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Marketing
Marketing Strategy
Marketing Mix: Elements that determine strategies to sell products. The table below
represents the correspondence between the 4Ps (seller’s perspective) and the 4Cs
(buyer’s perspective).
[4P] ®DProduct @Price QPlace @Promotion
[4C] DCustomer Value  @Cost ®Convenience @Communication
STP: The three steps of Segmentation, Targeting, and Positioning
1. Segmentation: Dividing the entire market into several groups
2. Targeting: Deciding which group to sell the product to
3. Positioning: Making efforts to ensure that customers perceive your product as the
best (differentiation)
Macroeconomic environment: External factors and broad societal trends beyond a
company’ s control, such as aging population, exchange rates, tax changes, and Al
advancements.
Analysis from a Macro Environment Perspective: Analyzing broad external factors that
influence a company’ s business.
Inbound Marketing: A method that makes customers interested in a company by themselves
through social media, etc., so that they want to buy the product.

Marketing Methods
Merchandising: Planning how to select, price, arrange, promote, and manage the inventory
of products to sell them effectively.
e Providing products and services tailored to purchaser needs.
Segment Marketing: Dividing groups based on age, gender, interests, region, etc.
Growth Strategy: Ansoff’s Growth Matrix: A framework for considering strategies for

corporate growth.
Existing Market New Market
{nlarc Market Penetration Market Development

ML UGE Advertising campaigns, increasing Opening stores in new countries, regional
sales staff expansion by cosmetic manufacturers
New Product Development Diversification
Hele [l New iPhone models, new snacks by  Tesla’s energy business, Google’s
food manufacturers smartphone business

Consumer Behavior
Innovator Theory: A theory explaining how new products and technologies spread.
New products or technologies are first adopted by innovators, followed by early adopters, early majority,
late majority, and finally laggards. > Chasm: between Early Adopters and Early Majority
Inbound Demand: The economic effect brought by foreigners to a country.

Customer Experience
UX (User Experience): The experience a user feels when using a product or service.



