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## 447334621 : MAJOR INDUSTRIAL ENGINEERING

KEY WORD : DECISION SUPPORT SYSTEM / EXPERT SYSTEM / NEW PRODUCT / NEW

PRODUCT INTRODUCTION
TANUT POOVORAWAN : DEVELOPMENT OF DECISION SUPPORT SSTEM FOR NEW
PRODUCT INTRODUCTION. THESIS ADVISOR : ASSOC. PROF. CHUVEJ CHANSA -
NGAVEJ, Ph.D., 173 pp. ISBN 974-53-1166-9.

Bringing new products into the market is very important in business and industry.
Hence, appropriate decision making for each situation is very important. The objectives of this
research are to study the development of decision theories and to develop a decision support

system for new product introduction, from an industrial engineering point of view.

This research created decision models by (1) studying related theories and researches
and (2) interviewing experts. Based on the knowledge acquired, the variables were then
classified and organized into models. The models were created for 5 strategies: product
planning, pricing, distribution, market promotion and packaging strategy. From the models,
development rules for expert systems were prepared by writing decision rules into the

computer program :VP-Expert expert system shell.

The variables in the models have been classified into 2 groups: 43 input variables and
19 output variables. In total, there were 214 decision rules created. The program was tested
using two case study products. The test gave results which were effective in all five marketing
aspects including the extreme cases. From the results, the program was found to be suitable

as guidelines for bringing new products into the market.

In summary, the research consisted of (1) creating decision models for new product
introduction in 5 marketing aspects, (2) developing a decision support system from the models
to be used'as a guideline in new product introduction and (3) applying the knowledge of

industrial engineering in the area of business and industry.

Department ... INDUSTRIAL ENGINEERING..... Student’s signature...........cccevieeeeeiieee,

Concentration ....... INDUSTRIAL ENGINEERING...... Advisor's signature ........ccccccceeeeiiiiinnnn
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Variety of product (H, L)

Company resource (H, L) > Select
Competition (H, L) > Market
Target Market (Vary, Specific) Segment
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Market size Introduction
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Y Planning
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Product usage (H,E)
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RULE 01
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IF CLAUSE THEN CLAUSE
Objective Price Customer Economic Pricing CF Rule
Elasticity income environment no.
Profit High High Prosperity Skimming 60 3
Profit High High Depression Penetration 70 4
Profit High Low Prosperity Penetration 75 5
Profit High Low Depression Penetration 70 6
Profit Low High Prosperity Skimming 75 7
Profit Low High Depression Skimming 60 8
Profit Low Low Prosperity Skimming 60 9
Profit Low Low Depression Penetration 55 10
Cash flow High High Prosperity Penetration 75 11
Cash flow High High Depression Penetration 80 12
Cash flow High Low Prosperity Penetration 70 13
Cash flow High Low Depression Penetration 70 14
Cash flow Low High Prosperity Skimming 75 15
Cash flow Low High Depression Penetration 70 16
Cash flow Low Low Prosperity Skimming 60 17
Cash flow Low Low Depression Penetration 75 18
Survival High High Prosperity Penetration 70 19
Survival High High Depression Penetration 75 20
Survival High Low Prosperity Penetration 65 21
Survival High Low Depression Penetration 70 22
Survival Low High Prosperity Skimming 70 23
Survival Low High Depression Penetration 60 24
Survival Low Low Prosperity Skimming 65 25
Survival Low Low Depression Penetration 65 26
Competition High High Prosperity Penetration 65 27
Competition High High Depression Penetration 65 28
Competition High Low Prosperity Penetration 70 29
Competition High Low Depression Penetration 75 30
Competition Low High Prosperity Skimming 75 31
Competition Low High Depression Skimming 70 32
Competition Low Low Prosperity Penetration 70 33
Competition Low Low Depression Penetration 60 34
Image High High Prosperity Skimming 80 35
Image High High Depression Skimming 75 36
Image High Low Prosperity Skimming 70 37
Image High Low Depression Skimming 60 38
Image Low High Prosperity Skimming 100 39
Image Low High Depression Skimming 90 40
Image Low Low Prosperity Skimming 80 41
Image Low Low Depression Penetration 60 42
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IF CLAUSE THEN CLAUSE
Competition | Substitute | Uniqueness Price Rule
Elasticity No.
Low No Yes/no Low 43
Low Yes Yes Low 44
Low Yes No High 45
High No Yes/no Low 46
High Yes Yes/no High 47
MINT 3.3 wERRIEMIlmIsIna
IF clause Then clause
Objective Method CF Rule No.
Profit Mark Up Pricing 75 49
Cash flow Target Return Pricing 75 50
Survival Target Return Pricing 70 51
Competition Going Rate Pricing 80 52
Image Perceived value pricing 90 53

A = [« (% 6 = "y 6
MINN 3.4 UEAIDNIANNLIMANANHUYDINGRNNUN

IF CLAUSE Then Cleanse
Advantage Uniqueness
Product or Yes

Service or

Distribution or

Image

Else No
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IF Clause THEN Clause
Market type Customer | Information Value Promotion | Rule
need Mix No.
Pure competition Cp. High High/low | Both 4
Pure competition Cp. Low High Personal Selling 5
sale promotion
Pure competition Cp. Low Low Advertising 6
sale promotion
Pure competition Ca. High/low | High Both 7
Pure competition Ca. High Low Advertising 8
sale promotion
Pure competition Ca. Low Low Advertising 9
sale promotion
Pure competition S High High/low | Both 10
Pure competition CLe Low High Both 11
Pure competition Cn. Low Low Advertising 12
sale promotion
Monopolistic Cp. High/low High both 13
Monopolistic Cp. High Low Personal selling 14
sale promotion
Monopolistic Cp. Low Low Advertising 15
sale promotion
Monopolistic Ca. High/low High both 16
Monopolistic Ca. High/low | Low Advertising 17
sale promotion
Monopolistic Cn. High High/low | Both 18
Monopolistic Cn. Low High Both 19
Monopolistic Cn. Low Low Advertising 20
sale promotion
Oligopoly Cp. High High/low | Both 21
" i P I selli
Oligopoly Cp. Low High sf.f?)?ﬁmsﬁné”ng 22
i P I selli
Oligopoly Cp. Low Low Saelf‘;rr‘gmsjtk';‘]g 23
Oligopoly Ca. High High Both 24
: i Advertisi
Oligopoly Ca. High Low Salg’%frt;;%%on 25
i ' Advertisi
Oligopoly Ca. Low High/low Salg’%frt(')m%on 26
Oligopoly Cn. High high/low | Both 27
i - Advertisi
Oligopoly Cn. Low High Salg’%frt;;%%on 28
Oligopoly Cn. Low Low Advertising 29
sale promotion
Monaopoly Cn./Ca./Cp High/low | High/low -|"No need 30
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IF clause Then clause
Product Value Uniqueness Value Rule No.
High Yes High 31
High No High 32
Low Yes High 33
Low No Low 34
M9 3.7 udasHAMIGnAwlHdUTaIgnauaa1e
IF clause Then clause
Market size Scatter Customer Rule No.
Large No Cn 35
Large Yes Ca 36
Small No Cp 37
Small Yes Cn 38
NN 3.8 WAADINAMIFRAUL e ura Ut Idns
IF Clause Then Clause
Income Education Social Class Rule no.
High High/low High 58
Medium High/low Medium 59
Low High Medium 60
Low Low Low 61
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MINT 3.9 uaemIsinAula lwmadandelaiwon
If Clause Then clause
Social Ad. Market | Information | Media Rule
class Objective size need no.
High Information | Large High Television, 40
newspaper,
Magazine
High Information | Large Low Magazine, Radio 41
High Information | Small High/low Magazine, 42
Radio,
Outdoor media
High Persuasive Large High Television, 43
Magazine,
Newspaper
High Persuasive Large Low Television, 44
Magazine,
Outdoor media
High Persuasive Small High/low Magazine, 45
Radio
Medium | Information | Large High/low Newspaper 46
Medium | Information | Small High Magazine 47
Medium | Information | Small Low Radio, Magazine 48
Medium | Persuasive Large High/low Television, 49
Newspaper,
Outdoor Media
Medium | Persuasive Small High Magazine, Radio 50
Medium | Persuasive Small Low Magazine, Radio 51
Low Information | Large High/low Television ,Radio, 52
Newspaper
Low Information | Small High/low Radio Magazine 53
Low Persuasive Large High Television ,Radio, 54
Newspaper
Low Persuasive Large Low Television ,Radio, 55
Qutdoor Media
Low Persuasive Small High/low Radio, Magazine 56
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IF Clause Then Clause
Social | Promotion | value Promotion Rule
class objective program No.
High | Stimulate High Exhibition 62
inquiry
High | Stimulate Low Exhibition 63
inquiry
High | Increasing | High Warranty 64
trial
High | Increasing | Low Warranty 65
trial
Medium | Stimulate High Exhibition 66
inquiry
Medium | Stimulate Low Event 67
inquiry
Medium | Increasing | High Free trial 68
trial
Medium | Increasing | Low Free trial 69
trial
Low | Stimulate High Event 70
inquiry
Low | Stimulate Low Event 71
inquiry
Low | Increasing | High Free trial 72
trial
Low | Increasing [Low Discount 73

trial
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IF Clause Then Clause
Printing Packaging Product Material Rule No.
Quality Strength Weight
High Low 200 g Coated board thickness 1
0.38-0.45 mm
Low Low 200 g Uncoated board thickness 2
0.38-0.45 mm

High High 200 g Corrugated board Flute E 3

Low High 200 g Corrugated board Flute E 4

High Low 241-450 g Coated board thickness 5
0.5-0.6 mm

Low Low 231-450 g | Uncoated board thickness 6
0.5-0.6 mm

High High 231-450 g | Corrugated board Flute E 7

Low High 231-450g | Corrugated board Flute E 8

High Low 451-900 g Coated board thickness 9
0.7-0.8 mm

Low Low 451-900 g | Uncoated board thickness 10
0.7-0.8 mm

High High 451-900 g Corrugated board flute E 11

Low High 451-900 g | Corrugated board Flute E 12

High Low >900¢ Coated board thickness 13

0.9 mm
Low Low >900 g Uncoated board thickness 14
0.9 mm
High High >900g Corrugated board flute E 15
Low High >900 g Corrugated board flute E 16
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IF clause Then Clause
Printing Protection Inventory Material Rule no.
quality
High High Yes Corrugated board flute 17
B
High High No Corrugated board flute 18
C
High Low Yes Corrugated board flute 19
B
High Low No Corrugated board flute 20
B
Low High Yes Corrugated board flute 21
C
Low High No Corrugated board flute 22
C
Low Low Yes Corrugated board flute 23
B
Low Low No Corrugated board flute 24
B
9% 3.13 LLﬁ@ﬁ@ﬂﬁG’T@ﬁﬂﬂmmﬁanﬁfﬁqﬁm%uﬁummmn
IF Clause Then clause
Force Moisture | Recycle material Rule no.
vibration effect neeed
absorption
need
High Yes Yes Air Bubble film 25
High Yes No Air Bubble film 26
High No Yes Air Bubble film 27
High No No Air Bubble film 28
Medium Yes Yes Corrugated board flute A 29
Medium Yes No Air bubble film 30
Medium No Yes Corrugated board flute A 31
Medium No No Corrugated board flute A 32
Low Yes Yes Shredded paper 33
Low Yes No Air bubble film 34
Low No Yes Shredded paper 35
Low No No Corrugatred board flute A 36
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If Clause Then clause
Variety | Company | Competition Target Market Segment Rule
of Resource Market Selection no.

Product

High High High Vary Full Market 1
Coverage

High High High Specific Market 2
Specialization

High High Low Vary Full Market 3
Coverage

High High Low Specific Selective 4
Specialization

High Low High Vary Product 5
Specialization

High Low High Specific Selective 6
Specialization

High Low Low Vary Selective 7
Specialization

High Low Low Specific Selective 8
Specialization

Low High High Vary Product 9
Specialization

Low High High Specific Selective 10
Specialization

Low High Low Vary Product 11
Specialization

Low High Low Specific Selective 12
Specialization

Low Low High Vary Single Segment 13
Concentration

Low Low High Specific Single Segment 14
Concentration

Low Low Low Vary Selective 15
Specialization

Low Low Low Specific Single Segment 16

Concentration
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IF clause Then Clause
Product Market | Competition Introduction Rule
Reputation Size Strategy no.
High High High Slow Penetration 17
High High Low Slow Skimming 18
High Low High Slow Penetration 19
High Low Low Slow Skimming 20
Low High High Rapid Penetration 21
Low High Low Rapid Penetration 22
Low Low High Rapid Skimming 23
Low Low Low Rapid Penetration 24
NN 3.16 WATINISFRAKR MsanrasdnEme e uYaINEN T
IF clause Then clause
Product Usage | Demonstration Specific Rule No.
Need Attribute
Hard Yes High 17
Hard No High 18
Easy Yes High 19
Easy No Low 20
M9 3.17 usasiemsieaulalidaumasgnen
IF clause Then clause
Number Waiting time Customer Rule No.
Customer
High High Indirect 21
High Low Direct 22
Low High Indirect 23
Low Low Direct 24
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If Clause Then clause

Specific | Information Type of Customer Channel Rule
Attribute Need product View Distribution no.
High High Convenient | Direct Sales people 1
High High Convenient | Indirect Retailer 2
High High Unsought Direct Sales people 3
High High Unsought Indirect Sales people 4
High Low Convenient | Direct Distributor 5
High Low Convenient | Indirect Distributor 6
High Low Unsought Direct Sales people 7
High Low Unsought Indirect Sales people 8
Low High Convenient | Direct Retailer 9
Low High Convenient | Indirect Retailer 10
Low High Unsought Direct Sales people 11
Low High Unsought Indirect Distributor 12
Low Low Convenient | Direct Retailer 13
Low Low Convenient | Indirect Retailer 14
Low Low Unsought Direct Distributor 15
Low Low Unsought Indirect Internet 16
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ANAANS

Competition = low
Substitution = no

Uniqueness = yes

Price Elasticity = low

Differentiation = Product

= Image

Uniqueness = yes

Price Elasticity = low
Pricing Objective = Image
Customer Income = high

Economic Environment = Prosperity

Pricing Strategy = Market Skimming

Pricing

Pricing Objective = Image

Pricing Method = Perceived Value
Method
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Competition = high
Substitution = no

Uniqueness = yes

Price Elasticity = low

Differentiation = Product

Uniqueness = yes

Price Elasticity = low
Pricing Objective = Image
Customer Income = high

Economic Environment = Prosperity

Pricing Strategy = Market Skimming

Pricing

Pricing Objective = Image

Pricing Method = Perceived Value
Method
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ANAANS

Differentiation = Product

= Image

Uniqueness = yes

Uniqueness = yes

Product value = high

Value = high

Market size = small

Customer scatter = yes

Customer Pro. =personal selling

and advertising

Market type = Oligopoly
Information need = high
Customer = CN

Value = high

Promotional Mix = Advertising,
sale promotion
personal selling

Strategy = mix strategy

Customer Income = high/medium

Customer Education = high

Social Class = high & medium

Advertising Objective = information
Market size = small
Information need = high

Social Class = high/medium

Media = Magazine, Radio,

Outdoor Media

Promotion Objective = Stimulate
Inquiry
Value = high

Social Class = high/medium

Sale Promotion Program = Exhibition

Sale Organization = yes
Compensation plan = yes

Evaluation plan = yes

Personal selling readiness = yes
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ANAANS

Differentiation = Product

Uniqueness = yes

Uniqueness = yes

Product value = high

Value = high

Market size = small

Customer scatter = yes

Customer Pro. =personal selling

and advertising

Market type = Oligopoly
Information need = low
Customer = CN

Value = high

Promotional Mix = Advertising,

sale promotion

Strategy = mix strategy

Customer Income = high/medium

Customer Education = high

Social Class = high & medium

Advertising Objective = persuasive
Market size = small
Information need = high

Social Class = high/medium

Media = Magazine, Radio

Promotion Objective = Stimulate
Inquiry
Value = high

Social Class = high/medium

Sale Promotion Program = Exhibition

Sale Organization = yes
Compensation plan = yes

Evaluation plan = yes

Personal selling readiness = yes
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Packaging Type = Commercial
Printing Quality = high
Strength = high

Weight = 451-900 ,231-450

Material = Corrugated board flute E

Packaging Type = distribution
Printing Quality = low
Protection = low

Inventory = yes

Material = Corrugated board flute B

Packaging Type = Cushioning
Absorption = high
Moisture = yes

Recycle = no

Material = Air Bubble film
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Variety of product = high Market segment selection = selective
Company resource = high specialization

Competition = low

Target Market = Specific

Product reputation. = high
Market size = low

Competition = low

Introduction strategy = Slow Skimming
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Product usage = hard

Demonstration need = yes

Specific Attribute = high

Number of customer = low

Waiting time = low

Customer = Direct

Specific Attribute = high
Information need = high
Type of product = unsought

Customer view = Direct

Channel distribution = Sales people

TN 4.8 LEeNNaMINeEaLLS NI U8 ATNEE WS Active Pillow

Product usage = easy

Demonstration need = no

Specific Attribute = low

Number of customer = low

Waiting time = low

Customer = Direct

Specific Attribute = low
Information need = low
Type of product = unsought

Customer view = Direct

Channel distribution = Distributor
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faagemsTnaneasllsunsa
TumensniaziaasaeudunanmsynauadlUsunsy dead syl

unfirhuan shanuaaslaeazden

sumaunsdlaldnulisunsu

1. alsunsn vP-Expert loatlafimauslalwawes asatii C:AVPXSEDWPX
na ENTER fladlisunss

2. Yamsdenllsunsaillanes C:\WVPX_samp Aon  ldsunsx  Pricing

Promotional 38 Packaging

z ° s [} [ a o 6 .
Tumaumsvhauaslisunss Pricing swsunaadiowt Back Alive
1. neLeMLILNYINISRaN@en - 6Filename §an File Pricing &wSun1s

Fadulalueuaem

A o a @ A A by
2. NEORDULLOLINYIMILABN 2consult SL‘HI‘]JiLLﬂ’SS\ILﬂ%ﬂﬁLﬂaﬂ‘WQgﬂWﬂTﬂ%

TUsunsuENyaL
3. NEEEULOLEYIMTARN 4Go WavhmIsaswldsunas

4. LUNNHAMY
Is there competition in the market?
high
Low
° A 1A = A dl 6 dl v
ymedenmiiesenifen Ban  Low leunsidamaasmashilil Low wdne

Enter
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5. NasINtkRzUNN)Mmu
Is there any product in market can be substitute ?
Yes
No
o A I = [ A dl 6 t:il ¥
NMILRANAT IWEIALGET 1ean  No I@Hﬂmaa%maitﬁﬁa'ﬁﬂw Low LaNe

Enter

6. %é’ﬂmﬂﬁmwﬁﬂg@ﬁmm
List your differentiation for your new product
Product
Channel
Service
Image
None
ynmsidenen Ineidanlewaneei(Plural variable)vsaymaian None loeli
ﬁﬁLﬁaﬂ Product 8¢ Image Imlm’it,éauma’%vﬁa%ﬂﬁ Product L&na

Enter u& 17 Image w&na Enter w&asne End iffumsaumsidan

7. lihunsuaghnistssanans uanisenademeuaasmenilansh

Your Price sensitivity is low

8. wé’qmﬂﬁmzﬁiwﬂgﬁmm
What is the pricing objective?
Profit
Cashflow
Survival
Competition

Image



10.

11.
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ynmsdeneiiesinifen  lauluiniden Image  lamadouwaasiaasd il

Image WAINA Enter

mﬁqmﬂﬁmzﬂmﬂgﬁmm

What is your customer income?

High

Low

yhmadonen Wesenifien Wan High leamsdewandigesld High udne

Enter

wé’amﬂﬁ”fmsﬁimaﬁmm

What is economic environment now?

Prosperity

Depression

yomsdeneh  esenifen e Prosperity  lasmsieweadaedlid

Prosperity WaINA Enter

yRsnntu  IsunsnazhmelssianauanianagEmadmen  wditnads
TN
Pricing strategy is Market skimming Pricing CNF 100

Pricing Method is Perceived value pricing
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Tunaunsiauaaslsunsy Promotional dusunaasiowt Back Alive
1. nARaULLNYhMTRendan  6Filename @an File Pricing &wSUmMs

AR lUMuTIn

2. nadeuLLNYIMI@an  2consult wlsunsudiumsdenfiasyhms

TsunsNENya
3. neLdauLOLNYMSIARN 4G0 WavhnsisaSwllsunsa

4. gnngamu
How much information need for using your product?
high
Low
ynmadanenifiesenien Bon  high leemsideweasizaili high wine

Enter

5. %é’qmﬂﬁmzﬂﬁﬂgﬁmm
Is value of product high or low?
High
Low
yhmadoneh Wesenden Ben High leemadauwaesiaesld High udne

Enter

6. Mé’qmﬂﬁyfmzﬂmﬂaﬁmm
List your differentiation for your new product
Product
Channel

Service
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Image
None
ynmaidanen laeidanemanaen(Plural variable)w3avhmsidan None loalu
fiAon  Product wa Image  loenmsdeweaseedlufi Product udne

Enter u& 1 Image w&na Enter wdasne End ifumsaumsidan

SRR palaia O RiagHy

What is market target size?

Large

Small

° A | A A A dl 6 dl 1
MMTADNAN LNENALAEY Laan  Small I@aﬂwaLaauLﬂasLﬁaﬁﬁw Small a7

n@ Enter

. ARINNTUAZUIIND AN

Is customer in market scatter?

Yes

No

ynmadonen Wieseifen Aen Yes laemsidowensimasii Yes wdne

Enter

SR beiata O Riae

What is your product ‘s market type?

Pure competition

Monopolistic

Oligopoly

Monopoly

° A oA 1A dlgd . dl 6 dl
NMIALADNAUWEIOLA I@ﬂmmaaﬂ Oligopoly I@amm@umm%ﬁﬁ%

Oligopoly WaINA Enter
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10. 1UUNTHAYIMTUTENaNaN  EUNENYNISEIE NN ISRaAENAITYEN

11.

12.

13.

lutha

The promotional mix is both advertising,personal selling,sale promotion

Mﬁqmﬂﬁmwmﬂgﬁmmﬁm%udmmilﬁaﬂﬁaimwm

How much income of your target ‘s customer?

High

Medium

Low

yhmadonen Wesenden Ban High leemsdewaedizesld High udne
Enter

wé’amﬂﬁ”fmsﬁiwﬂg@immﬁm%ua'mmmﬁaﬂ?%aiwm

Your customer education is high or low?

High

Low

ynmsdenen Wasenidien Ban High leemsidewasdizadluf High udne

Enter

VAN MmN mSUsmmsRenielkwon

What is objective foryour message to your-customer?

Information

Persuasive

° A | A 1 A A . d; 6 n{
MMINNEN LN  taen Information Iﬁﬁlmilﬁa%maﬂ‘ﬁa%\lﬁw

Information L&N® Enter
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14, yasnniuazdnngamudmsugiumaianiansanssaiunne

15.

16.

17.

What is objective for your sale promotion?

Stimulate inquiry

Increasing trial

° A | ~ = A . . . di 6 dl
MMMTADNEAN INENAUAET LaanN  Stimulate inquiry I@&mmaaw,@ailfﬁa‘?lﬂw

Stimulate inquiry WaINA Enter

%é’amﬂﬁmzﬁswng@"wamﬁm%fudmmmw%aﬂumﬁmaIwasL%uﬂm

Do you have sales organization?

Yes

No

° A | A 1A A dl 6 dl &
NMIRDNEAN INENPLAET LN Yes I@aﬂmaaumamaﬂﬂw Yes Laing

Enter

pRsnnTwzdnnge s menawiaslunsmelaalfyeng

Do you have training plan for sales person?

Yes

No

o A 1 A 1A A A 6 A 1%
vhmadane eseniden 1Ran Yes lemsdownaiioaii Yes udna

Enter

masmNazTngFmxd U menunsaalumsmealaylfyaaa

Do you have compensation plans for saleman?

Yes

No

o A 1 ) 1A A A 6 A 1%
vhmadiondn WaseiAen Jan Yes laemsifeweadizasiil Yes wdne

Enter



118

18 wismiazLimngfmmadwiusmenamianlumanelayldyaes
Do you have evaluation program for evaluate sale activitys?
Yes
No
o A 1 A 1A A A 6 A 1%
vhmadane Weseniden 1Ran Yes lemsifownaiioaiii Yes udna

Enter

'I9.‘1/15\‘1?’01ﬂﬁ%I‘]J‘SLLﬂ‘S&I%ﬁWm?U?JN’JﬂNa‘]_laﬂﬁd ﬂﬁﬁﬁd@ﬂﬁ? ﬂﬁlﬁaﬂéaimwm
AANTINMIFIFINTUNE LLaz@YJmW%aﬂumim81@816’5‘14@@@
Media is Magazine , Outdoor media , Radio
Sale promotion program is exhibition

Personal selling status is ready

Tunaumsrauaslisunss Packaging dmsunansaun Back Alive
1. naldeulaLIYhnMsiReaniaen  6Filename §an File Packaging §wSun1s

FaRula luenusen

2. nadeuLLNWAMSEan  2consult  Iulisunsudiunmsdenfiasyhms

TsunsnENynaIw
3. neLdauLALNINMSIAeN 4Go WNevhmIEaS N

4. Mﬁdﬁ]?ﬂﬁ%ﬂ%ﬁ’i’maﬁmm
What type of packaging do you want to consult?
Commercial
Distribution

Cushioning
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vhmadanen Weseidenlaaiiaidandilmidumafasaniassaioiastionis

LAINA Enter

5. Tughuzag commercial packaging a¥Uangema
What is printing quality do you want?
High
Low
yhmadonen Weseiden Ban High leamsdawnodigesid High udne

Enter

6. wauras commercial packaging slasnasdsngans
Do your packaging need high or low strength?
High
Low
yhmadonen Weseiden Ban High leenadewaedigesld High udne

Enter

7. Tudwmzas commercial packaging @iam%ﬂmﬂgﬁmm
What is your product ‘s weight?
<200g
231-4504
451-9009
<900g
yhmadanen Wieeniden don  450-000g lesmIdewnasimeslui 450-

900g Wa7NA Enter

8. ydsnminlsunsrashmassananaia Yaa sy

Suggesting Material is Corrugated board Flute E
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9. ludmaas Distribution packaging Al palafalaRagHy
What is printing quality do you want?
High
Low
yhmadane Weseiden Ban Low laemsidewassizasiii Low wine

Enter

10. ludamaas Distribution packaging fiasnagtinadms
Which level is product need for protection?
High
Low
° A 1 A T gl A d{ 6 n{ [
YNNITRNAT NENRAED DR low I@&mm@@umm&ﬁ@ﬂﬂ% low LRING

Enter

11. ludwzas Distribution packaging fiasnazLisngdms
Inventory factor is important?
Yes
No
° A | A A A A 6 A 1
ynmadeanen Wesenifen dan Yes laamademansmasif Yes udane

Enter

12 wienminlsinasagymaseananat Taaimangam

Suggesting Material is Corrugated board Flute B

13.1%65’3%%@ Cushioning packaging agdsngemy
Which level impact and vibration is between transportation?
High

Medium



121

Low
ynmsidenen Wiesenfen Han High leemsidaweaseasluil High uwdine

Enter

14. ludawaas Cushioning packaging diasnastsingdma
Is moisture resistant is need?
Yes
No
o A 1 A 1 A A dl 6 n{ 1%
ynmaidene Wesefien dan  Yes leematamansieasif Yes udane

Enter

15. ludanas Cushioning packaging fiasnastimngdma
Is recycle or reuseable factor is important?
Yes
No
° A 1 A A A dl 6 dl 1
MIRDNEAT INENLAED LN No I@&Jmmaamﬂamaﬁﬁw NO LRING

Enter

16. wisnmuiulsunsnagyhmatszananaiie Taafimancan

Suggesting Material is Air Bubble film
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Pricing ,Promotion ,Packaging

Pricing Source Program
RUNTIME;
ENDOFF;

ACTIONS
WOPEN 1,3,5,8,70,6
WOPEN 2,13,5,8,70,7
ACTIVE 1
FIND Price_Elasticity
ACTIVE 2

DISPLAY "Your Price Elasticity is {Price_Elasticity}"

ACTIVE 1
FIND Pricingf
FIND Method
ACTIVE 2
DISPLAY "The value of Pricing is {#Pricingf}
Pricing method is {Method}~";
RULES
RULE 1
IF Pricing=H
THEN  Pricingf = Market_skimming_pricing CNF 100;
RULE 2
IF Pricing =1L
THEN  Pricingf = Penetration_pricing CNF 100;
RULE 3
IF Objective = profit AND
Customer_Income = high AND
Economic_Enviroment = Prosperity AND
Price_Elasticity = high
THEN  Pricing = H CNF 60;
RULE 4
IF Objective = profit AND
Price_Elasticity = high AND
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Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = L CNF 70;

RULE 5

IF Objective = profit AND
Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = L CNF 75;

RULE 6

IF Objective = profit AND
Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN  Pricing = L CNF 70;

RULE 7

IF Objective = profit AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = H CNF 75;

RULE 8

IF Objective = profit AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = H CNF 60;

RULE 9

IF Objective = profit AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = H CNF 60;

RULE 10

124



IF Objective = profit AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN  Pricing = H CNF 55;

RULE 11

IF Objective = cashflow AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = L;

RULE 12

IF Objective = cashflow AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = L;

RULE 13

IF Objective = cashflow AND
Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN Pricing = L;

RULE 14

IF Objective = cashflow AND
Price_Elasticity = high AND
Customer_income = low AND
Economic_Enviroment = Depression

THEN  Pricing = L;

RULE 15
IF Objective = cashflow AND
Price_Elasticity = low AND

Customer_Income = high AND
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Economic_Enviroment = Prosperity

THEN Pricing = H;

RULE 16

IF Objective = cashflow AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN Pricing = L;

RULE 17

IF Objective = cashflow AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = H;

RULE 18

IF Objective = cashflow AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN  Pricing = L;

RULE 19

IF Objective = survival AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = L;

RULE 20

IF Objective = survival AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = L;

RULE 21

IF Objective = survival AND
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Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = L;

RULE 22

IF Objective = survival AND
Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN Pricing = L;

RULE 23

IF Objective = survival AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = H;

RULE 24

IF Objective = survival AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN Pricing = L;

RULE 25

IF Objective = survival AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN Pricing = H;

RULE 26

IF Objective = survival AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN Pricing = L;
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RULE 27

IF Objective = competition AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = L;

RULE 28

IF Objective = competition AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = L;

RULE 29

IF Objective = competition AND
Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = L;

RULE 30

IF Objective = competition AND
Price_Elasticity = high- AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN  Pricing = L;

RULE 31

IF Objective = competition AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = H;

RULE 32

IF Objective = competition AND
Price_Elasticity = low AND

Customer_Income = high AND
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Economic_Enviroment = Depression

THEN Pricing = H;

RULE 33

IF Objective = competition AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN Pricing = L;

RULE 34

IF Objective = competition AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Depression

THEN Pricing = L;

RULE 35

IF Objective = image AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = H CNF 80;

RULE 36

IF Objective = image AND
Price_Elasticity = high AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = H CNF 75;

RULE 37

IF  Objective =image AND
Price_Elasticity = high AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = H CNF 70;

RULE 38

IF Objective = image AND

Price_Elasticity = high AND
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Customer_Income = low AND
Economic_Enviroment = Depression

THEN  Pricing = H CNF 60;

RULE 39

IF Objective = image AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Prosperity

THEN  Pricing = H CNF 100;

RULE 40

IF Objective = image AND
Price_Elasticity = low AND
Customer_Income = high AND
Economic_Enviroment = Depression

THEN  Pricing = H CNF 90;

RULE 41

IF Objective = image AND
Price_Elasticity = low AND
Customer_Income = low AND
Economic_Enviroment = Prosperity

THEN  Pricing = H CNF 80;

RULE 42

IF Objective = image AND
Price_Elasticity = low AND
Customer_income = low AND
Economic_Enviroment = Depression

THEN Pricing = L CNF 60;

RULE 43

IF Competition = low AND
Substitute = no AND
Uniqueness = yes OR
Uniqueness = no

THEN Price_Elasticity = low;

RULE 44
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IF Competition = low AND
Substitute = yes AND
Uniqueness = yes

THEN  Price_Elasticity = low;

RULE 45

IF Competition = low AND
Substitute = yes AND
Uniqueness = no

THEN Price_Elasticity = high;

RULE 46

IF Competition = high AND
Substitute = no AND
Uniqueness = yes OR
Uniqueness = no

THEN Price_Elasticity = low;

RULE 47

IF Competition = high AND
Substitute = yes AND
Uniqueness = yes OR
Uniqueness = no

THEN Price_Elasticity = high;

RULE 48

IF Adventage = Product OR
Adventage = Service OR
Adventage = Channel OR
Adventage = Image

THEN " Unigueness = yes

ELSE Unigueness = no;

RULE 49

IF Objective = Profit

THEN  Method = Mark_Up_Pricing;

RULE 50

IF Objective = Cashflow

THEN Method = Target_Return_Pricing;
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RULE 51

IF Objective = survival

THEN Method = Target_Return_Pricing;
RULE 52

IF Objective = competition

THEN Method = Going_Rate_Pricing;
RULE 53

IF Objective = image

THEN Method = Perceived_value_Pricing;

STATEMENT BLOCK

ASK Objective: "What is pricing Objective?";

CHOICES Objective: profit,cashflow,survival,competition,image;

ASK Customer_Income: "What is your Customer Income?";

CHOICES Customer_Income: high,low;

ASK Economic_Enviroment: "What is. Economic Enviroment now?";

CHOICES Economic_Enviroment: Prosperity,Depression;

ASK Competition: "Is there competition in- market?";

CHOICES Competition: high,low;

ASK Substitute: "Is there any product in market can be substitute?";

CHOICES Substitute: yes,no;

ASK Adventage:"List your differentiation for your new product?";

CHOICES Adventage: Product,Service,Channel,iImage,None;

Plural: Adventage;
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Marketing Promotion Source Program
RUNTIME;
ENDOFF;

ACTIONS

CLS

WOPEN 1,3,5,8,70,6

ACTIVE 1

FIND Mktmix

WOPEN 2,13,5,7,70,7

ACTIVE 2

DISPLAY "The value of Marketing_Promation is {Mktmix}~"

ACTIVE 1

FIND Media

FIND Program

FIND Personal

ACTIVE 2

DISPLAY "Media is {Media}

Promotion program is {Program}
Personal selling status is {Personal}~";

RULES
RULE 1
IF Marketing = o1
THEN Mktmix = Personal_selling_and_sale_promotion;
RULE 2
IF Marketing = 02
THEN Mktmix = Advertising_and_sale_promotion;
RULE 3
IF Marketing = 03
THEN Mktmix =Both_3_promotion_elements;
RULE 4
IF Information_Need = high AND

Value = high OR

Value = low AND

Customer = cp AND

Market_Type = Pure_competition
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THEN Marketing = 03;

RULE 5

IF Information_Need = low AND
Value = high AND
Customer = cp AND
Market_Type = Pure_competition

THEN Marketing = o1;

RULE 6

IF Information_Need = low AND
Value = low AND
Customer = cp AND
Market_Type = Pure_competition

THEN Marketing = 02;

RULE 7

IF Information_Need = high OR
Information_need = low AND
Value = high AND
Customer = ca AND
Market_Type = Pure_competition

THEN Marketing = 03;

RULE 8

IF Information_Need = high- AND
Value = low AND
Customer = ca AND
Market_Type = Pure_competition

THEN Marketing = 02;

RULE 9

IF Information_Need = low AND
Value = low AND
Customer = ca AND
Market_Type = Pure_competition

THEN Marketing = 02;

RULE 10

IF Information_Need = high AND

Value = high OR
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Value = low AND
Customer = cn AND
Market_Type = Pure_competition
THEN Marketing = 03;
RULE 11
IF Information_Need = low AND
Value = high AND
Customer = cn AND
Market_Type = Pure_competition
THEN Marketing = 03;
RULE 12
IF Information_Need = low AND
Value = low AND
Customer = cn AND
Market_Type = Pure_competition
THEN Marketing = 02;
RULE 13
IF Information_Need = high OR
Information_need = low AND
Value = high AND
Customer = cp AND
Market_Type = Monopolistic
THEN Marketing = 03;
RULE 14
IF Information_Need = high- AND
Value = low AND
Customer = cp AND
Market_Type ="Monopolistic
THEN Marketing = 0oT;
RULE 15
IF Information_Need = low AND
Value = low AND
Customer = cp AND
Market_Type = Monopolistic

THEN Marketing = 02;
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RULE 16

IF Information_Need = high OR
Information_Need = low AND
Value = high AND
Customer = ca AND
Market_Type = Monopolistic

THEN Marketing = 03;

RULE 17

IF Information_Need = high OR
Information_Need = low AND
Value = low AND
Customer = ca AND
Market_Type = Monopolistic

THEN Marketing = 02;

RULE 18

IF Information_Need = high AND
Value = high OR
Value = low AND
Customer = cn AND
Market_Type = Monopolistic

THEN Marketing = 03;

RULE 19

IF Information_Need = low AND
Value = high AND
Customer =cn AND
Market_Type = Monopolistic

THEN " Marketing = 03;

RULE 20

IF Information_Need = low AND
Value = low AND
Customer = cn AND
Market_Type = Monopolistic

THEN Marketing = 02;
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RULE 21

IF Information_Need = high AND
Value = high AND
Customer = cp AND
Market_Type = Oligopoly

THEN Marketing = 03;

RULE 22

IF Information_Need = high AND
Value = low AND
Customer = cp AND
Market_Type = Oligopoly

THEN Marketing = o1;

RULE 23

IF Information_Need = low AND
Value = high OR
Value = low AND
Customer = cp AND
Market_Type = Oligopoly

THEN Marketing = o1;

RULE 24

IF Information_Need = high- AND
Value = high AND
Customer = ca AND
Market_Type = Oligopoly.

THEN Marketing = 03;

RULE 25

IF Information_Need = high AND
Value = low AND
Customer = ca AND
Market_Type = Oligopoly

THEN Marketing = 02;

RULE 26

IF Information_Need = low AND

Value = high OR
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Value = low AND
Customer = ca AND
Market_Type = Oligopoly

THEN Marketing = 02;

RULE 27

IF Information_Need = high AND
Value = high OR
Value = low AND
Customer = cn AND
Market_Type = Oligopoly

THEN Marketing = 03;

RULE 28

IF Information_Need = low AND
Value = high AND
Customer = cn AND
Market_Type = Oligopoly

THEN Marketing = 02;

RULE 29

IF Information_Need = low AND
Value = low AND
Customer = cn AND
Market_Type = Oligopoly

THEN Marketing = 02;

RULE 30

IF Market_Type = Monopoly

THEN Marketing = 04;

RULE 31

IF Prod_v = high AND
Uniqueness = yes

THEN Value = high;

RULE 32

IF Prod_v = high AND
Uniqueness = no

THEN Value = high;

RULE 33
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IF Prod_v = low AND
Uniqueness = yes

THEN Value = high;

RULE 34

IF Prod_v = low AND
Uniqueness = no

THEN Value = low;

RULE 35

IF Market_s = large AND
Scatter = no

THEN Customer = cn;

RULE 36

IF Market_s = large AND
Scatter = yes

THEN Customer = cn;

RULE 37

IF Market_s = small AND
Scatter = no

THEN Customer = cp;

RULE 38

IF Market_s = small AND
Scatter = yes

THEN Customer = ca;

RULE 39

IF Adventage = product OR
Adventage = image OR
Adventage = channel OR
Adventage = service

THEN Unigueness = yes

ELSE Unigueness = no;

RULE 40

IF Marketing = 03 OR
Marketing = 02 AND
Social = H AND

Adobj = information AND
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Market_s = large AND
Information_Need = high
THEN Media =Television_Newspaper_Magazine;
RULE 41
IF Marketing = 03 OR
Marketing = 02 AND
Social = H AND
Adobj = information AND
Market_s = large AND
Information_need = low
THEN Media =Television_Outdoor_Media_Magazine;
RULE 42
IF Marketing = 03 OR
Marketing = 02 AND
Social = H AND
Adobj = information AND
Market_s = small AND
Information_need = high OR
Information_need = low
THEN Media = Magazine_Radio_Outdoor_Media;
RULE 43
IF Marketing = 03 OR
Marketing = 02 AND
Social = H AND
Adobj = persuasive AND
Market_s =large AND
Information_need = high
THEN Media = Television_Magazine_Newspaper;
RULE 44
IF Marketing = 03 OR
Marketing = 02 AND
Social = H AND
Adobj = persuasive AND
Market_s = large AND

Information_need = low
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THEN Media = Television_Magazine_Outdoor_Media;
RULE 45
IF Marketing = 03 OR
Marketing = 02 AND
Social = H AND
Adobj = persuasive AND
Market_s = small AND
Information_need = high OR
information_need = low
THEN Media = Magazine_Radio;
RULE 46
IF Marketing = 03 OR
Marketing = 02 AND
Social = M AND
Adobj = information AND
Market_s = large AND
Information_need = high OR
Information_need = low
THEN Media = Television_Radio_Newspaper;
RULE 47
IF Marketing = 03 OR
Marketing = 02 AND
Social = M AND
Adobj = information AND
Market_s = small AND
Information_need = high
THEN Media = Magazine;
RULE 48
IF Marketing = 03 OR
Marketing = 02 AND
Social = M AND
Adobj = information AND
Market_s = small AND
Information_need = low

THEN Media = Radio_Magazine;
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RULE 49
IF Marketing = 03 OR
Marketing = 02 AND
Social =M AND
Adobj = persuasive AND
Market_s = large AND
Information_need = high OR
Information_need = low
THEN Media = Television_Newspaper_Outdoor_Media;
RULE 50
IF Marketing = 03 OR
Marketing = 02 AND
Social = M AND
Adobj = persuasive AND
Market_s = small AND
Information_need = high
THEN Media = Magazine_Radio;
RULE 51
IF Marketing = 03 OR
Marketing = 02 AND
Social = M AND
Adobj = persuasive AND
Market_s = small AND
Information_need = low
THEN Media = Magazine_Radio;
RULE 52
IF Marketing = 03 OR
Marketing = 02’ AND
Social =L AND
Adobj = information AND
Market_s = large AND
Information_need = high OR
Information_need = low
THEN Media = Television_Radio_Newspaper;
RULE 53
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IF Marketing = 03 OR
Marketing = 02 AND
Social =L AND
Adobj = information AND
Market_s = small AND
Information_need = high OR
Information_need = low
THEN Media = Radio_Magazine;
RULE 54
IF Margeting = 03 OR
Marketing = 02 AND
Social =L AND
Adobj = persuasive AND
Market_s = large AND
Information_need = high
THEN Media = Television_Radio_Newspaper;
RULE 55
IF Marketing = 03 OR
Marketing = 02 AND
Social =L AND
Adobj = persuasive AND
Market_s = large AND
Information_need = low
THEN Media = Television_Radio_Outdoor_Media;
RULE 56
IF Marketing = 03 OR
Marketing = 02 AND
Social =L AND
Adobj = persuasive AND
Market_s = small AND
Information_need = high OR
Information_need = low

THEN Media = Radio_Magazine;



RULE 57

IF Marketing <> 03 OR
Marketing <> 02

THEN Media = None;

RULE 58

IF Income = high AND
Edu = high OR
EDU = low

THEN Social = H;

RULE 59

IF Income = medium AND
Edu = high OR
Edu = low

THEN Social = M;

RULE 60

IF Income = low AND
Edu = high

THEN Social = M;

RULE 61

IF Income = low AND
Edu = low

THEN Social = L;

RULE 62

IF Marketing = 03 OR
Marketing <> 04 AND
Social = H AND
Proobj = stimulate.inquiry AND
Value = high

THEN Program = Exhibition;

RULE 63

IF Marketing = 03 OR
Marketing <> 04 AND
Social = H AND

Proobj = stimulate_inquiry AND
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value = low
THEN Program = Exhibition;
RULE 64
IF Marketing = 03 OR
Marketing <> 04 AND
Social = H AND
Proobj = increasing_trial AND
value = high
THEN Program = Warranty;
RULE 65
IF Marketing = 03 OR
Marketing <> 04 AND
Social = H AND
Proobj = increasing_trial AND
value = low
THEN  Program = Warranty;
RULE 66
IF Marketing = 03 OR
Marketing <> 04 AND
Social = M AND
Proobj = stimulate_inquiry AND
value = high
THEN Program = Exhibition;
RULE 67
IF Marketing = 03 OR
Marketing <> 04 AND
Social = M AND
Proobj = stimulate.inquiry AND
value = low
THEN Program = Event;
RULE 68
IF Marketing = 03 OR
Marketing <> 04 AND
Social = M AND

Proobj = increasing_trial AND
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value = high
THEN Program = Free_trial;
RULE 69
IF Marketing = 03 OR
Marketing <> 04 AND
Social = M AND
Proobj = increasing_trial AND
value = low
THEN Program = Free_Trial,
RULE 70
IF Marketing = 03 OR
Marketing <> 04 AND
Social =L AND
Proobj = stimulate_inquiry AND
value = high
THEN Program = Event;
RULE 71
IF Marketing = 03 OR
Marketing <> 04 AND
Social =L AND
Proobj = stimulate_inquiry AND
value = low
THEN Program = Event;
RULE 72
IF Marketing = 03 OR
Marketing <> 04 AND
Social = L AND
Proobj = increasing_trial AND
value = high
THEN Program = Free_Trial,
RULE 73
IF Marketing = 03 OR
Marketing <> 04 AND
Social =L AND

Proobj = increasing_trial AND
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value = low
THEN Program = Discount;
RULE 74
IF Marketing = 04
THEN  Program = None;
RULE 75
IF Marketing = 01 OR
Marketing = 03 AND
Sale_org = yes AND
TrainingP = yes AND
Complan = yes AND
EvaPro = yes
THEN Personal = Ready;
RULE 76
IF Marketing = 01 OR
Marketing = 03 AND
Sale_org = no OR
TrainingP = no OR
Complan = no OR
EvaPro = no
THEN Personal = Not_ready;
RULE 77
IF Marketing <> 01 OR
Marketing <> 03
THEN Personal = none;
Statement Blocks
ASK Information_Need: "What is the value of Information_Need?";

CHOICES Information_Need: high,low;

ASK Market_Type: "What is the value of Market_Type?";

CHOICES Market_Type: Pure_competition,Monopolistic,Oligopoly,Monopoly;

ASK Prod_v: "Is value of product high or low?";

CHOICES Prod_v: high,low;
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ASK Market_s:"What is market tarket size?";

CHOICES Market_s: large,small;

ASK Scatter:"Is customer in market tarket scatter?";

CHOICES Scatter: yes,no;

ASK Adventage:"List your differentiations for your new product";
CHOICES Adventage: product,service,channel,image,None;

PLURAL: Adventage;

ASK Income:"How much income of your target 's customer?";

CHOICES Income: high,medium,low;

ASK Edu:"Your customer education is high or low";

CHOICES Edu: high,low;

ASK Adobj:"What is objective for your message to customer?";

CHOICES Adobj:information,persuasive;

ASK Proobj:"What is objective for your sale promotion?";

CHOICES Proobj:stimulate_inquiry,increasing_trial;

ASK Sale_org:"Do you have Sales organization?";

CHOICES Sale_org: yes,no;

ASK TrainingP:"Do you have training plan for salesman?";

CHOICES TrainingP: yes,no;

ASK complan:"Do you have compensation plans for salesman?";

CHOICES Complan: yes,no;

ASK Evapro:"Do you have evaluation program for evaluate sale activitys?";

CHOICES Evapro: yes,no;
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Packaging Source Program
RUNTIME;
ENDOFF;

ACTIONS
WOPEN 1,3,5,8,70,6
WOPEN 2,13,5,8,70,7
ACTIVE 1
FIND Material
ACTIVE 2

DISPLAY "The value of Material is {Material}~";

RULES

RULE 1

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = low AND
Prod_weight = 200g

THEN Material = Coated_board_thickness_0.38-0.45mm;

RULE 2

IF Type_Packaging = Commercial AND
Printing_Quality = low AND
Packaging_strength = low AND
Prod_weight = 200g

THEN Material = Uncoated_board_thickness.0.38-0.45mm,;

RULE 3

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = high AND
Prod_weight = 200g

THEN Material = Corrugated_board_Flute_E;

RULE 4

IF Type_Packaging = Commercial AND
Printing_Quality = low AND

Packaging_strength = high AND
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Prod_weight = 200g

THEN Material = Corrugated_board_Flute_E;

RULE 5

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = low AND
Prod_weight = 231-4509g

THEN Material = Coated_board_thickness_0.5-0.6mm;

RULE 6

IF Type_Packaging = Commercial AND
Printing_Quality = low AND
Packaging_strength = low AND
Prod_weight = 231-450¢g

THEN Material = Uncoated_board_thickness_0.5-0.6mm;

RULE 7

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = high AND
Prod_weight = 231-450¢g

THEN Material = Corrugated_board_Flute_E;

RULE 8

IF Type_Packaging = Commercial AND
Printing_Quality = low AND
Packaging_strength = high AND
Prod_weight = 231-450g

THEN Material = Corrugated_board_Flute_E;

RULE 9

IF  Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = low AND
Prod_weight = 451-900g

THEN Material = Coated_board_thickness_0.7-0.8mm;

RULE 10

IF Type_Packaging = Commercial AND

Printing_Quality = low AND
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Packaging_strength = low AND
Prod_weight = 451-900g

THEN Material = Uncoated_board_thickness_0.7-0.8mm;

RULE 11

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = high AND
Prod_weight = 451-900g

THEN Material = Corrugated_board_Flute_E;

RULE 12

IF Type_Packaging = Commercial AND
Printing_Quality = low AND
Packaging_strength = high AND
Prod_weight = 451-9009g

THEN Material = Corrugated_board_Flute_FE;

RULE 13

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = low AND
Prod_weight = 900g

THEN Material = Coated_board_thickness_0.9mm;

RULE 14

IF Type_Packaging = Commercial AND
Printing_Quality = low AND
Packaging_strength = low AND
Prod_weight = 900g

THEN Material = Uncoated_board_thickness_0.9mm;

RULE 15

IF Type_Packaging = Commercial AND
Printing_Quality = high AND
Packaging_strength = high AND
Prod_weight = 900g

THEN  Material = Corrugated_board_Flute_E;

RULE 16

IF Type_Packaging = Commercial AND
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Printing_Quality = low AND
Packaging_strength = high AND
Prod_weight = 900g
THEN  Material = Corrugated_board_Flute_E;
RULE 17
IF Type_Packaging = Distribution AND
Printing_Quality = high AND
Protection = high AND
Inventory = yes
THEN Material = Corrugated_Board_Flute_B;
RULE 18
IF Type_Packaging = Distribution AND
Printing_Quality = high AND
Protection = high AND
Inventory = no
THEN Material = Corrugated_board_Flute_C;
RULE 19
IF Type_Packaging = Distribution AND
Printing_Quality = high AND
Protection = low AND
Inventory = yes
THEN Material = Corrugated.board.Flute_B;
RULE 20
IF Type_Packaging = Distribution AND
Printing_Quality = high AND
Protection = low AND
Inventory = no

THEN Material = Corrugated_board_Flute_B;

RULE 21

IF Type_Packaging = Distribution AND
Printing_Quality = low AND
Protection = high AND

Inventory = yes



THEN Material = Corrugated_board_Flute_C;
RULE 22
IF Type_Packaging = Distribution AND
Printing_Quality = low AND
Protection = high AND
Inventory = no
THEN Material = Corrugated_board_Flute_C;
RULE 23
IF Type_Packaging = Distribution AND
Printing_Quality = low AND
Protection = low AND
Inventory = yes
THEN Material = Corrugated_board_Flute_B;
RULE 24
IF Type_Packaging = Distribution AND
Printing_Quality = low AND
Protection = low AND
Inventory = no
THEN Material = Corrugated_board_Flute_B;
RULE 25
IF Type_Packaging = Cushioning AND
absorbN = high AND
Moisture = yes AND
recycle = yes
THEN Material = Air_Bubble_Film;
RULE 26
IF Type_Packaging = Cushioning AND
absorbN =high AND
moisture = yes AND
recycle = no
THEN Material = Air_Bubble_Film;
RULE 27
IF Type_Packaging = Cushioning AND
absorbN = high AND

moisture = no AND
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recycle = yes
THEN Material = Air_Bubble_Film;
RULE 28
IF Type_Packaging = Cushioning AND
absorbn = high AND
moisture = no AND
recycle = no
THEN Material = Air_Bubble_Film;
RULE 29
IF Type_Packaging = Cushioning AND
absorbn = medium AND
moisture = yes AND
recycle = yes
THEN Material = Corrugated_Board_Flute_A;
RULE 30
IF Type_Packaging = Cushioning AND
absorbn = medium AND
moisture = yes AND
recycle = no
THEN Material = Air_Bubble_Film;
RULE 31
IF Type_Packaging = Cushioning AND
absorbn = medium AND
moisture = no AND
recycle = yes
THEN Material = Corrugated_Board_Flute_A,
RULE 32
IF Type_PAckaging = Cushioning AND
absorbn = medium AND
moisture = no AND
recycle = no
THEN Material = Corrugated_Board_Flute_A,
RULE 33
IF Type_Packaging = Cushioning AND

absorbn = low AND



moisture = yes AND
recycle = yes
THEN Material = Shredded_Paper;
RULE 34
IF Type_Packaging = Cushioning AND
absorbn = low AND
moisture = yes AND
recycle = no
THEN Material = Air_Bubble_Film;
RULE 35
IF Type_Packaging = Cushioning AND
absorbn = low AND
moisture = no AND
recycle = yes
THEN Material = Shredded_Paper;
RULE 36
IF Type_Packaging = Cushioning AND
absorbn = low AND
moisture = no AND
recycle = no

THEN Material = Corrugated_Board_Flute_A;

Statements Block
ASK Type_Packaging: "What type of packaging do you want to consult?";

CHOICES Type_Packaging: Commercial,Distribution,Cushioning;

ASK Printing_Quality: "What is Printing Quality do you want?";
CHOICES Printing_Quality: high,low;

ASK Packaging_strength: "Do your Packaging need high or low strength?";
CHOICES Packaging_strength: low,high;

ASK Prod_weight: "What is your product weight?";
CHOICES Prod_weight: 200g,231-450g,451-900g,900g;
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ASK Protection: "Which level is product need for protection?";

CHOICES Protection:high,low;

ASK Inventory: "Inventory Factor is important?";

CHOICES Inventory:yes,no;

ASK absorbn: "Which level impact and vibration is between transpotation?";

CHOICES absorbn:high,medium,low;

ASK moisture: "Is moisture resistant is need?";

CHOICES moisture:yes,no;

ASK recycle:"ls recycle or reuseable factor is important?";

CHOICES recycle:yes,no;

156



AOUUINLUINNS )
ANRINTUNINEAE



158

Y

Yoyanaazaadmlslulisunsu
AasuNe kil sungn Notepad
Pricing
EazIREATRIA1RTLNY TuIeaziBeATedll TNy %ﬁm&@ﬂ@uﬁ’umm@ﬁwﬁr
1. Pricing Objective
1.1 Profit
1.2 Cash flow
1.3 Survival
1.4 Competition
1.5 Image
2. Price Elasticity of demand
2.1 High price elasticity or Elastic demand
2.2 Low price elasticity or Inelastic Demand
3. Pricing Strategy
3.1 Market skimming Pricing
3.2 Market penetration Pricing
4. Pricing Method
4.1 Mark up pricing
4.2 Target return pricing
4.3 Going rate pricing
4.4 Perceived value pricing
1. Pricing objective
1.1 Profit
Sandszaemiie A funame LA SuamunaL e, el IE A ls
498 mewmﬁm%%«Lﬁmmﬂﬁﬂi‘ﬁ'ﬁ’@mm@@nuﬂugﬂmmﬁmm
NARALLNWAINLDAUNL ﬁmmm@mmmummfmmnu M?'aﬁﬂiﬁﬁmmﬂugﬂ
VDINULINU
1.2 Cash flow
TnndszasAiedoensifldfutuan dhundumideuluianiadunsn duly

a KR o ¥ = d”
NI WUPNAT LAZAUVUNABNLLERN



159

1.3 Survival

1%

TARUILaIA UTNIATHINAANAT LAZLTHIUAIINFABINITANNNABINIIAAAIA
inliFesiinisUszaasinlitiEnagsanludeanandus) einmminauuay

ANENUNIINAR ek widngn Arinisn wlasuulasingusvasdld

1.4 Competition

v 1
[ %

pnLszaaAviaiNadyiun1suaedy, Ienaniaean1suaedy, INesnIA199

o o

wiiedy  Aududonudniunisudsituiiasaingsiadoulunfiasnisuan

ed_

IALNNNTUANTUANUIIAN VFRTladiUAIAZINTIAN  AUSUGIUNANIALNNNT

v a

uiviuilasanianisuediaiug@niugsialutedilafefinidl
Foanslififaudananiiugsnautduden  dwiudausmsanguaedy
Lﬁmmﬂqiﬁ@ﬁmmﬂﬁm@LLﬁJqszuslﬁ@@ﬂiﬂ@fmmmmLL@:LﬂumiﬁqQﬂé’ﬁmmﬂ
GIGINNIEY
1.5 Image
d"mqﬂi:mﬁﬁ%qmnﬁﬂﬂﬁﬁu?‘lnmw‘ﬁﬁﬂmmmw WAZIIANTRINARSTTW L]
i Annaifenii fataslfaanilus ik lun1atas s
AN TNUBINAREUT
2. Price Elasticity of Demand
Fasnsaeniulasaas Bunaunsaneteiin/asuulasiie e ae Feasd
dfmenllunangle
2.1 High price elasticity or Elastic demand
Flesalasuudaaudarinls Bunaendeanisten aounladludadoudi
NNNIN
2.2 Low price elasticity or Inelastic:Demand
lasnanidaenlaaudarinlsBinanudeannstanlasunladudadoud
Yaanan

3. Pricing Strategy

Tun19s9s A A uLAUAN Ity aaazflusANszAgeisessAUAT Iuatiy

v
ANBIUZABIAUANIN ARNEIANELTDIANIUE SUNL LaTANHRIENITUTeTY



160

3.1 Market skimming Pricing
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4.3 Going rate pricing
{lunnstinuuasianlagvalsnanduaerisesimninisaueansiulunaie

1 dl =2 L% a ¥ & % dl ij/
wnnanfnazfiunisgiesunuIesduduazatlasiaadgnin Tnaneaazsiesnn
Iwifunnndietiaendnguteiutdlugrarunsssiiddanetiossy axilon
Mnsinsmummaniiviniusnasainieeiall  wididuiansmunadnuasd
Auadeduaneluey - Mdudiananet azfianinmuasafiningy dudufanig
oA a o el o | o o‘d‘ ] ! [ A

e njvsenaniusiNansusiwendnsoiuandsldanguadedu  vise
¥ ¥ o = Y o dl ! 1 1 o
pasnisdudianan aziuualiulunisnimunsAIRigendnguaedu

4.4 Perceived value pricing
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Marketing Promotion
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1. Market Type
1.1 Pure competition
1.2 Monopolistic competition
1.3 Oligopoly
1.4 Monopoly
2. Promotion Strategy
2.1 Push strategy
2.2 Pull strategy
2.3 Mix strategy
3. Advertising Decision
3.1 Advertising objective
- Information
- Persuasive
3.2 Media
- Newspaper
- Television
- Magazine
- Radio
- Outdoor Media
- Brochure
4. Sale promotion Decision
4.1 Sale promotion objective
- Stimulating Inquiry

- Increasing trial
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4.2 Sale promotion activity
- Exhibition
- Warranty
- Discount
- Free trial

- Event sponsorship

1. Market Type
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1.3 Oligopoly
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1.4 Monopoly
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2. Promotion Strategy
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2.1 Push strategy
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2.2 Pull strategy
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3. Advertising Decision
3.1 Advertising objective
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3.2 Media
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- Brochure LHUNL
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4. Sale promotion Decision

4.1 Sale promotion objective
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4.2 Sale promotion activity
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gﬂﬁaazhaiﬂmnsu

Press any key to start consultation
Iz there competition in market?
high . low

Is there any product in market can be subhstitute?
yes

Yhat is the your Customer Income?
high low

What is Economic Enwiroment now?
Prosperity Depression
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