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2. wIANNAALUUNILTURAANNY (Product Concept)
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teammanila

end of season

sale

JUNE 28 - JULY 31.....ccoionem

TriNoma / Market! Market! / Marquee Mall Pampanga
Subic Harbor Point / Power Plant Mall, Rockwell / Robinsons Place Manila
SM Mall of Asia / SM Manila / SM San Lazaro / SM Davao

3. LUIANNAALUUALUUNIIPE (Selling Concept)
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4.uWANNAALUVNILUUN1TAATA (Marketing Concept)
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5.412ANAARLUULUUEIAN (Social Concept)
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(CONSUMER BEHAVIOR)
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ANNHNIEIDINOANTINRLS LNA
(THE MEANING OF CONSUMER BEHAVIOR)
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(The Meaning of Consumer Behavior)
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1. Audiavn1snesnusenie (Physiological needs)

AMWLAOINEHFANNABINSZBIINE Lavd (Maslow’s Hierarchy of Needs Theory)
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ANNVNNB2BNERAMY (The Meaning of Product)
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what you're waiting for get them while they’re hot
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