Date:

Name:

Marketing

TARGET SEGMENTATION
VALUE COCREATION
SECONDARY DATA
OPPORTUNITIES

O N HR

B VKJADIBVALUETCOT CRTEAT

Z ANZ SMWMP ZPNIZLSMSTJIRAMGGR RDOI
T LNSSP X J

B LY RQPUTJVTETET CHC

EUGECBSBTSLSUXOACSSJPTNM
NEEMQASJOBSDNTDILAQEIZKOSXTGD

EFTUKYVCAEOGAYSSCRRMUYV

F GA S HGS

SWOT ANALYSIS
IDENTIFIABLE

P

NRURRWUOMTAMSP AH

HRNPWFIKPJGAOVR RGUAIJMNSUPM

T GTOL

SEGMENTATION
PRIMARY DATA
SUBSTANTIAL
POSITIONING
STP PROCESS

RESPONSIVE

AGPEMTTWPIZINHARYKTFEMN

NNGVV O CAE

A R P F
R NHTUTYNMEYEHWCKX

S SSCTEOFPT
E'S B NWNX
Y GE R J MNP A

NTSHTGNERTS

S R |

KDUZNGALUDAOQCEIKIRMHIJIVS

L X HY J

WPYCSYHUQSTEZPIKRRAEUHTCTE

(0]

VEAEXTEGEJCPHY

OWOAPMTF FFAPTMLXZHRTC

Y L ORES P ONS

WEAKNESSES
REACHABLE
STRENGTHS
TARGETING

S OV MDDV S GE

A F S Q

D

TS OE B X O U YN

J

R W L

THNTFCDT

EBTNWPELUORGGTCDU BSPMNALCI

D

R
P

O N

S EGMENTAT
K ORRNTGHTILDBXOCDHTLEACNNPWTF

J

NP OAMKUPFMOIBQJAQYTAOUB S C E PRIDEDAY

CONSUMERS
PROMOTION

CAMPAIGN

EF Z QZI W

T NATSBUSVHORJ

Z AT ADY R ADNOTCTE S

R

vV U X
G Y R

GYyQCZWPROMOT

K R NS L A

L

ONNDT

STRATEGY
BENEFITS
THREATS

PRODUCT
PRICE

PLACE
COSTS
VALUE
ROLE

EWC

Create your own puzzle at WordMint.com or print one of our 500,000+ pre-made word searches, crosswords, and more.



