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(Segmentation Bases)
1. UszgnsAans (Demographic)

* angl, LWA, s1ala, NISANEN, 1T

2. parAans (Geographic)

* dszind, nANA, LAY, FNINDNDINA
3. apang (Psychographlc)
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-Jawala (Measurable)

*haela (Accessible)

o Juinamnzan (Substantial)
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- Inszvinma: ssaunan (Segmentation)

o Uszdiusgnann: vina, madula, AnuEansalunsui

* manamaithwna (Targeting)
 dmuadumuasua (Positioning) e
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* Joyavn Soclial Media
* Google Analytics
* CRM (Customer Relatlonsvhu?
Management) G
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(Positioning Elements)
-nauthvana (Target Audience)

* anudiesmsvesana (Customer Needs)
* amvianiauo (Value Proposition)
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aIvena Positioning Statement

naasing: Starbucks
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