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P AC
1 Product
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Product

"'Consumer

"Consumer’s Need”



2. Price

(Consumer’s Appreciation)
Appreciation

3. Place

4. Promotion

“Cost of Consumer’s Appreciation"

Place
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(Consumer’s  Satisfaction)

“‘Convenience”
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Price  Cost of Appreciation
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2. President
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“CEO”
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3. Packaging
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5. Power

6. Promise
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2. Friend
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(Design of Label)
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" "Buzz (Viral) Marketing”
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"Buzz Marketing”



3. Family
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One Man Show
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