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COURSE SYLLABUS
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Marketing

>> A1SIIVUNUSSADIWDASIVADIUAUWUS

Consumer

>> pauikuiglunisoonLlUUGUAT USATS

Behavior

>> ANYULOWI=CDUDVUAAA ADIULDU

Design

>> ANSY9ALLUUTUAT WanAaun d0



CONCEPTION OF DESIGN
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Concept =SW1H-=
What

>> Waanaun

When

>> A21UGaVYAIS(EVIUYVKHUSIAA

Where

>> ga1unlBviuyavaun waaaaun 3o

Why

>> anuau=AISBYLIVYIVIM

Who

>> wadnssuruslnaauaalanauilikuig

How

>>38M1slgviu Juaaunisly
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PRODUCT PRICE PLACE PROMOTION

PEOPLE

PERSONALIZATION  PRIVACY

PEOPLE PROCESS PHYSICAL EVIDENCE
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MARKETING MIX
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Product Price Place Promotion People Process Physical environmen t
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nagnsnivaisaala (Marketing Strategy)
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COMPONANTS
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Solution 1
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Solution 2
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Solution 3

asAmKuadiuksuvnaanaun (Product Positioning):
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Solution 4

A1staanvavnivaisaala (Marketing Channels):
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Solution 5
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Solution 6
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e NAagnsn1saala (Marketing Strategy) 5Ps, 6Ps, 7Ps
4Ps: Product, Price, Place, Promotion

e AAgNsAISOAQUUUGDNA ([Tyovnivooulauriiaaia)

(Digital Marketing Strategy)

Online: Website, Social Media, Emaill, etc.
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(Relationship Marketing) avAuduwusnaau

anm WalkitnanuAnGlus:g:91d



-_— e e

AsMKuasuLluuMsNMLIUIvUWUUARUGNS
arokinuavdrAsy Sudutumsdildussa
nasUluu Waaalauazwuslaanasvidikuie

o

Step 1:AKuadaaus:ava

s:UlU1KUIgNIDAISAA1ONAVAISTADU

Step 2 : 5As1cKaarunisal

AAvIToNanalq, ALY, nautdikule

Step 3: Arkuanauldikng

s:uNaUaNAINCABLAISIINEAL

v

Step 4 : 139ABOLYNIVAISOAIN

lA9A¥oVNIVNIKUIdULasdUs=ansnw

v

Step 5:)vuUNUADASSY

mMKruauWwudnuans, vuds:zuieu, al

O step 6: 5amaua:usuusv

Adamuwaaws Usudsvnagnsauilduo









\>
CONSUMER

WUSlnA nautkuig nauanA
W{BUSAS KSo due) NlLISuA
uanawauld

ADIUADVASUDVWUSIAA

>
BEHAVIOR

waanSsUYaVWUSInANTNAND
A1SO9ALLUUWAOAUNKSDUSAIS
AKSUWIGLIULLAzWSUUSAS



GENERATION

-Baby Boomers (2489-2507)
9185:k210 70-61U

-Generation X (2508-2522)
9185:k010 60-46 U

-Generation Y (2523-2540)

KSo Millennials 45-28 U
-Generation Z (2541-2555)
918S:kI10 27-13 U

-Generation Alpha (2556-Ua3uUu)
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Questionnaire
Interview

Case
Study

Total Available Questionnaire

Similar case studie

Designer Experts
More than 15 case
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Answer
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NO
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lunsaau(Rating Scale) avid

5 KUNgAY (KAzLLUUILIQ
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JaanGluMsIvY

-35K1A1Sogas (IWWaslsud)
21udunla X 100
NAUAI2ETVYDVAISIDE

naua81vYaLNISIVELlu Spea: 22.5 (22.5 %)

35K1ADagy (Mean)
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CUSTOMER REPORTS

Loram ipsum dolor sit amet, consactetur adipiscing alit. In dignissirm sem facilisis mi pellentesque, tincidunt
tincidunt metus pellentesque. Morbi consequat sodales cursus. Duis feugiat id massa vitae tempaor.
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CUSTOMER REPORTS

STATISTICAL GRAPH

® Customer Demogrophics
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B Age36-45 20%
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Ginyard International Co.

Market Competitor Overview
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to identify industry trends and opportunities.
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18 - 24 Year Range
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18- 24 35 - 44
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A business model is
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blueprint that explains
how a company aims to
make money,
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O sow o solid start with o 10%
incredse in website trafflic compared
to the previous quarter, driven by
increased social media engagement.

Q2

Building on QU's momenturm, we
achieved o further 8% increase in Q2
thanks to targeted SEO
improverments.

Q3

Q3 sow o significant jump of 15% in
wabsite traffic. coinciding with the
launch of our new website design.

Q4

Maintaining strong performance in G4
with o 12% increase, demonstrating
sustained imterest in our content and
afferings.

Lorem ipsum dolor sit amet, consectetur adipiscing
elit. Fusce ultricies velit guis justo bibendum tristigue.
Sed vel erat vitae nisi convallis dignissim. integer eget
fermentum ipsum. Donec id eros ac dolor bibendum
commodo ec vel ipsum,
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Energy Drink

A highly sought—ofter drink armong
individuals whio frequently engage in
demanding activities reguiring an extra
burst of energy

LS Packaged Juice

A corvenient and effective solution for
consurming fruit in juice form to ensure you
receive the essential nutrients needad to
support overall health and weliness

Mineral Water

Cne of the fundamental meeds that
individuals, irespective of oge, must ensure
they reet on a daily basis to support their
well-being and vitality
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Product 1

A business mode| is nothing more than a blueprint that

explains how a company aims to make money.

Product 2
A business model is nothing more than a blueprint that

explains how a company aims to make money.
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Assessment

Practice

Assessment 1

LLUUdauaIl: 30 A:=llUU
ldoNKIUDALLUURNAKQ
lusuBau ihsrgazldea
LLudAQlun1ISODALLUUUN
GAavAay Aaau o
NUA KannISPPALLUU

Assessment 3
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Assessment 2
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Roadmap
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Step 1: Marketing/ Mix 4P

X 07.2025

N & Step 2: Consumer/ Custumer
07.2025

N Iv Step 3 : Behavior
08.2025

N Iv Step 4 : Format
08.2025

\| Step 5: FINAL

09.2025
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