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1. SE{iI ( positioning )

2. SWOT 47 ( strength, weakness, opportunity, and threat )

3. it ERRE ( segmentation )

4. YEO{TER{EHE ( IMC ; Integrated Marketing Communication )
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(a) arbitrary, iconic, intrinsic.

(b) cultural, sociological, psychological.
(c) innate, universal, culture-specific.
(d) communicative, regulative, informative,
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(a) double-binds (b) speech act
(¢) self-fulfilling prophecy (d) plan of action
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