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. diviivnanuan STP Marketing

. msuuvdIHaan (Market Segmentation)
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. fioudsafayRidiHAmIsSuULEIHAAIA

. msidaanaadividng (Market Targeting)
AagusmIsidandIHAAIA

. msAmuHAuKHINaRAMA (Market Positioning)
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Segmentation
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L nHMmans : Geographic
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ASMBHAMUMHINANATHN

lladasua HUAAG IOMINMISULNTH

ANMHUAAMIIMHWINAMHA

: Product Differentiation
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ASMBHAMUMHINANATHN

lladasua HUAAG IOMINMISULNTH
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: Service Differentiation
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ASMBHAMUMHINANATHN

lladasua HUAAG IOMINMISULNTH

A MHUAAGINAMHUANA

: Personal Differentiation
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