Englewood Cliffs, N.J.: Prentice-Hall, 1990), p. 374.
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* paul Temporal and Martin Trott, Romancing the customer Maximizing

brand value through powerful relationship management (New York: John Wiley and Son

(Asia) Pet Ltd., 2001), p. 8.
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* H. Minocha, "A Partner in Price Waterhouse Coopers' Management
Consulting Practice,” in CRM A Strategic Imperative in the World of e-business, ed.
Standley A. Brown (n.p. : 2002), p. 74.

* Gartner Group Inc., “Eight Building Blocks of CRM A Framework of
Success,” Gartner Research (December 2001):20.
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