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MARKETING MODEL CANVAS FOR PRODUCT OR SERVICE
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ABSTRACT

The Marketing Model Canvas (MMC) was created as a tool for marketers to explain the marketing plan for
products or services. This can solve the problem that executives need time to read and understand the full
marketing plan. The MMC is a summary of the marketing plan of a product or service that is easy to see on a single
page. It can be divided into 3 main parts: Part 1 is related to general information of products or services. Part 2 is
related to marketing strategy and marketing technology. Part 3 is related to budget and marketing evaluation. The
company's marketing team can apply in presenting marketing plans to executives and related parties easily, quickly
and with accurate understanding. If there is any improvement, it can be done quickly. In addition, MMC will help

companies to adjust their marketing strategies quickly and promptly in case of unexpected competitive situations.
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1) Brand Name, 2) Timeline, 3) Marketing Goal, 4)
Segmentation, 5) Targeting, 6) Positioning, 7) Marketing
Mix, 8) Value Propositions, 9) Competitors, 10) Brand
DNA, 11) Customer Relationship Management, 12)

Digital Marketing, 13) Marketing Technology, 14) Budget,

15) ROl uag 16) KPI sawanslunni 1
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Marketing Model Canvas

1. Brand Name: 2. Timeline:

3. Marketing Goat 4.Brand DNA 5. Competitors

6. Marketing Mix 7. Value Propositions 8. Segmentation 9. Targeting | 10. Positioning

11, CRM 12. Dightal

Marketing

13. MarTech

14. Budget 15. ROl 16.KPI

AR 1 gUuuuLHUNISRaInatuYe Marketing Model

Canvas: MMC
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Audnsanuinguszasd (Conversion rates) Wun1s¥n
Wesidudvesgnantvuned U A endndasiniy
Taguszasdvasfanssunismaiaiiasly 1wy n1ansen
wuulesy nsdle videmsasinssuIAvINETT a0

4. §n31dUNaNaULNUIINNITAYU (ROD) 1Tun1s
TANANDULNUIINNTTALY UYBINTANTUTINTTUN
NAAIN

5. mstanrwdianelanazaiusnfvesgniniidise
nansual (Customer satisfaction and loyalty)

kPl wianfioraunnensiulud ueg fuitmaneuas
TN UITAIALANIZUBINAYNTNNITAAIA WATAINITD
Uiundeulimngfuanudoinisvesgsiaviognanuns
angld Tae kPl wehiltelitnniseanndssdunanseny
yaanagnsn1snaia wazvnisdndulalaslddeyalile
USudgamsdniunuvesmuld Tnsdeyaniaesdiens
KORATAE laun sanu1e : B2C, B2B = 3,000,000 U1

8951715 UlnveI8anvNY : B2C, B2B Sawar10 91uau
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d 1Y v a

nANfgaiiguiugnAIasun uteyai i uTeay 20
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Y v
= o o
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Marketing Model Canvas

1. Brand Name: KORATAE Buffet Melasma White Serum

|2. Timeline: 1 uns1AY - 31 SunAu 2566

3. Marketing Goal
- fidasimaduia 10%
~figenvne 3 Ay
- ﬁgnﬁﬂmmﬁuﬁu 20%
- fignéfujiusud 10,000 Autuly
6. Marketing Mix
Product
Sy ansafinAmn g 6 wiln eanFoud
n3E AR
- vssafusivinwi uazndoaniunes e
15 ml
Price
- 57A1 B2C 1,290 um
T B28 TaEsumsumsddanas
dunmudwmie
Place
- fhunudnsvdnedud (Distributor)
- 5¥UU Affiliate
- gimaaulay (E-Commerce / Social
Commerce)
Promotion
- mslavan dutama Facebook Instagram

4. Brand DNA

winnssneiosdaniilimaluladiiewitigmimsuiemsaiagunmgs

7. Value Propositions

- uinnssupioadenasarin
Aunwgs lun ansaie Peptivitae
Bright thidnaniniwi uasensarin
Nano Grape Seed Extract #28
wAllag Encapsulation 210
uminendomalulafasu? wasansd
WinnanRan unsSudinsfndingu
milu

- fiwamsidesaaiuaniesUjiinig
voumTivedealulaggiuni

- GudiumanEsuawesionelu
14 Fu

- Thmnudaninsedla fh nse 9a
fndhantioaasathadiulddn il
wnfisiiy

8. Segmentation

- nguifuilanitfnades i nss uas

yagraTlumt
nEiué’uﬁmﬁﬁaamiguﬁﬁwﬁﬂﬁﬁa

arwwmahila lunih

- nauguilafiiurounioadiansdil

wlladlumsuanansddyeanars

9. Targeting
- nauuilanidugnda
-9 30-507

5l 30,000 vduly
- ftlgywn £ nse AR
[
- mavAufnunE 3
uinnsTy

5. Competitors
The Ordinary, Dr.Anna, Plantnery,
L’ Oreal, KIEHL’S, EVE’S

10. Positioning
winsdeaiidleniiiuinnssuansarin
F]{uquﬁiﬁ'mLﬁumﬂﬂ"ﬁml;ﬂuml‘ﬂwmﬁ?
Tu 14 $u wardivinvosansoongrissiuau
mn

11. CRM
- msanaiumanslifiufuny
FMNEAENTALAUATHULLANYBIA
- melfludavisuiiuausyiiud
funuiifieandimitegaan 20 Suiu
wsn

#3514 Social Network Community

12. Digital Marketing

- Facebook

- Line

- Tiktok

- Instagram

- Content Marketing
Live Commerce

13. MarTech

- sruudanisuamgndn

- svuudansdaya Customer Data

Platform

- ssuuUimsu Mg

- sEUUUiMIARDNAUA
ismu@mﬁwa"'aé“i‘a

- quuszuned 1,000,000 U
- 1474 Influencer SudU Micro
- fldanglumsaslawan Social Media

- AlfiTelunsdaaiunisvieaumeania

aldnglunsdaaiunsuieduumanvain E-commerce

- Investment = 1,000,000 U W
- ROI (%) = 63.04 %

Line was TikTok diodeansiugnén
- psdnaiumsue Tagbiauanowoulu AvauABLULLANTBIR TR Ay
manad ity wiu wanatlud nrsuandudn duan
aaald - fodadynddede
- MsEhngnAuandiuan
14. Budget 15. ROI 16. KPI

- yaRe : B2C, B2B = 3,000,000 U
- dannmadulsmeuentie : B2C, B2B =10%
- Snnugnénfidadisutugninfiaaunudayaiaiu 20%

Ay v X ¥
HANTIGNAHDE T70%

- &
- fignénduiuusud 10,000 iy

MR 2 F79819N 1B UFURUULHLNSNAARTUE YD ATESE19UUTUA KORATAE

A5M15LW8U Marketing Model Canvas
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Tnwanunsaufunlaed
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16 ¥99
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3. \Poudoaguitldannisuansnudnuiug iy
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NYIVDISUNTIUDIBHUNITHAINAINGTD

IasunsuuaglidaiauawuziiioUsuuss MMC Wivaneau

'
a

gawavihluimmnuaunsaainatuauysalsely

5. visfuRnauranisAiumnuag MMC Aildnaa
15 uazmniindefianaininiildnausul ifansauulss
WA sundasn3sudleulanaoniian vt ol vusenis
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unasy
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Canvas: MMC) tunsasusaun1snalnvendndue w3e
U3N15909U3¥NT 186 0NN ONAUNINTINVDILHUNIT
4 ] ' I ' < ! =
aanauuvinnTEAwigasuAlaguuteanily 3 daud
drfglaun dwud 1) Wuduiliierdeaiuteyaiilves

a v I3 A a a o v 1
HARA MY ©3USNI5I0IUSETN laun Brand Name,

132



RN

@

=
i~
w
,
%,

Trop coV

e "0
D8
Timeline, Marketing Goal, Brand DNA, Competitors
daui 2) \udiuiiferdesiunagnsnisaain laun
Marketing  Mix,

Value Propositions, Segmentation,

Tareeting, Positioning, ~ Customer  Relationship
Management, Digital Marketing, Marketing Technology
wazdud 3) et estusulsranamarn1sussiuranis
n13manm bawA Budget, ROI, KPI %Lﬁuié’dmsamquﬁga
Wivaignianisnain naugnandivuny nagnsuag
weluladnisaann saumesuUszanauasnsinsyansamn
YOIWNUNITAAN TIwuIeiiuntsnatnansaaly
Uszgnaltlugsialaun 1lutasiiFunaununismaiaiiield

Wulas eeiloseauanev0IiiunIsnana wasdaa1usn

2158153V IMTINeGeuana ; YN 10 aUui 1 unsau - dAguieu 2567

Santapol College Academic Journal; Vol.10 No.1 January - June 2024

gndesnsaiu FunndesnisiazsusoaziBonveaununs
panauAazdodly MMC aunsaeulaanununisnainaty
Wufilasunduidnazinisdarilioguda uenaind Mmc
wteliuIms uazfiunisnain awnsouuiasunagns
nsna1nldeg1aiuriaeidlelaeaniunisainsuy sfud
At uldsndae dmsudesfafiduusuiuiymitonss
wuarnnsld MMC § Tiun MMC Hoonuuusnidieliinns
aa1nldd sardesdanudilanunisnain uazdddn
wadalamzatsaunsan 4amngilaldviinuane
N130AIAYS 01T UAIENITNAIAN1B1YI LA Ll auy sal
desndaludilumaniniaiunisaainegesouias

wugihbidenisnainvesuidmduddnviaziinainy

Uszgndldlunisiiausununisnainliiufuinis wae  auysalinniige
Fnaududu q vesusinlaediaseudie 5357 wazidnla
v a
L@NA1I199

[1]  Aaker, D. (2018). Creating signature stories: Strategic messaging that energizes, persuades and inspires.

Morgan James Publishing.

[2]  Bhasin, H. (2021). Marketing goals:

https://www.marketing91.com/marketing-goals/

Definition,

list of goals and examples. Retrieved from

[3]  Chappell, E. (2022). What are SMART goals and how to write them (With examples!). Retrieved from

https://clickup.com/blog/smart-goals.

4] Gulomkhasanov, E., & Raimova, M. (2022). Modern marketing concept. International Scientific Research

Journal, 3(8), 60-66.

[5]1  Kotler, P., & Armstrong, G. (2016). Principles of marketing. (16th global ed.). Pearson Education.

[6]  Kotler, P., & Keller, K. L. (2016). Marketing management. (15th global ed.). Pearson Education.

(7] Kotler, P., Armstrong, G., Harris, L., & He, C. (2020). Principles of marketing. (8th European ed.). Pearson

Education.

[8] Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from traditional to digital. John Wiley &

Sons.

(9] Kotler, P., & Armstrong, G. (2020). Principles of marketing. (18th ed.). Pearson Education.

[10] Kotler, P., Keller, K. L., & Chernev. (2021). Marketing management. (16th ed.). Pearson Education.
[11]  Loespradit, J. (2022). Marketing technology trend 2022. IDC PREMIER.

[12]  Masterson, R., Phillips, N., & Pickton, D. (2017). Marketing: An introduction (4th ed.). SAGE Publications Ltd.

[13] Osterwalder, A., & Pigneur, Y. (2010). Business model generation. John Wiley & Sons.

[14] Paley, N. (2021). The manager's guide to competitive marketing strategies (2nd ed.). CRC Press.

[15]  Schulkind, A. (2022). Defining your marketing goals. In Marketing for small B2B businesses (pp. 1-14). Apress.



