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Marketing management the art and science of

choosing target markets and egetting, keeping, and
growing customers through creating, delivering,

And communicating superior customer value. (Kotler

& Keller, 2009) or the analysis, planning,
implementation, and control of programs designed

to create, build, and maintain beneficial exchanges with
target buyers for the purpose of achieving
organizational objective. (Kotler, Bowen, & Makens,
2009)
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Product is anything that can be offered to a
market for attention, acquisition, use, or
consumption that might satisfy a want or need. It
includes physical objects, services, persons, places,
organization, and ideas. (Kotler, Bowen, & Makens,

2009)
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Media Promotion

Advertising agency service

and distribution
Research and \

development “\> Product — Purchasing

manager
Legal / \

Publicity

packaging

Fiscal
Marketing Sales

research
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#iu1: Lehmann, Donald, & Russell, 1997)
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1.1 Naﬂﬁﬂd‘ﬁﬂﬁ‘iﬂﬂﬂ']’)ittaglﬁjﬂ\‘]‘l/l‘L!ﬂ']')'i
1.2 nanfusNuNoswazinly
1.3 wamﬁmsﬁmquanﬁumﬁfﬁa
- Naﬁﬁﬁusﬁazmnﬁﬁa (convenience product)
- Naﬁﬁﬁusﬁlﬁaﬂ%a (shopping product)
- Namﬁmsﬁtﬁnzﬁm‘ﬁa (specialty product)
- nAnSuailinanede (unsought product)

1.4 uA1nvia (digital product)
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impulse goods Kas Emergency goods
- WARAiAande 1éuA Homogeneous
shopping goods e Heterogeneous shopping goods
 HARA TNz 29T
- nAAAaTlaiua29Te 18U New unsought

goods kag Regularly unsought goods
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product ‘@pbusiness product)
2.1 \A39sdiondn (major equipment)
2.2 \w3asilaUsznau (accessory equipment)
2.3 %ud'auﬂﬁznau (component part)
2.4 '3’mqau1’7ichumzmumsmam (processed material)
2.5 WA (raw material)
2.6 WanLaUgavisaazlua (supplies)
2.7 §3n3U3N15 (business service)
2.8 dunA1Rdvia (digital product)
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