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Egyptian Social Structure

The pharaoh ruled
Egypt as a god.

Nobles were officials and priests
who helped run the government
and temples. Usually, nobles
were from rich or powerful
families.

Scribes wrote and
craftspeople produced

goods.

Egypt’s
Lower Class

Most Egyptians were farmers. Below them were servants and slaves.
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deyungyed (Instinct Theory)
N1358AL39YY (Drive-reduction Theory)
L3081 (Arousal Theory)
mumﬁﬂﬁ’] (Stimulus Control Theory)

5. nqun1skdanidayeyn (Cognitive Theory)

6. mwﬁmiéﬁummé{aqmwmwwé (Hierarchy of Needs Theory)
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3. NuARAIENST (AROUSAL THEORY)
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response
Food Salivation Tuning Fork, Mo salivation
Unconditionad Unconditioned MNeutral Mo conditioned

stimulus response

stimulus response

'_ 4, After conditioning
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B Unconditioned Conditioned Conditioned
response stimulus response
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LSE3H (reinforcement) agtduimuuaIngAnssuag .
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reinforcement) vlngAnssufifunisaimintudes 9 & —

LazusuasuluNINaU (negative reinforcement) Y1 S - eementetNeedsodeluith Abreham Masiows Hicarchy ofeecs
NOANTTUANUDAS

nslawunganguliae n1stausuaiul
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eziaaumﬁ]vlmu wazldusaasunisauiunisbuly
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Security Needs Safety Needs
' (freedom from fear)

Physiolegical Meeds
{food, water, shelter, warmth)

Revich, #,TI'PFﬂFunﬂﬂmenmeﬂ'dstiei 2005 From Maslow, A, Motivation and Personallty (2nd ed.) Harper & Row, 1970




BLOOMS TAXONOMY

Assessing theories; Comparison of ideas;
Evaluating ovtcomes; Solving; Judging;
Recorimending; Rating

Using old concepls fo create naw ideas;
Design and Invenfion; Composing; Imagining;
Inferring; Modilying; Predicfing; Combining

Identifying and analyzing pafterns;

| A NA 1“15 Organisation of ideas:

recognizing frends

Using and applying knowledge;
Using problem solving mefhods;
Manipulating; Designing: Experimenting

Understanding; Translating;
. Summarising; Demonsfrafing;
Discussing

Recall of information:
Discavery; Observation;
Listing; Locating; Naming
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Maslow aiwgRnssnzasayudilndiuiunin srxnsneduie laelduuwilinzasyana lunisAunidmanenazsinlvdingaaen lasuana dainis A

Ussow uazslasudenfimnananenaniies 1 UuwANe3eMazna1idn nszuinniszasussgdlailuiileasmguiynanainzas Maslow lagiangainayuwdil

o odd U . . [ o L3 o & =] 1 o
"FRINHANEBINTT” (wanting animal) LLazLﬂumsmnﬂmg,walzvlﬂmzlmlmm’mwawa‘laamaaugsm

1. AMNUABINIINIIAIUIINY ( Physiological needs )

2. ANUARINIIANUaDANY ( Safety needs )

3. ANUABINITANNSNLaLAUL T84 ( Belongingness and love
needs )

4. AMNABINISIASUAMNTIUDBENYBY ( Esteem needs )

5. A udeansivzlanuieegauiase ( Self-actualization needs )

- R
MASLOW'S .
H‘ERARCH y sﬁ'ﬁgﬁmﬁ; Abraham Hu'r]?)lzg Mcilsv;lg‘w (;m Q;Jdmu;lc; 8, 1970)
i Was a IS O STU (=]
OF NEEDS [E I\ " vcon cucties o fhe ive: of exempk:
ks 7. ACCEPTANCE OF FACTS 1y people. In 1954, Maslow created the
Hierarchy of Human Needs and
5 expressed his theories in his book,
ABRAHAM ivai ip i

Seli-Actualization - A person's
motivation to reach his or
her full potential. As shown
In Maslow's Hierarchy of
Needs, a person's basic
needs must be met
before self-actudliza-
\\, fioncan be
A\, achieved.

SEXUAL INTIMACY

( LOVE/BELONGING ) ¥

PHYSIOLOGICAL
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1. wﬂwﬁéﬂﬁﬂ—mimaﬂﬁ (Stimulus-response Theory)

2. MO EANSSEUIININNITUNUR (Operant learning Theory)

3. nouinsissusiagaitayan (Cognitive Learning Theory)
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BLOOMS TAXONOMY

Assessing theories; Comparison of ideas;
Evaluating outcomes; Solving; Judging;
Recommending; Rating

Using old concepts fo create new ideas;
Design and Invention; Composing; Imagining;
Inferring; Modifying; Predicting; Combining

Identifying and analyzing patterns;
Organisation of ideas;

recognizing trends

Using and applying knowledge;
Using problem solving methods;
Manipulating; Designing; Experimenting

Understanding; Translating;
Summarising; Demonstrating;

' Discussing
Recall of information;
Discovery; Observation;
Listing; Locating; Naming
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ngufiiAafuyadnainundunaiuiy dslduinguiinitasey
(Psychoanalytic  Theory) w84 Wseud (Freud) 1Junguinisyslanas
yaannm (Motivation and Personal) @siiwdngrudufuindieudidunay

Lﬁuﬁﬂﬂizﬁuﬁﬁu%ﬂﬁﬁ’]ﬁﬂ (Unconsciousness and Drive) ‘Uamﬂﬁﬂm‘wm
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azyAna lnglamzdinsduaudeinsmasnuieneuasmane aagidy
wanNMeiluNITAUALTI3slave sy ydLazuAGNANYBIUAAR (Schiff and
Kanuk, 1987:709) #if3dumsAnu lnsyndnnmvessyuduszneulde 3
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1. 8 (Id)

2. ?ln (Ego)

3 GguJa%aIn (Superego)
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THE FOUR O’S AND P’S
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09 Who, What, Where, Why, When, ag How &9

AevpIiuiile (0) 4 Usen15ve9nantiy o Ag

PRODUCT

THE 4 Ps %’

OF MARKETING

1. a1nAesn15ezls (What does the market buy?)

- @ur (Objects of purchase)

2. vlaSedo (Why does it buy?)

: f\]‘mﬂﬁzaﬁﬁﬂﬁ%@ (Objects of purchase)

3. lasAedio (Who buy?)

- UARAYIDBIANISHN 9 (Organization for purchase)
4. Hoognsls (How does it buy?)

—%U?Uﬂﬂi%@ (Operation of purchasing organization)

x



THE FOUR O’S AND P’S

doldfvuavsefnud (0) e d ud asld 5. ielsSeazda (When does it buy?)

auaulafedIUNANNIINITAAIN T9A Ao 4 Tamanises (Occasions for purchase)

P’s tiued 1w TuN15ueLman 1AuwasuInIg X v vd :
6. Azalanluy (Where does it buy?)

Judwdsnianisaainiidrfgngavusnnain

-51u4A" (Outlets for purchase)

YIYAYILLAUTINITLABUILAL N1 TALATUNS
PreduduUsninisnainfidfuilodoundu
VLiJg]mmLmﬂﬁmﬁﬁwé’@mamamméﬂfmu
duA1 (objects) Lm@ﬂa%a (objectives) @%@
(organization) LAZYUIUNITTD (operation)
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1. laseglunain 1. fuslnAlazanuMevInanEUIlan
(Who is in the Market?) 1. A9UUINULALELNTEINNTEANY
2. fuslnmaziimudesnsiiuandneiu audnway fudinn Tausssy lewzyana
LaTININEN
2. panm ({u3lne) Zooyls 2. fuslnadiosnisteduiuilnanasdnunrdudiiduslnadesnsteinisdaussindel
(What does the Market buy?) 1. Aufavainie (convenience goods)

dupSeuiieude (shopping goods)

1
1% A

AUALNLAED (specialty goods)

D

s WD

duAnliliansde (Unsourced goods)



3. vilunan ({uslan) Fededudn 3 wggdlalumsdeduduazuuudtaemainssuduilna
(Why does the Market buy?)
4. lpsfidansanlunsdo 4. unmumwesiuilnafieatesiunadnauladedised
(Who Participates in the buying?) 1. BﬁL’%IaJ

2. gidvsna

3. Handula

4. o

5. Wl

d'da a 1

5 tadverlstheiifidvinaredde (uslna) (What 5. Uadeiiddvswasdenninssufuslna
are the Major Influences on Buy?) 1. Yadeauinusssy

2. Uadgenudany

3. Javuanzynna

4. YJadeauaninen



6. naa ({uslne) sdedulateadials 6. NITUIUNSHNAULATD

(How does the Market buy?)

7. sanm (uslae) Foudlele 7. Tonalunsie
(Where does the Market buy?) 1. Yrpeulavest iedwganialavesd
2. ¥iulavosau 1y AunauvsaUasLRay TUSTIUAUTDTUNER
3. frananlavesiu wu 1 ae Uie 1fu FhewSoanan
4. wanaiAwrslonIaiiiay 1y Juin Tuasedu Tulniaush w8
8. mann (uslna) Feitluy 8. aoiifiguslnaludodud
(Where does the Market buy?) 1. SuAldnssanle

2. JuUslamzafuA1anuvadle
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V = Voluntariness Manner msliusnmsivhegataslafalailailaivinanuegne Felails
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C = Courtesy mugoution soulou anmilanse i
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4. aNWUSVDINIUUINIT 4.1 §nwaugiiAnanandliinga (trust)

4.2 dnwazildanunsadudesld (Intangibility)

4.3 dnuwalgiuwenaonaniululs (inseparability)

4.4 é’ﬂwmzmmLmﬂﬁhwaqmau%mﬁuwiazﬂ%gﬂ (Variability or Heterogeneity)
4.5 Snwausilaianunsaiusnul3le (perish ability)

4.6 pudeanisfliuiuey (Fluctuating Demand)

4.7 SrwairuuIMsving 9 (Repetitiveness)

4.8 SNYLIANUTNTUADANUIANVBINTINIIU (Labor Intensiveness)
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5. USSANUB9N1IUINIG 5.1 N15UIN13A8319N8anA" (People Processing Service)

5.2 N15UIN13AadnlagnAn (Mental Stimulus Processing Service)

5.3 N13U3IN1570HIVIUBIGNAT (Procession Processing Service)

5.4 N1SUINI3ABETAUINAYBIRNAT (Information Processing Service)
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ﬂﬂﬁLﬁuﬁBBW%WLLazmﬁﬁﬁﬂwwaﬂﬁﬂﬁﬁmﬁ (professionalism and skill)
VAUARLAZNEANTIUVBENUINTT (attitude and behavior)
nsiinulaegselaziianugangulunisinuInig (accessibility and flexibility)
aulinsdanazanudedolsd (reliability and trustworthiness)
n1sunbvanunisailinudniiednd (recovery)

A oA A . . 1 2
POLAYILAYANUUIBAB (reputation and credibility) " X .
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Usznash 1 ﬂ?qﬁﬂqﬂwalﬂsuaﬂé‘l]%ﬂqﬁ (customer expectations) dwhayuszmsuiwesnszusumsuvinanm o msi

Tinuaaniwessuusniadusss wazasanudnunlaliungnm lnsenizegsdnisaiiniuienizanugsuuinsazlunmsintsnnufisnelannnisusnsnlasuduy
98197 ludiuvasinugkanvseglruinmleresassiauludnyaeniniegals

= < Y o - 9
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1. N199USU (Training)
2. NN971523RARIU (Monitoring)

) m‘sgﬂﬁ] (Encouragement)
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%
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AVUARMAINNITIAUINSAMUIZEN HaUAUAALAZAITHRILIAILUY SERVQUAL 384
g

WG WITNYINUTULAEALUE (Ziethaml, Parasuraman, and Berry, 1985; 1990)
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03

(Creditability)




LATDINBANYIAMANINAIS IAUTNAS

MSsdouauoD
doanm
(responsiveness)
mwiBorio mslAnWIBolU
130wibld 3 doanm

(reliability) (assurance)

MSSoN

la:idnlpanf
(empathy)

5 UaAUNMWUSMS

SERVQUAL TasunnwtaulumsthuniBivernuniussipaaanrinssuusmsoeoninan
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2. N9NF34 Quality Circle Control (Q.C.C)
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KAIZEN Suggestion System

4 Level For Improvement

PM Level 4 : Cross Functional Team Improvement

PIP Level 3 : Department Improvement
(Project Improvement)

Six Sigma , QCC,
Problem solving

MLevel 1 : Individual Improvement

Level 2 : Small Group Improvement

S —— = — - — ———— s — = =

Level 1 = Individual Improvement @nLo9ita4 vilasn

AULAEN

2. Level 2 = Small Group Improvement 71Nn15UsUUT4

Huitu 3-5 A Wunsfiyndu 3 Gen Wundnuiedn QcC,
Problem solving Dusiy

Level 3 = Department Improvement L“ﬂu\‘imU%JU‘lJ‘:;Qﬁ
onsziuANEInTulusERUEe 1w Six Sigma Fesadld
arwdnanguililunisin Jeseviduas eudvangty
seAUdanng fievgemizdu udu

4. Level 4 = Cross Functional Team Improvement D

NUUFUUTINRB901AEAINAINITNINVIAEUY



~ Question



N1SAAINUINIT

Service Marketing

—_—

WAL LANELSIA  A5R1RY



SERVICE
'MARKETING

TAKE-’ THE MULTICHANNEL APPRUP*CI* f’}

i

1 ILHINTHI I



Qony
ui2024

nissnoo:lsa ?

T 0)
B DﬁDcﬁé%
Business

()

F_"!::;JJ
uET

TAOKAE | TAOKAE
cafe’ e - i

TAOKAE
Cafe’

| SO A\ | TAOKAE
Tongg L . — TAOKAF L= I NS——— Cafe’
= Cafe’




UEANTIN

TAOKAE
Cafe’

https://www .taokaecafe.com/business-knowledge-detail/450

———— = — = - = - - e

c

ANNENFUANEAURUNLATagan 1N T

o
[0 U o |

N8 asaiinisldaanudndeydu
AINISHGIRY LaglNAUINIFTRNY
YARALIE Gt ganaLfieafuganInEa
Unauladinsunisaayu AIssutgsna
fLAsndaafunIggLagaNIndNe Lot
AT AT LAS BRI WS LT AT e LUE
wazlaeUEnuvnadnugenw -

O



2. &§9f %W%ulozia

q

TAOKAE
Care

https://www .taokaecafe.com/business-knowledge-detail/450

gsfawnsuladidudniusudgsiaf

uﬂau%ﬁﬂ%%um%m@uMﬂﬁ%ﬂa &3¢l
@@Qﬁﬂ@i%ﬁ@ﬂ@a\mumu XORRTGE]
Usgauniges ‘E@m@wﬂﬂu%rs\ﬂm&wq R
WANEIAUEENNITAAAINALALNEUNITEANY)U
weAagLaanwNsuladfifdninuuiaie
AUAITAMNIN AFINUAINNENINITAD
BANE) | |



3. g3aNeINUAINNGIN

https://www .taokaecafe.com/business-knowledge-detail/450

——— = = = - — ~ — e ==

AN INLTULEaamueATdTA

A3aAsy baldnagtilu $1uvinms
Y81 WIAUAAINTTULATNAIN -
NREX Lﬁu@%ﬁaﬁléﬁ’%’um%@@u%’uﬁ
LEiURN SapaneainigLasaleasnn -
Tu2iav 2 TpNUIN wEaazLEuan
NS5 A% LbUFUE LAS A E1D1 LT
ANAEILET BEO LU LTI U U U
FNNUIALE '



4. gsnamadusiaaulaid

——— = = = - — ~ — e ==

iavaNn3neabadn-19 Yinlaimuaiuanga
Audenudaanigaauladiuunngy
LN FUAT bUFTUANBRUA A1) e
WisUBNIFANEINUSEULa Ul AIUA
Lufunisanarnagdnw WIAUNGgINan
Lﬁ@ﬂ‘ﬁ@%%’]%@@ulﬁﬂj@%h\‘]Lﬁ%l’aﬁ‘%i\‘i:
WRIIauiY WuEantun1gs5uGiuag

e genaleIii

https://www.taokaecafe.com/business-knowledge-detail/450



5. genanasatFauanulad

——— = = - - ~ — e ==

o ns1zadadlag o AYnAma0 Y

zs:_sno dzaanaduisazbiieimuans tulyiny
nosaisguoaulau AIN3leaeNN gIRanasaLEaunnulall
 onine et avdnaulalaivae aansadauleyni
YALIE waghbiudadtnilaaiunig
LRUVIN BN1AAZLSULTTUABDSAEDUNT
c S o
aaulall, Aadasan Photoshop, Aas

TAOKAE d60 Excel aaubaid uew wesiga
Inldlearenasyintdule wiiuni

https://WWw.taokaecafe.Com/business—knoWIedge—detai|/450



NNSRaIALUSNS

——— = g - — ————— s — =

AanssunBanalsylaeiisyrineynnada yana
wilacauawABnyAnandy tudedibaiauisaau
saabewazlidnalunisiilutataaglaeaniad]
nARTUIMEacAUAEInuNLAeRsavd e rEa bl

ke



AINEIAEYADINIFTOAIAUTNIF

———— - - = = ——— = — =

aneablAsuklavkazniIsWauIaagwalulad sinldgsiaginns
welagiuriasinnaiy N19UFNISLRINANTUNLMeTiuagiasntunIgvingsia
I@(&lﬁ@@ﬂ%ga\aﬁgﬁ@a%ﬁ\mmmlé’im%«au%mam% Ll N1SUTNIT
waNEIAINAUANAIUNNAgHaNNaNULUFUALAN Ly N152iaeneBudn
sinsiugnis dndedudldiung Wialunissiusaninuagantiiugnan
Wwiannsdinuneadarndundnsiisinazsl usnsfnsaaaniun1siaulEiy
and TeefiandlidaeBiasasnnifunisiSudaaauLe



NIFNAINUTNIT (Service Marketing)

S —————

= = - = = S

Aanssuwsanatsylernifiynmanilarauaknanipmania
SafidnuasAalianunsasagiiurdadudaabe wazlisl
nalunIgeiluLaneeg Tagntaassifafudiwsinuisiedsing
gensabiils Tuilagiiugsfaudnisléinaungdunuinsnn
dulussiAsugia naasaeidauluada fudnisegingn = 7 'P's
luddulsenea gﬁ@a%’ﬂ\a@faﬂmlﬁm%'glmm\am%gg%i\a@im( - | M‘&Rﬁﬂ ING
competitive advantage) mam\agfmu méz@%agu@ﬂ%mm%

THusn1sAaugiulleae PINIFUSNIFABU- %a\am%mg
%%@LN@@@A%@L@%@@T%IWWW Taidnagsilulusiieyd vasn
e gufiu LrSavisuninid 1av genafiagLauausnis
ABUPIENUIY UTNIFe1UNTIFLNU N1F5ULUFENU bagnIT
1995 TIuEU




QJ o

AEMENEUEEAEYADNGUZNT (Attributes of services)

= = = — - — — —

1. Lignunsadudaale (Intangibility) udnislaianunsauaadiu $8n wladudaldmiiausuaudlaaitaly

Loeanigagineda uSN15MLTIY Pure Service fuslnaaabiianansansiasaurialssiiivnanaunistiale

2. lﬁﬁﬂaﬂ%a_bbﬁﬂbbﬁlﬂlﬁ(Inseparability‘) NAASTuITILTIUAUA (Tangible  Goods) NFNERALAZNIFUSLNAaZLLEIN
aaniuacininlay weugnisaglilanansawdaiannssinuniIsuinkaznisustnaaanainiule guasawasiuslandng
winangidautiedaariu ianalsglaenifiagldsusiuiudandntiiu Co-Production Services

3. Laivsduau (Variability) udnisagfinnalainivai Tudruananszulrunisudn wagNaNbasULEngaINUEN155]
mﬂmﬂ\amﬂﬁﬁumﬁmu@mL,Lagmﬁfaaa@ummﬁgf\uﬁﬂﬁaﬁmﬂmaﬁﬁLaam Toaanigasingdivagiina Gﬁugﬁmﬁﬁu%mmﬂu
YAAS t2iH UFNIFERENNTING S1Ua1%T LT

4. auldignusanamsaale (Perishability service) 1BN155lANslLanEYanAuaEnUssnsrEe e bl
snansandatiuianlild dusniediay Ussinuanniiazfimnudaesnistiafiasiniasa @‘i’\aﬁuﬂagméﬁﬁmgmam%é\am%m
n1saa1eaatiie tadaesiaddyivnsnldluniseraantleyniarnudaanistailaiasiiaus Wiun1saasaAT Aa5e

AWLIUAFTIU U



AINUHAIMNKHAIUUAINNLNEIIADINUUTNIT 2 9|3UA9

e ———— = g - — —————— = —

PN LUEIUNTEUIUNITNAE LLAZNASNE

G bR LTRNITAAAINN U bUVUAUADIUSTNGT AL LNAFTIAUFTUG bH
L3Ik RS LeSaaiinnsaatngadeinanleilunssaunisuae

HaaanuBng
agLindiu Asaiaguilnasinansuusnis dnvainanseiiguslnaagLsingn
Wiudruniie aaanssisunIsnan ¥nldusn1ga131500aU8UaeANGDN1S
wagAINTanala anagnabdunndn@dudi wanainnisuiiesaeiiagiingead
ingntelunisldusnasmes sfaainsaanmang Lawiunuanalsnishe
FNUNINNIFABLERN NISRNaUTH N1599takagNISAILANWENGIY ALHUENS



HIUNENVINNITAAA : ST NNAYNTNSUYTAINIY 7PS

—— = = = - — ~ — e ==

FULUUNFaANE 7Ps uﬂuﬂ%auﬁa@ﬂqumuﬁamﬂﬁﬁﬁqﬁﬁaa%’mﬂa

YNENINNITONIONANYFTOIEN WEFUAUAL A3V A IGFTaAbK
AITENHNFALALILAA 7Ps  WaMHUANALNEVINNITAAIANNRUG
& TP=TIIP= =1 ¢ & @ A =
e welLSNERsiatuIanavAlssnauatiafissylilulaiea 7Ps i
VNHUORIUBUO LB I NBF P

The 7Ps \
Marketing Mix S vaial




AIRUIWINIFAIN 4Ps L1 7Ps

o T — # — ———— gy -

\ PROMO / \ PEOPLE

fI,‘ )
\\/ P
\"/ 4

Product | f Promotion




Using the Internet to vary the marketing mix

Product Promotion Price Place People Process Physical evidence
* Quality * Marketing Positioning * Trade * |[ndividuals Customer ¢ Sales/staff
* |mage communications List channels on marketing focus contact
e Branding * Personal Discounts e Sales activities Business-led experience
* Features promotion Credit support * Individuals IT-supported of brand
* Variants * Sales Payment * Channel on customer Design * Product
* Mix promotion methods number contact features packaging
* Support * PR Free or * Segmented * Recruitment Research ¢ Online
» Customer * Branding value- channels e Culture/ and experience
service * Direct added image development
s Use marketing elements * Training
occasion and skills
s Availability * Remuneration
* Warranties
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Awareness Blog posts, videos,
infographics, podcasts,

free guides
Consideration / Case studies, reviews,

webinars, demos

Purchase / Case studies, product
videos, tutorials, free trial
'? Venture offers




| | K-

# 5: People M
lugsianisudnistdiulalaildiaadiaglifiypainsdilsdinisudniswmnanid
@’aﬁgﬁ'g%%mﬁum%ﬁ@m%q@mﬂ%ﬂﬁ%a@u @i\agﬁ'ga?‘]’mﬁﬂ@ﬂﬁﬂ@g@%ﬂ Rl
wiineaudfludeoeiinisufduiiudgndn dednefududfinudsuluejazaglu
aunIsaaelaldaansnwugniniiaufunisudnis deriunisdetdananui
angaNarinausuacined ilugeiiddyaciteaunnlunisasnemanuianala

== e

Tdfugnen
NISABLEANWINIIULEENIFENAUSH Uniforms Waawuunasueaiisalsla n1sninuee
Tunisvineuiiduiugiugnen weiv 7-11 gnaginandaauevinuie adasnay wsa saan

gnAnanedu aganadudiasineiiulildiarsalal N1FAaN1SEIUNITERAILAZNIFIR b
nssifignAnsginantaiudnaseiiudaiuiunin n1ssusiadugndi nisdani1geaaIiurse

UFNIFN b8




‘ Talaa 7Ps Luua\amfmm@w%mm%m\aﬁufmmﬂmmmmﬁam
ﬁ‘ﬁ@@ﬁﬁ%ﬁﬂ%ﬂmLmu\aﬁtummm%@ ANEIAEANA 6K
ﬁ@@uﬁﬁﬂ%é’@m%ﬁum%‘lé’i@auu;umg@@a

’Y’ll@\‘]ﬁmk‘ﬂ%@%\‘] LFNLazINATTANENABANAN

3_
)
¥
o)
o)
)
7
s
)
o
De

ypaaiibasunnumanelfguagnaiee
padlHsiaaugwksIndesiranazlaiiiulbilenswaufian
N15aNIANNANNTaNRTIEaLENaINNNFS
YPAINSAT QNN

A S AR G AN I e B (I I ETath

2

Eﬁ&l’?"iiﬂ(t%‘ﬁ ENRPIIAN @Wﬁ\‘]%&l AFINTIAFTFUNUFFOU DN LTV LA ZEAFTIANNAINN B OIN1FABN P61

(o3

gndvinuelunisdanisfiulssudaiitiiaaannynauwasyintvdula

féﬂ@mu'ﬁ%qgﬂﬂ%mg



# 6: NFIUIUNT

——— = — - — ————— = —

Business Process ‘I faila nszununislunisliusnig
Tasitaladdaysnisenisaaani1sidugnig Anciuanunis
T¥usn196avinasg1ufidatar tiantnaruazleisinla
Junnunisldusnislaacivgnéinadatan dndaavinasls
aeindls fiaganunsanauauagnlNbaenITaaagnaIbeneing
F30L59 NAgNSTLS] ' '



o S 24

1A NOaON LA

qQ

NISABNLULNFEUIUNT LTULNUKS ﬁ\‘ﬂﬂ’]’%’i‘ﬁﬂ%ﬂ’]ﬁ NIFIONE LAY

ASIAAAUNIFLRUSTNNG NI1FILATIZHUTNEINISHALNIFTAAETTAU NIFTANAIIU azN1FLTluR key
performance  indicators (KPIs) N15¥Medan1561631a1% NMSaanNULNFSUIUNITYINIU a1aan U6

Y 1 v (o2

F3EaNIF@iauedalin191eu walaNgaaasiuyuailddiedunBneulag weagauaiaritaulanaie
Aeing L2 WRNYIRLEZNSIUATRITENISaSURaLeas Wialfiy dalfiy A1du anvguiinaiules uniadde
Logianizeiaadin dausiedsnuisadanisleynaging

wanandd dnaanuwuude assiuaaulunisvitervuneasinald ansnsavinldgnanlsusnisigaia lal
gianatrgnensauu

NFLUIUNITHUBLUGIAEN 7Ps KINeIgangsinunmseaanalunIsaauaundasiaeinsausnistviiu
QNANYANAMAARNAAUNIFUSNIFQNALTRNLAN LA TS IUNSIN 158 aTinasias] adnvtinadiganamasil

NFTUIURNSE 8 LU



Process Design

2 (oF ) 1 V. % = P=N U :
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So what does physical evidence really achieve?
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N1sLANNIFUssaua e 1aaaUsEn TaemwignistassuugIusayanagn@n
3R wasHUBHITENaNTabaiayaanssuusINgNIlssnauniIsaadula v seasidas
wangnABasawinunlulnegnaduiiug (Call Center), S1eagLBaaRINIFAeEUID
anAtandneene (Sales) AanssuvunisaaediauslignaiwaasnaurBawaazynnaan
WNeIN15a816 (Marketing) wag N19AILANLZINanaduAtuEazeisanKneduaIngna
(Inventory Control) t136i1
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4. AFtRANUSZENTAINWIRNITETI13
(Enhanced Operational Effiency)

m%u%ﬁﬁﬁ@ﬂﬁﬂé’mﬁué (CRMs) ag2iaeifidtlss8nsNmnisvinanueiagdieisingsingizem
Tassiayasnariuldiaunaindasnianisdaans i Fax, Tusdwil way B (Email) 1w
N5 LAnUsEANENWlUNIFe L TRuIRIaNaAngSUsEleenifudna s aaaannsLé
sraciabalid |

- WeNel Tele sales, Cross-selling wag Up-selling

- dhgn1smane (Marketing)

- dhagnAduiiud (Customer Service) tagalnelsidugdu (Support)
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(Customer Billing)
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Anans6a9 veiv Tuszuvaaibal |
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6. m'ﬂnﬂu,agdéﬁu%m%céuamuﬁﬁQnﬂﬁma\am%
(Field Sales and Service)

m%ﬁ%%ﬂ%@ﬂﬁﬂéfmﬁué (CRMs) <17'iLﬁ'ﬂ’a?ﬁa\aﬁ’umfﬁmﬂggagéﬁﬁu%m%iuamuﬁﬁ@ﬂﬁﬁrﬁa\am% (Field
Sales and Service) vinl¥niinauanunsaeselunistiesinyasnlaluansiivinnisanerdanis ¥usns
Augnen Tagsunsalddinyasmananisindingauadaaanigsiniule N191U8KIs gnendunus (CRMs)
sfhafldrunisdaniseieafunisiingneaiunianisend nisadalusaus statrtugnakagtiaule
el FiIg N LEaEF el LULSE LWITR, NFLaAUD AUAITTA NN LAMLRNIZONNGDINIFADIGNA LG AY
57¢l (Customized Products) $$UUYNNUsga U URUANAYARY (Inventory System),%gﬂum%g%"\a%a
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T¥ugnns nsaantuwdenil wag nsdanisszunlasanlunisens ’
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7. MANIFTUNATINAINUNNBRALNIFTINWIHNA (Loyalty ®ag Retain Program)

N15USIISgNAdNRUE (CRM) AflussAunanindiuasdunis
bb 11 313 bh BN 611 g%éﬂ'ﬁ‘ﬁmﬁmﬂéjm@ﬂﬁﬂ ( Customer
Segmentation)  12i%d N1FALRNUITZLNNABIANAIADNEAINAINN
foansaaagnen, Usedfidiudaunagnei way Usyiinisde
wanannilfaanunsafanssugnandawnda tilausdivazléin
ﬁ@%ﬁk%éﬂﬁﬂﬂ%k@%ﬂ%ﬁ%ﬂﬁ@%aLﬁﬁixﬁﬁﬂ L2iid 2avINNISaRanS
mmwamﬁq@%m@ﬂﬁﬂ ElaES18 (Effective Communication
Channel), Waﬁﬂ%%mﬂﬁ%%@%aﬂ@ﬂﬁﬂ (Customer Behavior) tbaly
AUANTSRNUT L AMRWIZE (Customized  Product)  &1u5a

ANANLLEIAETE
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(Speed of Service)

N5LANaNNISUTHITENANSTUNUE (CRMS) 856
-fu'%’ucuég\aﬂ%guauﬂﬂ%ﬁﬁ\aﬂu‘l?@mg\aLﬁuﬁ'ﬂq%
ARAUEUDIAINNGADINIFADIGNANALEAIFTIALTIHE
gneavlageniIzNIgaataraakUulHUENIT Ko 4
pIaLEURNNUgNANYIUTI(Real Time) tid S8UUNST
F9dudnfiniswdianlavszuneigeraludnasunig
fadn (Order Fulfillment), dgieinel (Sales
Department), #1e1sy@ (Accounting Department),
NN RUAIAIAAY (Inventory) ag dedisieginatal
NstAeAsBanugnAn (Credit Authorization)
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9. ﬂﬂ%%’&‘i.l%’?&l%’]%lﬂ%Lﬁﬂ@]@i’]\ﬁ?@\‘]@ﬂﬁﬂ
(Gathering More Comprehensive Customer Profiles)

N15UTNISHN AN NWUE (CRMs) béieiaeledudia
U5 ANBNINNIFYN91UAB N eIENa e LB En beisinn
9144 LNFIEINNIFTUFTHITYNANSUWUE (CRMSs) 2i3¢l
nsdanistieniusiayauny gndndidasléiannaiwsii
Tdayariuasnatfiussuuasinadianleadiu uFdu
sansaungudiaga danlalusyuueia L6

CUSTOMER
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(Decrease General Sales and Marketing Administration Costs)

N1FAAANABNEUYUNIFENLHUINUIUINNNLARANNIFUEIIFENAIENIUE Lagann 1UFdwm
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11 .nﬂ%a'%'ﬁﬁa&aﬁiﬂsﬁm
( Value Added)

Tifugnenlutiagiiugndnsdunensnaukesanaafinalagegaaindusiwazudnis aefigndndinanisa

 LailetiwAmeurn (Value) Bndabil wedaanisaasaciiniivinldgndgdasugdnuinndamanunala d
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Chain) wagtueaiuaend  ANEENNIFA8gNAT (Demand  Chain) Lﬁaﬁﬂﬁgﬁ@m%y%mﬂm%ﬁﬁﬂﬁgﬁ@
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mfﬁé’v’@%ﬂqﬂjﬂ%gﬁﬁumu (Spare Parts Suppliers) ,N15211¢l (Sales)  wagN1gaa16(Marketing), fﬁf/’iﬁﬂm%ﬁ@
aNKUne (Distributors) &g ®UILIUANAETNWUE (Contact Center) Li1UEY
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NISLAUBNISTINSaLIan (Timely Service)
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b @)ﬂﬂ%ﬂq%ﬂﬂkw&%%@q&ﬂq%@\ﬁ%%
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Sy¥EUUENIFVdS19UsgaunN1g0d
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