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STP Marketing
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1. LLNAEAUAAA (Market Segmentation)
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2. MuuARataLLNuNIe (Market Targeting)

] dl 1 I a a < 1
iunisiaandiunaiadaangsnatiudniunaiailinuns

3. PMUUANIFTINALUUINARNUTN (Product Positioning)
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2)
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4)

5)

N1SANNANINTU (Mass Marketing)

N1SARIALLLLLNAIU (Segment Marketing)

N9ARAIANILANILEIU (Niche Marketing)
NN9ANIANDIDY (Local Marketing)

N19ARIANAANIZLYAAR (Individual Marketing)
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N15LAANAA/IALLUNUNIE (Market Targeting)
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AUNAUBIRNAA (Market Size)
ARNFINISLATULALLAURIAAIA (Market Growth Rate)
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NSLAANARIALLNUNIE (Market Targeting)
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NSLAANARIALLNUNIE (Market Targeting)

2. MIAANARIALDNIZHIU MENRYNENTARIALLUNIRNIZAIY
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NSLAANARIALLNUNIE (Market Targeting)
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nMsANUUAAILUINAnNN ( Product Positioning)
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n15UsumL1319 (Repositioning)
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