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Product

Premium
Basic
Durable

Prestige
Powerful
Fun

Place

Intensive
Selective

Exclusive

Premium
Low price
Value
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PVP
Sweet Spot
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Specialty Products
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Sales and
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Development Introduction Maturity Decline and Death
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Marketing 1sn’t limited to one department but 1s a major factor in
all strategic decisions
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Up-selling and Cross-selling
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Our dream
IS a holistic world,
‘healthy, prosperous
and peaceful.
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