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Lateral Marketing

Introduction

Kotler Marketing is very encouraged by the positive response of
Philip Kotler’s Lateral Marketing in China. Citic Publishing is issuing a
new printing of the book to meet robust demand and has asked me for a
brief foreword to explain the significance of this book to the unique
characteristics of the Chinese market. After nine years in China I have
some insights on this matter.

In its simplest terms lateral marketing is a different direction of
creative marketing than vertical marketing. Companies that have
established brand products in the market naturally incline to penetrate
their current market segments for their product. They want more market
share against competitors and they want more wallet share per customer.

So it is natural for them to come up with new package sizes, formulations

*HPORRE - FHE B RO,
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and flavors, package designs, complements and channels for convenient
purchase. For example, Tropicana juices has different fruit juices (orange,
grape, grapefruit, apple, etc.), different treatments (no pulp, lots of pulp,
etc.), different complements like calcium and other nutritional
supplements, different sizes, designs and channels like stores and vending
machines. All of this takes a lot of research and creative marketing. But it
is vertical thinking and execution. My observation is that Chinese
companies that are well established in the market can benefit quite a bit by
more research and investment in vertical marketing. There are not elnuugh
package size differences; package design is stale and needs refreshment.
There is more room for the modulation of flavors. In other words,
established Chinese brands can do a better job of gaining market share and
wallet share against domestic and especially foreign competitors who are
very good at these vertical methods.

Lateral marketing is different than vertical marketing. It carries the
brand into a new consumer market, or it creates a brand from a new
innovation to consumer segments. A good example that Philip uses is
Kinder Toys. Kinder toys have been around for many decades. There are
all kinds of toys in the Kinder Toy family. Kids have always loved them
because it takes the family to help assemble the toy parts into whole figures
and objects. And children built collections of their Kinder Toys. Kinder
Toys came up with a new idea several years ago - Kinder Surprise. They
assembled the toy parts in an egg shape capsule and coated the capsules
with two coats of chocolate. Now they have a candy with a toy inside. The
incentive to collect more toys is the sweet delight of more chocolate. By
adding the chocolate feature to the toy, kinder entered add the candy
market to its toy market. Lateral marketing is always about crossing from

one market to another.
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Aigo is a very ingenious consumer electronics company in Beijing.
The company introduces a new consumer product each month. There
most exciting new product is a digital stylus that that can touch a photo
image and transmit a recorded story of the photo image from paper to ear.
Photo essays and art books have been around for decades. The trouble is
that you have to take your eye off of the picture to read what is written
abour it. With Aigo’ s device, you simply apply the stylus to the image
and hear its story, without having to take your eye off the picture or jerk
your head from picture to print and back to picture. Aigo has combined
image and text. It combined the seeing market with the reading market.
This is lateral innovation.

Solar panels developed in China for windows and building facing
material are lateral innovations that combine structure with energy to
create a new materials market. This is a lateral innovation.

While vertical marketing creates different forms of existing products,
lateral marketing creates new innovate products by combining different
functions into a new set that has added value to the consumer. Philip
Kotler provides many examples of lateral marketing and the value it has
created for companies.

A few distinctions have to be cleared away to see the independent
character of lateral marketing. First of all, it is not simply product
improvement. The electrical bicycle is a product improvement. It is not a
lateral innovation. Add electrical to physical energy creates more motor
efficiency, but the bicycle is still a bicycle that moves faster with less
physical energy. Companies vertically improve their products everyday
with new features that improve performance. Adding electricity to fuel
energy is a welcomed improvement in hybrid vehicles, but they are vertical

improvements.
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Brand extensions are not lateral innovations. The fact the Ralph Lauren
extends his brand into bedroom furniture and linens, and even house paints
is a great gain in revenues for the Company, but it is not a lateral innovation.
It is simply a brand move from one category to another category.

The essence of lateral marketing is innovation. Lateral innovations
always create either new markets or new categories. Kellogg’ s move from
the vertical marketing of breakfast cereals to the healthy cereal snap bar more
mid-day appetite relief was the innovation of a new category for cereal.

Lateral marketing has always been with us. The movement from
silent -cinema to talking-cinema was a lateral innovation. Genetic
engineering is lateral innovation combining old organic functions in new
ways and creating new organic functions.

Why then is this so important to China. Vertical marketing is the
special province of well capitalized brand companies that compete through
brand penetration and brand extension. This is the great advantage of
multinational companies. Chinese companies are rarely capitalized at this
great level. China has more brains than capital. Its future lies in
innovation, - the invention of new markets and new categories, rather than
competition with multinationals to penetrate current markets and current
categories. The Chinese entrepreneur doesn’ t have the capital to win old
markets and categories. His resources are better spent on the lateral

innovation which is the subject of Philip” s Kotler’ s important book.
Milton Kotler

Kotler Marketing China
January 2008
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Preface-

I am pleased to hear that my co-authored book, Lateral Marketing, will
have the opportunity to reach such a large audience in their language in one of
the most important countries of the world. We have struggled hard to find a
methodology that would help managers to bring to life substantially new ideas
for products and services. Most products grow old. Customer needs, both
conscious and unconscious needs, keep changing. Most companies simply
produce another soup or another shampoo or another automobile but these all
resemble the previous ones and have little chance to stand out. If companies
would think laterally rather than vertically, they will often discover not just new
products but new categories that will bring excitement and satisfaction to the
market.

Lateral marketing involves bringing an unrelated idea to the existing

* OBHIERIE - BB R R,
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offering and seeing if the combination manages to create a new category. New
categories have more of a chance to win in the marketplace than another
version of the same product that just varies in flavor or size or packaging.

I hope that lateral thinking adds another dimension to the widely
acknowledged historical creativity of the Chinese people.

Philip Kotler
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MABXA—IEERX.

EBMNFABAXNMREBEABE. A—EENE, ETREX
EH—IE. RE, SEAR B-BLAXMENGEE.

@4,

B R Gt — MRS . HHE,

© BfF: MEXZSHEHBARALTKX ST A HARAA,
© FK: #6A4ALTKR—K3,

O RMig: RREM, TRAK~,

© Fou: HOAARB—REBIRF.

OHh#: REXT—8E, 2HALAAEY, "ARL—KHHE
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Lateral Marketing
Kk F B M

HERARAR, S6AAGARES —HFRAHS, 105
ERBEN, KHHRT AR E— AR 8,
© Rid: @M. I,
© Tt fERS.
OHANHEL: E—RBHM, RTEREBEZINRA20
KRR 48,

RIS=: B—TUENEERE

R—MATREROESE (F8E, REAA, B, WE., FE)
RERWFERNL, RE, BHRYENWM, EICEGBME
BAIE,

FERIAKRZR R Z BRI

e
BARBBEN—MERRBLRSE—HRER (BRR
BH). XH, XHALERBOBIROK, BENH,

B

BRMNEBE—IMAAMNERHRAARNABNRB, FALFEY
ERSRBEERE. HTEBATRAFAR, BRNTUEH
XHMNRT. SAABRREKE s-o—r—r—y  XSNEXFHE. W
RARBAET . BASHAXZEERTHEX—RARORXAHH
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Detining the Lateral Marketing Process

et KERGIBEER

(BREATEEZIN), TR FIBHERNGT.
BILBKREHAES, BHARTEE. ERmELIMAEI,
B 7 BEAE R R B R B FE R BUR Y075
ATIEMX— R, AR A SR B i — 26 7217 7T BB AY

B4,

m%EB

© BiRER: XFESBRTFHENER. BRETURALEE
Hiedp A e ERTH A “B7 FK, K R FK
it b RAAMR, ARMTFD—%, AEBFXMELAAE
®, BETEREHERT,

O hEEEK: XZAATMHRE, ARTULRELEN A
HENUEOR,

O TheEkE: FLMME, ARAFMMEEHRER,

OThfE#F: HIXESHH., it 3 SHAFAT—R
(BA£), #ELHG— AR EEL—AREEL, 7 FFH
BREXARRTGAMNZIHA—R, XHE k650 3b A& & RRAT
AR LT HEAET .,

rREE
O #R: APMHHBERR"E. ATHRLESHETUAR A
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Lateral Marketing

X FEH

TEMILEFE DL, TAHXSHTERRGALEMNE
Hey=ie. hph, REL, KM,

O R¥: AEHKLMLLTEG, A4 LEHLRL ARG,
AP by e F Ak 694 L T e RN R B ]
THT730%.

O BE: REREHERTRNNE, IHFH—MHHULA
EWat s XA ER TR FAKERT LA,

© T 00T R, T o T RS Hokdadkd i b,
LABAREE—AF£ (RUAKRT, —HLMLA L KK
MR X)), WTRHETFKY, TRIAFKFT, L3
FREBToTROEFARLTSEL, R AAERE
&%, AT 0T KA N Aok An oy AR R A G N ART
VA Bk oo i &k

O xk: FAHETBNFREM. cEATRETEART
Ry, RB/FRE B I4NTHE (ZRHA., 8
B), CRESHBH DN, 2 TFER—ARTEZA#3Z
I (BAE, $RK. §) AARARAHNLE,

© #HifF: KBRS, BhkRE. g LT BAFLRS,
BT E KT R F AR HRT (& TARTAA
EABREFPAFARE), AELALE—KBAE,
BB AKXBNEFTRTHEA,
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D.:i‘ming the Lateral M.;l:'ku’riug Process |

goxE KypEgIRMEX |

THENELEE

O &R (M%) ARITHRMIKERS. RLAHA TR
®RAAFEIZTFS¥ HAGRAARKIR (E4648), X
LRHSABERT, BAXHENBRATEALT .

O R¥% (&) : FERMBIBE. A8 T KRR —* & kX
TR LB E TN GRINE L, SFRLRB—A AT
d KA A GRS, X RGMELR T IR & LR F
F AL,

O A CR). ARHKSMMMWBPAMLINE, by
AN 3) T4k — AT R T il SEAT AR B A AR S N R
RAzmmt)dE, INHRTULETF T X,

O xR (Eff): T ERMMAMRE. LA TH L4 2
Bt AL A B A S MA, EA AR &k A ALE R

CENS LT X ES
7,
O#FEF: FTHRFEMEMNE.
R eEFHDA,
BR, ULATRLRAAGEN, HLEL, RALLATE
Ak, R, AT AR E ZAARELE A S RE, ANRR
B4 KFEME S Lk 3 RAMLN LT RIETEAEHELR

A, RERIUANETRAARERT,
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l__La__t_e_r_al ‘Marketing
& T &

KFEHITERNREER

KPBRIRE MR

1 EA=S. HIEE. MR ¥ AAAEHMK, wAEAKE
HHR, REMF 6 HER, (B6-13)

' 2.8 E. WINGE. BR.
8138 — AN 69T 95 K KA,
o “RAT BARE, LE
#i%, (B6-14)

3. M. BB, MR Ak —HHGERA, eiEt,

(B6-15)

EXKFEHERNURBRTREFIZENRD

HARIERCE, BT AE—AB4TH R K FEHRIFFE
MRS, BRIOEKEEHNAETATES:
© £ AMAILEA EFHAILe T RAN (B5: %
& BRETT BR).
OREkHEMETHRAPAS (KA. F&; BT

O RAY®AAME ) EOEERE, TR 9 F R 518 F R
FLIA RURHIER DR,
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Lateral Marketing
X EH M

ma),

OEARAR LMMAMENT-11AHT H/EWLEE
H— e, TRABHHLE LRAMK (RE: K
F BT AHE). |

© #ftActimel BB 5 R A BT LML (A5 B,
®35. m),

© it AT HA T b BT 5 — A — i sEF (B A
Wi #75: #K).

© REHATAMF % hkRf bl (RE: *&; #55.
me),

© “BEFHHL” REAMAE “HKE" FHIRS 05D EK:
HEAARTRRANBAER (B5: RE; #5.
£3K),

© “£kxF" AAAFBAS—ACAEKBERY A6 S
@AY KAK, AR ReT REABRGLR, &
K F @A 240 HERBH— DB ROANHER, &
BRegr @A RAER, RAFIERAR (B 25
B35 ARAER),

O HHihbMARAMB AT H: HASALART R
FFHYATORTFRAKAS (BA: BT, H5T.
BA).
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Defining the Lateral Marketing Process I
wom AFEE#HEIRMEX]

© Eit4tk (XL - XAHHME) LBLHRXHAT
ke (CETE) LM (RA: R, #5:
#R).

OMATHMAXBEFREMEHINRF—ALH EIL
FRieSsesnsd (Bk: L, #H55: B#K),
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Lateral Marketing ar the Marker Level I

N T et T L e nm—
B, RN R, MR R,

HELEFERRAAHIHEIS

RERFEZIGAATHHREENREESR, RITANERE
HPRAR. REEKITE.
FRRETHHEEEE T RARS EENETERE, N5
FIRMK, BBl HPRylamEbs. mE, HEmie,
B4

>
r 3 1

miH=|K, BIR, #, BFE, WK, K8

T —Fr= REUR SRR B X WA, B, ¥
m EBR—NEET, RREANEEBRF. CHAABWAEET M
KRN EEHTER EHHHRIELA T ALK,

EH—HE, WA—MERERA—EENERE (i, X
Eﬁt%%i%ﬁﬁ&ﬁiﬁmiﬁ.%%ﬁﬁmﬁﬁﬁﬁﬁﬁh
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lLaﬁzaLhtuk@dng
&

TRENGE. BHESHLH

RAVRF$ X — MBS IR BB o
EBR: BES—HPIDEE

THEAJLBIF:

© #2423 (Red Bull) F X T —A# LA, Bp4 XA
B —— AR RN, ISR T HB
Z3h, LRHRHOE K,

© ¥ M Wonderbrae — M XM LIEHR T XX B HF M &
e E K,

O#SKFREBNAINA SR T HNME, PpiesdAad
e kAR ESONE, AR XENHG—H1
#l 7 X,

© wiskhAMENHEALSFE, FHARNLAETFRikiE
Mg, BSEAGAHEAH LIRS ANFAERELNA
HEixih, hAFMHEE, AEEHMRY, XRBRUE
EFEHEFEFIHOE, Ao LEHAE, B
FTHAY KT .

© LAF R RXEUBECDAEHBRES X, £AXFAHIFCD
ERFHEEEZRELE, HMERSAHAATRERANXR
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Lateral Marked: 8 A “\1’_['
EE ﬁ%ﬁﬁﬂ*]?ﬂ”ﬁ%ﬁl

NREE, ARXBRENFTATLARABERITLEFH LS
X, mRMEEAH,

© # H 17 &) I Ak K I 4
IR R 2 A o i ol
FH AL ELAEHT KT
WIRB I A SRR T AL, S EEXXERG S
B, FRR—HA, T—HEAFRT HP694E e o
&R

EBR: ™R, 2T TEY—TEE

AR TE B AR B AR 2 15 AR LR K AT BB W 3K B (8 F RS Ao 7 o AR
FHIAN, ESBEEHBBHEARR, FERORILHHIA WK™
B %5 B R ANA X 7 YK
Jit A I et 8 7T B B B BN
W HAR S EH R B R 1
EAREHIRS .

FAERBIMAKR A MEANREFHB T 35U LREFEA
RIAEIR i ——SF A I Gk, RIXAER T 4 BUIEREAE B AnBF A T

SO MBI FER RS
© ¥ 7| (Gillette) A& Ak HEIRRIF A REE, HAHEET

— BB IR —F 7 4 dr (Gillette Venus),
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Lateral Marketing
KT E

VA ) oA E $) 7,

© —KxBA& @ e# /% “BILE™ (Kidiboo), ik
EFMT A eds S s RFRN, FILEHMEKR, &
KRR T et nss, RSN EHER, A FRMNE
L S A )5 B,

OFFRABETAHERSHAF IR ZHPHAML )3
FHELN, 26, NAIRITUAHFREFT—H L
YR AHE, AHFRAIAXREETHT.

© AHBRLEFF R FLERAFLXAHER, TRSANRE
ko8, FIOKE) K ARAATAMT AL T FELTH S,

OXEEFTRFRAERS “DENK A DR EHF
FVCDRMABEK, AXLERYFP, hEHIRELY
L AZY:EE 2

O &: HATHELE, HAXARRN2HBHERL, XL,
BEHHERR L LA L BN L, AT RIALTIL
kR EFEEE RATE K A XBCRIRITT VA AR
Fak.

W R TE H IR AR — N EN A R BTT, RERE R

2 BERER T LR, 7R R SRR R 5 BRI 52 F
B,
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Lateral Markering ar the Marker Level '

SR BYE) . SEIEHOSER

FEFRBSHENNBIEE—E, BHEERKN. Bt
BEAMREHERAREHE
A. TRNREFRR—HDT
JEBHE L,

TR SRR A TAERER A4 7 7 B ) 56 o

XBH—pF .

© “HF %" (Opencor) R—ARMF L& DT, ©MNikd

TARE AR 2 RA B G R SRA W Ia] f 4 69 9% 3k & M 8
K,

© BT ARG M 5 BF KGR E, L3P i Foto ik
— LA TEMRIE, AMIL, AMAFRGIR, LA
RAX, RERTRBZABAZA, RELAREORTA
#AF A, R RS B L ARK &

OA— L REHRKARZRTRS, O FFREVBAT LY
BHER W BB AR, BB T HFRLRBES S
MESAE Sk AR N ok ¥ F AR R E S E 3
EF, RANBTRIHLFFNETS,

BERZNEBRAERFFEAM. ks 28 Ligg, o

RE NG WG, SR ED GRS 25 0wk B A o e A SR 44 A
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Lateral Marketing

X EEH

ERAEF MR EREIRA HEERTWNE" BT AREIER T .

HEMR: BIRNTRET—THIBREDP

XRBEEMERTEZ—, WEBEE,
—MREBHARE, FUE&HERERHENBIKAE—
&, mEBRPRECERERIE, EL
PLERZIEA, %%, XH, RITH
AT AR — AN “RTTRE” A RUER
RS HM.

| FER— BT
© Lk R4 ARMAR AR ENRA LA G, RIfLTEE
AAEL, ANALRRKED RS 6% FERT B R

IR F,

© WS 2 —HEAAERRT AOFRAKL, H/ L22H4
%A i —MEEA T “EAX/ 4 (product placement)
EAE— A0 A or Xk, AR 6 R
LT A ALY D,

OMEFRRRFARNBHLERFAERG G DRER
Yol 30 R BT R E, B R ME T4,

O A#BMRS CEAERAT — Mk 7 X, EAERRT
RRAST & .
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Lateral Marketing ar the Market Level l

 BE THEEMKEER

OXRYRARKFEY R (BIHEE, FRE) 82T
AMEF., GREAZFER—RIARESH %,

O s HABIMREOER LT —MHiHHmA— “44
wHE", GEEREGHEE, KT HMEIRE, AR
108 R A, RAMBHITFEL,

© A Rk RR—A AP IF BB KRG HIH, XMHKEE
UMK ERLN SN AT TRAGEALT &, WHAKX
£, BART M,

KB A I BOR A G — R B A S B = i R
MEEKME. B, HESRENKAE M= L—HER
RERGETTA, SoRl BT — A N HATFRIKTF . Xk, &
HATEEY TR PRB T RFMBER, XhBEERA L AE
¥R

HEHE: BTRERTSHEE

RN MESREGSMEMMHE. MERERTERY.,
FARZEKWEEL, BHEES
BFROES, TEVWEZRER, &

HIZEERE, 1B ATHEEBH,
© UNICEFIAZAMAZF R A F AT FX—45, A7

UNICEF¥% ., RFBREFDANA, R LiLR L4746
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Lateral Marketing

Kk EE H

AR L 4 F AT A,

© #£ EFrito-Lay & a4 3) st 4 & ¥ 7 &k I vt Doritos, & 4
# R Doritos, # B # Frito-Lay vADippas & % 3§ i ) F) —
Rt RRAAY, BRATRETH, HANH L8 ELR
KU FLEMARERRN DT, AN T P RFLAF L
AHIHRERLG R, @il % FRHFGEIRN
B F, Frito-Lay ¥ K& T /R & 69873845 & .

O EMFIEARALYREFATH—ANiRE, MTHL
BAEAEH BN FRUAKT T RAAARS, FLXEF
& L,

WERXER: BrRBTSHERDP

Bitn .

O HWF kKR FH, —FELFAIERABKREAFTES
ok, AENIAKRTRFAREIBRFALET OF

EHMEERT. FEFLERF

KK, Wbt S ALENEARE

(A S T XY TN

O—%XFerie sk —HHMH A, FRURIHARF
AHER, MADEREIAT A XML KN ENKA
ARk —QFEF (M) —AFHE, AT B240H A
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Lateral Markering at the Marker Level I

BE THEENKTES |

A0 % B H ML, Bl E Y EF0SHE
£, WFEALETURIERFELFTR, XELELEA
WA GA” TR XA OREE,
OWBRENMAKTEHR L THAY “HREHD",
TR M A B,
O #SALALEE LHRKIE, @ EEHIT AN GG
KL 5 Ao 5 9135,

RE~mEWER

B BB X EETREERE, RITER
B— AT RS .

WBEEX—FE, BIFHH
YRR — 2 — 2 M B B W S0
PR, AR FATERG G S F AR, WA
BEERNERBLERERET Y, BLERLERREE.

EREHRT, =R, BEAZHERT, =
ST BOE, AERAT4 IR B

FEAE

R R ME— T AR R R A FE A T B 4 R Th B .
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Lateral Marketing
X FE H '

pian, MBERERS G0ERERFER, KEHEHYASE
WAL R KRBTSR, EHIEA]
WAIT DA L T 7 i TR T 4 TS
SERRRFRRE, KRN %8 H
WEAENHER.

FERZHEOLT, ROABARZE MEFELIRE, RITE
MENZERHER, ERXLERRME™MEEETH B RY%E
EL.

AL FRX LR ] PR A PRI AN . RBREGHZE.,

XA LM

O Bdofi R F R KBS
AYRGFRER, L EGRHE
FRACANEERGDIR, GFR
TR BIRAA B wALAL, Bk S

ERNEARER, FI, FRTEFAXS S RBEME
KRB SRR,

© BHILE MBS R4 B £ K F N LRSI BRM, @Ak
ETAFR, LB M, HH AT BRI K,
A B ERFAART

—126 —



Lateral Ma rketing ar the Market Level I

$E THEEMKEES]

© AP M # M B E Koy R B & AT 48 M A KRR
B, RE AL HARRNE— LA MM B &P,

— P EBNRG. mLHsS

FEEIHFHSREH T RBREAE K. TERIIGH
BT K 2 7 g A A

toan, ibBA B AT R BB — kK.

OMRSE: A LM,

O KEEHKEIT: XX A4,

© HEBIREHFERE: £ 2EA LRHANITELALHS,

OZA: AALRHADTIRLEEH,

O HMIZAMAE: RE—ATRAAKRLEHHRL, F8%
A AL,

© FTHEMIFRER: AMTURBE—ANAAFSHA LAY
Jo, META#ABE#THA LM,

OMRBIEAR: MEHKZA LY REER, Tiol AEBHT]
PRAsE; BARAZE L, HFEEMAKABRAT: AEA
AALER LR LRI E,

O BRIRBIERNERE: HEXHEFNRIAMELITIES,
HBAEBEBHRRAXNSNT L AL, LRALAFAREALKG
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Lateral Marketing
K EE H

e FH & RE, BETUARE AR,
MR EFR: MERE. BAZA>ERNBR: BFRHFEL
#i_EF

B EEMHEBRI

RMNCLWAT “BR” X7k, HFHRZHN “WBEE",
ERBEMNUE, HITHEERER T IMISFIHIE,

UM ERHAREEH “YWREER" THRRT —ELRKE,
HAVRHEFER AT, IREARE. 46, Tk, £K
MBI EZETY (TR, Bin, B, NE, #5E, &kR)
HFEEREERIR.

HAERZEGI VLI,

B8 MR 4EE

EFAMPSNSERR—BRIE, X—HmEHRER Viag
Interkom (—FFZWBEBGEZERN) HHT —MHERFHRES.
rEIRGE—FBEERRTR, ELHNEWESREIEILE
HERFREERT, MEAFRERXRPERABIIBRE, A8
R4 R R R B AR E B E TR A . B XM, &
FAAMRSERES R, HEMELRRARKRER—EEIE.
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Lateral Markering at the Market Level

X RMPHR A “KEEHLH" (Homezone),
‘08" 4R

IRIERAEGEA, KEENGLHF—2 R THEEARTE
RIABEE L, XEREHFSSHE, HEFHHEERDVIRER
ARl X LT 42 5 E B9 AR U R A 2 AR 0B B A
Pt AKX RE BB 5 AR 5 R R S R 2 BAR KA B, ™ ERESM
WE. XFRFRE T30%H “FLE”, MEAEIE (ZRFZ
HIIRPE A TAE ARG .

Sk MR L=

ESWELRNBYRIE, X500 B RAL 6L EEL
TERARUSB SN E RS, H00R 5 R 68 1% 5 A F LR
VRFEBEER, ERRBIHRIFRS S (R, XTHKET
Bl T A BT R RR), F— R s 2K,

55—~ SR (S B E K BT R BTE KB R A"
MARZEES, AB—KAERE, BTEEAN8HREEMN—F)
RRYNE K% . X RS L EIRPFRRM B 4F B AT T AY .

R¥% “BR” %=
FEEEMH., REANABERELEMMS, KPHOPREE
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| Lateral Marketing
EEX X’

WHRE. AIAAHEL T —HE— REBRARRMHRAOBRE.
XA AL RIABEEN G FERT, FEEZERIOAHESH
5 ‘B, WESXFERBATHUNEE, WA BRFREK,

R¥% “Bix” %=

BAMIIMER. HEEAEH 6B A EHE X
RO 2 X T K AR BB TR AR 40 A R B R IEZETT R — AR ML 55«
RUUCKFHRE AR, BV RERDEBHIGRIRIN, R0
RERBEIHATL

AR “iE7 %2

REXT “RAMEEE" HER. I-HMEAERSIZTH
Bk (Role games) KGR . A &N BA BIHH ) wHE FRH
HOEHEWFRTHAE. WS, AAERETVOFERLERFEA
FERAER AT, HEMED KRN,
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Lareral Marketing at the Product Level I

HE ~REEMNKTES

S st P BB O GRBT FE RR AT
PR BLRA.

EFRERH#TKEEHENES

AMERE>BRRSFH A . “ERARTHA? 7 "Xk
PRI A WEE P RAE RSN 7 AR B RS BRI
o

RMNABAREIRXFEBRBERN ™ B HE. BIRsEN
5, ERFAERERIN—ERRE—XRB— A REHLRE,

W2, It2BHENRLEAENE? FKERMAEHKSH
RFBRITAHTY.

i, FmERARFR - % - GHE (George de Mestral)
—RIESMEFTREET, MKMW TR, BTRALKRAHEET
*. EERE, GEURENRBIEHET, RECMNRUMAHE
BB, MWPIRE T RE, HBRAKHTEAM (Velcro),
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XKFEH

EFEKERRWG TIES, EL/R - F/RHT (Samuel Morse)
H—RBIRTEHRDHERT, RBRE, @ ‘%5 B3I 7T
B IR AL 015 SR Gt Bk ok B, AT AR ER Tt B0 3 44 K8
ARG FFER— DR

R - /RO (Charles Goodyear) AR ih—# 5
FRAERRE, BhTXRR, BEAT-MREY, SRMEER
THRAATY, XEERRHROFES URT —BHEA—R
BRAH .

V5 £ b A B R B A TE Gt F—— AR LB H AR
RECLEE R E O RN, XX TFREIENR. S%—
BiEA —RABNER —EBERALETN, SRHERE
HIEREE, SEEGERNSERT . “RIVEAREH LB
X—H? ERERMNER, ROAEMARL! ”

MR BE—EFEREFRBERS, REFRMNEEKA—L5
RF.

FEATEIMA R A MR FEE KK, EEA—FHRERRD
Bk, HEREXEHLR®E, AANRUABMER. “HHE"
(Post-it) EUMESRIXFERA T, FAAET —HFKIH, ER-E
REEHZ —. FFARMNAR ZEMFEVLERAIHHE.

© BURSTRIHEHRIPI FEET/R - KR/RTEH (RBPEOIE. BIEERA
HREY —BHA AR,

—134—



Lareral Marketing at the Producr Level I

— ﬁﬁi ]"‘;%EEE{]?KSFE% I

= R

ETHEEAKFEHRIMRA THENHE B7H), &
REE, RITERA&-RSMEHHSY. o mREAAK
MEM T RIEMLHTRALE—-RIOER, ATHEE, R
DAEHRIEE .

flm, “&” AAMEEK, Ba, BHEE BHEF. —
Fob 387 i 4 7T B R 43 A it 4 A — R A O S Rl o AR T
i B T LB -

© H # # = & ZMR#0;

© &% (IRiEMHE) ;

ORI 258

ORMIME.

BEERSRENTS T, RATLHUE D B #EREEE
HAo g3

3 ¥ AR H

—HFERAAREE, RN ZEFBLETREIRHED? X

@ HHEREME T A R30S EESRK, P RAEES R, B3
FE - BHEFEN (BEHER) BIK.
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Lateral Marketing
* FH

BATHHAR. HARMREBTE.
EIRERBRHENZRO

E4RPR®%| (natural anchors) F&EIEA T BIF AR A M
EHRHTTR. “HARE” f/EEERE R R &R TR
ABLE= TR

flwm, FERKIRGECES, KKBERRG, BAIREAE
KERARETE, B—ARURSRELAMELEE R, TE
EANEERAR ERRE, BARTHE, BELFETCH.

HEFR SR PRI A 32 R BTG I e O, % BYRATTBEF IR
Pedh, AARMEEBERARE,

EERMTRIENREO

RONA T B HAEMTREANRBE D, XH, RNFTES
AU KBTI ARF LIS, BAEEA>RYIES, R
A R AR H A AT DRI TR

B, MERMREHEEEZICAKANSRER, RO
BT HTREHEER, RNAT -AFRLERS, BE
MARREICE®,

© BN B FISMEHE, BRT RN B R A R T R
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ZHREEER. BESHNERE

EGMRE R ERETRATEENRROZE, BEAH
BMEBHRE L, E-REE, BOENMFHOREITHFEM,
RATRE R H 2O BL A B R 5215,

K

BRRBEREAAE S B —ARNALE, Leledy
R fF oty X Eym,

HIE ™ R 55

CEAEBEAT KRB CEMBEE" B—HERHEETR,
HFEERBAER, SRb—NEELHEE R, hEHK
&, JHEAKER TFERER I MBRE,

T R SO FRE YA E A AR T FREER, H
R4 T EROBFTFE,

RS IEEH R ERR SRS EE (GEX b &I ERA
HAR) 5% T XE A,

AN TR i R T80 5 B A ) O T A BB G AR A K MR A, T 5
B

—137 —



Lateral Marketing

X EEH

(k3

O B B B R A o A W AR AR O SR ST AR, T AR DA
& XSHTHEEEAT (Tetra-pak) FIRTEERIE.

it LR AIE

SRS LT (TR WBETR O W A, M
seAE] (Nike) JRALG Y REI T BULBEXTTS.

AT RAAE S WERRTR . HE. WR. WA
RN, SFIAT (Sara Lee) MLAKRIITHITHEBAE L,
R AR REE TN, TREATRETENRRE
Sl (Sanex) BT, B BUR T RNER BAYE BRI AF
KRIRHE A,

AERRAHER . ZeRHDLREN “BERR RN
TRAMFHE,

{8 JH 2R 3K

TERESR 3B A — R % LA A SR AR T LR AR . X R
B RBERIEMRT IR T —FE®.

© ExHRMSHERTESR, HAHMBEECHRAHEXGREE, TR
AERR R AEIS YA 1) B AR A O SR
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Lateral Marketing at the Product Level I

ek ~REANKTEEI

A RIGIE-ANBIANALERE F BB H T, AERE

E,

A iR 55

“HEFETE+ T BT EDAAMCIAS, AMFRET

— A HEH .
PR + ML= “HIEI%E" (Pedelec), —FALH LA AL

FntiE B R R BT E. WE LR, MBS aZEE, T
wat, MMNSEHAR., SR, wHEATEETERRKL,

BT RAE—HESAER I, TRXIEREE T E—F
S ¥ 20 B T 2 HR A LA 1B R 95 ) o L

(k5

AR NSTHK BN EEE—ET, HRERTEKEE
WEEKES N, HBETYKELA, BN ABEDET, A

FERENKERER,
AR AYAE

W X AEMES GEMREENRE) b, W
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Lateral Marketing
K T H

BB K/RFF - if /8 (Walt Disney) B{4EZE ELooney TunesF
BIERE “KERFGH" X—TLRHMEIAT., ECWEEA
FTE H ¥ B 3h 5t R X R ] B 4

36 sy 3%

AL U7 mE CREE F, RORBETHSEHEXA
HEH.

k%

Bt RAGHE 5o BB 9 — A SUUA LA AT 6 %A 3,
TREE,

HIET™ e %5

TORTEE L B BEBE A D RO LB, RSB X A K
B, WEATRXAT —FHHo,

BEYAMEHRE: FEERZEAX—R A BESH T RPMH
THE. B, WEATIERSEHRTA RER Ek,

O HFEREREAFEA-EMELHOELEEYE O, BITHEOE
SPEEFE SRR A B B RIER . FUSE 75808 M58 77 2 st A g X/
B A2 22 BI AR IO B © RT3 5 RO EJK .
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{Laveral Marketing at the Product Level

R LTI T ]

(k3

EMERFRYN, XEREELCHERY LZA, £R/F
EREE, FELRATEE TRER T, AETERR, XH
BEERIFTEIA T .

fins L RF A

“BHIRTNEFANE” RHETEKEE (Velleda) HIE
i, XHELAWRCETRHEER LSS, BRBRGHAF
B

1 JH 20 3%

“RAMEMEPE BRTHEFW&E. FRSH, &R
Bla, X2¥B—BTR.

BEAMAERTEAEHMRR. REDER, RNEBIH
REFENIONES LR, TRIOFERXE, A48
RG ARSI A 1B 4 0 7R 7] P o 2 B 1
b, RN E SNE R, RIS B!

PR T A RS, REFIHEKNHEE: T4
FRITHAKL., XREENIREHRE ERERAEITHE
AT, XEEAMTT ABCOHIEARZ AT HFRNH R T,
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Lateral Marketing

X FE M

RIRETEBAREARR, BITRAKR, BETARFITRM.,

=k

[ ERRAEBERF o RRFA—ANRIANLE, ]

H I BIR 55

UES 2 55 o AN A B 7T B GEARIE 37 22 5] 7T DA 1) 7 2 B 42 3 VI
Ghf LR HATIE A IR 55

R P REER A, MR SO ENE T ABR
# (ethnographic surveys) H)#ifi. EEKBRTHEHARE—
BRI EIRA BB T ST, XHEHAERARFRIAL
HEWBER, HHECL,

BARELHBETIRT LTRRENLIE, XF, TREX
BRI AR RE R T RIS T .

PR FHRRENMEIFBE T LERALLE (Aprilia)
FRE—M=RELE. RIHENARIKE, BAENRE
PG,

(k3

AN PR B B 22 K05 B 700 T DA S A R R A S R SE B

—142 —



Lareral Marketing at the Product Level I

R A mARA TR ]

XA RBOK I ER, BBEEANRREITEM L.

v L ARE A

WAL WA TER RN, EHRER T8N
MR E S HAE TR EARE (PLB), XERBHT AR
SMTIETES, AR — B (R

EBRESEZ HHEHHEEIET B ENEETH LI,
XA [E g e EFAERT .

{56 FH sy 3K

AEEE A B E B EAH AR (Honda) FFET —F
BRR T EEIEF Honda Caixa, AfIEXHITBABELFEHL—A
178K x SOEDKRM & F, REMERERET.

ERERIBERONT TS, ERBELBPHRRIAT, BHEE
A2 R Tl P 28 5 —— A R Pk 4 B 2 P R B8 P AL AR E R —
TAXHE,

AR PUERE A& T EmKAH (Polaroid) YA ELAR—IR

S T 3h v 8 0 BT AR S T E 4 S L BT 22 2% R T BRI 2% B9 YA
& B, K& EBRT.
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Lateral Marketing
X T H M ,

=k

LK RAEY K RE AR RIRFH—ARAALE,
CRAR T T LYt E Y

HIE™ Bk 5y

WAR= AR ETE: EEETERRRAREY, TRH
7RG EY AT

#6507 (Lacoste) HEEMRTHEMEE LIS RL L
BB HAEWR RN R R L,

W RS . AEBYOBAIRE ., FATHR
T ib—E LR ABEBML S PRAE, —EERIRN
WK B AR TRASTZRE, BlaAEES,

ER—ANTEHANERE & TF#H, XHEKRTech
Foundries/A Tl FF & (M43 R S (INOUT TV), EEIFEMEMAF
8O/~/INi B E ORE M . RS T R M A — AR E
I B SR BT Y B4

(k3

507+ MK, XA KE IR AMTHR T KL,



Lareral Marketing at the Producr Level

ity LR AIE

R BE/NKE, SHENERKBEETHFRLAFRITET
Smarthf REEF, XERFTHRIFT—iK.

BRAFMSESKR “HEN EEETIRHST: B
REHEWRMBRF, BAMEAT (Unilever) #E TN
(Axe) XFE—RFFERALRRHN.

BEEEBMEESKY “BA7, =L TR
LWL E T AEEYESBANMNIR, HELAR, XH—
*, WEREBEKXT .

PR R R E (5548h) BER/RAF - R RIfE
TSR MHE S — (AEAEN, HE, HPRIA Vi
BRI T . (BRI B A AR AR TR . B, K
K. ER. WK, BANES, —FEIEAZERPLTRET.

{3 JH 2Ry 3K

BRGNS — RS KR KSR Ek, BNTH
AR, TARDNLET BASHRE,

FHEXMEKDETREZEER: EWARINERT, —1T
EeEHE K, BN EHHER K. XA KR

BRA/DH—%.
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Lateral Marketing
Kk H W

B®FF

BRABARKEF SRR F O — AN RIUA LK 63 5
WA .

AL iR 55

AMA RS ERGMATKET &, X—UFH 0 ™=4
TESEBREMNHAFTFATER (permission marketing) FIME&, Xk
A BB N R BB, AR R LR
i, EFIRSH—FHFEEARKEAE SR EWRHEE,

FEMFAT A E B R B AX — BB XK B mE A
(Bacardi) JF& T BMSHIMIAME (Bacardi Breezers) iX—3f
fFh, B AR NS B AR R RS TR AL, S R,
HEM—T K IURIE, XF™RRTHMEK%E (RTD), E
RIKFEHER,

(k2

BRI ARFBOEELRIER T BBERKE. BEX
RBOGEAAR, ERRBAMPNE, HBERFRKHARMEEXK
RRH ., XEAMNARFERGEIZE P FHBRKRIET .
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Lateral Marketing at the Producr Level I

................ %at F&IEEH{JKSFE% I

it L RPAIE

S 722 5 B A AT 0 P T 3 oL A e BB 7 i ) U B AR R 3R
PO, WH/NFEWBESR. “BRAE HLREMEAERK/NTE,
(B34 Ho B3t S AT E A~ B8 BE FEARHEFE S B T |

5 ) 2 3K

TE B0 2 Bl S 66 PR B AT RO A A8 0 R I T A 7] (Williams)
ST BB BIAR. ERAZ AR ERRENAT L, ZHETER
BREAS .

FiAE 5 2 B SE AR AEE YR AR, 5 BT MO VR BOEE I B B
WOREAOMEE. RE—%, WRRIGEH TN, RE2rEHR
FIXTHEAR, XAERT AR AR

= mE RN T HERSE

RATERBHBOFETREARL, RHRFBRITAE.
KAV R FESFMBEITWEE—F . FR—ATERHE
B, RBBRER, BREELE.

© EFHFNSREREETLNT AR, RASENRBENER
¥, W& FRR—NHPRHELL.
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Lateral Marketing
kT E

KT IRENSR

AMTAE, EML, AR BB EIERY 2R E LT
T, FREMRT RAEYE.

(507t 3 B K 5 HEh A B A R B RE— MR Z
HAZ,

BIA RN, KER. R/\FF % s i TR 3 A K
BRIEMESH. BEEREEED “FE. “FR A,

WK R E T AW, EAIILRSEESE,
MEHAE T, “WRBE™ RARBAT .

RERRBRER

BRERRIFRENFLR, IEETRARAE, WEE
B FPKE, —RHERE R A ERE T E.

BB T RS, EBET A, S RRGE,

WA BT EH ARG E, HEEERWABR—B 4t
RERA®, BOERFE. IMBERBFRSANZEHAE
wEh, EJLFEEALREMN.

BRMKITE

REEF R ERFEERMNER O RE. FHAFENT
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Lateral Marketing at the Product Level I

BoH FCREAMKEEHSL

TR T 83, MR d T — i REEE.
ARAMEHYEEAERNEL EFEAMBEBCT T X,
X — B R A R AR LE o 32 ST B RLE S R R LA .
Fo i HIE RO PR B L R 38 A E A BORA BT .

RFEEREN M

20 R i R T BT S AT IR R, RATR P ABAX
B — B,

“WERWE" WIESCHE M, A EIERE—RRABERTA
HRERABREE. HAENTKIBES KRB —RE
F—AERK Rk

— P RERRF—RERF

RIVENA— B REEKFEENAT. UREDT
FRpl, HEeRAGRT,

BEREMELTHOCEREELHGER, SRTENR
SHEWERE.

ERMNBEAFHEREAE—ENKEKERR T EE,
MBEXMKERAB TR, EETARTEBE—K. MRNAERE
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Lateral Marketing

I*‘Fl'ﬁ

B, LETABEENSRE, TERA, IRETFRBEA

BE£A.
RAFERBEEL, IAHERTR? XFE0FXRITE—

/rﬁ * Slj_m ﬁ$ °
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Lateral M'lrketmg at the Marketing Mix Level
208 BEASEENKTEEH

ZKﬁﬁﬂﬂ&ﬁﬁﬁ%ﬁé%ﬁﬁﬁm¥ﬁﬁﬁﬁ¥ﬁ
i,

KEEHALASERNAN

PABE R B BN AR, HABHAAER (Mg, HSM{Es)
R E MO SR E E R M ERS TR, BRI R
REMAT, HABERR, BiRgr=n. REHERFSR.

EEZHEERT, EHGREATHKPFERERFSREL
KPR E QI F e R, AR ESFITLHES, X
—BHEHTKFEMTGIRNERUFL SN EHNER LR
HA.

TR KH Z WM, ENSRmET BRI, mi
B R 55 R R FF AL

BEEHHGEEENRSHTER, HERETHNHER,
JR BB BT S H = R FF R R EATE], T XK N E
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Lateral Marketing
X FEH

FHE, EARESIBY, FHREME BT R T

LURMNEEMAAREHETKFEHN, RFRMN2APT
AR H AR

Lﬂﬁ%iﬁ%ﬁﬂﬂﬂ%%ﬁﬁ%&%;

2. FRATGEHME RS,

HTERE—NERF, RIONBWBHTIHE-AHT—F
. XFHEGRERE, TERESTT, ROKZH “FHMB™
REESASNRITA" . B oSFhET N EE A T a3 H E
S EaE T K

B HANBNEKFES. "ERAE”RNEREA
SABA

RATRE— L1 T
EM

HE 7 B R 2P A BIE S EE R R T R A R R
AMBERBAMRNLA, HERAESRBOER, XA A
FEZEET . EEAAIH. UBMA-FREHSmE.

FERET, BHRFVMERAEELE. BRI ERH
FRBERAEL, B, BERERKLASEEL FMEES T E
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Lateral Marketing at the Marketing Mix Level I

0w EBHMASEREMKTEES]

i E ST, TIARIEKAFEAF RS, EHAR
£I3: A B BRI,

HEETAT (Tele-Tac) B
FRT—MELEEHRITEKS
W BB R N B BE BRI R
7 G — Fh i A W 2 it ) TR
B, EREREZRERFNHEL
MR, BERREAREESHEY, WE, BREESE, I
WARBEAFFEKE, SHASN. BEIRTKSENSE
YN ekt

BEI & E M AT EREFNRMITR S S8 FRH
EMKIENEY ., EHESYN. REHSEAZIAAZ.

BE, Wb — SR BT IR R X 5 2 52 5 AT E it
iR H 38 55 U E 4 e 2, EHAREIH . REENNER
BB 5.

TG B 230 M T AR B RCH T 0 E 4 s . 5
ERER", HRBSE RS KRR R BE . XA
KPR T, LEKEEFEBR, EHASEIN. HERER
EHEMMRE.

HEEAR R By, MRKALKE. £E6%T, ¥
hI. EA. WEES, BuouRnss. EHEASEN: TkE
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Lateral Marketing
X FEEH

BUBZL, WBRRES—.

BN ) G SR 2 — AN RS, AR DABAL A #E
i, EHESCH: BRBNTREFT KON RIE—X
BIIMET A LR,

A X LB F, BTSRRI R R R B .
HAFR BT HIA A XA TREE A SR EN TR
B 7 d B 95

ax:c]

B b = 4 B FFRATE IR T R Mk I 6 o D B B R AL SR BB,
i R R R BT —REZE IR LB 5 SR A, EHE AR
AL,

B A TER R TFIREAEEES, FAIE R LR
EEEMANREBRYERENEH LS, EHEASON. &
ST B A IR &

“t Z F| T RORLE" /AF (Victoria's Secret) @l T —ABiHY
SRS, ERPERESRFILEEES LABENNR, B
AL BMARYMESR,

EREERABDERIG, WTRR TR HEE, BN
AStH: AAEMEEINERLE.,

% L5 BT AR A TR LB E QRN IH S
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Lateral | \‘larkctmg at the \iquecmg Mix Level
205 BHASEEMKTES

WA, BRASCN. FRERERE.

ST T R T A T B R R R L B

ST A LI I T 85 R AT A R B LR R A B A A F
(Virgin Airlines) #URliHs, EMAALIN . A RENIRN
HEHLE.

KELBBETHRNBERN T RAK—FHE. HFFK
EAEERE S FEERBENSH . X—HHERA A —
HARBEFOSHFTRREE -FE. ERELTHAEH
WERHGBE G, SHASON. REXHERABEY
%, |

ME T8/ E (Bismann) PesE 88 E AR B0 HOR H
B SATRER, MBIRKBE KRR £, BHa
a0l AHEENSENFERNERS.

FEE, RINEEBIOR, FrER 6T RETR
SFH. ENEAFEE—HAGHHRBEER, FHHRY
PR 1ot 2 o 8 0 R A £ R 7 SR BRI 5

B8

M A Al e S BB IR L R, RE TR
. EAMBENENURSMLEENESEIL. EXER
W EREFHRBI W RMS, XEEEL RS REIES K/ Ml

—157 -



Lateral Marketing
7 EE H

P,

— BN SR RS CDRAERE T, MARE
X% LA ALY E R B E TP .

— A HEBROREER AT, BALAND T
SR E M EEREES.

ERRERPWEZE - L+ (Lee lacocca) MfEsy 7a3E i
BT T RS 48R “MRIRA NG — W E
FHRE, WX TE.” XA EE0EIh— R E R
FiFf, PIERHT, —REBEERNNATNEEHRERT
FIREROS 538, FERASH, HAESEEEAMGITIZE,

FAEREFHERMSELR—FHkR, EELHEAT
F R ORI A E AT

WHFH—REBATELTHAERN, A4 LRI
HHRBIOARRIER ., %A FPEIR HARA 2 74 FRH 8RN
WAEE RO A9 AT B AR AT EIMETIAT., EHNAS G,
B3 2 W R A E RS SR

Trident Ji 7R i 32 F 3 4 S 19 TORE O B B HEAT R4 -
FEEHOOFE XK HRTB—RKEENRY, SAKH
BT O R R A
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KEEHUIRFHERASRBEIEN. HRK
6] RIS

HABE R HI5H 11 T HRE .

© #eyRM. MR AHB K%,

© I HHEH LS AKRITH.

T4 B 7E X B R R 0L T 32 F 38 T S P B 1 B
B T5,

BB

“HIET + “HBKR” WAECEHFES AR T HRWER
H R E—F BRI A EEE AT (INHTRR).

“HRM” + “HIET + “BRET MAATETRRWYRE,
AN RCH H AR B ZEAE AT T S AR AR B o

“EBT + KRB WAGTE T X R R mES
B, REE N MES0% . XA N XE TR M B A R i
A Ml 45 A A 7 AR A R

k¥

EiE ‘HERASER FETAENAT. AaBHAT20
#4260~T04E 4K,
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Lateral Marketing
XFEH

R¥ “HREEMKSEBE" SETRITM “Heiis”
B, X ESCE HEE TR M, B ARSI
KRB i o |

“BWHTERRTET TRV — R SR 2 T B R .
BRAER SRR S, EHENERER “RE.

EBR

ZRHERENOBERSETERES. ARRY, BERHE
fib 807 K

ERERSHTHZ B M REE, XACERTE
TEHAANMG, EE R T RS AR .

SERGF (Saab) HXHRAAEFLAKKEE. MIIBEK
WAERERANRE, EXAEREIEE, HEHRERILFART
o, EEBRRENE, ZRMEREMTE,

“BEARLRE" e ABE-RELNWEBETBERRK
BEEARRY THMMEINE, ERNEERWLRE R, WRENX
BEE, RSB RNEHAK AL,

Sk

‘RMNEBEHAEEA—MERRL BEKHE~ETAT O R
LAt 7 B R BT R R B 2 SR 40 R
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Lateral 'biarkeung at the Markcung Mix Level

""""""" B BHASEENKFEH

“RINESFENBEBREZR X—FKWEHRTHEE
/AE] (Tupper Ware) 344 i 038 B4 Rws . ZE NNRBFF 23
Xa.

“RMNERREEERECHRANERE —EXTT
WM, EHEATRAT (Pepsi) H—R UM KHLRRE
f, fERBT S RNt — R, RRBEHE—X,
REE A LT T FARERE L (BR, #EKSF). X
Fhomil s (FIAESMESEN) S8 ZRA.

B

FEREAEANEFRNERSETHREEMEENE. T
RAMIR “HTFEHZ AHEGRNHKE” HTERFF, TE
TR . % —NEE KRB RN REA T HHEH,
SRMEERNEER. AFEEHERNNER, RIOEHE
MmT.” ERFAENTHRELERLERXKMEH HH
WA,

EEER SNBSS, EESRALAEELZEE E—R
“HERBFATRR WK, BA LEERHYRREFH

HT.
TE X HI N A BHAE TR, B—XERHBMERE
S BT AE RO SEWS . 143X K40 F BB AR T AT JLR AT
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Lateral Marketing

X FEH

Y EHEEmEAS.

TEBE RN 5

FEHE LA 0L F B ATT T BB R AR R X 7 i B T 3 i — NN
B

g, FIAESERILELZLE, FEKREREN LQE
BB EEMEEE, REHHRRSLIN.

B ERLER, BREZANANHFERFRAEMR,
XAEARTR A LK), DARTA &) LR MR _EFIE — N f e
&, FEEBETBIERNBZHAMIISWE T,

¥ ELAR L B LA W B 0 B2 5 B BTAOHLAR , AR ] A B
RAERBEREEE, FERFIMFABEERENHIHE,

“HEZFWRIME" AFENRKEBR T FGE S EERTRE
OB A WL I 1 ) TR

— I EBHRG. WU

AT EBIVARTH RN EH T, THRNENE
B AELE,
“FERE BB AR, AWM AR REAE TR
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GMER AL, FERMER, JERTREBEN BT ROAH
BRGE: £5. HENAATHERSILREFOHE. ATH
B2 P T A AR AL, REMERSFBERA
e SR R A R, BRI LR,

XHRGFLOANEREFREEFHEER T ARALH
(Recaro) E{ABSZ AlHGYE Mk, EMNERXBMRWHETRE
G (EREHERHESR). BAEMNELRES PELT REF
(R ARTE SR, 1K i 1 T T DA X T R A AR AR R AT PR R AKX
I E S
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Implementing Lareral !\-Earkcring

#1108 LHAFEH

%EﬁmﬁﬁMﬁm¥§%M$mﬁmzm,tamﬁ@ﬁ,

—FHIER A

© BAAXK, bbLIRFEH,

O #/ XM = 5 &M FHeIH (3 F80%% W # %,
W0%HAFRHFER), RECNGHRS REE T AR %
W F A K], AL AR S Ll WAL P XA
RAGRE, REZ— A 569608 K%,

© 5 B A7 = BAARF — AT HRMBRMHA 6 5, Hldo—
Aok, MM, B ERF, M Rk RIR L S8 5 3

Pk T, -

OUALHHALENLFH—ATAMIO T, LA
WAT, tmp A AT 5% EATHE,

© T EHAR F 2 — A L5 b KA B E DA HIR S,
S0 A R AT A 6 B B AT, A BB
RARXOAANE, REARETHR X, X—E4HR
w5 6 R R A G4,
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Lateral Marketing
Kk EEH '

© K-FEHTHBE RN —FAARNEF 2O OERS
A2, ALREROEH S H RN H AL L LY
— AR,

KPER BT AR AT AAARAE ., ZH55A0H
FEMREE ‘B M “RE” IHMMEETAEHH0T,
HERRFEHBT —AFHTH, 5O FREEBRELEk
JaSE/A T (Sprint) FrEATROEERT, HAh ERE)E %4810
ZATFEH—KHAFN, BE “FH” M WA W
H—,

QSR Al R I AT R 1) B A Ry — e A T AR A
B T, XA TSR M E R GIFRH T
REBERE: XREREEREARERTRYAE, BRER
BAER AR R BHIMA AARFES R EF I B,

XERMPTRA “QIF" HAMRTFEH ™0, RLHHF
REWE, FREMPELEE, ERTARE,

AFB S WH=NMER: INE - BERRK

— A B A FF BT T £ R AR B AR BT R TR
I, MERAEANABHEEMERNER. ME - /5K (Gary
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Implemennng Lareral Marketing

o Rk

Hamel) @ ikF, BIFBATBIW TR WETE. ®e
HHHMAA TS .

V=M

A BT 37 B 16 2 A SR — MBURAER . BRI A&
WkRE, ARER—ABEEEARIMER. ZEELAL—1
HkEARBITHEHERRARWLEEALHETHIT. ZRE
BEAATF—KRE, WHEARRTHMAFGEKSE (WHERE.
AERMSHE) KR, FERESAUARILERRS]
al: okl o8

WREE - A RAEMBANE —HERNFHES (ASELE
MEANNENY B, BERFTANRTHARBE-LERXE, 81
BHFATFHRTHRSBE —LRE, IHRMETHIENLH
WY,

HEAIgh A2 — W4 - 98 (Dave Packard) H—KFETp
AES5ERIEHFER, NERTBERE - EDHRT, X
RS F RN RA——RERA THRLER. MR
B, SMEEFATFHABREARERAMN—REFR! £E
¥, SEFEMERANHNRE,

© HNE - BB CEFREAEIRMFHEE) (Bringing Silicon Valley Inside), (R
Bl IEEY, 199949H .
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Lateral Marketing
KEEH

FEARETAL “KRMRR" FHETELRIEER LUK
PEAERIR ., WK, CSRRXUR” SEARITIE S TR0 R A A e
R—AEFHERR, BREWAHA R BENEEEREN
B D 7= A B, BRI R DA S — MBI R 55

BT B R R AR R, B FES -2 AR
fIH AR e —, XREMZ R, BHAH 0TS LM E R K
B, RSB R SR A, ) 7 A TN R A I 4 9T DA
AT L FRBHHES.

Ftt 4V £ BT S5 3811 0 18 AN L UUE R 2%
WEHE? FEETHOHE, “ARAR" ERIHESEIEER,
P R MFUEARYE . (HR IS A T SHEH R EIOX TR,
B R R A R R AWM, T ESA .

KPEHIEREE WA E, e, RONEFRFARE
P ZH TR, TR RS AT A AN 3L e TS T
AR, SRR “ARTIN AT BB B 4
M0 RATNLAER 8% B ARG Ew? ~ gl EFHe
B 2R B T KB,

K YRR B = A R R R T AR T R MG B, R
T3 2 B A\ B BERURGE A AP B 4 0 v, 4 B RRE B U RS Wt
RELAOIENA.
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Implementing Lareral Marketing I

gio% THAFEHI

BEMH

BIN—FERAKLRERAFRSINNRBEHRLENE.
— RS A B T RE S B STT ETTAI I O/NART S, 5 —F
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