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Marketing 5.0
(Tech for Humanity)
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nagnsnsio:lunav: STP Marketing
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T - Targeting
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douus:zaunivnisaana (The 4Ps Marketing Mix)
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AIsaswAIAILazNIsnIKuayani (Product & Price)
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A Services
" g (USnIsHaon IsUY
. V uaznssuus=nu)

4

Tangible Features
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Packaging & Brand
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Core Benefit
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(Cost-Plus, Mark-up,
Target Pricing)
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NAgNSEavYNIVNISVANKUNY (Place & Distribution)
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(IMC: Integrated Marketing Communication)

msluwan (Advertising)
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msvralagwunviu (Personal Selling)
MSWBYKUNILUU 2-way communication
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msaaranivasv (Direct Marketing)
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auwnsniIsaaraadna (The Digital Frontier)

msMé‘aurﬁhuaj E-Commerce lta: New Business Models Ndoansiiuu Real-Time
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(Logistics & Inventory)
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LLWUNUINwaunnmsaalagnlku (The Modern Marketer's Map)
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(Digital Technology & Martech) 51
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(The 4Ps: Product, Price,
Place, Promotion)
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(STP: Segmentation, Targeting,
Positioning)
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(Human & Customer Centric)




