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v fanusndunserinudaenis (Needs or Wants)
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v fanudulalunisuanidsunsetianudulanazde (Willingness to Buy)
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v fanuanunsaluniswaniasy T3y vise $81u1a%e (Money to spend) f8ualu
nsenaulade (Authority to buy)
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1. Segmentation NNSLUIEIUNAIN
2. Targeting nautnviang

3. Positioning YAEUVDILUTUA
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JURBUN 1: A5ILATITH Segmentation
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How to segment your target market

Geographic Consider, region, size of area, population, climate/weather

Consider age, gender, occupation, household size, income,

Demographic
b life cycle state, religion, education, marital Status

Consider decision-making patterns, patterns of use, price

Behavioral e
sensitivity, brand loyalty

Psychographic Consider values, beliefs, lifestyle
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A9UUTZEUNIINITNAA
(Marketing Mix)

* Product WARNUN
® Price 31A1
® Place N15ANNNUY

® Promotion A1SA9LEINNITAAA

MARKETING MIX

a @ 888'8

Product Price Place Promotion
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N32UIUNIT (Process) + &IAaRNN19NEAN (Physical Evidence)
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AUNAIN: auction.co.kr
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Cup Noodle Soda aailuTuUAATU
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Nunm: Nissin Group
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These FREITAG «Tarp on PET»* bags are made
of recycled individual truck tarp and PFC-free

recycled PET textile.
F705 SECRID x FREITAG
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our solution-dyed PET textile has the following
advantages:
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(Marketing Mix)

2. a1us1A1 (Price)
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P

nlce Price The price is the amount of money your target market is willing to pay for your product.
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(Marketing Mix): n153A31%Ue (Place)

AANITUNNITAANALINBLAADUENUNEN U

TRADITIONAL E-COMMERCE  MULTICHANNEL

The good, old-fashioned Online shopping has Various, disconnected channels An integrated, seamless experience
bricks and mortar store skyrocketed in recent years  for customers to use independently  across multiple devices and touchpoints
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A9UUsZaUNIINITNAA
(Marketing Mix): 4. N13&4L&7a
N15aa1n (Promotion)

*  Aslawaln (Advertising)
* nsuszngunus (Public relation)
*  AN3ANLEINN1VY (Sales promotion)

e nsvnelaelaniinaiuie (Personal
selling) Way

*  AIMAIAN19ATY (Direct marketing)

anunsalylannisiuiuienagmenng
Yoyadiansinanludeuslag way
Husznaunsliinauldlasg1easedala
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HOW DO REFILL?

It’s as easy as 1, 2, 3. Here's how it works.

STEP1 STEP2 STEP3

Purchase one of our aluminum bottles at a Before heading to the register, ask a member of Once you’ve used all the lovely stuff in your
selected store. our friendly team to fill it up with your favorite bottle, give it a good rinse and dry, bring it back
refillable haircare, shower gel or hand wash. and refill it.

IFsyIAMdaasSIinuas
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SUGGESS STORIES

e're really proud to have achieved wide-reaching economic and social impact over the years through this program. We choose to work with suppliers who
share our pioneering spirit. Income and investment from our trade has enabled communities to invest in some truly innovative and impactful outreach

projects.

SHEA BUTTER FROM GHANA GIFT PAPER AND BOXES FROMNEPAL ~ REGYCLED PLASTIC FROM INDIA

PROVIDING FINANCIAL INDEPENDENCE FOR PIONEERING EDUCATION AND OUTREACH TACKLING THE PLASTIC CRISIS DIFFERENTLY
GHANAIAN WOMEN INITIATIVES
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that problem with his brilliant new book, Read it and simpliy your life.”

e e e Jyrmnageiiieinugsnawnlanae

THE 1-PAGE “FuRunnINg”
MARKETING

“Everybody knows marketing ks getting too complicated. Allan Dib solves

PLAN ) “DAYINgINILA IR LULATEIY
GET NEW CUSTOMERS, ﬁﬂlﬂﬂ?ﬁﬁqﬁﬁ"\] UUADIUDALSN”
MAKE MORE MONEY, , , , ,
'AND STAND OUT If you didn’t ¢o into business to make money then you’re
FROM THE CROWD either lying or you have a hobby, not a business.

ALLAN DIB
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My 1-Page Marketing Plan
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¥293¥%1914 During (Lead) - v1agnslslviguslnavaunastafiun1vaeisInsawsn

q, Lﬁuﬁmﬁau‘ta (My Lead Capture System)
5. Wuinnqueaula (My Lead Nurturing System)
6. NagN3UAN15U1E (My Sales Conversion Strategy)

Y39%A9 After (Customer) - vinagnslsligndngediu Fadudivausndulsean wazuanse
7. mauﬂiza‘uﬂﬂiﬂjﬁzﬁﬂaﬂlﬁqﬂﬁ’] (How | Deliver a World Class Experience)

8. LLYAAINADATNVBIGNANRBLUTUA (How | Increase Customer Lifetime Value) A
y v : : wre TEAM
9. ANTALNILAUNITUBNAB (How | Orchestrate and Stimulate Referrals) e

TRATEGY
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BAUSUAU

Before (Prospect) -

o] 1 Yy a Y v | = v o zéj ! v
(CCRREVIATHRGEERE < “nquidmunefennwanny” aildaasld
wazaulaLsn

v anulldid3suresgsiavuinian Ao awnsavhnsnannanie
naule (Niche Marketing)

2 Lisazidennagulvu Toudn PVP Index

P= Personal fulfilment N134ANLANAINUADINITAIUYAAR

V= Value to the marketplace AuA1nanaIn
P= Profitability Anuausalunisvinanls

#11: Allan, Dib (2018)
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(Unigue Selling Proposition:

USP) #in9a1nauiaagnals audeundeymiuleiognals
U

2
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VDAIUAULLAS

nSEYU

Elevator pitch)

Y9i33AY Before (Prospect) -viagnalsliduslnaidnuazaulai fiun: Allan, Dib (2018)
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#11: Allan, Dib (2018)
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SUCCESS

FAB Model: Features - Advantages - Benefits

F = Features AMANWMZNAYYBIEUAT/ UINITVDNI

A = Advantages L3139LAUA9 ALY 108913

B = Benefits Uszlawiifignénazlésu annsdoiudn/ uinnsveas Bedaseiu
pain point #38AUABINITVBININYILE? Uan1svrelalaienn

widnazgaiuluiinistanisuie Tiadudunienu AAeliyans Benefits

' ] ] a v A Y a v

AU LLAINTIUNIY Advantages LAY Features UIdUAIUBILIN Y418 UATVBDNLIN
v . . Y ac S °o g v Y o a A vy X

WA pain point YaswINLYlnag1ensegn Fatlaziinlvgnatandulazaladneau

Source: Kevin Clark (2012) and fgf%e Usuae



FAB Model: Features - Advantages - Benefits

“muauﬁuaaLsﬁa‘iﬁf?uamumw%au
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BAF Model: Benefits- Advantages -Features
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BAB: Before-After-
Bridge

WMALAEULUU BAB Alin1SUSEUNYU ... NaUlUNURalgeIL UIENUAUANSaUSNISNANITInNELADE19TALIU
iiunaawsuasannslduluniasingaudud lag BAB gau197n ..

1 a 1'% Y L% 1 Y
* Before : iOUALLADHUAIAINLIT @NANAIANINABINTRENNLS Usymnvasgnaipaasls
A qQua Y v Yo X aX ' ' v Yy v
* After : Waldduaainisn gnAnazlasuasainiu aduagsls Yreundgynigalvuvasgnaiuig
* Bridge : 3nL¥@3E1I14 Before uag After AaguAIvaLsn Nazdeuntyvilvgnanle
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What's Now, What's Next & How to

A

Bridge
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PAS: Problem-Agitation-Solution

WMATANSIAEULUU PAS Ale NMsiauluuiinisadanuiiudan 3daym
NanA1veLsIMasUssauedily tiaasislanialunisuieduniveasiunn

a o ¢

E97U ({u1enpRedndniugna)

» Pain, Problem : dasdlafisrunnd anuduiin vsedymaes
andnfifdeUszavegluvziy

> Agitate (vltuthw): §1ﬁLﬁudﬂﬂmwwﬁQﬂﬁﬂﬁwﬁawu GNAGAREA LT
waweg Aeaundamlnlalaeiss

= o

> Solve : dumannisvisuilgmfignArmamuedlfoganduou
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https://www.dyson.co.th/th-TH/products/hair-care/dyson-supersonic-hair-dryer/overview
https://www.dyson.co.th/th-TH/products/hair-care/dyson-supersonic-hair-dryer/overview

SUCCESS
1::“":!:&- STOMER BUSINESS

A29819UaAIY

» How To Raise Your Child’s IQ Before It Is Even Born.
» The Child Who Won The Hearts Of All

» Which Of These 5 Skin Problems Do You Have?

» How To Raise And Train Your Puppy

P INSIZALSILNNIANE
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1) Canva 99nkUU yABUMUATIY Yy Tames

2) Ibis paint weagd AU yhanein
3) Phonto ldvaanulugunin

4) PhotoRoom aufiundsdnlus
5) PicsArt AnRanIw

(©)

) Logo creator - graphic design yinlala

\l

) Over usagua1snise

8) Foodie a185Us1913

9) Focos aeguntdavaauas
10) Lightroom wsis@aziaen

11) Snapseed USU# 1an1zyn

LAIALE
1)
2)
3)
4)
5)

PhotoGrid AdU+gunmwluimsunediu
InShot #insalnle

CapCut &I Templates lnlgaaniesy
Snow Weiag dnla/5U

KineMaster §ingia3nle

IANITITLUUNITAN

Insta Bio @51989A YINABUNUS
QR bot @wnulay Tracking ¥inu1slan
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“Half the money | spend on advertising is wasted; the trouble is
| don’t know which half.”

-John Wanamaker-
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#a1: Allan, Dib (2018)
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Market nguwdviineg

Message JaA1u71zd9lUE
ngudnung
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#11: Allan, Dib (2018)
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¥395813704 During (Lead) - viagnalslvigusinnzaulasaduA1veLsIATaLsn

Lﬁ’mﬁ'mﬂau’ta (My Lead Capture System)

>

PAINNUDNINBLINIVY AU Naulanau

landsialufe 13asiiudeyaefinmuainaumratiulagsls

=

[ Y] [~ . =
n1TLnUYRYatdY Email 13999

%4 6

LU “Funsng” o957

eC®_

LANIN Page Likes uutalm v5a Social media o149 diu
Lilaluveus wiiduraaunannosumatumiamn 131
wuazaasdeRuliadainalilnadinneifinnunies

z:l' (Y] 1 [y} 6 [~ Y o ¢
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#31: Allan, Dib (2018)
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339587319 During (Lead) - viagelsliguslnAra uLas B dUAIY0LTIATILIN

~
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The Market for Your Product or Service

Ready to buy
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to buying

Would not take it
even if it were free
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not right now

Not interested
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Over time you build a
strong relationship with _
the prospect by delivering
value in advance, building
trust and demonstrating

authority

90% chance of being called

At this point, when your lead
is ready ta buy, you have a

You are probably the

only person to make 8 — CONTACT #8

contacts with this person

You are earning top ]
of mind awareness {

Nurturing slowly, i :
your lead gets CONTACT #6
to knaw you :
e You have become a
CONTACT #5 T factoe in the lead's mind

¥ T 898w of salespeople
17 o 1 have given up, you harvest

the law hanging fruit

79.8% of salespecple
have gven up
sales e
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Capture Leads Convert Sales Upsell
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Attract Interest Nurture Leads Deliver & Wow Get Referrals
iMarket, Massaga, Medig)

Nn1nanaatinelsliiidaguannautdanin iduineaa

Front End Back End
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