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Abstract

Product policy for marketing channels is an important concept that marketers should
realize. It is a process of distribution of goods and services to end consumers.
Businesses have to be clear about product policy when they deliver products
through marketing channels. They should encourage marketing channel members to
participate in the new product development processes. This could create new ideas
and satisfaction value. Marketing channel members as representatives or agents can
give information on the products and explain how the products benefit end users.
Businesses should make these marketing channel members be confident of the
product quality so that they would help create more sales volume. The product life
cycle is another issue to consider, and businesses should analyze every stage of product
life cycle, so they could apply the right marketing channel strategy in each stage.

Also, managing product information is necessary. The database of product information

plays an important role in making efficient marketing decisions.

Keywords: Product Management, Marketing Channels
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(4 3 = ar 1
4. nagnsn1sldnszeswindum luusias
489Nn19 (Product Brand Strategy and

Channel Management)

momﬁaﬁﬁuﬁwﬁmLﬁﬂ'sﬁ’ul,wiﬁﬁmﬂumuﬁ

2 o '

i unqmi‘]mu’mﬁtmnﬁmﬁ’uﬁm oty p1az
fiasiansaunitnisnszanefudaisaziiuauas
TOINNNINAA 1BU UTENYANET Uszimnalng
d1fin lddn1seanfudvaisiusuduin age
o3uoed Fulundasusiniisdesiugoan
ananlussiundifivy 16Ranlddaemionis
ARIANTVILAT ENSURARSUTNANINBY
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5. naqwﬁ"ms’lﬁ'u%mwawﬁmnmm

(Product Service Strategy)

rvnduddaeinisidusnisiasy
qaﬁamwsLﬂ%‘ﬂd%’nﬁwﬁﬁmﬁﬁnmﬂ%u A A9RUA
waziinisfinge o1eezdasfenaunalsuarde
nNIRaIafifaNaINnTaLasniaufias i
vamsgnin denuwiviuzwisnsudeuazininu
Viﬁmwv‘ﬁﬂ’mw’[umsﬁmﬁ”’a Hudiu neviing
mm@1d’m‘%’umm%mﬂzﬁaaﬁﬂﬁgnﬁwLﬁm’w
vsmathufudsduioold wazweneauansliiu
fodselemifas lisuanudnistiu 4 (A3, sn5a
WAZ JLAREN, 2552: 147)

N1SUINISSTULD agawﬁmﬁmﬂuﬁm
NNISARIA

Berman (1996: 308) T¥iAuvisna a9z Uy

v

FoyassaumaluiomnInaa vaneis M3
fidoyariegreaiuayuldinuimslddszney
masadulanenisnana lapansuzassdoyald
fimsdasuidey Wadsuaswioniaziiundeu
uaznssinfulalunsinnIsTaenMIAaIA 21N
AnEnEfInaIuansliiiudn deyafidiiu
Tugpen1an1saaalunsusnsnandusd 1o
Uﬁzﬁ’ﬁms%amwm@nﬁw PUAUTELANTDIRUAN
figemelunsazuususluaoniniousiong ¢ 709
U5EN n13815zduABuAT nslEATAnnng
n3AN °1a°1TmﬂLawwn”mjaﬁLﬁmﬂ”mﬁ’uwﬁmﬁmﬁ
drmndimsdafivliieadeldidugudoya
faansmirdeyaifivduszouliudniunldlu
nmssmiulanenisnaia TeelfuuiRnnisnain

WrA. gy WNegdpuuse

31udiaya (Database Marketing) vanldiiiants
findulanienisnann

Al LBUWel (2549: 52) a1 NSAATA
vugnidiaya (Database Marketing) LIun13na1n
ViLﬁumﬂ%"ﬁagammumﬂLLaz’zmnsaamams
AR1ALADILATILAAUNTLIIRUN LN ANTINDDY
andvdalafialndzesgnamudniauaduduas
U%mimaﬁ’uwqﬁnﬁmmgnﬁww%alaﬂalma’maa
an@ Beusznevludhuansu Ae

1. 97udaya (Database) Tusutiaz
Ysznauludie TOYALINLANNIINITARA
(Marketing Insight) L2 ﬁagmﬁ'mﬁ’mmmm
AA1A MILLIEIUARIA MIATITHARIA 18
udu ﬁagmmzﬁnLﬁmﬁ’m'smm“mnfm,l,a:
WOANTINTBIGNAI (Customer Insight) &aulve
%LﬂwﬁmdaLﬁmﬁ’uﬁnwmzm:mmmam% AL
Foyaiivanuladaladvoongugndn (Jusu
LLa:ﬁagam:ﬁnLﬁmﬁ’ugil,mioﬁu (Competitor
Insight) ﬁaajammfﬁﬁaﬂwﬂﬁﬁfmﬁ’uawa:
L3UNBNDENTIN B1INTBINWNINAIA (Marketing

Intelligence)

2. AvTaya (Data Warehouse) Fudu
ﬁam%wﬁumLﬁa‘i“ﬁlﬁuua:ﬁszmawaﬁaga
TmmﬁuﬁagaﬁﬁmﬁmLﬁml,azl,wmﬂuwmwg
LU ﬁagmﬁmﬁ’ugnﬁw ﬁaadmﬁmﬁ’uamwmﬁ
waatu w%aLLﬁLLoﬁﬁagammﬁﬁﬁmmﬁLﬁ'mﬁmﬁu
wﬁmﬁ’mﬁﬁmmﬁﬁazﬂi WHusiu LLE\]Zﬁ']W]‘Sﬁq‘Eﬁﬁ)Iﬁ
MNeszuuansaumalidustefuds Axnisa
fedoyasing q AflaguszyndlHls

3. M3gamilesdaya (Data Mining) \du
mzmumsmaaaauﬁagaLwiazﬂgﬂasmauﬁm
WanuuangAnssufiiienansalftALuAneIg
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fuluzasgningueing ¢ Taefiunumluzgoms
N1IAAA il

3.1 M3a3wgnd (Customer Acquisition)
TmlL%NﬁﬂﬂﬂﬂﬁﬂLﬁuﬁagamaﬂszﬂmmmam%
LLatﬁﬂﬂdﬂﬁﬁuﬁu q ﬁﬁﬁlﬂummgnﬁw UNADE
WU $rududnureiueafideiausnisidu
qu13n2aed LA TURUAIT AR LALLSEI
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nINTYARIUM 1Y 81g PUIAATBVAT Viagj
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anAuAdl nBULIUIEIINIAERS IndiAeiv
naju@nﬁwﬁau‘iﬂuiﬂﬂuﬁuﬁ wovnaiiazgeli
nq’muﬁﬁﬂ:ﬂﬁgnﬁmu’[amLﬁu%amaoTu%wu
WAnTu

32 N138319N13B 0T UaT AN
(Customer Retention and Loyalty) UUAHW
Wmmuﬁumnaju@nﬁ'}ﬁﬁﬂ%mmmiéaga a7
ri’mum’[ﬁﬂuﬂéjuiﬂmi’]mmsﬁmé’uﬁaLaua
fiemiignéaudu 9 aelilisu navildgnéni
g$eilslgifuswusnnndusndesfudandu

° a '

8n3Badiiargaeligsfadssauannudnsa
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masnegnduid 4 il ldaeteand

magslagnélna o

33 nﬁﬁ@ﬁagnﬂ”w (Customer
Abandonment) U%ﬁwuw\aﬂ%\aﬁﬁaaﬂ']{lﬁgnﬁw
Uﬁdiﬂﬂ\lﬂéﬂauﬁﬁﬂﬁﬂ@;LL‘IidflJuLW‘S’ltﬁ’]ﬂ[’ﬁ"ihEﬂu
nﬁ@l,l,agnﬁm,mhﬁgal,ﬁulﬂ gnﬁwmmﬁmﬁa
fUAITUIUTDLALITENTDINNTUINITNIN 13D

& v A ° @ a
LiJuQﬂmVl“ﬁa‘iJu’lﬁummﬂu

3.4 MANLHRzNIBoRUE (Market
Basket Analysis) UUSSRIMNNAENSFIIETH
MIefifdnsUsIawTaN ﬂmﬂ@mnmzi’ﬁmm
gnﬁﬂ'jnﬂﬂ""ﬁlﬁlﬁuﬁmﬂﬂﬁﬂw Wy uSEnil
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\3avlsueInia LLﬁaﬁwwumTﬁﬂunﬁjuﬁLﬂu
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2554: 3-8) LﬁﬂlﬁﬁmﬁmmiaanLLumzuwﬁaga
i3 An3n1muda (Information System Design)
faosasvszuugudoyaiBonloslugemis
NNIARIALEIA 81U Lﬁaﬁazl,l,am’lﬁl,ﬂuﬁaga
ffipafiuwindue 510 guanwal dezlemd
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wWisuifisuuaziianisdaauladelunionds
(BWY AneTuDe, 2555: 44)
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