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You can’t just ask customers what they want and then try to give that to them.
By the time you get it built, they’ll want something new.
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1. Céac khai niém co ban
1.1. Binh nghia
1.2. Ban chit ciia Marketing
1.3. Céc khai niém co ban trong Marketing
1.4. Muyc tiéu va chuc nang trong Marketing
2. Qua trinh phat trién, cac quan diém kinh doanh, triétly MKT
2.1. Qua trinh phat trién
2.2. Quan diém kinh doanh trong Marketing

2.3. Triét ly Marketing

(C) www lehuysi.com

8 PINH NGHIA MARKETING

Muc tiéu caa Marketing la 1am cho viéc ban tré nén khong con
nhat thiét nira. Muc tiéu 1a phai biét va hiéu rd nguai tiéu dang lam
sa0 cho san pham va dich vu pht hep véi ho va chinh san phdm
ciing nhu dich vu sé tu N6 dwgc tiéu thu.(*)

Peter Drucker

(*)The aim of marketing is to make selling superfluous. The aim of marketing is to know
and understand the customer so well that the product or service fits him and sell itself.

(C) www lehuysi.com

42 PINH NGHIA MARKETING

Marketing 1a hoat dong ciia doanh nghiép nham huéng céc ludng
hang héa tu nguoi san xuit dén nguoi tiéu dung.
AMA, 1960

(C) www lehuysi.com

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

https://fb.com/tailieudientucntt

8/16/2012


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

/L8|  PINHNGHIA MARKETING

Marketing la qua trinh 1&n ké hoach, trién khai viéc thuc hién ké
hoach, x4c dinh san phim(P), gia ca(P), xdc tién, truyén ba y
twéng(P), phan phdi hang héa, cung cip dich vu(P) husng téi
trao ddi nham théa mén c4c muc tiéu caa ca nhan va té chuec.

AMA, 1985

(C) www lehuysi.com

/L8|  PINHNGHIA MARKETING

Marketing 1a mot dang hoat dong cia con nguai nhim théa mén
c4c nhu ciu va mong muén théng qua trao déi.
Philip Kotler

(C) www lehuysi.com

2]  BAN CHAT CUA MARKETING

Ban chit 1: Marketing 1a mot qua trinh ¢6 diém bét dau

nhung khong c6 diém két thiic.

(C) www lehuysi.com

12 BAN CHAT CUA MARKETING

Ban chit 2: La sy téc dong tuong hd gitra hai mat cia mét qué trinh

théng nhét «

(C) www lehuysi.com
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1

NHU CAU

NEEDS

(C) www lehuysi.com

8  CAC KHAI NIEM CO BAN TRONG MARKETING

2 3 4 5 6 7

UGC MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH THI TRUONG

WANTS DEMANDS PRODUCTS EXCHANGE TRANSACTION MARKET

wysi.com

NHU CAU

MO HINH THAP NHU CAU CUA MASLOW

Ty khing dinh

Pugc ton trong

-

N

Tinh cam xa hoi

(=

Tam sinh ly
2 3 4 5 6 7

Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH THI TRUONG

www.lehuysi.com | support@Ilehuysi.com
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18] CAC KHAI NIEM CO BAN TRONG MARKETING

Nhu céu la cam giac thiéu hut mdt cai gi d6 ma con ngurdi cam

nhén dugc. (*)

(*)Human needs are states of felt deprivation

wysi.com

1 2 3 4 5 6 7

NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH THI TRUONG

18] CAC KHAI NIEM CO BAN TRONG MARKETING

O Nhu ciu cua con ngudi phat trién tir thip dén cao, tir don gian
dén phuec tap

QO Khi cac nhu ciu co ban duoc thoa man, thi mai nay sinh cic nhu
céu & cap bac cao hon

O Sy phén dinh nhu ciu vao céc cip béc con tiy thudc vao boi
canh xa hoi

O Mue do thoa man nhu cu cia mdi nguoi la khac nhau

wysi.com
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NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH THI TRUONG
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CAC KHAI NIEM CO BAN TRONG MARKETING
Pa xuat hién Chua xuat hién
Xuat hién rdi nhung Ban than nguoi
do nhiéu nguyén nhan tiéu dung ciing
ma chua dwoc dép chua biét dén
tng
Nhu cau hién tai
La nhu cau thiét yéu da va
dang duge dap ang trong
hi¢n tai Nhu ciu tiém tang
g
g NHU CAU
=
1 2 3 4 5 6 7

NHU CAU UdCc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG

13, CAC KHAINIEM CO BAN TRONG MARKETING

| Luwong ciu la wéc mudn bi giéi han béi kha niang thanh toan. (*)

1L 669 et 513155 wsen
[EEre——y EIELE

(*)Demands is human wants that is backed by buying power.

wysi.com

1 2 3 4 5 6 7

NHU CAU Udc MUGN  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG
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13.| CAC KHAI NIEM CO BAN TRONG MARKETING

U'6c mudn 12 nhu cau dic th khi ching dwge dinh hinh béi

van héa va ca tinh. (*)

g (*)Wants are the form human needs take as they are shaped by culture and individual
5 personity.
5

1 2 3 4 5 6 7

NHU CAU Udc MUGN  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG

13.| CAC KHAI NIEM CO BAN TRONG MARKETING

San phdm la tit ca nhitng gi c6 thé théa man dwec nhu ciu

ctiia ngudi tiéu dung. (*)

(*) Product is anything that can be offered to a market to satisfy a want or need,
including physical goods, services, experience, events, persons, places,
properites, organizations, information, and ideas.

Philip Kotler, Marketing Management, p358 (Edition 13)

wysi.com
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NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG
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CAC KHAI NIEM CO BAN TRONG MARKETING

0 Goods(San phim vat chét): cars, refrigerators, food and drink v,

U Services(Dich vu): airlines| hotels| car rental firms| barbers and beauticians|
maintenance and repair people| accountants| bankers| lawyers| engineers| doctors| software

programmers| management consultants .v.v.v
U Events(Su kién): Trade shows, artistic performances, and company anniversaries.

U Experiences(Trai nghiém): Disney land .v.v.

wysi.com

1 2 3 4 5 6 7

NHU CAU UdCc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG

7|1.3. | CAC KHAI NIEM CO BAN TRONG MARKETING

Q&A:

Loi ich chitc nang va lei ich cam tinh ciia san pham?

wysi.com

1 2 3 4 5 6 7

NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG
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CAC KHAI NIEM CO BAN TRONG MARKETING

U Persons(Con ngudi) : Artists| musicians| CEOs| financiers| other

proffesionals
O Places(Dia diém) : cities, states, regions, and whole nations

U Properties(Tai san): Real property (real estate), or financial property (stocks
and bonds)

Q Organizations(Td chirc) : Universities, museums vy,
U Information(Thong tin) : Peworld supply information about Computer.

1 Ideas: “Friends Don’t let Friends Drive Drunk”, “Nhanh mot phit, cham ca doi”.

wysi.com

1 2 3 4 5 6 7

NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG

7|1.3. | CAC KHAI NIEM CO BAN TRONG MARKETING

Trao di la hanh vi nhan dwoc mdt vat gi d6 va cling véi viéc

cung cap mdt vat khac dé thay thé.(*)

(*) Exchange is the act of obtaining a desired object from someone by offering
something in return.
Philip Kotler, Principle of Marketing, p31 (Edition 13)

wysi.com
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NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG
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13.| CAC KHAINIEM CO BAN TRONG MARKETING

Q Thirnhat: It nhit phai c6 2 ca nhan

Q Thir hai: mdi bén phai c6 mot thir gi d6 gia tri d6i véi bén kia

O Tha ba: mdi bén phai c6 kha niang thyc hién viéc luu thong va cung
c4p hang hoa cua minh

Q Thir tu: mdi bén phai hoan toan dugc ty do trong viéc chip nhan hay
khudc tir 161 d& nghi cua phia bén kia

Q Thirndm: 12 mdi bén phai tin tusng vao tinh hop Iy hay hop y mudn

trong viéc quan hé vadi phia bén kia.

wysi.com
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NHU CAU UdCc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG

13, CAC KHAINIEM CO BAN TRONG MARKETING

| Thi trwong la nei c6 nhitng nhu ciu cin dwge dap Gng.

wysi.com

1 2 3 4 5 6 7

NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG
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13, CAC KHAINIEM CO BAN TRONG MARKETING

Giao dich 1a mdt cugc trao ddi nhitng vat cé gié tri giira hai bén

Thir nhét: it nhat phai c6 2 vét c6 gia tri
Thir hai: la nhitng diéu kién giao dich da duoc thoa thuan.
Thirba: thoi gian giao dich di dugc 4n dinh.

Thir tu: dia diém thyc hién giao dich ciing da duoc thoa thuan.

1 2 3 4 5 6 7

NHU CAU Udc MUON  LUONG CAU SAN PHAM TRAO DOI GIAO DICH  THI TRUONG

(C) www lehuysi.com

14| MUCTIEU VA CHUC NANG MARKETING

Q Loi nhuan tdi wu
0 Tao ra loi thé canh tranh

U An toan trong kinh doanh

https://fb.com/tailieudientucntt
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/14| MUyCTIEU VA CHUC NANG MARKETING

O Nghién ctu téng hop vé thi truong

Q Hoach dinh chinh sach kinh doanh (San phim, gié, phan phdi,
x(c tién)

QO T6 chuc trién khai thuc hién cac chinh sach trén mot cach hiéu
qua va dong bo

Q Tién hanh kiém tra dé c6 nhiing diéu chinh thich hop véi bién
dong cua thi truong

(C) www lehuysi.com

(C) www lehuysi.com

BB  QUA TRINH PHAT TRIEN

Tiéu thy bt ky loai san pham Phét hién ra nhitng nhu ciu

ndo ma doanh nghiép c6 kha chua dugc dap tng va dinh
ning san xuat huéng san xuat vao viéc dép

ing nhu ciu dé.

B2 QUAN PIEM KINH DOANH TRONG MARKETING

Quan di€m hoan guan .dAlem, Quan diém ban Quan diém Qua|.1 diem
i 2 = hoan thién san N " . Marketing mang
thién san xuat " hang Marketing . s
pham dao dific xa hoi

11850 11920 11950 |Nay
-Electricity

-Rail Transportation
-Division of labor
-Assembly lines
-Mass production

C) weww. lehuysi.com
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3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

Theo quan diém nay, NTD s& c6 thién cam hon di vai nhitng mit

hang dugc ban rong réai voi gia ca phai chang(*)

(*) The Production concept holds that consumers will favor products that are
avaiable and highly affordable.

Nang cao higu qua san xudt (Improving production)

M rong hé théng phéan phdi (Distribution efficiency)

Quan diém
Marketing mang
dao dirc xa hoi

Quan diém
hoan thién san
pham

Quan diém ban Quan diém
hang Marketing

Quan diém hoan
thién san xudt

https://fb.com/tailieudientucntt
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X

220 QUAN PIEM KINH DOANH TRONG MARKETING

“Xe Model T”

1. Nang cao higu qua san xudt (Improving production)

2. Marong hé théng phan phéi (Distribution efficiency)

Quan diém hoan
thién san pham

Quan diém
hoan thién san
pham

Quan diém ban Quan diém

hang Marketing

Quan diém
Marketing mang
dao dirc xa hoi

3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

Theo quan diém nay, NTD s& wa thich nhiing san phdm c6 chit

lugng tét nhit, c6 tinh niang sir dung cao nhit

(*) The Product concept holds that consumers will favor the products that offer
the most in quality, performance, and innovative features.

Hoanthi¢n san pham

Q&A:

Tai sao mét chiéc biy chuot cé chét

Iwgng tét va c6 tinh nang wu viét van

khong thé ban dugc?

1. Hoanthi¢n san pham

6i m&i san pham

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

Theo quan diém nay (con goi 1a quan diém ting cudng nd luc thuong
mai), NTD thuong c6 sire ¥ va néu khong duoc gii thigu hay

thuyét phuc thi tu ho s& khéng mua, hozc it mua san pham (*)

(*) The Selling concept holds that consumers will not buy enough of the firm’s
products unless it undertakes a large-scale selling and promotion effort.

1. Giéithi¢u toi khach hang
2. Thuyet phuc khach hang

https://fb.com/tailieudientucntt
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3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

Q&A:

Ban d4 bao gio suy nghi 1a minh s& ¢6 nhu ciu muadich vu bao hiém
nhan tho hay hién mau nhan dao chua?

Giéi thigu téi khach hang

Thuyét phuc khach hang

QUAN PIEM KINH DOANH TRONG MARKETING

Q&A:

Hay so sanh quan diém ban hang véi quan diém Marketing?

Quan diém
Marketing mang
dao dirc xa hoi

Quan diém
hoan thién san
pham

Quan diém ban Quan diém
hang Marketing

Quan diém hoan
thién san pham

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

Theo quan diém nay, yéu t6 co ban dam bao cho viéc thuc hién cac
muc tiéu cia DN 14 x&c dinh duoc nhu cau va mong muén cia thi
truong muc tiéu va tao su hai long, thoa man mot cach manh mé va

hiéu qua hon céc ddi thii canh tranh.(*)

(*) The Marketing concept holds that achieving organizational goals depends on
knowing the needs and wants of target markets and delivering the desired
satisfications better than competitors do.

Xac dinh nhu cAu va uéc muén

Hiéu qua hon di thu canh tranh

Quan diém hoan Quan

ia N = hoan thién san
thién san pham o
pham

QUAN PIEM KINH DOANH TRONG MARKETING

Ban cai minh c6 Ban cai khach hang can

Thi truong muc tiéu

Xuét phét diém

Nhu cau khac ng

Doanh nghiép

| Di tugng quan tam chu yéu

NG luc ban hang va xdc

N& lyc tong hop cua

tién san pham Marketing

| Phuong tién dat myc tiéu

|
||

Lei nhuin Lei nhuin

nho GT khéi
lugng ban

nho sy hai
ong cia KH,

| Muyc tiéu

[(C) www. Jehuysi.com
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3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

Theo quan diém nay, nhiém vu cua DN la x4c dinh nhu ciu, uéc
muén, méi quan tdm cia thi trudng muc tiéu nhim tao sy hai long,
théa médn mot cach manh mé va hiéu qua hon cac d6i thu canh tranh

mavan duy tri hay ciing c6 lgi ich cia NTD va cho toan XH(*)

(*) The Societal Marketing concept holds that marketing strategy should deliver
value to customers in a way that maintains or improves both the customer’s and
society’s well-being.

Quan diém
Marketing mang
dao dirc xa hoi

Quan diém
hoan thién san
pham

Quan diém ban Quan diém
hang Marketing

Quan diém hoan
thién san phdm

1230 TRIET LY MARKETING

Q&A:
So sénh triét Iy marketing huang noi va triét ly

marketing huéng ngoai?

(C) www lehuysi.com
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CuuDuongThanCong.com

Xa hoi
(Phuic loi x& hoi)

Ngudi tiéu dung Congty
(Thoa mén wéc muén) (Loi Nhuan)

Quan diém
hoan thién san
pham

Quan diém ban Quan diém
hang Marketing

Quan diém hoan
thién san phdm

https://fb.com/tailieudientucntt

3/22.] QUAN PIEM KINH DOANH TRONG MARKETING

ich cua nguoi

Quan diém
Marketing mang
dao dirc xa hoi

10
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I MmucLyc

1. Khai niém va phan loai méi trweong Marketing
2. Céc yéu té moi trwong vi md
2.1. Céc luc lugng bén trong cong ty
2.2.Nha cung @tng
2.3. Trung gian marketing
2.4.Dbi thu canh tranh
2.5.Cong ching
2.6. Khéach hang
3. Céc yéu té moi trwong vi md
3.1. Méi truong nhan khau hoc
3.2. Mdi truong kinh té
3.3. Mdi truong ty nhién
3.4. Mbi truong cdng nghé
3.5. Mdi truong chinh tri
3.6. Mdi truong van hdéa xa hoi

Il88  KHAINIEM

M6i truong marketing cua
mot doanh nghiép 1a tap hop
tat ca cac chu thé, cac luc
lugng bén trong va bén ngoai
cong ty ma bo phan ra quyét
dinh marketing cua cong ty
khéng thé khong ché duoc va
ching thuong xuyén tac dong
tich cuc hoic tiéu cuc téi cac
quyét dinh marketing cua
cong ty
Marketing can ban, GS.
TS. Tran Minh Pao, P61, 2006

(C) www lehuysi.com

M@i truong Marketing qudc té 1a
tap hop cac yéu té bén trong, bén
ngoai doanh nghiép, c6 anh
huong tich cuc hoac tiéu cuc viéc
duy tri mbi quan hé giita doanh
nghiép va khach hang nhim dat
dugc muc tiéu ma doanh nghiép
datra

Marketing Quéc té, PGS.TS. Nguyén
Trung Van, P97, 2008

(C) www lehuysi.com

M@i truong Marketing ciia cong ty bao gém céc chii thé va luc luong
bén ngoai marketing, anh huong dén kha niang quan tri marketing
nhim xay dung va duy tri cac mdi quan hé véi nguoi tiéu ding

muc tiéu (*)

(*) A company’s marketing environment consists of the actors and forces outside
marketing that affect marketing management’s ability to build and maintain
successful relationships with target customers.

The principle of marketing, Philip Kotler, p90, edition 13.
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(C) www lehuysi.com

[12] PHAN LOAI MOI TRUONG

O Cinci vao bién gi¢i doanh nghiép

- Mbi truong bén trong

- Mbi truong bén ngoai

4 Can cir vao pham vi tac dong

- Mbi truong vi md

- Mbi truong vi md

Q Cin o vao kha ning kiém soat ciia doanh nghiép

- M@i truong qudc gia, doanh nghiép kiém soat dwoc

- M@i truong quéc gia, doanh nghigp khéng kiém soét dugc

- Méi truong quéc té, doanh nghiép khang kiém soéat dwoc

16/08/2012

124 CACLUCLUONG BEN TRONG CONG TY

Q&A:

Céc phong ban khéc trong cong ty ¢6 anh hueng nhur thé nao dén hoat

dong quan tri marketing?

(C) www lehuysi.com

(C) www lehuysi.com
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What is ToyotaSupplier.com?
ToyotaSupplier com

orth s side-by-side
h s of North American suppliers to build our top
quality veficles. Now current and potential suppliers can get
information on our purchasing policies. newsworthy articles
and bio information through this home page. The login

tion:

| Wl [SUPPLTER'S GUTDE| [ ] [COMMUNITY CONNECTION]

= ortn principles Toyotaisupplier philanthropy

anc

DTOYOTA  Dreaus cByora

http://www.toyotasupplier.com/
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1123]  TRUNG GIAN MARKETING

T chirc trung gian ban
(Reseller)

Congty chuyén tb chirc luu
théng hang hoa

(Physical distribution firms)

Té chikc cung ng dich vu
Marketing

(Marketing services agencies)

Céc té chic tai chinh
(Financial intermediaries)

(C) www lehuysi.com
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CONG CHUNG

| 24, POl THU CANH TRANH

KHACBIET HOABANG Cong ching 1a mot nhém bat ky c6 quan tam thyc su hay tiém
ning, hodc ¢6 anh hudng dén kha nang dat nhitng muc tiéu coa
Dinh vi r rang va manh mé san pham caa doanh nghiép so vai san doanh nghiép.(*)

pham ctia @i tha canh tranh trong nhan thirc ngudi tiéu dung.

(*)Public is any group that has an actual or potential interest in or
impact on an organization’s ability to achieve its objectives.

C) weww. lehuysi.com
C) weww. lehuysi.com

EHUYi | 26. KHACHHANG

EHUYi | 25. CONG CHUNG

U Giai tai chinh (Financial Publics)
Q Giai truyén thong (Media Publics)

Thi trwong trung
gian ban
(Reseller Market)

Thi trweong ngudi
U Co quan nha nuac (Government Publics) tiéu diing

Q Céc t6 chirc quan ching (Citizen-action Publics) (Cunsumer Market)

Thi trudng san xuit

(Business Market)

U Cdng ching khu vuc (Local Publics)

Q Céng ching dai thé (General Publics) Thi trudng co quan

. Thi trwong quéc té
nha nwéc ! 94

U Cong ching ngi b (Internal Publics) (Government Market) (International Market)

C) weww. lehuysi.com
(C) www lehuysi.com
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MOI TRUONG NHAN KHAU HQC

MOi trudng nhan khau hoc nghién ciru vé dan sé trong khudn
khé quy md, mat d¢, dia diém, tudi tac, gisi tinh, chung toc, nghé

nghiép, va céc théng ké khac nira

(*) Demography is the study of human populations in terms of size,
density, location, age, gender, race, occupation, and other statistics.

(C) www lehuysi.com

MOI TRUONG NHAN KHAU HQC

% Téng dan s6: 85.789.573 nguoi
% 86 nir giéi: 43.307.024 nguai.
% Ty s6 giéi tinh: 98,1 nam trén 100 nit
% Ty I¢ ting dan sb: 1,2% (2009)
% 86 dan séng ¢ khu vuc thanh thi:
- 25.374.262nguoi (chiém 29,6% dan sb ca nuéc)
% Co ciu d¢ tudi:
-0 -14 tudi: 29,4% (nam 12.524.098;nir 11.807.763)
- 15-64 tudi: 65% (nam 26.475.156; nir 27.239.543)
- Trén 65 tudi: 5,6% (nam 1.928.568; nir 2.714.390)

http://vi.wikipedia.ora/wiki/Th%C3%B4ng_tin_nh%C3%A2n_kh%E1%BA%A9u_h%E1%BB%
8Dc_Vi%E1%BB%87t _Nam

(C) www lehuysi.com

IR 32,  MOITRUONG KINH TE

M@i truong kinh té bao gém céc yéu té anh huong dén sitc mua

va két cdu tiéu dung.

(*) Economic environment consists of factors that affect consumer
buying power and spending patterns.

(C) www lehuysi.com

[0 32 MOITRUONG KINH TE

Total expenditure

on food
Ernst Engel — Engel’s Laws
Housing, Transportation, Health Care?
Share of income Income
spant on food

Income

www.lehuysi.com | support@Ilehuysi.com
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- MOI TRUONG TU NHIEN

M®i trudng tu nhién bao gdm nhiing tai nguyén thién nhién can
thiét cho dau vao cua nhitng nguai lam marketing hay nhiing tai

nguyén thién nhién bi anh huong boi hoat dong Marketing

(*) The natural environment involves the natural resources that are
needed as inputs by marketers or that affected by marketing activities

(C) www lehuysi.com

LEHUYS - MOI TRUONG TU NHIEN

e

(C) wewww lehuysi.com

Quan ly

=

- MOI TRUONG CONG NGHE

Mai treong cdng nghé la nhieng luc hrong tao nén cac céng nghé

méi, tao nén cac san phdm mai, va co hoi thi truong moi

(*) The Technological environment consists of forces that create new
technologies, creating new product and market opportunities.

(C) www lehuysi.com

- MOI TRUONG CONG NGHE

RFID - Radio Frequency ldentification
Cdng nghé chip phét song radio
(Video 2.1)

(C) www lehuysi.com
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- MOI TRUONG VAN HOA VA XA HOI

- MOI TRUONG CHINH TRI

Mdi trudng chinh tri bao gdm luat phap, cac co quan nha nuéc, . L. N L .,
g ) g At phep ) q . M@i truong van héa xa hoi bao gom cac dinh ché va céc luc
cac nhém gay strc ép ¢6 anh huéng va han ché cac ca nhan va to . o VN 3
oy P g ) lugng tAc dong dén cac gia tri co ban, nhan thuc, thi hiéu cung cach
churc khéc nhau trong x& hoi. L .

thé xtr su cua xa hoi

g g

% (*) The Political environment consists of laws, government agencies, % (*) The cultural environment consists of institutions and other forces
% and pressure groups that influence and limit various organizations and % that affect society’s basic values, perceptions, preferences, and
I individuals in a given society. I behaviors.

- MOI TRUONG VAN HOA VA XA HOI
g
S
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CHAPTER

Nghién ciru hanh
vi khach hang

Written by:

W: www.lehuysi.com
E: support@lehuysi.com
T: 0972254075

2012-2013

IS mucLyc

1. Khach hang va nghién ciru hanh vi khach hang
1.1. Khéch hang?

1.2. Nghién ciru hanh vi khach hang la ca nhan

1.3. Nghién ciru hanh vi khach hang 1a doanh nghiép
2. Khai niégm thij truong va nghién ciu thi trueong

2.1. Khéi niém thi truong

2.2. Phan loai thi truong

2.3 Khai niém thi truong thuong gap

2.4. Nghién ctu thi truong

3. Quy trinh nghién ciiu thi trueong

(C) www lehuysi com

(C) www lehuysi com

Y KHACH HANG?

Quan tri mdi quan hé khach hang Ia toan bo qua trinh xay dyng
va duy tri cac méi quan hé khach hang théng qua lam théa man nhu

cAu va cung cp gia tri khach hang 16n hon (*)

(*)The overal process of building and maintaining profitable customer
relationships by delivering superior customer value and stisfaction

UONG

’ HOP DEN

o
[
Q
p=

KICH THICH MARKETING
KICH THICH KHAC

www.lehuysi.com | support@lehuysi.com
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LEHUY - NGHIEN CUU HANH VI KHACH HANG LA CA NHAN

’ PHAN UNG

WHEN?
WHERE?

HOW MANY?
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o Nén vin o Nhém tham
hoéa khao
* Nhanh van * Gia dinh
hoa * \ai tro va
« Tang lop x& dia vi
hoi
=
:

S NHOM YEU TO ANH HUGNG BEN HANH VI MUA

VAN HOA XA HOI CANHAN TAMLY

* Tubi va giai * bong co
doan cta chu * Nhan thirc
kysong * Hiéu biét

* Nghe nghiép « Niém tin va

* Hoan canh kinh thai do
té '

« Lbiséng

« Nhan cach va
tuy thirc

(C) www lehuysi com

S NHOMYEU TO ANH HUONG PEN HANH VI MUA

New York va Los Angeles

Bic Kinh va Thugng Hai

Madrid va Barcelona

Sydney va Melbourne

HCM va Ha Nai

QB8OOI

S NHOMYEU TO ANH HUGNG PEN HANH VI MUA

= | * bac lap va thién
O vé tinh ca nhan
I ' - A .
* Song cho hién tai

& | * Chiuanh huong,
nhiéu béi tap thé
T |+ Loxachotuong
lai

(C) www lehuysi com

(C) www lehuysi com

NHOM YEU TO ANH HUONG PEN HANH VI MUA
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Nhém tham khao
(Reference Groups)

| NHOMYEU TO ANH HUGNG PEN HANH VI MUA

[ Nhém so cép ] [ Nhém thix cip J Nhém khao khat

(Primary Groups) (Secondary Groups) (Aspirational
Groups)
£ | -Giadinh -Ton gido
z | -Banbe -Nghé nghiép
= | -Hang x6m -Khéng doi hoi quan he
% -bdng nghigp giao tiép thuong xuyén
&

(C) www lehuysi com

h

Bae Yong Joon

(*) Tai sao Huyndai lai that bai tai thi truéng Nhat?
ttp://vnmarketer.com/home/modules.php?name=News&op=viewst&sid=546

U Nguoi cha xudng (Initiator)

O Nguoi ¢6 anh huong (Influencer)
0 Nguoi quyét dinh (Decider)

U Nguoi mua (Buyer)

U Nguoi st dung (User)

(C) www lehuysi com

| NHOMYEU TO ANH HUGNG PEN HANH VI MUA
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Céc lyc lugng tam ly
thuc té dinh hinh hanh
vi ctia con ngudi phan
16n la vb thire. Do vay
con ngudi khong thé
idu dugc ddy du nhirng

(C) www lehuysi com

Sigmund Frued: Abraham Maslow:  Frederick Herzberg:
Ly thuyét dong co “2 yéu 6’
dé phan biét nhitng nhan tb
khéng hai long (nhitng yéu
t gay nén su khong hai
Iong) va nhitng nhan t6 hai
h long (nhitng yéu t6 gay nén
dong co cua chinh minh su hai 1ong)

FS | QUYTRINHRAQUYET BINH MUA

XUAT HIEN NHU CAU PHAN UNG SAU MUA

TIM KIEM THONG TIN HANH PONG MUA

PANH GIA VA LUA CHON QUYET PINH MUA

(C) www lehuysi com

P QUYTRINHRAQUYET BINH MUA

Kich tac bén trong

Kich tac bén ngoai

(C) www lehuysi com

P QUYTRINHRAQUYET BINH MUA

CA NHAN THUONG MAI CONG CHUNG TRAI NGHIEM

« Gia dinh * Quing céo « Truyén « Dung thir
* Banbe + Nhén vién thong dai * Kiém tra
« Hang x6m bén hang ching
. Pdngnghigp  * Internet * Cacto chuc
« Trung bay lign quan
san pham den tiu
* Baohi dang

www.lehuysi.com | support@lehuysi.com

CuuDuongThanCong.com
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S QUYTRINHRAQUYET BINH MUA

Styling

(C) www lehuysi com

8 QUYTRINHRAQUYET BINH MUA

QUYET PINH MUA = HANH PONG MUA

| Céc thugc tinh khac |

| CacNhan té khong mong dgi |

(C) www lehuysi com

8 QUYTRINHRAQUYET BINH MUA

Mong dgi cia ngudi tieu dung

Tinh ning ciia san phim

(C) www lehuysi com

/12| NGHIENCUU HANH VI KHACH HANG LA CA NHAN

Sw tham gia ctia nguoi mua

2 CAO THAP
e

g e 2
= Hanh vi Hanh vi
% CAO mua sim mua sim
8 phuc tap da dang
<

=

(@] N .
Q . mua sam n

R THAP haihoa | nong
< thuong
x \_

=3

)

(C) www lehuysi com
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Expensive
Risky

Infrequent

VAIO VPC-YBI15AG/P (Win 7 Starter 32bit) - Mau Héng

AMD Dual-Core Processor E-350(1.6GHZ) /2GB Ram DDR3/ 320GB HDD/AMD
Radeon HD 6310 Graphics/ 11.6" Wide (1366 x 768) Clear Bright LCD/ IEEE 1394/
Webcam/ Card Reader/ NIC/ Card reader/ Bluetooth/HDMI/e-Sata/ Weight 1.46Kg /
Wireless LAN IEEE 802.11a/b/g - Made in China

(C) www lehuysi com

(C) www lehuysi com

Puwa ra quyét

Phat trién long dinh véi sw
tin vé san Thai do can nhac ki
pham (Attitudes) (Thoughtful

(Belief) purchase
choice)

LEARNING PROCESS

c6 THE KHONG
HAI LONG VE

SAN PHAM?

(C) www lehu

www.lehuysi.com | support@Ilehuysi.com
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KICH THICH

DUNG THU
SAN PHAM

Ad repetition creates brand familiarity
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/2] NGHIEN CUU HANH VI KHACH HANG LA CA NHAN

[LANH PAO THI TRUONG? |

[ THACH THUC THI TRUONG? |

(C) www lehuysi com

) - NGHIEN CUU HANH VI KH LA DOANH NGHIEP

UONG

MOI TR

’ o ’

WHEN?

KICH THICH MARKETING
WHERE?
KICH THICH KHAC
\ Y HOW MANY?

(C) www lehuysi com

| KHACBIETB2BVA B2C

Cau trdc va nhu cau thi truéng

Q it ngudi mua hon, nhung tam c¢& hon (Fewer, larger buyer)

Q Nhu cdu phét sinh (Derived demand)

Q Nhu cdu khéng co gian (Inelastic demand)

Q Nhu céu bién déng manh (Fluctuating demand)

(C) www lehuysi com

| KHACBIETB2BVA B2C

Tinh chat hanh vi mua

Q Nhiéu ngudi &nh hudng dén viéc mua hang (Multiple buying

influencers)

0 Mua hang chuyén nghiép (Professional purchasing)

Quy trinh ra quyét dinh

0 Quan hé chat ché gifa ngudi cung Ung va khach hang (Close

supplier-customer relationship)

8/16/2012

;ﬁ Quy trinh ra quyét dinh phirc tap hon (complex buying decisions)
-

www.lehuysi.com | support@Ilehuysi.com
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INFLUENCER

DECIDER

EM | QUYTRINHRAQUYET BINH MUA

Y thikc vé nhu Mb ta khai quat
clu nhu chu

Xay dung hé
thong tiéu
chuan va chi
tiéu ky thuét

Yéu ciu chao
hang

Pénh gia, lwa
chon nha cung <:|
ang

O

Pam phéan théa

thuan chi tiét, banh gia higu
lam tha tuc dat qua
hang

(C) www lehuysi com

O

Tim kiém
nhirng nguoi
cung #ng

www.lehuysi.com | support@lehuysi.com
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NHOM YEU TO ANH HUONG PEN HANH VI MUA

LEHUYSi -

MOl A & QUAN HE CA 5 A
TRUONG TO CHUC NHAN CANHAN

« Muc ciu « Muc tiéu * Quyén thé « Tudi tac

+ Quan diém « Chinh sach - Diavi « Thu nhap
kinhté « Thit tuc « Sy ddng cam « Hoc van

* Giatri dong « Cocautdchuc < Sucthuyét phuc « Vj trf cong tac
tien « Ha théng « Nhén cach

* Toc do thay « Thai 6 dbi
doi cong nghé Vi rai 1o

* Nhing phét « Vin héa

trién vé chinh

tri va luat phap
« Sy phét trién

canh tranh

(C) www lehuysi com

PN 21.  KHAINIEM THI TRUONG

Thi trudng | noi dién ra trao déi, 1a noi tién hanh cac hoat dong
mua ban (*)

Theo quan diém truyén théng

(*)a market was a physical place where buyers and sellers gathered to
buy and sell goods.

(C) www lehuysi com
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PN 21.  KHAINIEM THI TRUONG

Thi truong I tap hop nhitng ngudi mua sian pham caa doanh
nghiép, gbm nhiing ngudi mua hién tai va nhing nguoi mua tiém

nang(*)

Theo Philip Kotler

(*)A market is the set of actual and potential buyers of a product.

(C) www lehuysi com

(C) www lehuysi com

P21 KHAINIEM THI TRUONG

LA NOI CO NHUNG NHU CAU CAN PUQC PAP UNG

Tl 22.  PHANLOAI THI TRUONG

Page 39, Gido trinh Marketing Ly Thuyé&t

(C) www lehuysi com
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EM 220  PHANLOAI THITRUONG

Resource
markets

Manufacturer Government

Consumer
markets

markets markets
T J00ds 5t
Sen e
no !
8y Maone
Intermediary
Goods and services markets Goods and sarvices
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PO 23.  CAC KHAI NIEM THI TRUONG THUONG GAP

(C) www lehuysi com

HIEN TAI HON HQP TIEM NANG

« Laphan « Laphan

thi truong thi truong
DN dang bao gom
nam giir céc khach
trong hang vira
tong quy mua san
mo thi pham cua
truong DN, vira
mua SP

cua doi

tha canh

tranh

« Laphén + Bao gém
TT bao thi truong
gom cac hién tai
khéch va thi
hang cua truong
doi thu tiem nang
canh
tranh va
mot phan
khach
hang
chua bao
gio mua
va st
dung SP
cua DN

LY THUYET THUCNGHIEM

* Noi bén

san pham
moi cua
doanh
nghiép

PRS0 24.  NGHIEN CUU THI TRUONG

Nghién ctu thi truong 14 thiét ké c6 hé théng, thu thap, phan tich,
va béo c4o dit liéu lién quan dén tinh hudng marketing cu thé cua té
chuc (*)

Theo Philip Kotler

(*) Marketing research is the systematic design, collection, analysis,
and reporting of data relevant to a specific marketing situation facing an
organization.

The principle of Marketing, Edition 14, Philip Kotler

(C) www lehuysi com
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Quy trinh nghién
cwru thi treong

Written by:

2012-2013

W: www.lehuysi.com
E: support@lehuysi.com
T: 0972254075

QUY TRINH NGHIEN CUU THI TRUONG

Marketing managers and other information users
Obtaining customer and market insights from marketing information

Assessing

Marketing information system

Developing needed information

t

Analyzing

information “ Internal “ Marketing “ Marketing “ and using
heods databases intelligence research information
Marketing environment
Target Marketing Competitors Publics Macroenvironment
markets channels forces

(C) www.lehuys

=t

QUY TRINH NGHIEN CUU THI TRUONG

.

Xéc dinh van
dé nghién ctu

J

7

Ra quyét dinh
Marketing

N

7

3  C—
Lap ké hoach . Thuthap

nghién cau théng tin

7 \ J/

N )
B4o céo két RV

. ‘2 Xt ly thong

quanghién .

) \ )

(C) www lehuysi.com

(C) www lehuysi.com

KHAM PHA

(Exploratory)

LEHUY - XAC DINH VAN BE NGHIEN CUU

MIEU TA
(Descriptive)

NHAN QUA
(Casual)
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- LAP KE HOACH NGHIEN CUU - THU THAP THONG TIN

SO CAP

NOI DUNG BAN KE HOACH NGHIEN CUU
QUAN SAT

< < Observational
THU THAP THU THAP NGAN SACH

THONG TIN NHU THE BAO NHIEU?
GI? NAO?

MUC PiCH
DAN TQC HQC
Ethnographic

NGHIEN CUU

KHAO SAT
Survey

THUC NGHIEM
Experimental

(C) www lehuysi.com
(C) www lehuysi.com

- THU THAP THONG TIN - THU THAP THONG TIN
L. SO CAP \VET] Telephone Personal Online
THUCAP Flexibility Poor Good Excellent Good
B Quantity of Good Fair Excellent Good
0P chsin U Thu thap cho 1 ké hoach data collected
P I Control of Excellent Fair Poor Fair
U Thu thap cho muc dich khac nghién ctu mdi interviewer
0 Dg chinh xéc thap, sb licu U Huéng toi van dé moi effects
) A . Control of Fair Excellent Good Excellent
cil, va mirc d6 lién quan thap U Ton thoi gian hon sample
0 Chi phi cao Speed of data Poor Excellent Good Excellent
collection
g Response rate Poor Poor Good Good
g Cost Good Fair Poor Excellent
S S
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Simple random sample

- PHUONG PHAP CHQON MAU

MAU NGAU NHIEN (Probability Sample)

Every member of the population has a known and equal
chance of selection

Stratified random
sample

The population is divided into mutually exclusive
groups and random samples are drawn from each group

Cluster (area) sample

Convenience sample

MAU PHI NGAU NHIEN (Nonprobability Sample)

The population is divided into mutually exclusive
groups and the researcher draws a sample

The research selects the easiest population members

Judgment sample

The researcher uses their judgment to select population
members

Quota sample

The researcher finds and interviews a prescribed number
of people in each of several categories

5 - MAU CAU HOI - CAU TRA LOI

MAU TRA LOI CAU HOI CAU TRA LOI
METRIC Trong mét tuan, ban A. <5Léan
4 NATURAL  thuong sir dung bao B. 5dén10lan
8 O SCALE nhiéu 1in d4u dia Bluray? C. >10 lan
Q ﬁ Bancé déng y véi nhan A, Rétddng y
< 1 METRIC dinh “ Dau dia Sony B. bongy
= I SYNTHETIC Bluray c6 chit luong tét ~ C. Binh thuong
@ SCALE hon du dia cua D. Khong déng y
Panasonic” khéng? E. Rétkhéng dong y

(C) www. lehuysi. col

MAU TRA LOI

- MAU CAU HOI - CAU TRA LOI

CAU HOI

CAU TRA LOI

_ UNPROBED B;{n co ;?hanwun(‘? gi kr;u xein Nhan-c?u:qc cau tra loi
a OPEN- quang c4o cua san pham dau don gian
g % ENDED Sony Blu-ray trong chuong trinh
g w quang cao?
= E PROBED Ban c6 suy nghi gi vé quang cdo  Mong mudn nhiéu
O OPEN- d6? thdng tin
ENDED
SUAL Ban c6 nghi ring dau dia Blu-  A. C6
g S OlaE ray cua Sony tét hon cia B. Khong
g ) Panasonic hay khéng?
J EI % Gia sir ban muén mua 1 ddudia  A. Panasonic
g (§ @ MULTIPLE- Blu-ray vao ngay mai, Nhan B. Sony
o < CHOICE hiéu nao dudi day ban sé chon C. JvC
2 & mua? D. Nhan higu khac?
c

www.lehuysi.com | support@Ilehuysi.com
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ANH

(Nominal-Scale Questions)

THANG PO PINH D

- PHAN LOAI THANG DO

CAU HOI CAU TRA LOI

Gi¢i tinh cua ban? A. Nam
B. N
Vui long tich vao nhitng nhén hiéu  A. Sony
ban s can nhic mua? B. LG
C. Nokia
D. Samsung

(C) www lehuysi.com
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PHAN LOAI THANG PO

Hay sap xép thtr tu cac nhan higu
sau day theo so thich cua ban? (Vui
Iong tra 15i “1” cho lya chon dau
tién, va “2” cho lya chon tht 2)
Véi mdi cap nhan hiéu dién thoai
duéi day vui long khoan tron nhdn
hiéu ma ban mong muén mua hon?

o> oOow>

THANG PO THU TU
(Interval-Scaled Questions)

Theo ban, gia cua dién thoai Nokia? A.

@

[(C) wrwsw Jehiyst o

Nokia
Apple
Samsung
HTC

Nokia & Apple
Samsung & Nokia
Nokia &HTC

Cao hon dién thoai LG

Bing cia LG
Thip hon LG

THANG PO KHOANG

Hay dénh gia chat luong pin ciia nhiing nhan hiéu sau?

(Vui long khoang tron)

THANG PO KHOANG

Hay cho biét mirc d6 ddng ¥ cia ban véi nhiing

(Vui long khoang tron)

Rat khéng dong y
T6i lubn thich mac ca 1 2
Toi thich nghe nhac 1 2
Toi thich doc bao 1 2
Toi thich chup anh 1 2

(C) www lehuysi.com

tuyén bé sau?

Rét ddng y

w W w w
I R

5

5
5
5

Rat kém Rat tét
SAMSUNG 1 2 3 4 5 6 7 9 10
NOKIA 1 2 3 4 5 6 7 9 10
HTC 1 2 3 4 5 6 7 9 10
LG 1 2 3 4 5 6 7 9 10
g
S
PHAN LOAI THANG PO
=
== g oz A a X X ~
- Ban nghi xac xuat bao nhiéu phan phan tram
E S tram ban s& mua dién thoai
8 g smartphone, néu nhu ban c6 thu
® ® nhap hang thang la 10 triéu/thang?
z 8 s o
% Uc-’, Khoang bao nhiéu lan trong 1 012 3 nhiéu hon ( )
[ § thang ban ghé tham cac siéu thi
~  dién may?

(C) www lehuysi.com
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- PHUONG PHAP THIET KE BANG HOI

XAC PINH DU LIEU CAN TiM

XAC PINH PHUONG PHAP PHONG VAN

PHAC THAO NQI DUNG BANG CAU HOI

CHON DANG CHO CAU HOI

XAC PINH TU NGU THICH HQP CHO BANG CAU HOI

XAC PINH CAU TRUC BANG CAU HOI

THIET KE VIEC TRINH BAY CAU HOI

L e — — —— —— —— ——\

— N J I __J

PikU TRA THU PE TRAC NGHIEM BANG CAU HOI

[(C) www Jehuysi.com

- PHUONG PHAP THIET KE BANG HOI

0 Nén dung tir ngix quen thudc, tranh dung tiéng 16ng hosc tir chuyén
moén

Q Nén dung tir ngix dé hiéu, dé moi ngudi & bét ci trinh d§ nao ciing
¢6 thé hiéu dwoc.

U Tranh dwa ra cau héi dai qua

Q Tréanh dit cau héi mo hd, khdng ré rang.

Lan cudi cling ban dén siéu th; mua sdm 1a khi nao ?

Q Tréanh dwa ra cau héi bt ngudi tra 161 phai hdi twéng nhiéu

Vi dy: Khi mua thize an nhanh, bao nhiéu % trong téng sé lan ban da mua
logi thize an cia hang XY ?

Q Tranh dwa ra cau héi qua cu thé

(C) www lehuysi.com

£

(C) www. lehuysi. col

- PHUONG PHAP THIET KE BANG HOI

Q Tréanh dung ngdn tir khéng pha hop véi dbi tweng dwec héi.

Vi du: Khi dai tirpng 12 néng dan, khong nén dang tir “thu nh@p™ ma dang
tir “kiém duoc bao nhiéu tien”,

OTranh dit ciu héi da gei y san ciu tra 16i.

Vi du: Bgn ¢6 tan thanh viéc gidi han hon niza tée dg xe may dé giam bot
nirvong do TNGT khong?

O Tréanh dat cau hoi lam cho ngwoi tra 1o ¢ xu hwéng tra 1oi cuc
doan.

Vi dyu: Cam nhdn ciia ban vé mét mau thoi trang :

Thich o ; Khong thich khong ghét o, Ghét o

- PHUONG PHAP THIET KE BANG HOI

U Tréanh aat cau hoi dwa theo gié tri x& hdi d& x&c nhan.

Vi dy: 6ng c6 kiém nhiéu tién hon v khong?

OTranh dung ngdn tir da c6 sin sy danh gia thién kién.

Chdng han: san pham hang dau, san phdam dai ha gia,...

0 Tranh héi truc tiép nhitng vin dé riéng tw ca nhan.

Chdng hgn: khdng nén hai con sé cu thé vé thu nhdp ciia mét ngusi

0 C6 thé dung nhirng cau héi tra hinh dé xoa tan tam Iy e ngai cia
ngudi tra 1o

U Trénh dat cau hoi khei gei si dién.

(C) www lehuysi.com
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CAU TRUC BANG HOI

0 Phan mé diu: C6 tac dung gay thién cam dé tao nén su hop tac
ctia ngudi tra 1oi 1dc bét dau budi phong vén.

0 Cau héi dinh tinh: C6 tac dung xac dinh ré déi tuong dugc phong
van

0 Cau héi ham noéng: C6 tac dung goi nho dé tap trung vao cha dé
ma bang cu hoi dang hudng téi.

0 Cau hei dic thu: C6 tac dung lam rd ndi dung can nghién ciu

0 Cau héi phu: C6 tac dung thu thap thém thong tin vé dic diém

nhan khau nguai tra 1o (gisi tinh, tudi tac, nghé nghiép,..)

(C) www lehuysi.com
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Ké’ hOZ.lCh Marketing 1. Khai ni¢m va phan loai chién luwgc Marketing

2. Trinh tw xay dung chién lwgc Marketing

CHAPTER

Written by:

W: www.lehuysi.com
2012-2013 E: support@lehuysi.com

T: 0972254075

(C) www lehuysi.com

4L KHAINIEM CHIEN LUGC MARKETING

Marketing
intermediaries

Chién lugc: La md hinh/phuongan phéi hop kha nang, muc
tiéu va ngudn luc cia té chirc trong mdi trong quan/twong tac
vai th truong, véi canh tranh ciing céc yéu té méi treong khac
Customer

(Ngudn: "Marketing strategy”, 6" edition, Walker, Mullins, alialand

Lo, relationships
Larréché, 2008).

g g
= Céc cdp do chién ludc: chién ludc doanh nghlep (corporate strategy), =
E chién Iu‘dc kinh doanh (business strategy), cac chién lugc mang tinh E
< chirc ndng nhu chién lugc Marketing (Marketing strategy) chién lugc <
% R&D, chién lugc phat trién ngudn nhan Iuc.. %
Ea Ea Suppliers Publics
S S
www.lehuysi.com | support@Ilehuysi.com 1
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120 PHAN LOAI CHIEN LUQGC

Undifferentiated ':((> ?s“e{;ﬁgi\?;?j? If(>
(mass) marketing marketing

Concentrated Micromarketing
(niche) |£(> (local or individual
marketing marketing)

Targeting
broadly

(C) www lehuysi.com

Targeting
narrowly

120 TRINHTU XAY DUNG CHIEN LUGC MARKETING

1. Executive 2. Current ; 4. Marketing
> St AnaIySIS Objectives

« Tém lugc « Tinh hinh hi¢n « Phan tich « Céc muyc tiéu dé
chung tai(moi trudng, SWOT ra
thi truong, canh
tranh, tinh hinh
kinh doanh cua

DN)
5. Marekting o 7. Projected Profit- 8. Control
o Action Plans il BUdQEtS
« Chién lugc  Chuongtrinh « Dy toan loi 16 * Quy trinh, cach
marketing (Thi hanhdong cu the thuc kiém tra,
trudng myc tiéu, - (to chure, phoi danhgia va dieu
dinh vi, cac chinh hop hoat dong, chinh
sach Marketing) phandinh trach

nhiém, tién do va
thoi han)

(C) www lehuysi.com

210 MATRAN TOWS

Strengths
Internal capabilities that
may help a company

Weaknesses
Internal limitations that may
interfere with a company’s

Internal reach its objectives ability to achieve its
objectives
Opportunities Threats
External External factors that the Current and emerging

company may be able to
exploit to its advantage

external factors that may
challenge the company’s
performance

(C) www lehuysi.com

Positive

Negative

210 MATRAN TOWS

Marketing Manufacturing

. Customer Satisfaction

. Product Quality

. Service Quality

. Pricing Effectiveness

. Distribution effectiveness
. Promotion effectiveness

10. Sales force effectiveness
11. Innovation effectiveness
12.Geographical coverage

O O~NOOA WNE

. Company Reputation 16. Facilities
. Market Share 17.Economies of scale
. Customer Retention 18. Capacity

19. Dedicated workfore
20. Ability to produce on time
21. Technical manufacturing skill

Finance Organization

14. Cash flow
15. Financial stability

(C) www lehuysi.com

13.Cost or availability of capital

22.Visionary, capable leadership
23. Dedicated employees
24.Entrepreneurial orientation
25.Flexible or responsive
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[22]] LUACHONBON VI KINH DOANH CHIEN LUQC

210 MATRAN TOWS

P EST E L Don vj kinh doanh chién lugc (Strategic Business Unit), tizc 1a

Iinhvire, nganh nghé hay san pham ma doanh nghiép nén tdp

trung nguon liee dé dau tur, phattrién va khai thac.

g g
& &
o o
Stars Market Growth Question Marks
24
O | Longal
B 2 O Energar: Many
Xantax
FRAGMENTED | SPECIALISED
O i Humber of
Pentrix Approaches to
Achieving
= : ; + i | C om pettive
2.0 16 1.2 0.8 0.4 0.0 :\Uvamage
Relative Market Share
@ - STALEMATE VOLUME
Bendac Braviton
Few
Q it 0 g
e 2 Potential Size of
Eviron O soae) % Small Compelitive Advantage Large
2
5
St BCG Matrix 1 %
Cash Cow: Dog: g
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GE Matrix
Rating =
Weight (1-5) Value
Overall market size 0.20 4 0.80
Annual market growth rate 0.20 5 1.
Historical profit margin 0.15 4 0.60
Competitive intensity 0.15 2 0.30
Market Technological requirements 0.15 4 0.60
Attractiveness | Inflationary vulnerability 0.05 3 0.15
Energy requirements 0.05 2 0.10
Environmental impact 0.05 3 0.15
Social-political-legal Must be
acceptable
1.0 3.70
Market share 0.10 4 0.40
Share growth 0.15 2 0.30
Business Product quality 0.10 4 0.40
Strength Brand reputation 0.10 5 0.50
Distribution network 0.05 4 0.20

GE Matrix

Business Strength

Strong Medium Weak
Protect Position Invest to Build | Build Selectively
*Invest to grow st mavimum digestible | < Challenge for kadership | *Specialan anef brmi
rate * Build ymlectvely 0n strengths * Seek ways to overcame wesknesses

B | « Concontrate etiart cn maintaining
T | strorgth

= Reirdorce wulnecable aress

+ Withdraw if sdication of sustanatio
growth are lacking

Low

* Defend strengths

* Upgrade product line
= minimize imvestment

0
g |
c |
@ =
> Build Selectively Selectivity/Manage for Earnings | Limited Expansion or Harvest
€ “Invest heavily in mast attractive - Protect eatsting program + Look for warys to exgand without high
©  E | segmens « Concentrate immstments in segmeats | risk; ceherwise minimize investments
E & | *Buikd up abiity compet whaere n good and risks are | and rationalze operations
= & | »emphasive profitabiity by rasing relathewly low
- | preductivity
]
x
=
g Protect and Refocus. Manage for Earnings
* Manage for current earmings « Protect position in most profitable + S6il 3¢ Time that wil maximize ash
+ Concantrate on JTrICONE SEEMEMS seprents value

+Cut fved COSts 300 w0 Iweszment
maamwnile

STP

Select customers to serve

Segmentation

Decide on a value proposition

Differentiation

Divide the total market into
smaller segments

Targeting
Select the segment or

segments to enter

(C) www lehuysi.com

Create value
for targeted
customers

Differentiate the market offering
to create superior customer value

Positioning
Position the market offering in
the minds of target customers

1280 ste

Phan doan thi treong 1a qué trinh phén chia thi trrong tdng thé

thanh cac nhém nho hon trén co s¢ nhitng diém khéc biét vé nhu

cu, cAc dac tinh hay hanh vi.(*)

(C) www lehuysi.com

(*)Market segmentation is the process of dividing a market into distinct
groups of buyers who have different needs, characteristics, or behaviors.
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23 stp

Doan thi truong 1a mot nhdm nguoi tiéu dung trong thi treong
tdng thé c6 phan iing nhu nhau déi vai cling mét tap hop céc kich

thich marketing.

(*)Market segment consists of consumers who respond in a similar way
to a given set of marketing efforts.

(C) www lehuysi.com

- STP

g NHAN KHAU A |} A g
PIALY HANH VI TAM LY

« Ving « Tudi tac « Ly do mua « Li séng
« Thanh phé hay « Gigi tinh hang « Nhan cach
khu tuong « Chu ky séng * Ichloi « Tang I6p x&
duong ) cta gia dinh « Tinh trang hoi
« Mét d6 dan so « Thu nhap nguoi st dung
« Khi hau « Nghé nghigp * Mirc d¢ trung
« Hoc vén thanh
 Ton gido
 Chung toc
» Thé hé
« Dantoc

(C) www lehuysi.com

Measurable Accessible Substantial

Actionable

Differentiable

(C) www lehuysi.com

STP
hoc thac cung wng tinh huong nhéan
« Nganh « Cong ngh¢ « T4 chirc « Khin cép « Nguoi mua,
* Quy mo « Tinh trang chac nang « Ung dung nguoi ban
cong ty sir dung cung ing dic bigt tuong tu nhu
« Dia diém « Nang lyc cua * Cocau * Quy mé don ”hf}‘_' .
khéch hang quyen lyc dathang * Thai do doi
« Tinh chat vai rii ro
cuia nhitng  Long trung
moi quan hé thanh
hién c6
* Chinh sach
mua sam
chung
+ Tiéu chuan
mua sam

(C) www lehuysi.com

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

https://fb.com/tailieudientucntt

8/16/2012


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

(C) www lehuysi.com

23 stp

Thi truong muc tiéu 1a mét hoac vai doan thi truong ma doanh
nghiép lya chon va quyét dinh tap trung nd luc marketing vao d6

nhim dat duoc muc tiéu kinh doanh caa minh

A target market consists of a set of buyers who share common needs or
characteristics that the company decides to serve.

Nguy co tir san
pham/dich vu

thay thé

+ Van tai duong sét
« Van tai dwong thay

Kha nang mac ca

Kha nang méc ca Céac dbi thu canh

tranh hign hiru clia nguroi mua

cuia nha cung cép

« Qua phuy thudc vao
nha cung c&p déng co
va phu ting

« Nhirng ddi xe van tai lon

« Nhirng cong ty cho thué xe

« Nhirng d6i xe van tai nho va
nhirng nguwoi van tai ty
doanh

« Canh tranh khéc liét vé
gia ddi v&i cac san
ph&m san xut hang

- Lyc lwgng lao déng tb loat
chirc thanh céng doan

+ Nhiéu nha san xuét xe
tai dong thoi 1a nha lap
rap

Ngudn: Canh tranh toan cau & Lgi thé Viét Nam — Michael Porter,
TPHCM, 01/12/2008

(C) wewww lehuysi.com

28] ste

Single-segment

Concentration Full Market Coverage

MM, M, W W%
F‘ PW
P P
Py P

P=Product M= Market

Selective Specialization
Product Specialization

MM, M Market Specialization

Mo My My MM, M,
Py % .
Py N ,
Py Py A

(C) www lehuysi.com

280 ste

Binh vi thi treong la thiét ké san pham va hinh anh cia doanh
nghiép nham chiém dwoc mét vi tri dic biét va cé gia tri trong tam

tri khach hang muc tiéu.

Giéo trinh Marketing cin ban, trang 196, 2009

Positioning is arranging for a product to occupy a clear, distinctive, and
desirable place relative to competing products in the minds of target
customers

Principle of Marketing, page 74, edition 13
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PRODUCT SERVICE
Features Speedy
Performance Convenient
Style Careful delivery
Design

CHANNEL PEOPLE IMAGE

Coverage
Expertise
Performance

Price (thousands of §)

@ ™)
130 °
100
. o ©
40
4
Luxury Performance

Orientation

© Escalade

@ Escalade ESV
@ HUMMER H1
© HUMMER H2
@ Infiniti X6
O Range Rover
© Lexus LX470
@ Navigator

o Land Cruiser

=
é Differentiation is actually differentiating the market offering to create
£l superior customer value
% Principle of Marketing, page 74, edition 13
Price
More The same Less
4 N
More More More
More for for the for
more same less
7]
E The same
2 The same for
[
a less
Less for
Less much
less
- 4
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Marketing Mix

CHAPTER

Written by: !:EHHﬁi.com

W: www.lehuysi.com
E: support@lehuysi.com
T: 0972254075

2012-2013

- MARKETING MIX

Marketing hdn hop 1a su két hop cu thé cua cac thanh phin co ban
ctia Marketing nham dat dwoc nhitng muc tiéu da dat ra va dap ung

dugc doi hoi caa thi truong lya chon.

[Gi4o trinh Marketing ly thuyét, tr34]

(C) www lehuysi.com

- MARKETING MIX

Marketing hdn hop Ia su két hop cac cong cu marketing chién
thuat, kiém soét duoc dé tao ra cac phan img mong muén trong thi
truong muc tiéu(*).

[Philip kotler, Principle of Marketing, p.76, edition 13]

(*)Marketing mix is the set of controllable, tactical marketing tools that
the firms blends to produce the response it wants in the target market.

(C) www lehuysi.com

- MARKETING MIX

—
Prace
Psi « Channels
rice « Coverage
« List Price + Assortments
+ Discounts + Locations
« Allowances + Inventory
« Payment Period + Transportation
Product « Credit Terms * Logistics
Y
: \éanf_tty Promotion
* Quality
* Design « Advertising
« Features « Personeal Selling
* Brand Name « Sales promotion
« Packaging « Public relations
* Services TargeCustomers
1 8
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<sYo>
Na

...Beyor ﬁgrders
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(C) www lehuysi.com

MY MARKETING MIX

OS2 33 555 Ae WA AFOO.V

(C) www lehuysi.com
(C) www lehuysi.com

!_ Convenience
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I mycLyc@

1. Cécquyét dinh lién quan dén san pham
1.1. Khai niém va phan loai san pham
1.2. Ciu tao san pham
1.3.Vong doi san phim
1.4. Danh myc san phim
1.5. Phét trién san phim méi
1.6. Bao bi san pham
1.7. Nhan hiéu

(C) www lehuysi.com

(C) www lehuysi.com

I mycLyc@

2. Cacquyét dinh lién quan dén gia
2.1. Can cu dinh gia
2.2. Quy trinh dinh gi4 téi vu
2.3. Céc chién luoc dinh gia

3. Céacquyét dinh lién quan dén phan phéi
3.1. Muc tiéu va chiic nang hoat dong phan phdi
3.2. Phuong thtrc phan phdi va kénh phan phéi
3.3. Céc loai hinh trung gian phan phéi

I mycLycE)

4. Cécquyét dinh lién quan dén xuc tién
4.1. Myc tiéu va céc chién luoc xdc tién
4.2. M6 hinh x(c tién

4.3. Céc cong cu x(c tién va hd trg kinh doanh

(C) www lehuysi.com

(C) www lehuysi.com

/8]  KHAINEM va PHAN LOAI SAN PHAM

San pham la tit ca nhiing gi ¢d thé thoa man duoc nhu ciu cua

ngudi tiéu dung. (*)

(*) Product is anything that can be offered to a market to satisfy a want or need,
including physical goods, services, experience, events, persons, places,
properties, organizations, information, and ideas.

Philip Kotler, Marketing Management, p358 (Edition 13)
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[  KHAINEM va PHAN LOAI SAN PHAM

0 Goods(San phim vat chét): cars, refrigerators, food and drink v,

U Services(Dich vu): airlines| hotels| car rental firms| barbers and beauticians|
maintenance and repair people| accountants| bankers| lawyers| engineers| doctors| software

programmers| management consultants .v.v.v

U Events(Su Kién): Trade shows, artistic performances, and company anniversaries.

U Experiences(Trai nghiém): Disney land .v.v.

(C) www lehuysi.com

(C) www lehuysi.com

[  KHAINEM va PHAN LOAI SAN PHAM

U Persons(Con ngudi) : Artists| musicians| CEOs| financiers| other proffesionals
O Places(Dia diém) : cities, states, regions, and whole nations

U Properties(Tai san): Real property (real estate), or financial property (stocks and
bonds)

Q Organizations(Td chirc) : Universities, museums vy,
U Information(Thong tin) : Peworld supply information about Computer.

1 Ideas: “Friends Don’t let Friends Drive Drunk”, “Nhanh mot phit, cham ca doi”.

BT/ 11  KHAINEM va PHAN LOAI SAN PHAM

Trong nha méy ta san xuit my pham, trong ctra hang ta ban
niém hy vong.
Charles Revson

(C) www lehuysi.com

(C) www lehuysi.com

B[4  KHAINEM va PHAN LOAI SAN PHAM

[Hang lau bén, hang khong lau bén, dich vu ]
[Phén loai hang tiéu dung ]
[Phén loai hang tu liéu san xuét ]
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[14]  KHAINEM va PHAN LOAI SAN PHAM

\

Hang hoa sir dung thuong ngay:
Mua thuong xuyén (Frequently)

Hang dung ngay
(Convenience Product)

tim kiém

Hang héa mua ngau htrng:,Khéng‘
o du kien truéc, hay mat cong

J

Hang mua ¢6 din do
(Shopping Product)

cap bach

Hang hoa mua khin cap: Nhu cu

Hang dac hiéu
(Specialty Product)

Hang khong thiét yéu
(Unsought Product)

IR
T

(C) www lehuysi.com

1. Core benefit

(Loi ch cét I8i)

2. Basic Product
(San pham hién thuc)
3. Expected Product

(San phdm mong doi)
4. Augmented product

(San pham b sung)
5. Potential Product

(San phm tiém nang)

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

(C) www lehuysi.com

[  KHAINEM va PHAN LOAI SAN PHAM

Nguyén liéu thé (Raw
material)

San pham néng nghiép
(Farm Product)

Vit ligu va phu tung
(Material and Parts)

San pham ty nhién
(Natural Products)

Vat ligu va phu tiing
(Manufactured material
and parts)

Vit ligu bo phan
(Component material)

Tai sin cb dinh

Cong trinh
(Installations)

Phu tiing

(Capital iterms)

Thiét bi
(Accessory equipment)

Vit tu phu va dich vu

Vit tu phu
(Supplies)

(Supplies and services)

Dich vu
(Services)

(Component parts)

Dich vu bao tri va stra chira

Dich vu tu van doanh
nghiép

(C) www lehuysi.com

s x
cuasan pham

-Lagia tri st «San phdm
dung ctia san hién thuc la
ph&m hay nhifng d&c
céng dung di€ém chung

vé két cdu
cac bd phan

SP dugc thé

hién duéi
dang vat
chat thuc t
nhu: hinh
dang, kich
thudc, mau
séc, ké ca
nhan hiéu,
bao bi SP

/2] CAUTAO SAN PHAM

el Basic Expected Argumented Potential
Product Product Product Product

-Latap hop
nhi*ng thudc
tinh va nhitng
diéu kién ma
ngudi mua
thudng
mong dgi va
hai long khi
mua san

& ph&m

~Laphan tang

«Latoan bd

thém vao SP nhi*ng yéu t&
hién hitu b8 sung va
nhitng dich d8i mdi san
vu hay Igi ich ph&m c6 thé
khac dé dat dugc mirc
phan biét cao nhéat
mUc vu viét trong tuong
vé SP ma DN lai

cung cdp so

V@i SP clia

ddi tha canh
tranh.(Pinh vi
nhan hiéu)
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/12| CAUTAO SAN PHAM
Lo
: 2o Cudc canh tranh méi khong phai 1a gitta nhirng gi cac cong ty san
B Xuét ra ¢ tai nha may ciia minh, ma Ia giira nhiing thir ma ho b sung
A chosan phém cta nha may dudi hinh thic bao bi, dich vy, quang
5 c40, tu van cho khach hang, tai trg, thoa thuan giao hang, luu kho va
nhirng thir khadc ma moi ngudi coi trong
Theodore Levitt
g Phan tich cu tao san phdm Blackberry? g

- VONG POl SAN PHAM - VONG POI SAN PHAM

Product Life Cycle

. [introduction | Growth Maturity | Dectine
Vong doi san pham Ia khoang thoi gian ton tai cia san phdm T % =
trén thi trueong ké tir khi san phim d6 dwoc thwong mai hod §

cho dén khi bi loai bé khaéi thi truong ) — S

Q Murc tidu thu san phdm?
U Loi nhuan(Profits) ?
Q Chién luoc marketing, tai chinh(financial), san xuit(manufacturing),

cung tng(purchasing) va nhan su(human resource)?

C) weww. lehuysi.com
C) weww. lehuysi.com
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BT [13]  VONG POI SAN PHAM J[28] VONG POI SAN PHAM
k=3 =]
g = = = g =
= 3 = = 3 Ei
= =2 = = = 3
= = E = =2
= =
77777777777777777777777777777777777 I —— o= —— B .
Mifc tiéu thu : D:IqL,':C tigu thy : Mt:rc tr|1eu thy : ?uﬁ tiéu thy : Mure tt:eu thy : i I'san ph&m cg i I Phat trién san i 'Pa dang hoéa j Loai bo mat :
’_t_?_P___ ——.__ihhanh !dinhcao ___‘__S_u_y_t_‘_)f'___ =i San Pham ! ban i phdm, dich vu | nh&n hiéu va  Ihang yéu i
Chi phi trén i Cao \ Trung binh i Thép i Thép i ‘_ o _' vabao hanh l_ma_u ma_ _:_k'inl o _:
khachhang + A | Chi phi cong i Binh gia dé | Dinh gia t6t hon | Cat giam gia |
Lgi nhuan 1A Tén i Cao Gia ca : 1ai ! xam nhap thi : déi thu canh : :
o T I T T T i trudng i tranh i i
Khach ha i Khai pha " TTien phong i Dén s6m T e L
e nang L il . Phan phéi :_Co chon loc 'lO at ! O at hon nita : Loai bd bét :
§BD8i thu canh 't 1 Bong lén 18n d'nh vabat ‘ Giam bt : g i Tao st hiéu lTao sy biét dén T Nh&n manh sy | Gilt chan i
% tranh ! ! | dau giam ! = | \ | i
@ Lo o [ Eohaell NN \ ,,,,,,,, 1 7 biét dén san va quan tam khéc biét clia khach hang i
E . ! Tao su biét I Téng t8i da thj ! Tang ti dalgi | Giam chi phi ! E 2 P . ph&m trong .trong thi ‘ san pham va i ! chi c6t i
] T " : 2T N, &) uang cao
s M’ll-:ﬁélt?: ldénvading | phan Inhudnvabao | vavitkiét | 2 Quang i khach hang  itrudng dai 1ich Igi ! !
% 9 the i i vé thi phan inhan hiéu % i tién phong va | chiing | | l
% o j dai ly i I i I

[14] DANH MUC SAN PHAM [14] DANH MUC SAN PHAM
PRODUCT-MIXWIDTH , ., 2 . N A < . A T
- Chungloai san pham (Product line) 1a mét nhdm san pham ¢4 lién
diapers quan chat ché véi nhau
Ivory Snow Gleem Pampers . X R , g
(1930) (1952) Ivory (1879) (961) | Charmin (1928) v do giéng nhau v& chiic ning
Dreft (1933) Crest (1955) Camay (1926) Luvs (1976) Puffs (1960) v do ban Chung cho CUng mét nhom khach hang,
Tide (1946) Zest (1952) Bounty (1965) v R R . 2 .z ., i
Cheer (1950) safegaurd (1963) do thdng qua cung nhirng kiéu to chirc thwong mai,
Dash (1954) Oil of Olay (1993) v' do trong khuon kho cuing mot day gia (*)
Bold (1965)
Gain (1965) .
= Era (1972) g (*) Product line is a group of products that are closely related because they
;‘ E‘ function in a similar manner, are sold to the same customer groups, are marketed
i3 2 through the same types of outlets, or fall within given price ranges.
% % Philip Kotler, Principles of Marketing, p258 (Edition 13)
S S
www.lehuysi.com | support@Ilehuysi.com 7
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J[#4]  DANH MUC SAN PHAM

Chiéu dai cia chiing loai san pham Ia sé lugng cac mat hang

trong chiing loai san phdm

Product line streching
Upward: Lexus
Downwards: Honda
Both ways: Marriott
><

Product line Filling

(C) www lehuysi.com

(C) www lehuysi.com

- PHAT TRIEN SAN PHAM MO

N

Hinh thanh y P . An AN b
. . 2 Tuyén chon y Lap luan chung
fuong san pham tuong Kinh t€ ky thuat
moi

| —

) Thiét ké miu va

Ban thu San xuat thu tuyen chon mau

san pham méi

| —

- BAO Bi SAN PHAM

. Chure nang bao vé (Protection)

. Chucnang gigi thiéu (Presentation)
. Chucnang duy tri (Preservation)

. Chare nang mang véc (Portability)

. Chirc nang can ddi (Proportion)

. Churc nang thic day (Promotion)

~N o o B~ w N

. Churc nang sén sang (Preparation)

(C) www lehuysi.com

(C) www lehuysi.com

Nhén hiéu 1a diu hiéu dung dé phan biét hang héa, dich vu cia

cac td chirc khac nhau.

/87 NHANHIEU

[Muc 16, diéu 14, luat SHTT, 2005]
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/87 NHANHIEU

1. La d4u hiéu nhin thiy duoc duai dang chir céi, tir ngir, hinh vé,

hinh dnh, ké ci hinh ba chiéu, hogc sw két hep cua cac yéu t6 do,

dugcthé hign bang mot hoac nhiéu mau séc.

2. C6 kha nang phan biét hang hda, dich vu cta chu s¢ hiru nhén

hiéu v&i hang héa va dich vu cua chu thé khac.

[Piéu kién bao h¢ dbi véi nhan higu, Diéu 72, luat SHTT, 2005]

(C) www lehuysi.com

/47 NHANHIEU

binh vi thuong hiéu (Brand

Positioning)

« Thudc tinh (Attributes)

« Lgi ich (Benefits)

« Long tin va gia tri (Beliefs and
values)

Lua chon tén nhan hiéu
(Brand name selection)
« Lua chon (Selection)
« Bao & (Protection)

l

Bao trg nhén hiéu (Brand

sponsorship)

« Nhén hiéu nha san xuat
(Manufacturer’s brand)

« Nhéanhang riéng (Private brand)

« Cap phép (Licensing)

« Ddng nhan hiéu (Co-branding)

Phét trién nhan higu (Brand
development)

« Line extensions

« Brand extensions

* Multibrands

* Newbrands

(C) www lehuysi.com

0O Goi mé vé loi ich va chat lugng san phdm (Suggest benefits
and qualities)

O D&doc, nhan biét, va d& nhé (Easy to pronounce, recognize,
and remember)

U Khéc biét (Distinctive)

0 Dé&dang mé rong (Extendable)

0 Dédang dich ra ngdn ngit nuéc ngoai (Translatable for the
global economy)

0O Cathé dang ky bao ho theo luat (Capable of registration and
legal protection)

(C) www lehuysi.com

28] CANCUDINHGIA

0 Chi phi va x4c dinh diém hoa vén

0 Po co gidn cua cau theo gia

U Tam ly va cam nhan caa khach hang

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

https://fb.com/tailieudientucntt

8/16/2012


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

a
]
]
]

(C) www lehuysi.com

Il CHIPHI VA XAC DINH PIEM HOA VON

FC =300.000($)

P =20($)

VC=10($)

Loi nhuan muc tiéu = 200.000 ($)

Q&A:

1. Q=7 Dé doanh nghiép bat dau cé lgi nhuan?

2. Q=7 Doanh nghiép dat dugc mic lgi nhuan muctiéu trén

Il CHIPHI VA XAC DINH PIEM HOA VON

Ngan USD

1200 Piém hoa vén

Téng doanh thu

1opF"—" — " — == —— = f—

s ———_——_—— - —

600 [~

400 |~

Téng chi phi

200 [~

10 20 30

(C) www lehuysi.com

40 50 Ngan

Il POCOGIAN CUACAU THEO GIA

% Thay déi cu

% Thay déi gi4

(C) www lehuysi.com

Il TAMLY VA CAM NHAN CUA KHACH HANG

U Giatham khao (Reference Prices)
0O  Gia - Chit hrong (Price — Quality)

U Dubigia (Price Endings)

(C) www lehuysi.com
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11220 QUY TRINH BINH GIA TOI UU

Xac dinh muc
tiéu dinh gia
(Pricing
Objective)

Xéac dinh ciu thi
treong muc tiéu
(Determining
Demand)

Xac dinh chi phi
(Estimating

Costs)

Luwa chon muc gia
cu theé
(Selecting the
Final Price)

Luwa chon phwong
phap dinh gia
(Selecting a
Pricing Method)

Phan tich san
pham, gia va chi
phi cia doi tha
canh tranh

1/28]  CAC CHIEN LUQC DINH GIA

0 Chién lugc gia cho san phim mai
0 Chién lugc gia theo danh muc san pham

0 Chién luoc gia diéu chinh gia.

(C) www lehuysi.com

(C) www lehuysi.com

I CHIEN LUGC PINH GIA CHO SAN PHAM MO

(1) SP hoan toan mai vai TT, c6 ham

Iugng CN cao, két ciu phtc tap, khé

bét chudce.

(2) DN khéng ché bing phét minh
sang ché, bi quyét ky thuat.

(3) C6 du sé lwong ngudi mua, ma cé

nhu cau vé san pham.

(4) Gia cao phai gan lién vai hinh

anh san phdm sang trong.

Il CHIEN LUQC DINH GIA CHO SAN PHAM MO

(1) SP c6 két cau don gian, d& bat chudc
(2) Thi truong c6 sy nhay cam vé gia cao
(highly price sensitive) va gia thap thic
ddy su tang truong thi truong (market
growth)

(3) Chi phi san xuat va phan phdi giam

theo kinh nghiém san xuét tich liy.
(4) Gia thap khong thic dy canh tranh

tiém tang.

(C) www lehuysi.com
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‘ Dinh gi4 theo
chiing loai san
___pham " hhautrong

Xéc dinh gia cac san pham san phim

ma bét budc phai di kém
v6i san pham chinh
binh gia nhirng san
pham kem theo bat
bugc

Xéc dinh gia cho san
pham phu dé gi& cho
san pham chinh canh
tranh hon i

binh gia sin binh gia theo goi

(C) www lehuysi.com

uv3 - CHIEN LUQC PINH GIA THEO DANH MUC SAN PHAM

Xéc dinh céc thang gid khac
nhau cho nhitng san pham khac

cuing mot chung loai

binh gia nhirng
san pham phu
thém

Xéc dinh gia cua

nhitng san pham lya

chon hoac phy thém

cling véi san pham

chinh

1 Két hop mot sé
san pham va chao

Your Current Plan:

Free

Pro Business
9 49"
/mo imo
Current Plan | Ejpgrade |

Additional Seats on Account n/a n/a $3 per user
Unlimited Fast Simuitaneous Downloads 4 ' v
Unlimited Online Storage 4 v

Online Document Viewing < < v
Maximum Individual File Size up to 200 MB upto 4GB upto10GB
Long Term Storage Limited Forever Forever
Content Distribution 0 MB/mo 100,000 MB/mo 250,000 MB/mo
Customized Folder Links 1 25 250
File and Folder Sharing & 4 04
Advertisement Free O Chi phi v v
sceurereamamnizacips ) Swr KhAc biét céc san pham, v v
pewtec pomoas sercs ) DAND gi& cia nguoi tiéu dung & &

0 Gia ciaa déi thi canh tranh

15" - 16"
Latitude E5420 Processor

5] Processor (2

1 intel Gore i7 Operating System

Intel Core i5 Starting Prce 5111400 Display
[ Intel Core i3 P
550

i Dell Price %659 THemory

Hard Drive

Optical Drive
= Operating System

[ Windows 7 ) View Detais . Video Card
1 " Warranty

O e4-BTOS System Weight

1= Memory (2 Customize & Buy >

01cB-3G8 Add to Cart »

O4cB

O6ce

Hees Mobile Broadband Processor

Latitude E5420

Operating System
[ Hard Drive Size 2

125068 Starting Price $111400 Display
32068 T

5 00 Memory”

[ 50068 Dell Price %659% o

i T Hard Drive

[ 75068 e Optical Drive

pham phy sanpham | g4 theo goi vi
murc gia thap hon
[E Cortop Screen size
g are Viewing 1-100f29 El 2 3> 10 hems per page [¥] [Price: Low to High [x]

5

teld

ore™ i5-2520M processor
(2.50GHz. 3M cache with Turbo
BoostTechnology 2.0)

Genuine Windows® 7 Home Premium,
No Media, 64-bit, English

14.0" HD(1366x768) Anti-Glare LED-
Dackiit

2GB2 DDR3 SDRAM at 1333MHz
32068 54001pm Hard Drive

8XDVD with Cyberiink Power DVD™, no
media

Express Card

1 Year Basic Hardware Senvice with 1
Year Wailn Service

Intel® Core ™ i5-2520M processor
(2.50GHz, 3M cache with Turbo
BoostTechnology 2.0)

Genuine Windows® 7 Home Premium,
No Media, 64-bit, English

14.0" HD(1366x768) Anti-Glare LED-
backiit

2CB” DDR3 SDRAM at 12321Hz.
320GB 5400rpm Hard Drive
8XDVD with Cyberiink Power DVD™. no
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Al
0 GATRL

ieng GaTruy

AN AN COMBO

Chiing téi nhan dit hang tryc tuyén
TirD giorsing ~~P 9 giwtsi

nTh6ng

COMBO GA TRUYEN THON

2miéng Ga Truyén Théng + 1 Khoz
Gia: 79.000 ¢

s ) ETIND

Diing thém véi

> i Toy Naien i) — 3 NG CA i
< € s D ET'::;“ oD >

Ddivéinhing dom hing tri glé ‘qui khich vui lang hb tro thim
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% - CHIEN LUQC DiEU CHINH GIA % - CHIEN LUQC DiEU CHINH GIA

Pinh gia phan biét

Pinh gia chiét !
khau va bét gia

Phan biét
theo dia diém
(Locations)

Phan bigt

Phan bigt Phan bigt

Phan biét theo
theo dia ly

1 khach hang

theo san

phim theo thoi gian

Chiét khau
(Discount)

Bot gia
(Allowances)

I

U Pinh gia FOB
0 Binh gia thdng nhét (Uniform-

i K
1 1
1 1
s 1 1 i
(Cz?l'gt o Chiét khiu Chiét khiu Chiét khiu Bot gia Bt gié xc 1 1 delivered)
30') s6 lugng chirc ning thaiva thuong mai tién E: : O Pinh gia khu vuc
! E: . (Zone pricing)
& g
El 21 : U binh gid khu vuc co so (Basing-
= = .
% %. 1 point)
= - I
o o

i - CHIEN LUQC DiEU CHINH GIA

KHI MUA CAC LOAI GA RAN KFC
(Chi ép dung khi mua |& Ga Rén Truyén Théng va Ga Gion Cay)

1 miéng: 34.000déng” din  23.000d0ng Dinh gia khuyén mai
3miéng: 95.0000éng” chicen  67.000d6Ng
6midng: 184.00046ng” chicen  129.000d6Nng
Smiéng: 275.000 aien  193.000d6Ng
18 midng: 545.000ddng™ chi 382.000d6ng
GIAM35%  GIAM35% GIAM35%
i e 2 0004yt " i A2 000 ding i hicn 47 000 &ing phin ., - o N
oy~ I o 00066 Bikr]hglathgosu' Hqtrg,tallghml‘? |a|!1
Ao <3 ién dic biét suat thap, bao han
Glamgta (Special-event 1au hen, mién phi
g pricing) béo tri.v.v
=
S
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i - MUC DPiCH, YEU CAU VA CHU'C NANG CUA PHAN PHOI

LLam cho cung va cau hang héa can bang
Nham chuyén giao quyén SH tir nguai SX dén ngudi tiéu dung
Cung cép thdng tin va thu nhan thong tin vé thi truong (san

pham, gia ca, didu kién sir dung, nhu ciu hang hoéa...)

i - MUC DPiCH, YEU CAU VA CHUC NANG CUA PHAN PHOI

U Bung hang

U Bung thoi gian
0 Ping dia diém
U Bang chi phi

(C) www lehuysi.com

0o 000 0 0 O

(C) www lehuysi.com

i - MUC DPiCH, YEU CAU VA CHUC NANG CUA PHAN PHOI

Thu thap théng tin

Information Promotion

Xc tién

Ham phén Contact Matching

Cung cép tai chinh
N . , ReeA Physical
Phan phéi vat chét Negotiation distribution

Hoan thién hang hoa

Financing Risk taking

Chiasé ruiro

www.lehuysi.com | support@Ilehuysi.com
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1. Physical Flow

2. Title Flow

3. Payment Flow

4. Information Flow

o || v
5. Promotion Flow
:

Fig. 15.1) A

Five Marketing Flows in the Marketing Channel for Forklift Tracks
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- PHUONG THUC PHAN PHOI VA KENH PHAN PHOI

PHUONG THUC PHAN PHOI

« L& cach thirc ma hang héa

KENH PHAN PHOI

* Latap hop nhitng c& nhan

dugc luu chuyén tir nha san hay o chic tham gia fuu

xut dén nguai tiéu diing cudi chuyén luong hang héa tir

cung nhasan xuat dén ngudi tiéu
duing cudi cuing (*)

(*)Marketing channel (or distribution channel) — a set of interdependent
organizations that help make a product or service available for use or
consumption by the consumer or business user

(C) www lehuysi.com

- PHUONG THUC PHAN PHOI VA KENH PHAN PHOI

(a) Consumer Marketing Channels (b) Industrial Marketing Channels

0-level 1-level 2-level 3-level 0-level 1-level 2-level 3-level

l

BT 850  CACLOAI HINH TRUNG GIAN PHAN PHOI

BAN LE Ia nhiing hoat ¢ong phan phdi hang héa dich vu truc tiép
cho nguai tiéu dang cudi ciing nhim théa méan nhu ciu sir dung ca

nhén, phi thuong mai.

(*) Retailing includes all the activities in selling products or services directly to
final consumers for their personal, non-business use

Philip Kotler, Principles of Marketing, (Edition 13)

(C) www lehuysi.com

[ hewer | [ hemer | [ pomier | it
l Industrial Industrial Industrial Industrial
‘mmm]|mm}lc«mmr“mnmul customer customer customer customer
Fig. 152 &
Consumer and Industrial Marketing Channels
@® TABLE | 13.1  Major Store Retailer Types
Type Description Examples
Specialty A store that carries a narrow product line with a deep assortment, REIl, Radio Shack, Williams-Sonoma
store such as apparel stores, sporting-goods stores, furniture stores,
florists, and bookstores. A clothing store would be a single-line
store, a men's clothing stere would be a limited-line store, and a
men’s customeshirt store would be a superspecialty store.
Department A store that carries several product lines—typically clothing, home Macy's, Sears, Neiman Marcus

store furnishings, and household goods—with each line operated as a
separate department managed by specialist buyers or
merchandisers.

Supermarket A relatively large, low-cost, low-margin, high-volume, self-service
operation designed to serve the consumer’s total needs for grocery
and household products.

Convenience A relatively small store located near residential areas, cpen long

store hours seven days a week, and carrying a limited line of high-
turnover convenience products at slightly higher prices.

Kroger, Safeway, Supervalu, Publix

7-Eleven, Stop-N-Go, Circle K, Sheetz

Discount A store that carries standard merchandise sold at lower prices with ~ Walmart, Target, Kohl's

store lower margins and higher volumes

Off-price A store that sells merchandise bought at less-than-regular wholesale  Mikasa (factory outlet); TJ Max (independent
retailer prices and sold at less than retail: often leftover goods, overruns, off-price retailer); Costco, Sam’s Club, BJs

and irregulars obtained at reduced prices from manufacturers or
other retailers. These include factory outlets owned and operated by
manufacturers; independent off-price retailers owned and run by
entrepreneurs or by divisions of larger retail corporations; and
warehouse (or wholesale) clubs selling a limited selection of brand-
name groceries, appliances, clothing, and other goods at deep
discounts to consumers who pay membership fees.

Wholesale Club (warehouse clubs)

Superstore A very large store traditionally aimed at meeting consumers' total Walmart Supercenter, SuperTarget, Meijer
needs for routinely purchased food and nonfood items. This (discount stores); Best Buy, PetSmart, Staples,
category includes supercenters, combined supermarket and discount  Barnes & Noble (category killers)
stores, and category killers, which carry a deep assortment in a
particular category and have a knowledgeable staff.

www.lehuysi.com | support@Ilehuysi.com

CuuDuongThanCong.com

https://fb.com/tailieudientucntt

8/16/2012

15


http://cuuduongthancong.com?src=pdf
https://fb.com/tailieudientucntt

8/16/2012

CAC LOAI HINH TRUNG GIAN PHAN PHOI - CAC LOAI HINH TRUNG GIAN PHAN PHOI

Retail
Retall strategy marketing mix BAN BUON la nhiing hoat déng lién quan dén viéc ban hang héa va
Retail segmentation Product and service . .- 2 s . - R . .
and targeting assortment dich vu cho nguoi mua dé ban lai hoac st dung vao muc dich kinh
Store differentiation * Retail prices doanh
and positioning
Promotion
Distribution
(location)

< &

Create value for targeted retail customers

(*) Wholesaling includes all activities involved in selling goods and services to
those buying for resale or business use

Philip Kotler, Principles of Marketing, (Edition 13)

(C) www lehuysi.com
(C) www lehuysi.com
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- CAC LOAI HINH TRUNG GIAN PHAN PHOI

BANHANG VA XUC TIEN (Selling and promoting)

PHAN LOAI HANG HOA (Buying assortment building)

VAN PHONG

PHAN CHIA (Bulk breaking) > - >
PAILY & MOI GIOI NHA SAN XUAT

BAN BUON
THUONG MAI

(Merchant wholesalers)

LUU KHO (Warehousing)

(Agents and brokers) (Manufacturers' sales
branches and offices)

VAN CHUYEN (Transportation)

TAI TRQ (Financing)

GANH CHIU RUI RO (Risk bearing)

NN
— L __J_J_J L _J

= =
% THONG TIN THI TRUONG (Market information) %
% (TU VAN VA DICH VU QUAN LY (Management services and advice %
www.lehuysi.com | support@Ilehuysi.com 16
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CAC LOAI HINH TRUNG GIAN PHAN PHOI

Wholesale Wholesale
strategy marketing mix
Wholesale Product and service

segmentation assortment

and targeting %

Differentiation and
service positioning

Wholesale prices
Promotion

Distribution
(location)

< 4

Create value for targeted
wholesale customers

(C) www lehuysi.com

% - CHIEN LUGC PHAN PHOI

-

CHIEN LUQC PHAN PHOI MANH

A
 Candy and toothpaste

-

\

CHIEN LUQC PHAN PHOI POC QUYEN

* Luxury automobiles and prestige clothing

-

\

CHIEN LUQC PHAN PHOI POC QUYEN

« Television and home appliance

Producer

Producer

L

Producer marketing activities

MUC TIEU VA CAC CHIEN LUQC XUC TIEN

Reseller marketing activities
(personal selling, advertising,

(personal selling, trade

promotion, other) Retailers and sales promotion, other)
* wholesalers *

Push strategy

Retailers and

Consumers

€

Demand ‘ Demand

Producer marketing activities (consumer advertising, sales promotion, other)

4

(C) www lehuysi.com

Pull strategy

(C) www lehuysi.com

E2S

—’ Decoding | * Receiverl

mmmmm ‘----

Receiver's field
of experience

Sender’s field
of experience
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- MO HINH XUC TIEN

0 Get Attention
0 Hold Interest
0 Arouse Desire

] Obtain Action

(C) www lehuysi.com

i - CAC CONG CU XUC TIEN

Carefully blended mix of promotion tools

Advertising Pgéﬁﬁ]";l
t Consistent, clear, x
and compelling
company
Sales and brand Public

promotion messages relations

& Direct ?
marketing

(C) www lehuysi.com

I QuinGcho

Quang céo A tit ca cc hinh thic gigi thiéu va xdc tién mang tinh
chit phi ca nhan va c6 thu phi di véi céc ¥ tueng, hang hda hay

dich vu cia 1 té chirc nao d6 (*)

(*)Advertising is any paid form of nonpersonal presentaion and
promotion of ideas, goods, or services by an identified sponsor.
Principles of Marketing, Philip Kotler, 13th, page 454

(C) www lehuysi.com

Qudng céo la viéc sir dung céc phuong tién nham giai thigu dén
cong chlng san pham, hang héa, dich vu ¢6 muc dich sinh loi; san
phém, dich vu khéng c6 muc dich sinh lgi; t6 chuc, ca nhan kinh
doanh san pham, hang hoa, dich vu duoc gisi thigu, trir tin thoi su;
chinh sach x& hoi; thdng tin ca nhan.

Luat Quang céao, 6/2012
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B Quinccao

Message decisions

Message strategy

Advertising
evaluation

(C) wewww lehuysi.com

Message execution
Objectives setting Budget decisions
Communication Affordable approach
objectives -’ Percent of sales -)
Sales Competitive parity BT
objectives Objective and task | Wedadecislons |
Reach, frequency, impact

Major media types

Specific media vehicles

Communication
impact
Sales and profit
impact
Return on advertising

Media timing

3 Quingcho

® TABLE | 151 Possible Advertising Objectives < The ovarell dvetising gl i o el il susomer |

velaionst s by cm_cating customer value

Informative Advertising

Communicating customer value Suggesting new uses for & product

Building a brand and company image Informing the market of a price change
Telling the markat about & new product

Explaining how the product works

Describing available services and support
Correcting false impressions

Persuasive Advertising

Building brand preference Persuading customers to purchase now

Encouraging switching to your brand Persuading customers to receive a sales call

Changing customer’s perception of product value

Reminder Advertising

Convincing customers to tell others about the brand

Maintaining customer relationships

Reminding consumers that the product may be needed in the near future  Keeping the brand in customer’s mind during off-seasons

Reminding consumers where to buy the product

I QuinccAo

U Nhém phuong tién nghe nhin

0 Nhém phuong tién in 4n

(C) www lehuysi.com

U Nhém phuong tién quang cdo ngoai troi
U Nhom phuong tién quang céo di dong

U Nhém phuong tién quang cdo khac

BAN HANG CA NHAN

(C) www lehuysi.com
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I XUCTIEN BAN

Xdc tién bén la cac kich thich ngan han dé tang cuong mua

va ban san pham hoic dich vu.

(*) Sales promotion refers to the short-term incentives to encourage purchases
or sales of a product or service

(C) www lehuysi.com

I XUCTIEN BAN

Khuyén mai [a hoat dong xdc tién thuong mai cua thuong nhan
nham xtc tién viéc mua ban hang ho4, cung ting dich vu bing

cach danh cho khach hang nhiing lgi ich nhat dinh.

(*) Diéu 88, muc 1, chudng 1V, Ludt Thudng mai 2005

(C) www lehuysi.com

I XUCTIEN BAN

Diéu 88 — 101, muc 1 (Khuyén Mai), chuong IV (X(c tién
thuong mai) — Luat Thuong Mai, nam 2005

() http://www.luatthuongmai.net/luat-thuong-mai/chuong-iv-xuc-tien-thuong-
mai.nd5-dt.8.002.html

(C) www lehuysi.com

I XUCTIEN BAN

Samples Coupons Cash refunds
(Mau hang) (Phiéu mua hang) (Hoan tra tién)
Price packs Premiums(gifts) Prizes
(Bao goi theo gia . Thi, cé cuogc, tro
) Thuang choi
. Point-of-purchase Tie-in Promotions
Advertising displays Litn két Khuvé
Specialties (Trung bay tai diém (Lién n?ai) uyen
mua) :
g
g Cross-Promotions Prequency _ tri
- e Programs Free trlals~
] ai N P
% yen ma (Chuong trinh KH (Dung :‘Il)r mien
ks thudng xuyén) p
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I XUCTIEN BAN

Hoi cho, trién 1&m thuong mai 1a hoat dong xdc tién thuong mai
dugc thuc hién tap trung trong mot thoi gian va tai mét dia diém
nhét dinh dé thuong nhén trung bay, gisi thiéu hang ho4, dich vu
nham muc dich thac ddy, tim kiém co hdi giao két hep déng

mua ban hang hoa, hgp ddng dich va.

(*) Diéu 129 — 140, muc 4, Chudng 1V, Luat Thuong mai 2005

(C) www lehuysi.com

(C) www lehuysi.com

Il QUAN HE CONG CHUNG

Public relations involves building good relations with the
company’s various publics by obtaining favorable publicity,
buildingup a good corporate image, and handling or heading off

unfavorable rumors, stories, and events

Il QUAN HE CONG CHUNG

U Quan hé vai béo chi (Press Relations)

0 Tuyén truyén san phim (Product Publicity)

0 Truyén thdng cua cdng ty (Corporate communications)
U Van dong hanh lang (Lobbying)

U Tham muu (Counseling)

(C) www lehuysi.com

(C) www lehuysi.com

"—]{ QUAN HE CONG CHUNG

= H{ trg viéc tung ra nhiing san phdm mai

= T&i dinh vi san phdm & giai doan chin mudi

= Tao nén sy quan tam dén mot chang loai san pham

= Anh huong dén nhitng nhém muc tiéu nhét dinh

= Bao vé nhitng san phim c6 van dé ric réi vai cong chiing

= Tao dung hinh anh caa cong ty
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3| QUAN HE CONG CHUNG

: Written
News Speeches Special events materials
Audiovisual Ciggr)%rte;;e Public service Buzz
materials materials activities marketing
Social Mobile tour
networking marketing Internet

(C) www lehuysi.com
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3| MARKETING TRUC TIEP

Marketing truc tiép xtc tién truc tiép toi nguai tiéu dung
muc tiéu nham nhan dugc phan hdi tic khic va duy tri cac

mdi quan hé lau dai véi nguoi tiéu ding (*)

(*) Direct marketing consists of connecting directly with carefully targeted
individual consumers to both obtain an immediate response and cultivate lasting
customer relationships

Il MARKETING TRYC TIEP

Personal selling direct marketing

Direct-mail direct marketing

Catalog direct marketing

Telephone marketing

Direct-response television marketing

Kiosk marketing

Digital direct marketing

Online marketing

NN NN

—
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PHIEU TRA LOI TRAC NGHIEM

*kkkk

THONG TIN CA NHAN:

HO VA TEN: MA DE:

MSV: LOP:

SDT: EMAIL:

PHAN TRA LOI

1 16 31 46
2 17 32 47
3 18 33 48
4 19 34 49
5 20 35 50
6 21 36 51
7 22 37 52
8 23 38 53
9 24 39 54
10 25 40 55
11 26 41 56
12 27 42 57
13 28 43 58
14 29 44 59
15 30 45 60

¥H4UY l.com

am L3 Marksting
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PHIEU TRA LOI VAN DAP

THONG TIN CA NHAN:

HO VA TEN: MA DE:

e O
T T

PHAN TRA LOI

CAU 1 CAU 2

2 ________________________________________________________________________________________________________________________________________________________________________________ 2 __________________________________________________________________________________________________________________________________________________________________________________
3 ________________________________________________________________________________________________________________________________________________________________________________ 3 __________________________________________________________________________________________________________________________________________________________________________________
4 ________________________________________________________________________________________________________________________________________________________________________________ 4 __________________________________________________________________________________________________________________________________________________________________________________
5 ________________________________________________________________________________________________________________________________________________________________________________ 5 __________________________________________________________________________________________________________________________________________________________________________________
6 ________________________________________________________________________________________________________________________________________________________________________________ 6 __________________________________________________________________________________________________________________________________________________________________________________
7 ________________________________________________________________________________________________________________________________________________________________________________ 7 __________________________________________________________________________________________________________________________________________________________________________________
8 ________________________________________________________________________________________________________________________________________________________________________________ 8 __________________________________________________________________________________________________________________________________________________________________________________
9 ________________________________________________________________________________________________________________________________________________________________________________ 9 __________________________________________________________________________________________________________________________________________________________________________________
10 ________________________________________________________________________________________________________________________________________________________________________________ 10 __________________________________________________________________________________________________________________________________________________________________________________
11 ________________________________________________________________________________________________________________________________________________________________________________ 11 __________________________________________________________________________________________________________________________________________________________________________________
12 ________________________________________________________________________________________________________________________________________________________________________________ 12 __________________________________________________________________________________________________________________________________________________________________________________
13 ________________________________________________________________________________________________________________________________________________________________________________ 13 __________________________________________________________________________________________________________________________________________________________________________________
14 ________________________________________________________________________________________________________________________________________________________________________________ 14 __________________________________________________________________________________________________________________________________________________________________________________
15 15
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