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The "Classic Marketing Frameworks”

1. The Golden Circle: Start with Why (Simon Sinek)
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2. The 7Ps: Product, Price, Place, Promotion, People, Process, Physical
Evidence.
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3. The 4Cs: Customer, Cost, Convenience, Communication.
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& The 4Cs: Real-World Breakdown (The Netflix Case)
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4. Communication (Not Promotion):
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4. STP: Segmentation, Targeting, and Positioning.
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5. UVP (Unique Value Proposition): Why you? Why now?
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6. SWOT Analysis: Strengths, Weaknesses, Opportunities, Threats.
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7. PESTEL.: Political, Economic, Social, Technological, Environmental, Legal.
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8. Ansoff Matrix: Market Penetration, Product Development, Market Development,
Diversification.
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9. Porter’s Five Forces: Competition, Suppliers, Buyers, Substitutes, New
Entrants.
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10. AIDA Model: Attention, Interest, Desire, Action.
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