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n1staanussing

(Identification and Screening Target Country)

. NNSARLARNLLIAYAY
(preliminary screening)
. ﬂ’]iﬂi%ﬁd’]mﬁﬂﬂﬂ’]Wﬂ’Nﬂ’lﬁﬁm’]ﬂ

(estimating market potentials by product type)

. n1sdszununisaann

(estimating sales potential for company’s product)

. NsIRUAFIRLLS lUAR1ALLNNAE

(identifying segments in target market)
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+
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1L Produst Comparisans
Crithar . -
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Diata
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(Preliminary Screening)

o  FANINNWNYLNIN (physical)
o ANINNNARINEA (psychic)

+  ANMNNNLATEFNS (economic)
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NMMUUARIULLN L UARIALLN NN

(Identifying Segments in Target Market)

o nsyanszinAnaulananuila (concentration)

+ msnszAnaguuslaauang naNdssna (diversification)

NMSUETUNTEINATENINUTENA  www.sctt123.com 6
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N15UTKUITNITHAIATESINLS N A

(Inter-Marketing Management)

o AsgluvLLRganuNalan (standardization)
o USUNAnA NI UIDIDU (adaptation ida customize)

0 l@anyazUsuLineassALNUS (adapt some part)
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NNSUSUTRNA RN DN (Product Management)

e NSETUIUNITWEIUINR BTN
e NISNARDUNRBNTUN

.« NISUTHITHNRARAUNUAZLATAIRNIANITAN
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N15U51U199 A L URRALlan (Global Pricing)

. r?fu‘iqum'm (Cost of Goods Sold)

. Savlanenisaannlunaazilssing (Market Conditions)

. AWANTYU (Competitors)

. NNSNMUUATIANTNLTETUINNLTEHN LULASD (Intracorporate Pricing)
. NANSESNUAINDAS u.amﬂ%"ﬂu (The effect from Exchange Rate)

. L’f'i@u'lm'mamm?uﬁ\l@ (Pricing in Inflation Environments)

. ulaune51A (Price Policies)

— FIAINIATIUY (standard price policy)
- NMMUUARRITIA (two-tiered pricing policy)

— NMUUATIANNANINARA (market pricing)
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szimn yaAuilu Us,$ Uszimn yaauilu Us,$
BUIUFUT 1.40 3InF1n 2.14
IRAET 1.44 gam3 2.14
909N 1.47 Hduaud 2.15
Tiluaud 1.56 HAUIA 2.17
alEmla 1.74 il 2.18
GRL(BRTGE] 1.80 Q37 2.28
u 1.20 dulaiiidey 1.81 DIVAIBT 2.32
Smae 1.31 Faalils 1.85 dangy 3.08
ILEL 1.33 ME15UITwA 1.91 aiay 3.50
el 1.38 Tty 2.01 admwasuaua 4.52
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N15AAANNUNEY (Place)
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YY a

i nguslaalutlsznafng ianuasiunndanannuuadnanis

u

inannunea g lulszinanig g laasngls (channel of distribution)

N19AIUANNITARIINUILNNUTEINTNIN

v

MnsaudIduAgianLsinalaglssudnaunungn
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(International Transportation Issues)

L= i i = LI L J
MN MsvudIduMangrangduilanlumadszma

Uszina v

VYUTITZHIN

vudalu Uszina

szne n
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(International Transportation Channel)

«  NITUUKINNUN (infand shipping)
. NNTUURINNGLGD (ocean shipping)
o NTAUKININBINA (air shipping)
. SIURININALdURN TSI NN RSN Y

. NNSUTURIVINAULADSLIIN
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N5 LA HUILAZNNSAILFTNNITITUN U

(Advertising and Promotion)

337

NAAN UM URNARNBLAZL R L UNIT UL A UL UNDUNU

(same product-same message)

NARNUNUNAUNULAZL RN LUNIFUAUDLANAIIN Y
(same product-different message)

Usunannunuatian lunsiiduainiaunu
(product adaptation-message adaptation)

Usunannmunuazlsuilamlunisiniaua
(product adaptation-message adaptation)

NARNUNLANAIGNWLALR AU L UNIFUNLAUBLUNDUN U
(different product-same message)

NARN N LANANNULAZLRAWILANANINU
(different product different message)

NMSUETUNTEINATENINUTENA  www.sctt123.com
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340

ﬁ@ﬁimﬁﬂéuLﬂﬂuuﬁﬂ (determine the target audience)

NATUIRYLUTTRIALRNIZTLRILAATATINASTNNITAAFTNNITANUNE

(determine specific campaign objectives)
Wa15uaUUszu1te (determine the budget)
ﬁm‘im’maﬂqwﬂumﬂa’anﬂﬁ%ﬂ (determine media strategy)
A5 RN (determine the message)
NANTUNIBNITUILAUD (determine the campaign approach)

a 0o G % . . .
NANTUIANNALTA mmmqﬂszmﬁ (determine campaign effectiveness)
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Slideshare product name

The economic times

Biz/ed

Business.Gov
Chron-distribution channel
Economist big mac index

IAA international ad association
Advertising association
Slideshare inter strategy
Marketing school
Chron-mature market

Investopia-emerging market

Slide share mode of entry
Quick MBA

http://www.slideshare.net/yacikay/chp1-10190907

http://economictimes.indiatimes.com/definition/pricing-strategies

http://www.bized.co.uk/educators/16-19/business/marketing/presentation/pricingstrat map.htm

http://business.gov.in/manage business/channels distribution.php

http://smallbusiness.chron.com/distribution-channels-marketing-analysis-60985.html

http://www.economist.com/blogs/graphicdetail/2012/01/daily-chart-3

http://www.iaaglobal.org/

http://www.aef.com/industry/links/associations affiliations/index.html

http://www.slideshare.net/stephendaviscxo/developing-your-international-market-strateqy

http://www.marketing-schools.org/types-of-marketing/international-marketing.html

http://smallbusiness.chron.com/disadvantage-entering-mature-market-economy-76883.html

http://www.investopedia.com/articles/03/073003.asp

http://www.slideshare.net/parabprathamesh/modes-of-entry-ib

http://www.quickmba.com/strategy/global/marketentry/
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