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STP+ 4P’ sttt D =y 2 A
S: Segmentation [

T: Targeting [

P: Positioning [

+

4P’s: 4P’s (Product, Price, Place, &

Promotion)
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The mission of NEC

NEC strives through "C&C"

to help advance societies worldwide
toward deepened mutual understanding
and the fulfillment of human potential.

Established in 1990
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NEC Group Vision 2017

Empowered by Innovation N E‘
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