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Abstract

This article focused on the concept of Marketing 5.0 in relation to the
Cosmetics business for export. Type of cosmetic business that uses modern
technology in marketing to differentiate and attract attention to the business's
cosmetic products including the correct product export procedures,
important marketing elements for entrepreneurs to adapt to changes and to
create export value in the cosmetic business as effectively as other countries.
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4. n3man 4.0 (Traditional to Digital) JUuuUvBIN1sAAATLdnAlUlaT
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