(Promotion)

21 (Promotion)

Richard  E  StanleyO 982:5)

(Promotion) ¢
(Service) (idea)
2.1.1
4 4 Ps
(Product) (Promotion)

(Marketing mix)
P

(Social marketing)
(Health Promotion)

'Promotion™
(Product)

(Promotion in the marketing Mix)

(Price) (Place)
1 4 Ps



PRODUCT PRICE

CONSUMER

PROMOTION PLACE

1 Four Basic parts of the Marketing Mix

Product Mix
Brand

Price Mix

Styls Basic Price

Color SV

Design Quality Discounts
Package Promotion Discounts
Product iine Trade Discounts
Warranty

Service

Marketing Mix

Promotion Mix Place Mix

Advertising Transportation

Publicity Storage

Personal Selling Inventory
Wholesaler

Sales Promotion

Retailers

1

2
(Sub-mixes of the marketing mix) (  Richard E Stanley 1982 : 9)



2.1.2 (Tool of Promotion)
(Advertising) (Publicity)
(Personal) (Sale Promotion)

? (Advertising)

(Public - Relations)

(Good will

(Goodwill),

(Credibility)

(Arens and Courtland,1994)

18
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(Publicity)

? (Institutional Corporate Advertising)

(Non product)

2 (Public  Relations
Advertising) Suppliers
(Corporate /Institutional Advertising)

(Logo / Brand)
, Corporate Identity Advertising

(Personal Selling)

(Adyadic form of Communication)

? (Sales  Promotion) (The
American Marketing Association)

(Sale meeting) ’
(Stanley, 1982: 302)
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2.1.3 ? ( Media strategies and product life cycle)

(2540)

1 (Gestation stage)

2 (Introduction stage)

(Flight ~ Strategy)

3 (Growth Stage)



)N il

Wave Strateqy
4 (Maturity stage)
(Brand Loyalty” ;1
saies  GESTATION  INTRODUCTION -X"uRCWTri  MATURITY DSCUNcV
\
Time A
Create Product intai
General  Defing Gaals BL isceplance Jnd o tla‘n Plonoiar
Prspretioral D motona Aaleness b Teerete epE0sse - Just ncugn
] Campaign Distribution ¢ rrno%%t('}t'ge Loyalry Product Out
mtroducto Extensive Mass  Mass. Media Plus inimal
Create Adver- vert 5 Media Advert|smg Sﬁema Advertis- EA verér{]s?n
cvertisirg  tisements and 0 Ot proen ditures r(aﬂ Yoenaiure
Strategy range DBl of 3|zm ons im at o Bomois.
Placentent tr| ution. ﬁnd ant gg Deaers an Sale. 0
otentia g g éJCt Sumers to Promote Remamlng
Purchasers ran Repeat Purchases  Inventorie
3
5 (Decline Stage)

1 (Pacage)
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214

Wang  Schultz (Arens and Courtland, 1994. 495)

1 (Wang and
Schultz's seven -step IMC Planning Model)
L. (Segmentation
Classification)
2. (Brand connection)
3. (Marketing objectives)
4, (Brand behavior objectives)

. (Communication objectives
and strategies)

6. (Market
communication / contact tools) Price Place  Product

;o (Market communication / contact tactics)
Promotion

(Idea)
(Social Marketing)
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2.2 (Social Marketing)

(' Design)
(implementation) (Control)

(' Kotler,Ferrell and Lamb, 1987: 5)

(Ideas)
(Social  Responsibility)
(Social Impact)

(Social Advertising) (Non Commercial
Advertising) 1 -
(Opi 0 )"
(Perceptions) (Behavior)
(Public Service Advertising, PSA) Kotler

(Social Communication/Promotion)
(Social - Communication)

(Social Marketing)
(Social Change)
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221 4
I} (Marketing Research)
2 (Product Development)
3, (The use of incentive)
4, (Facilitation)
4 Ps
2.2.2 ?
Michael L.Rothschild ~(Kotler,Ferrell and Lamb,1987:272)
8
(Poor Need
Assessment) (Poor Delivery) Rothschild
4

1. (Product differences)
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(Intangible) ,
(Latent
demand group)
2. (Price differences)
(Time Costs) (Inconvenience Costs)

(Psychic Costs)u

3. 1 (Involvement differences)

(Situation Involvement)
(Enduring Involvement)
(Response Involvement)

4, ? (Segmentation differences)



Social Marketing

(Health  Promotion) Health  Promotion
2.3 (Health Promotion)
(Promotion) (Health Promotion)
1

/ Awanaan \

A [

I v /"_'

NOANITN

>e

/

2540 : 92)
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9-13

23.2

1984

(Principles)

WHO

. .2529

(Process)

(Everyday Life)

21



Promotion)
3

2.3.3

2.3.4

28

" "(Ottawa Charter for health

(Advocate )

(Enable )

(Mediate)

(Health Promotion Action)

(Build Healthy Public Policy)
(Create Supportive Environment )
(Strengthen Community Action)
(Develop Personal Skill)
(Reorient Health Services)

(Policy development)

(Development and support of networks and

infrastructure)

ACommunication and Education)
(Knowledge development)
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b, (Community development)

2.3.5 (Entry point)

L (Setting)

2. (Populations) ,
3 | (Health issue)

(Reproductive Health) , ,

2.3.6
(Strengthen Community Action), (Media /
Communication) (Supportive
Health Promotion Infrastructures)
(Partnership)
?



(Promotion)
(Social Marketing)

Two way communication

Direct response

(IMC)I

30



PRECEDE-PROCEED Model
(Phase 6)

2.4

24 1

(2538: 16-24)
Jean T. Qison

3l

Green & Kreuter ( , 2540)

Seven Windahl, Benno H. Signitzen



?

Campaign Solution)

32

(Traditional Communication /information

(External Initiative Solution)

(Communication Support Solution)
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Seven Windahl
2
(Supply Strategies)

(Information Pallution)

(Grass Roots Initiative)

(Distribution)

33



34

Windahl Gaining  Hunt (1984)
4

L (The Press Agentry / Public Model)

(Traditional
Communication/ Information Campaign Solution)

2. (The Public Information Model)
3. (The Two-Way Asymmetric Model)
(Feed

Back)
4, (The  Two-Way Symmetric  Model)
3
(Goals) (Health Promotion)
(Promotion) (Social
Marketing” ' ,
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