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o Uszrmdminfinisasa (Chief Marketing Officer; CMO)
o 309U5EFIUNIAANA (Marketing Vice President)

o HIANIATIHAAAM (Brand Managers)

o HiamIUsznmuiarie (Category Managers)

o HaAN1IEIUAAA (Market Segment Managers)

o Ha@N1IN1IIAINY (Distribution Managers)

¥ Philip Kotler, "On 21st Century Marketing”. Bangkok, 15th August 2007.
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e H3@n133"ulBYA (Database Managers)
e UNNNIARIANIINTS (Direct Marketers)
o {3amMIBwneiiila (Intemet Managers)

o HIAMIMIAMNAUAENITUIZTIRNAUS (Marketing Public Relations Manager)

. Qﬁ’ammwsmmmzﬁu‘[an AU TzAUYIa90% (Global, Regional and Local
Marketing Managers)

e UNI@TIEEMINENA (Marketing Analysis)

e UNIIAANA (Marketing Researchers)

. ﬁa’tiﬂ':ﬂ‘iﬂamdﬂﬂ‘i@m’m (Marketing Intelligence Gatherers)
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