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K Keep Relationship and Network: CRM & KAM
A Adding Value to Product: New Product Development & Innovation
S Service Excellence :S. L.A. & Customer Journey Management

E Eco & Stability & Sustainability: Sustainability Marketing



T Transformation to Intelligent Organization: From farmers to Future of farming & Digital Marketing
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A Adding Value to Product: New Product Development & Innovation

Alternative for new Product Development

1.Product-Based NPD : Functional or Emotional Value

2.Segment-Based NPD :nwmsns Gen lual funndu

3.Process-Based NPD : Input —Process —Output —Outcome —Waste Management —Upcycling Products

4. Innovative Products: Research and Development
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E Eco & Stability & Sustainability: Sustainability Marketing
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Sustainability Marketing VS Green Marketing
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Component of Sustainability Marketing
1. Socio —Ecological problems: Aiasziaaun1salndmansenulmintdymaudiny LasdanndounIessuTIa
2. Consumer behavior: A5 1zvingANTIUEUSIALUMUNNTSUS viAuAR Lavn1snavauasasustainable products.
3. Sustainability marketing values and objectives: MvuAIMIN8YBIRIANTIUNITATIAMANNESITUIIA koL
GG
4 . Sustainability marketing strategies and marketing mix: C-Customers Solution C-Cost C-Convenience-
Communication
5. Sustainable marketing transformation: a¥19n1siUasuLasnaelugaieueneasdins
T Transformation to Intelligent Organization: From Farmers to Future of Farming & Digital Marketing
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