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Training Course of Trout Brand Strategy
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To Succeed With Positioning
—— E T B f—



The Product Era
FEam i

In the beginning of marketing development, the demand of the
products exceeded the supply. New technologies have been devel-
oped and the quality of the products has been improved constantly.

EHARYY, oAk, fIRAKTNE®HHEFALR, B@mE
LAASIefr 8L i

At that time,what the brand need to do is to communicate its
own USP. When you have a strong selling proposition,you can sell
your products in a best and fastest way and establish your
distinctive brand.

XEHE, mBEMEMISRE CSIHEFIES (USP) FEH X,
B—1TEAINER, MAURFRRBEE, FEILBCHME
MERI AR



Brand communicating
Strategy:USP

b2 fEEREE: USP

1. Each advertisement must make a proposition to the consumer.
gNr&vmEmERE—1TEK (£ .

2. The proposition must be one that the competition either cannot
or does not offer. It must be unique.

XN EKRDMEZFNFRAAERASIREE, ©NSFRY.

3. The proposition must be so strong that it can pull new customers
to your product.

XN ERDNE RBRIEH T, REFTHIMENE.

——Rosser Reeves:USP

— T B I XA HIFHEE K

— 5



The Image Era

i LR E e

When the products tend to be homogeneous and the customers'
experience increase, people tend to choose products with good repu-
tation and brand feeling.

HrrmiamE R, HEEZWEM, AMEETFEEE
am hB B v O B P2 o

Establishing good Bl (Brand Image) with unique emotional benefit

=
ok
TIl:

=& 8

can better and steadily attract customers' concern and purchase.

XE, B RIFRY. AMFREAZmEER (BD , BE
grith. FREHIRSIIH R RIRIEFAM K.



Brand communicating
Strateqgy:Bl

mhRfEHERES: Bl

1. Every advertisement is long-term investment on Brand Image.

ER—N &, #2XSmhiEi R KTie &

2. While Products become more and more homogeneous, customers'
sense in choosing brand is weakening.

fEE = mE B LB nsE, THERE X maR R IR TR RIS .

3. People pursue both functional and emotional benefits, Advertise-
ment should focus on attaching more motional benefits to a brand.

AMNEREXRINREF R R 2, T ENEEM TREES BYREF) = .

——David-Ogilvy: Brand Image
— X E-Z1E . mmhiEHE5R



Positioning Era
TE AL BT 4K

The tide of Bl brings similarities and interference between and
among brand images. At the same time, products, media and informa-
tion increase tremendously. All these make it more and more difficult
for customers to receive all brand information and form a clear brand
Image.

mEERERXRITHE, FREKEMUSHEETIN, RFts~m. &%
NTEERRE, HREEAMEFWMMEREEAEHER, BEHaRE
i 38

Positioning makes a brad concentrate and find an easy way to
enter the minds of customers and influence their buying decision.

mhBELL (Positioning) e &EHR hE, FEmEGZTHANEERSE
DE, ZMEWELIRE.



New mode of customer's mind

ERAGHBEE LEEREN

With social progress and ever-increasing human activities, cus-
tomers are in tyranny of information and they are overwhelmed.

MEHSHAR, AKTFHANES, BRELTEEMHZH.
AT FLf

Facing so much information, on the one hand, people tend to ex-

clude it, on the other hand, they have learn to simplify and classify
information.

HIEAKZ HZR, AMI—mEMETHRE, —HTEFEHLLIE,

KiERa&icle.



New mode of customer's mind (Continued)

EFMHNHERE OCEERN (8D

Customers will form product ladders in their minds to facilitate.purchase.Thus,
they can buy in this order when they need something.
AAEME, HEESELEPERA@NEE, SEEEREKE, KEHR
TCIEN .
Occupying the first rung of the ladder and being the generic for a category or
unigue products are considered as a position to occupy that category or attribute.
AEMEEENME, RARGBESFEFEAmBRE, AL SEZmE
SRR AL Changhong <41

"pure water"ladder

L e

TV set ladder
‘T i B A A

TCL &
KonKa BR1E
Wahaha £ Skyworth 1] 4 Colgate &% i&
Robust RE K Hisense ;§{5 Crest 1%
XXX Xoceco B XXX

"cavity prevention"ladder

"B IR B



Innovation in marketing concept
SRR

The essence of marketing in Positioning Era is to enter the minds of
customers to set position and make it as direction in competition.

TAEMFRK, SHNBHETHENERE LY, BTN, £5%
==

1. The main battlefield of marketing shifted from market place to minds
of customers.
SIHEVESS, NhiniEAERBEE LCERFT.
2. The operation of marketing shifted from demand-oriented to competi-
tion-oriented.
EHEE BEXKSFEEARZTSESME.
Correct ways IEH#iRY/77%: Get there first e =24
Positioning with connection £ZZ iz
Replace, leader B TZ



New marketing principle No.1
SEHAEN (—)

In the new era, the success of marketing is decided by a brand's

differentiation with a position in the minds of customers to get mind
resourse and win the future.

ETEARYE AT, BUOR T mEBEREEHE CEPUENMNEIEXMRE, &
ER L\%IJ'Z'SI}_’ ﬁﬂiﬂiﬂ%o

Principle: Each successful brand must have a position.

JE BY: (FIJ— DI e, 25w E2eH 8 — 1 &L

l.e: Chinese TV set vs Japanese TV set

Bl: RERE vs HAEE

Successful brand vs foam brands

BTN G kg vs B kg

12 —



New marketing principle No.2

SHAEN (D

Marketing after positioning.

EMNREHNEF—

Principle :

JE Jy.

Every activity in each procedure helps a brand establish,
reinforce or consolidate a position to influence consumers'
buying decision.

] —IE#55), EEHN T AImmEAE T, Mz
— L, KLU SN 2 A SE R

— 13—



Marketing after positioning
ELfFE$HIRES

Case: Nongfu spring

= f5l: KRR

Product:
From Qiandaohu

Event:
Stop producing
Pure Water

%lﬁ T 534

PR:
Sports/Science
popularization

AR: BEBE

Distribution:
School

DM FR

Promotion:
Olympics, Trip to
Qiandaohu Lake

Target Group:
Students/
Athletes

Advertising:
Growth Comparison
of Plants

[ TEEERITL



Bottom - up Marketing for
Chinese enterprises

hE By EREITE

In positioning era, marketing should start with tactics of entering the minds of cus-
tomers to set position and then form the strategy. It is meaningful especially to Chinese
enterprises.

ELLFHE, BEHMAENEEZLENRANTF, WIIENM, ARBEBKRZFAEKEE,
REFTILEES

A. Chinese market tend to be in overcompetition, it becomes more and more difficult for
demand-oriented marketing to take effect.

FETIZEREREERS, FRFESHREBRBESRR.

B. Most brands lack of position. It is the key reason for unsatisfactory marketing
performance.

MR EIBIRZEA, BEHE MERZRLIRR.

C. Positioning first and then do marketing will give marketing activities clear direction
and really establish a long-lived brand.

EAEMBMIET, SEWITHIEEMRAH, FEEEEILERITMME.

— 15—



Positioning E{L

How you differentiate you product in the mind of the prospect
QAL mEH R & OB PRI X R

— 16 —



Why Differentiation is important
Mt LXREEZER
The new world order!

i SR K !

"Global economy" statistics.
“EIKAFTRITEE
1. Of the world's largest economies, 51 are not countries but
corporations.
EEkmEAMEFAER, SIMAZER, MEEKEAAR.
2. The 200 largest corporations account for 28 percent of the worlds
economic activity.
200 I KHYEE A AR A 3 T £IKEFEsNR128%.
3. The 500 largest account for 70 percent of world trade.
500 s AERA AR S 2T £k HB970%.

17 —



An ugly fact of life
FERERY TS

If you make a mistake, your competitors quickly get you business.
And you don't get it back.

—B/l FIB3E, RRREMFRIRIBEFRHNES

What's worse is that you Rarely get it back.
TLAFERERZ, (RIRERDSEX.

— 18 —



The situation:
It's a battle of brands

PAK: XEmEZ

Dog food: 180 brands
JAR: 1801 Gh#

Bottled water: 50 brands
k. 50/ GRkE

Cough/Cold: 134 brands
ME?: 13410 Mm%

— 19 —



The law of division
S

Over time, a category will divide and become

two or more categories.
fEE RS EHER, —MENZo UL

HIZE 5l .

— 20—



Positioning defined
ELRITE X

It's how you differentiate you product in the mind

of the prospect.
e, RIiL{Re=mEMmAmE 08 PRy
BIZI%O

21—



The steps

to differentiation

LI X P B 2 R




1. The context

ST IR

Arguments are never made in a vacuum. There are always com-
petitors trying to make points of their own.

s, RALRemEMSAmE 08 PRI XE.

Your message has to make sense in the context of the category.
RAER LI &TLINGE 5 T RRH.

23



2. The differentiating idea
I'j:jz xl‘ﬁ]*ﬂilu\

ha ]

You are looking for something that separates you from your
competitors.

IRIEAE SR RERIRFT SN F X5 FRAIEKA.

The trick is to find that difference and then use it to set up a benefit
for your customer.

XEMEIHIES, AREMEETENEATS/IME.

24—



3. The credentials

REBZF R

To build a logical argument for your difference, you must have the
credentials to support your claim of being different.

R ENEHCHXBEMEIRIER, UWMEEEFSEE.

You must be able to demonstrate your difference.
(R Z3 e UE BR (R BY X P&

95 __



4. Communicating difference

X b B 1% 48 by

If you build a differentiated product, the world will nhot automati-
cally beat a path to your door. Truth will not win without some help.

1’J\jJF'_IJEIﬁ%—LTI:Bl—J’ 3'JFT u*%iaﬁtlttgﬁjlilj /ﬁﬁ%‘éﬂﬂ,
HIEM AR

Every aspect of your communication should reflect your difference.

FREHEEYNAAFEE, SV NERXEMES.

— 26—



Some traps in differentiation

Trapl:
Bea B —-

Trap2:
B b —

Trap3:
Bea b=

Trap4:
Bea B M -

X B B9 JL /7~ Bea B

Differentiation via "price".

LR A X PR

Differentiation via "quality".

Differentiation via "customer".
B R"AXE.

"Slogan" is not Differentiation.

‘O FEKR.



Slogan or difference
SsitEXE?

"Nike. Just do it."
“Mise, Justdoit, ”

"Nokia. Connecting people."
TEET, HFEIKX. "

"Quilmes.The taste of the meeting."
“Quilmes, tHBRIIKIE.



Difference!
X P!

"Nike. What the world's Best athletes wear."

‘Tive, WREMNFBENRMEF. ”

"Nokia. The world's No.1 cell phone."
“asll, HAF—FESFI. "

"Quilmes.Since 1890, the beer of Argentina.”
“Quilmes, 14F 18904 RYFAIHRIEMEF.,

—29__



J.P.Morgan
J.P. EER

"I have never settled for better when best was within reach. | have
zero interest in okay. | have never mistaken listening for understanding |I.
| have frustrated cynics. | have been difficult when necessary. | have
been easy when faced with perfection. | have lit fires. | work for J.P.
Morgan."

"REBMSRIFE, AR HETELF. KX AUELNE. TN
AT NPNFEEGRE . RIFEBASHEUABRERL. ZXFTEOIT
iFHE. HEVEWTEHMIE. FHIP.ERIME. ”

— 30—



Here's the difference
XPRERE

1.A heritage of serving the world's most prominent
corporations,governments and families.

AR EHZHAT. BAFMKRERSES.

2.Helped structure and finance GE and AT&T in their
infancy.

BB B R FNATE&THE SR ATRY 2R IEFNEH 35 .

3. Loaned money to the French and the British during
two world wars.

FEIRKuGEA B AR E AR E GY K.

— 31 —



In other words
MmEZ

J.P. Morgan
J.P. EEtR

Generating wealth for 150 years.
tlE&EN E 1504 .

— 32—



"There is no such thing as a commodity. All
goods and services can be differentiated."
B R RE mAFE——PT A B S a0 AR S5 AR
A AR X PR "
Theodore Levitt

Editor
Harvard business review

(eErITR) i



A simple success story

— P E R RITH S

1.0ne kind of airplane.
—MRAES.
2.No lousy food. In fact, no food at all. What you save on

Southwest, you can spend at a gourmet restaurant when
you arrive. No loading of food keeps things simple.

XBETNRY. EXLE, TE2ETRMHERY. (REAR
(MZEAR) ETHRAIUEREZERAEERIE. TRl
BEmTEHIFHEHE,

34—



3.No assignhed seats. Just reusable boarding passes. That means no
groping for seats, no boarding early, no overbooking. You walk on
and the plane takes off. You arrive on time.
What Could be simpler?

SBIEEREAMA. ERERHARNENIE EREAHSEKREML, T
HRREEN, REMEEE. RELYN, RARCHNET, {RAER
Wiz, EBEEFHRERIG?
4.No going through hubs. The planes fly direct to where you want to
go, not where Southwest wants you to change planes.

Flying the shortest distance between two points saves fuel and time,
so the airline charges less. It's that simple.

TH#FE. XN EYVREBZEEZNMT, AMEASEEMAMAE
o AWML EMEREEBIH T, T8 7 RRIA0EE, FHIIEE
EEH. sl HFEE.

— 35—



Conclusion
& 1

The "one class" brought to the marketing mix

a consistent sales proposition and strong

coordinated power.

BRI XREHRE, EAEREARBEH
HEET—HWER, AFETHERXBREIER.

— 36—



The bottom line

2|: N

It's not about knowing your customer. It's about your

customer knowing what makes you different.

A=THERER, MEILERP TRIFAFNS KRR,

37—



Differentiation in commmodities
= v (=
i"JI:II:IE(]lIZFF‘I

Commodity tactics:

e Rk R :

1. Identify BRI ..., Dole #RRFRE
2. Personify A .....covivininns Green Giant ZgE A=
3. Differentiate XP@E....c.oevveveennn.... Yellow Chicken 35 &
4. Create a new generic BIFTmZE

Big cantaloupes X &JK...Crenshaw melons A] IR &K
Change the name 4§ #&

Chinese gooseberry H[EBEEE............ Kiwifruit FF 78R
Reposition the category EH EIAE
Pork &M&A............... The other white meat 53—z HHA

— 38—



Differentiation and the mind
X BB Fni &

The mind is the battleground
IS RIS

— 39—



Minds
are limited

LE AR

— 40 —



The product ladder
=k b

AVIS
National

Y

— 41 —




The rule of sever

7E I-‘-I/-i-

Severn brands account for 90%

7 mh# 5 £90%

Crest BT 37%
Colgate EEEiH ... ocvvieie e, 27%
Aqua Fresh ..., 12%
Close-UP BE B .o, 5%
AM BB o, 5%
Ultra bright #B85.........ccoiiii e 2%
Sensodyne ... 2%

42—



Product ladder is geometric

=M b B HES
First rung E—r 40%
Second rung SE M 20%
Third rung E=M 10%

Forth rung B My 5%

— 43—



Minds
hate confusion

DE REREL

— 44 —



The Laziness factor
eSS

Minds quickly label complex ideas as confusing.
LDE B SRE R SIRAREL.

Minds don't have the time or the desire to figure
things out.

LDERBEREEREEERETEY.

— 45—



Manufacturers love complexity

HEEERER

=l

AT&T's EO Personal Communicator.

A cellular phone, fax, electronic mail, personal organizer and pen-
based computer.

ATETARMEON NBIEE: E&FH. £H. Bl AR
EHNITEMNL

Okidata's Doc-it:

A desktop printer, fax scanner, and copier.

OKidata B)DOC-it: £ & REITENH. FE. FEUFNEENH.

Apple's Newton:
A fax, beeper, calendar-keeper, and pen-based computer.
ERBINewton: EEFEH. FIFE. FHFEMNITEN.

46 —



The power of
oversimplification

WMEEKHAE

The best way to enter minds that hate
complexity and confusion is to oversimplify

your message.

HEAREERSRELE, RIFRIDZE
= LLIREE BIRE E L .

47 —



The most powerful concept

&8 RIS

— 48 —



Own a word in the mind

ELEPFLHE—1TFR

Overnight
PRBIXIE

Driving
Z0
Safety
TE

— 49 —



Minds
are insecure

LERZZER



Why minds are insecure

AMLERZZ SR

Monetary risk TR
Functional risk T e XU B
Physical risk A T8 XU
Social risk = RS

Psychological risk 10 ER X1 B

— 5] —



Buying what others buy
R X1y 3K

Most people don't know what they want.

Most people buy what they think they should have.
RKEHBIALCHERINTEZRT A

R HBIANFLMATIAATZ IR,

52—



Following the herd
b K i

"We determine what is correct by finding out what other people
think is correct."

“BANE R NAATIERET, ARFIEATAZRR].

"This principle of social proof applies especially to the way we de-
cide what constitutes correct behavior. We view a behavior as correct
In a given situation to the degree that we see other performing it."

"XEWHSETAANNRELN, LEERTHRMNAIETAZEBRIITA.
RMNFAIER—FITAHREEE, EEEEALHRR.

Robert Ciaklini, Psychologist
FHFATEER LEFER



Corralling the Insecure

I X S 22 5 Rk
1. The bandwagon MEX
2. The testimonial S 3k uE BH

3. The heritage R S

— 54—



The spirit of emulation

MU FEH

"We want to copy those whom we deem superior
In taste or knowledge or experience."

“BATUAHRAVAAERK. FRSE EHT A
AR

Stanley Resor

Bt h-FE

One-time head of J-Walter Thompson
BEUAEL A R HILE K



Selling your heritage

HERIES
Coca-Cola The "real thing" heritage.
AJORTR: “IEfR" HIMESE
Steinway "The instrument of the immortals".
SEIEENEE: “ AR RER
Cross Pens  "Flawless classics sine 1846."
Cross $M%: “IaT1846HITERLEH
Carpenter "A leader in specialty steels for 100 years".

Carpenter #1: “ RN 100K E"

— 56—



Minds
don't change

LEARE

— 57 —



Modifying an attitude
WEEZE

‘\

"In order to change an attitude, it is presumable necessary to modify
the information on which that attitude rests."

"It is generally necessary, therefore, to change a person's beliefs."
“ATHE—MWEZE, BRI ERNRLEINRFIET/IRIRE. ”
“Eitt, BEALELZT—D ARSI,

Richard Petty & John Cacioppo
BEEME, A8 FRK
Behaviorists

ITHFR



The futility of change
WU = To3RY

"Faced with the choice between changing one's mind
and proving that there is no need to do so, almost everyone
gets busy on the proof."

“IH I 7E B2 D B FNIE R IR B W B XA <z (B U AT
JLFRE AT T EEHRIIE.

John Kenneth Galbraith
Ny 5T ERHTEFEF

— 50—



Minds
can lose focus

LDEIREER




The line-extension trap

ram 2 2 {ER B B3 B

Line-extension damages your difference most

Anh8 2 3T = 3t X e B9 &R KRR

Line extension " facts of life."
rmhB R “EFE":

1. Line extension is good strategy if specialist competition never does

develop.
MREEASTHEEUNFEHI, mETEHEIFRES.
2. Line extension is bad strategy if specialists strike back strongly.

MRZFHMELT WA FrEEIR T, MBI RSB,

— 61 —



A matter of perspective

X

:_Ll_
Al 7=

Companies look at their brands from an economic

point of view.

ARFEENEFFERE

B maE.

Long term, they should look at their brands from the

mind's point of view.

MIKEME, MINNINCENBEERFE CHmE.

— 62 —



It's all about money

—V15&B X

The cost of a successful U.S. brand launch is now $30 million, vs.
$5 million for a line extension.

ME, EE— 1 mhERII EmEIEHZE3000hXE, MMmhEERE
5005 £[H .

Under Wall Street pressure for quarterly earnings, senior manag-
ers don't invest enough to create genuinely new products.

HEREFEERANENT, SREEIRFEEBHRAEZFLELE
R T AR o



It's all about risk

—t1SREF X

"Few brand managers are willing to invest the time or

assume the career risk to shepherd new brands to market."

g

“ROBmMEZIE, BEERANESZHEENL, £
HEHFTRY AR .

¢

— 64 —



It's all about perceptions

—15WENEX

" Unchecked product-line expansion can
weaken a brand's image, disturb trade relations,

and disguise cost increases."

"RMIBIERI M IE®, SHIFF— 1 mh# R
%, MELRZKFR, FHEEARIEM.

— 65 —



"In real estate it's location, location, location."

"In  business it's differentiate, differentiate,
differentiate."

EREiEl, sEEMNEHE, WE, TEHE.
FElt, sFEERNNEXE, XE, T2XE.

Robert Goizuetah
e (SRR EReS
Coca-Cola CEO

AIARRERRITE

— 66 —



The problems

o] &R

Many companies still don't understand the need
for differentiation.

Many companies do understand, but don't know
how to do it.

g ARRIBRBEN T ABEXR.
FEARMARRYNESY, BROEZEAMN.

— 67 —



Bridgestone/Firestone Inc

TR ETE/ N BN

A history making crisis

i 2 1E R A el

Bridgestone/Firestone brands:
EAET IS/ N A B mhE
1. Bridgestone & #AHri&@
2. Firestone XA
3. Dayton/Road King

4. Seibeling
5. Triumph

6. Private labels

— 68 —



Lesson

# il

Two-name company names are not as
good as a one-name company name.

MBS ARRAT, REE—WA
CIEZIEa) 5

— 69 —



The new name

FTRY B F

Bridgestone Corporation.

EHRHTIE A A

— 70 —



Lesson

# il

Don't try to change the market's mind.

A ERBE R ETIABREEZL.

— 71—



The obvious solution

R S B RR DL

Reduce the Rirestone brand to the status of a
value brand.

NES =Ny
Make Bridgestone your main brand.

{E MR ETIE A A E b

77—



Lesson

# il

Don't put good money on a dying brand.

Put it on a new idea.

AERHRA TR H TR M.
R4 B — S FT RIS

73—



®

Differentiation
via "attribute"

XWRAE—: “Fm

— 74—




Attrlbute psychology
“HEFIEID IR

\'ll

Researchers say every person is mixture of characteristics.

MARBIPENTAZZIMHERESIK,

Being know for one characteristic makes the person unique.
RE—#MMHERS ASAXARE.
(Albert Einstein: Intelligence. Marilyn Monroe: sexy)

(XAfF-ZEEE. §5; HmE-2E: RO

— 75—



Psychology(continued)
IR (40)

(um

Researchers say each product is a mixture of characteristics.

MREZIMEIT =L 2 ZMFERR SR,

Being know for one characteristic makes the product unigue.

RE—MFHET AN, iLFmES RARE.

(Volvo: Safety. Crest: Cavity prevention)
GRRIR: &E; 5L Bl

— 76 —



The halo effect
FEIRRL L~z

If you can own one attribute in the mind the

prospect will give you many others.

MRIRBEEHFE LEPHEAE ST A
MNESGIRMIN LIRS HEFL.
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Visa

T

MasterCard
REiEF

Federal Express

BXFB R iE

78 —

Everywhere

pir (¥
Main Street's
FEHEE
Overnight
PR IEIE



Automotive attributes

RELEE

VOIVO...cov e,
Mercedes.............o.....
Toyota & Honda...............
Jaguar.........cooeei i i
Ferrar......ooovvv i,

R IR R e,
B e
FHRMAR......cooei
B

79 —

...o......driving
ceeene . Oafety

.........engineering

.o.......reliability
cve.....uStyling
.........Speed

e BIg
e LA
e A ERE
N
e



The law of exclusivity
HERE#E

Two companies cannot own the same attribute

In the prospect's mind.

A R B L E R R R E B — it
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Use 1t or lose It

ERSKEE

Once you stop focusing on your attribute, you run
the risk of becoming nothing.

— BRI BREMRIEE, RGELRAMTAES
2 R XURE .

— 81—



AIM once had a 10% share
H RS B 10%89 &

AIM lost its focus.
mEFERETENES.

Today, AIM has a 0.8% share.
SR, BEEMAB0.8%B7 5.

— 82—



Differentiating in retail

EZB AP X




Walmart:
Everyday low prices

KR35 RKXEG

— 84—



Stop&Shop's Needs
Stop&ShopEHIEE

1. Differentiate Stop&Shop from competitors.
{#Stop&Shop X FEFZF T F.

2. Find a way to say "good deal" without screaming "low price".
T MR FERIZ"AN, MAZMHERN

3. Reinforce your "Quality" attributes.

R L = BIHF

— 85—



Meetlng the Needs
i JE 225K

1. "Honest Values" differentiates you from your competitors.

L' X TFEEXF.

2. "hones Values" say "good deal" without saying "low price."

TAROR RS, MRRIR RN

3. "hones Values" reinforces your quality attributes.

LR T RERE.



Tht

Stop&Shop |

Honest values
S

The end and the beginning.
i ZE 2%

Honest values are what we're all about.
SLEMERKIN—1]
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The results
& R

You were with us at a critical juncture in our turnaround
situation-your input was invaluable. We have now reached a
level of responsibility and profitability for which you deserve
a degree of credit.

EHRNEBFENXERNZ, BIRSHINEE—IRH
XELM. FNMERBRAMFLE, RES—HI15.

Robert G. Tobin

Z{H¥F G E
Chief Operating Officer

BHEEZEWNTE



What "Stop&Shop" Is worth
Stop&Shop BIME

2.9 Billion
2.91C%E



Differentiating a bank
with a long heritage

X fB—ZR 1 BIEARIIRTT




The problem
o] &

| can't recall the last time | saw a stagecoach on my
street.

REAE LXET LB AR EEZT AR,

It would be helpful if you could translate that heritage
into today's world.

MRRELMMERE LB S HE RN LR, B
B
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Your updated position:
"Fast then, Fast now"

EHMEL: “TEk, HEHR




The need

You have to portray your modern technology as today's
stagecoaches.

(R ISR IRBRARIEE RS RE A LT %,

You have to bring this strategy to life with example of fast, re-
sponsive service offerings.

RS0 45 P 12 L 1R M) o7 AR 55 B 51 F 1.0 35X A~ i B BT
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Differentiation
via "how it's made"

XbmAE=: “SMERZE"

— 94—



"How It's made" psychology

“HIE R EL IR

Consumers want to believe that products can contain a magic
Ingredient which will improve performance.

HBREREMRE raEEXMmMaRRERIAME.
Understanding how the ingredient works is not essential.

=G FRZERIWATER T ZRE-

95—



Silicon Graphics:

EAER2E:
Crest:

EPF
Sony:

Y

— 96—

Geometry Engine

JIRCIETE--

Fluoristan

= o
Trinitron
BN ERE



Differentiating
a pizza chain

E 01/

X BB —2R L= 2

— 97 —



John's secret weapon

L) FE R S

Not made from concentrate.

JER Fa R AHFH

— 98—



"Better" position

“BIT” BENL

Better ingredients. Better pizza.

EFIREL, EIFLERE

l

Beating up Pizza Hut.
mEviE

— 99—



"Better" results

“BIF” BIER

1. Sales growing at twice the industry average.
HE ARG T 5% E g K.

2. Profits up 66% last year.
EFHIFE EF66%.

3. Stock price quadrupled from initial public offering.

BREMEE LRI,

— 100 —



Differentiating
a ketchup

X bR —IARR En &

— 101 —



The differentiation idea

X PR BE =

Most recipes that use whole tomatoes call
for removing the skin.

REBH - mUABNEMARBMMLE R

Pampero could exploit this "without-the-skin"
perception of quality and taste.

Pampero FILARIA“ER"BIREFOKER.

— 102 —
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Differentiation
via being "first"

XBHES: Bh E—

— 103 —



"First" psychology
“%_”'l\.’\-fii

People tend to stick with what they've got.
The status quo has a magnetic attraction.

AGiEFEFECEFNERA. XMIAR
BHSAIEG A

Psychologists refer to this as "keeping on
keeping on."

1D IR G Z R A R FFET AR FFRY .
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Grey Poupon:
Grey Poupon:

NyQuil:
&’T:

Edge:
Edge:

The first gourmet mustard

FE—MEKRTTE

The first nighttime cold remedy
F—MRARERS

The first shaving gel
H—HEIFA R

— 105 —



IBM was first Computer

IBM 2 F Al i 57 58—

DEC invented a new category: Minicomputer.

DEC AR T #Himzs: NEBKX

Cray invented a new category: Supercomputer.

Cray #FA T #amZs: HBR B

Convex invented a new category: Mini supercomputer.
Convex ZMR T #mZ: /NEBRBX

Tandem invented a new category: Fault-tolerant Computer.

Tandem %A 7T #imZ: &5 B
Stratus invented a new category: Fault-tolerant minicomputer.

Stratus &Z BB T #mE: NEIREE B
Sun invented a new category: The work station.
Stratus 28 T #ham: TIEuh
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Differentiation
via "the latest"

XBR7TE

0. M2 &
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The "latest" psychology
“FT—RIDHEE

When it comes to products, out society has trained us to look for
the newest and the latest.

MEEEm, RMNPHSBSBANFT ST —AIERA.

People are not comfortable buying what could be perceived as an
obsolete product.

ANEMEHIA A ZE R = mES, RS EFhR.
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Advil
Advanced medicine for pain

Advil: FEiHRIEED

— 109 —



DEC's only hope
DEC HyME—&HE

To survive, DEC had to establish the 64-bit Alpha
workstation as "what's next".

AT HETF, DECiB64 L Fr TiEubff 3L A #h
—R".

They had to aggressively pursue a "back to the fu-
ture" stategy. The market had to be pushed in this
direction.

fb A Wb UL A T [E B AR KRB G, WA TH 17
BAX—F R &R
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The 64-bit Question
64 EL4FRE 0]

Does anyone really need a 64-bit workstation.

BB AFTE—S64L4FrI TIEubfg?
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What Dataquest said in 1979
Dataquest f£19794F By &E

"Digital's architectural change is highly questionable. Soft-
ware developers and end-user customers currently have no
need for the technological advances that digital's new chip-set
offers, nor will they in the foreseeable future."

‘DECABIIRHMTHURESTRE. REFAEMZFEHRP
MEAREZEDECARFI TG HIRMHAY AR, RN AYIS I

— 112 —



They laughed again
When DEC introduced
The 64-bit

Alpha workstation

BIIXET

M DECIHEH

64 bk

Bl /R 5% TAEuk B B

Will hlstory repeat itself

17 .

KERG?
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Fact of life

K 18

Your prospects will prefer 64-bit workstation to 32-bit
workstation not because they know anything about 64-bit

workstation, but because they are the next generation.

REVFAEIE P = EXX64 bt TAEuARE I 32 bb 45 TAEuh,
REARZMAS6ALL s TAEMEBER TR, MERAXEH—
KB~ m

— 114 —



Your claim to fame

MARE

DEC pioneered the 32-bit VMS operation system and the
VAX architecture to become the world's second largest com-

puter company.

DEC E— 1HEAT32LFRENMNEFRE ( VMS) FIVAX
2y, PARE_XBIEBEKAT .
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Recommendation
ZE W

Connect the 64-bit workstation to the 32-bit

minicomputer.

1564 LR TIEREFN32 LLFF R B T E ML EX &
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Positioning theme
E {3 F 73

DEC does it again.

DECX 2| T

— 117 —



Tow years ago, Digital Equipment Corp. introduced the
64-bit Alpha RISC architecture.

R, DECARIED T64LL4M /RIERISCIRH .,

The industry yawned.

1T It i B S4B

While acknowledging its speed and power, many of the

computer industry insiders dismissed the 64-bit Alpha chip by
saying, "who needs it?."

FZMAANTHFINEREEME NIRRT, HBR T 64 L%
BIRRAES R, i BEFEE? "
You need it.

7 == -
MEEE,

— 118 —
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Differentiation
via "leadership”

X PR iE]

AR

— 119 —



"Leadership" psychology
“WMITTILEE

Humans tend to equate "bigness" with success and
social status.

A T8 K" F B T A DI FAFt & He AL

Leadership is the most direct way to establish the cre-
dentials of your brand. And credentials are the collateral
you put up to guarantee your performance.

NeEREImMEENEERERZ. FERRREL
RIEF= IR IR E R X
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The problem
8] &R

In this global economy, if you don't have a
positioning idea to differentiate your company, you
had better have a great price.

EEKZFH, MRRREEMHMEXIEIRE
AR, FERFETREZSEIBNE.
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A coherent direction

— 1P EBEHAE

1. Focus on leadership in technology.
RETRARTE.

2. Bring that idea to life across all marketing materials
and activities.

RIS AR M E AT Z .
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Marketing's role

SHAESS

To turn a differentiating idea into a full-scale
program. The idea is a nail. The program is the hammer
that drives it into the mind.

RBXRH@HSELAEEAL. R F25], A
HETFRIN LB HISE
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Differentiation
via "heritage"

XbR73E7S: “hinfEs”

— 124 —



"Heritage" psychology
“tRg LR

Behaviorists say that without a line from the past, it is difficult
at believe in a line to the future.

TAFFRIR, RAEIENEER, ZHRERREEMER.

When merged companies have their heritage swallowed up,
their customers feel abandoned.

HEFHARETRTHIIBES, IR R EWMFT.
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The differentiating idea: tradition

XIEHES: IE4

Coca Cola “The real thing”.
AIAASR “IESRER”
A "family" heritage strategy
“RIR G A R
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United states
United kingdom
Spain

Japan

Italy

Russia
Germany
France

Switzerland

Countries have positions

EE
R [E

[iiid7y

H7R
BRI
(i:4E3
&=
7y E
It

E

RB EM

Computers & Airplanes

Royalty & Racing cars

Resort country of Europe

Automobiles & Electronics

Design & Clothing
Vodka &Caviar
Engineering & Beer
Wine & Perfume
Banking & Watches

— 127 —

FEL Fiq F0 K 41
EEMELE

R M B4 i3 Bt b
SREMBEF
Wit FBR %
ReEFMMFN&E FH
T ZFAEH
FEIBFNEK
RITROGPR



Differentiating
a technology company

XfE— 1R F

— 128 —



The Compudata situation
Compudata 28] 1K

1. There was branding confusion between its corporate name
(Compudata) and its product name (Multiscan).

NEAMR (Compudata) FAF=mZFR (Multiscan)zZ (8] mARIRE -
2. There was the "made in Argentina" problem of technology perceptions.
FE P REFE" B R AREIR.

3. There was the the issue of category."high speed" bar code reading vs.
"laser" bar code reading.

FEFMEANEE, B SR FIADIEE, N2“Ht FHEIEE.
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The recommended strategy

HETF B A R

MULTISCAN

World leader in laser Bar code document reading.
(Headquarters: USA)

MULTISCAN, 5t &R A ERAT it SR GsE &

(lEI\;;LB: 7%)
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The results
& R

Sales have increased dramatically(10X).
HEREREM (10 .

Exports have now increased to 60 percent.
£4, HO#EM60%.

They now sell in 55 countries.

2%, $HESSTER.
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Differentiation
via "preference"

XRAZELE: “I=23m”
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"Preference" psychology
TR

We determine what is correct by finding out what other people
think is correct.

FAVEE T TR AN AR R AERRESYIRIIER.

Usually, when a lot of people are doing something, it is the right
to do. Psychologists call this "the principle of social proof."

BE, SR AEMEGEENIFSEMEN. LEBEFERRZ
AR INRE
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Differentiation
via "breadth-of-line"

XpEAEIN: “EEFEm”
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A straw In the wind

SR EI

Home Depot is now testing Villager's Hardware, a scaled-down
version of its jJumbo stores.

KEELE (Home Depot) IEFEIRIT—MKEIARYE 48 R—"#7
RAEER".

At one-third the size of its typical stores, this "Home Depot Jr."
IS designed for consumers doing basic home improvement projects.

‘KECEI, REHAAFEN=922Z2—XK, ETAEHBEENE
AKREHEIFINEZIT
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Differentiation
via "'specialty”

XRAEN: “higEic”
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"Specialty" psychology
“HihE KR

People are impressed with those who concentrate on a
specific activity or product.

MIFEEFHFEWFZM~=mBI AR EIRIAZ

They perceive them as "experts" and tend to give them
more knowledge and expertise than they sometimes deserve.

AT XL AT IEBER TR, INABINIEBEH—ARBIEIR
FEA AR

Conversely, common sense tells the prospect that a single
person or company cannot be expert in everything.

Rig®, FIREFAMT —TABR—PT 2R ARATERAEZTT
[ET: DR
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The big nhame vs. narrow names

1; ]

GE vs

JZF VS &

Cuisinart
Frigidaire
Kitchenaid
Maytag
Sunbeam

Waring

— 138 —
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EZhE

FE K 78 hE
[63 5 5 Fhe
ER 7
H A hE
EEhE



The specialists are winning
ERIKBE

Cuisinart leads in food processors.
Frigidaire leads in refrigerators.
Kitchenaid leads in dishwashers.
Maytag leads in washing machines.
Sunbeam leading in irons.

Waring leads in blenders.

FZhE S EmimI
BEokFERE  MIEkFEITI
FEHFER  SERBEIT
ERmME  TIERRVITI
Hxhg @k Tdl
EEM  JSEREETIT
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The specialist's weapons

TRV R

1. The specialist can focus on one product, one benefit, one
message.

2. The specialist can become the "expert" or the "best" in a
category.

EREE—DREEAN TR BRI
3. The specialist can become the "generic" for the category.
EREEM A IX—mERIEIR.
Generalists are weak

B 2 EERY
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Differentiation
via "sales progress”

XMRAE+: “HERR”

— 141 —



"Sales Progress" psychology
“HER LR

When you're hot you're hot. And make sure the market knows
you're hot.

—B#AH, (REgALmE, (RERRRBEBEZEN TS,

But beware, this is a short-term way to differentiate as no one
IS hot forever. You'll need a follow-up idea.

BEILE, IRR—MEHNXRELZE, RErmEBLE—
=T, FFEE—TREEZ.
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Marketing warfare

SN

— 143 —



Military Warfare
FE=H}

Your Army Enemy Army
HE W

Territory

it
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Marketing warfare

=g

Your company Competitor company

{REG2F] RHENFRIAHE

HEEE

Customer
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Defensive Offensive
warfare warfare

D B

Flanking
warfare

i &2 %

— 146 —



Principles of defensive warfare

7 10 A o )

NO.1: Only the market leader should play defense.

F—%: ABAMRNSEA M2 KNG

NO.2: The best defensive strategy is the courage to attack yourself.
F & mIFRIBRESIR AN BRI ES.

NO.3: Strong competitive moves should always be blocked.

F=5FK: EMZEFREIETSFENBRAEHIE.
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Gillette: the leading razor blade
=9: Fl0T) RS mmhE

The two-bladed razor.
WET] R #lsnT]

Adjustable two-bladed razor
ALATIXZ 71 R #ll 2 T

The shock absorbent razor
=l 20 7]

The 3-bladed razor
=EBTIR#mT]

— 148 —



BIC: The disposable razor
BIC 7], HEH—RM#mJT]

Gillette blocks the disposable
=4, JHE—RER 5T
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"Power used at the right moment
against the right adversary bring more
power."

REMHMATEENNITE, S
HEMHE.

On War
(Ex 5t
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Principles of offensive warfare

TS SR

NO.1: The main consideration is the strength of the
leaders position.

F—F: BEMNERNZENLEETIARAIEE

NO.2: Find a weakness in the leader's strength and
attack at the point.

E5K: BREIGUEERBPRINS, FBELESER.

NO.3: Launch the attack on as narrow a front as
possible.

E=%. ERFGEFEERE A FNHEA
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The mountain water war
In Argentina

PR ZE LI SRk 2 Ak

Villavicencio is the mountain leader.
Villavicencio: WER/KBMEH

and

Eco is the mountain climber.

ECO: U 7%7k E,‘]EEEE%
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What did ECO do
ECO an{rr{i?

Found out their weakness.

LA FRIS R

l

Exploited the weakness.

N EENS

Then revised label.

BT R DR
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Support for this concept

X XA W o B ST

The American heart Association recommends ingestion of water
with sodium concentration of less than 20 mqg per liter.

XELRBZEZVRAEHKIMNEFEBEI20E 5AIK.

The recommendation for reduced sodium intake is usually 1,000
to 3,000 mg per day.

EWEXEBANBNELE1000€ %= 230005 2 4],
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A revised label story

2 RIPRE NS

At more than 5000 meters, in one of the purest place on earth,
ECO de los Andes is born. Nature's purest water comes from the
mountains. Originating in the snow, it filters its way naturally through the
rock.

But nature can sometimes add too much sodium. That's why ECO
IS bottled at a point where the sodium is the lowest.

7E#BIH5000K 5 E Bt Bk & aARIH S, ECO de los Andes it
7. KBARASB/KEKELE., 2 REARE, ZESARNBARTIE.

B, XEABHNAIERNIZ AN, BALECOEMNS ERIKAY
=) Y ES
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" If absolute superiority iIs not
attainable, you must produce a
relative one at the decisive point by
using what you have."

"MRIZRGEFTINE, (R
REBEZERFRAENNE, BARE IiE’Jiﬂz, 3
SRS,

Carl von Clausevitz

TR e EYER
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Principles of flanking warfare

fiml 52 & Jem T

NO.1: A flanking move is one made into an uncontested area.
F—%: —RIFHMEHRHBUTINIZELTAZEHEXER.

NO.2: Tactical surprise ought to be an important element of the plan.
FBE: BARFREMIZEAITRIBER—NEZHAERS -
NO.3: The pursuit is just as critical as the attack itself.

F=F: BEFANAE—HEE.
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Ways to flank
i 52 i By Fh 26

A distribution flank
valki- N X514

A low-price flank
R fr M 2 6%

Flank with high price
LIS i & zh &
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Leggs:
PEE TS

Volkswagon:

KK

A distribution flank
vk REXSq
(FEHBHEBEMH AR

The small-size flank
NEY ZE N 22 A%
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A successful case In China

& A T R =5

Furongwang cigarette
XAETISEEHE

Frongwang attacked Baisha
rETINRITEHRIDE
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"Keep forces concentrated in an
overpowering mass. The fundamental
Idea. Always to be aimed at before all
and as far as possible."

"ERMBEESN! TitEEMHT,
&M iZE SR EFE. 7

Carl von Clausevitz

FRG EHEYER
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VW should have concentrate
AKARNIZERNE (THEZHZFER)

VW ever attacked Volvo, Fiat, Jeep and Dodge with its beetle.
KRR FBREXR/RIK. FELHF. JeepFliEF -

VW lost its focus. VW came back to its Beetle
KRREER kﬁ@ﬁT%ﬁiﬂ
Volkswagen's downhill drive VW's uphill drive.

KR E TR ES RRIHE LT
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A penetrating eye IS a more
necessary and useful quality for a general
than craftiness."

“HF—IRBEMS, BAEHILFEEMS
MIMBH. "

Carl von Clausevitz

FRG FEHEYER
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Principles of guerrilla warfare

SR

NO.1l: Find a segment of the market small enough to defend.

B—%: —HRHlL A, ENFRUSTHIE.

NO.2: No matter how successful you become never act like the leader.
FZF: IMENRZ AR, WAEEESHITAE—ITTEE.

NO.3: Stay flexible. Be prepared to bug-out at a moment's notice.

F=FK: RERIE. — BEFERMITESR, MERESRLER.
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Case Study: A Caribbean Island

Area;:
Terrain:

Population:
Unemployment:
Economy:

=t mEttEr—1

The statistics

GitaiR

344 sq.km [T 72
Volcanic island with e
central mountainous A O:

rain forest. |
94.000 2 5F
25-30%

Mostly agricultural
with tourism becom-

Ing more important.
— 165 —

INES

344 sq.km

K&, HRE LM
94,000

25-30%
KER B M 255, iR
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The current slogan: ISLE OF SPICE

HEAAAS: BErEEReNE
A problem
8] &

No one is going to travel a great distance to see

cocoa, nutmeg and mace grown and processed.

IABERERSEBAANE. NEBRMNERETE
Ry A0 T .
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he questions

& o]

How does Grenada avoid the "just another

Is-land in the Caribbean" problem.

TR ZAIR an A ieE 52 N #h LLig RIS A B U5 (8] R ?
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Features of the island

PDERIFR

Unspoiled countryside

e 27N R D)

Unspoiled beaches

AT B

Unspoiled natural parks
AAEIAE B 7R 2

No Tall buildings
RASEEN
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Proposed strategy
IITE L-I E'Jll-ij?.ﬁ%

The Caribbean The way it used to be.
I @IIE A=

No building is higher than a plam tree.
A —IEE N LRI S

Beaches untouched by developers.

R 52 T A T Al .

Waterfalls by nature not man.

XA EM, EEAE.
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The power of PR In positioning
ERHAXMDE

"Hanging like a pregnant tear drop at the southern tip if
the Caribbean chain, Grenada remains relatively untouched
and wholly unspoiled by the evolution that has forever

changed its sisters to the north."

"R MEEBREEENE LB EIR, R NIEFERT K
it R— 1T AN £ XA WITEVNG, MELmaYiEi
BUSMIEF & K ZET .

— 170 —



The power of PR in(continued)
NEMNE (8D

"This is the Caribbean of the 1950s, perhaps the last big island
where life goes on largely as it did before jet airliners and baby boomers

with credit cards began fluttering in."

“XES0ERMMELLE, THEEREFE—NAEE——XBEHESR,
EERMARIES, SEBSR WG, THEEILEERERYS

EHE'_E'_:IO ”
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"Everything is very simple in war, but
the simplest thing is difficult."

"HETEHRFEHRER, BEEMBIEE
BHHERS.

Carl von Clausevitz

FRIG RFELER
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Differentiation
and growth

X BEFARY 1<
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"We don't have a desperate need to grow.
We have a desperate desire to grow."

“FANFEEEBYIEKHNEE, FRIMNRFEY]
HCRIRREE.

Milton Friedman

ZFFR WR-HRES
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Case study
E bR i

The positioning evolution of

Silicon Graphics

EAE R QR EMR AR
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1. In the beginning
3D computing

2. A bigger idea
Visual computer

3. A broader idea

High performance computing

— 176 —
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Their unique credentials

(R (BTN E I

1. Cray supercomputers
HBRITEN

2. "Wideband" severs

3. Visual computing workstation

B iz & T {Euk

4. RISC/UNIX operation system
RISC/UNIX ##1E &4t
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Wall Street's verdict
L IRIENEIL

The "high-performance computing” niche does

not have the potential to grow at 20 percent a year.

YRR FIRTE, FRASE20%MEKEN .
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The line extension philosophy

FEm M EE

" Leveraging and extending proven, High-quality,
repeat-purchase brand names is always preferred over
launching a new name."

“IRENFNE (R IIEUERY mﬁ%fﬂiﬁ)ﬂ@?’: B emhE A TR,
SEtiRHFTmEEILASZR.

David W. Johnson,CEO
Campbell Soup Company

MWL, BEATE
B A F
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Key philosophy

Move

With the marketplace

RETIAE
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Michelob's position

A FEBHEMEL

10% percent of the market First class is Michelob.

BT 5 10% 89T 154 57 Ko ER E— .

29 percent of the market Weekends belong to Michelob.

B 7R & 29%BY T 354§t BIREBFAR=S

50% percent of the market The night belongs to Michelob.

& i &5 50% B T 177 & TRE T RwSH

100 percent of the market Night and day Michelob is the one.

‘ —
1008y T iA 10 &0 R BREE T K5 .
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Beer market share

8 BT %14 &

Budweiser BEBl......coocevviiiiieeineenenenn ... 19%
Bud Light BEURM ......cooovi e, 13%
Miller Light KGR, ..., 8%
Coors Light ZEHRME..........oooeviie ... 8%
Busch 7 HT... N 1" )
Natural Light Biﬁk,i‘llﬂ Y. 1/
Miller genuine Draft %Kﬁﬂrﬂﬁkiﬂﬂ,ﬁ ............ 3%
All others EEMRME.........oooiiiiiiiienenn. ... 40%
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Differentiation
and change

X fm 0L 3

Iy

— 183 —
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Warning
i

The world can change.

You have to be ready to adjust your plans
to the new reality.

HRSHE.
R HUEF BRI AX EEN MBI
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Mistake

A =

Trying to predict the future
13K B F90 0 R
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A Xerox evolution

i 7R B A R

Move from "Xerography" to "Lasography" as a way

to pre-empt the surge in laser printing.

MERBEEENEE A MO EED”, LUt 5 EEFTENRY

B o
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Hewlett-Packard
= T

Laser printer

A ICFTENH
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A better direction

— BT )

Evolving your difference

2R X PR
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Louts Development Corp

-

i

& 1E

Y, /N

Lotus
1-2-3
E1-2-3
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What is Lotus in the mind
EECEPEMTA?

Spreadsheet
BFRAER
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A breakthrough product
R

Notes:

The first successful groupware program

Notes: FE—ALIIRIEFLHENE
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The new position
#THY E AL

Lotus Development Corp
EEF LT

First the spreadsheet

FE—IBEFHER

Now groupware
MERFHERY
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The new Lotus focus
ELFHRIE L

Groupware
RELHER

Lotus Development Corp
EWRTT & LT

Groupware

BHARH
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What "Groupware" is worth

AR EMEZ D ?

3.5 Billion!
35{ZZE T !
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Differentiation

IS COmMMmMon sense

X PE s iR
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Common sense question
® IR 9]

How would a Cadillac that
looked like a Chevrolet sell?

BERREHKAIERIT

AT AE 19482
Cadillac introduced a
new small Cadillac. Cadillac's downhill drive.
)38 437 35 3 Y — FhET A LB E T TR

NJLE L 5E .
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Differentiation requires

sacrifice

X PRRES]

— 197 —
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Sacrifice No.1
Customer benefit

EH—: IETEE

— 198 —



Emery Air Freight.

Emery 2 RIfIZIEH

Small
packages

NER

Large
packages

RER

Overnight
PRz i1X1E

Two day delayed

NPT

Federal Express.

BRFR IR 22 6

Small packages
overnight

NIRRT IXIX
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The power of sacrifice

EFHNE

al

Federal Express:

Absolutely, positively overnight!

BRFRIRiIE: 48X, BE, REIEX!
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Volvo: Safely
ARK: BE

Reinforcing safely

Btz E
Anti-lock brakes. TR 2=
Air bags. ZESE
Side door air bags. MIEe5E

Running lights. EELL AT
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Sacrifice No.2
Product line

eHE=. FFRZk
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Marlboro

=R

Medium
7 EI

Marlboro Menthol

E 0 I E

Marlboro Ultra Lights

71 E B
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The problem
o] &R

Real cowboys

don't smoke menthols and ultra-lights.

HIF R4 F A iE e AR i .
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The power of sacrifice

EFHNE

al

Duracell lasts twice as long.

EHFTHRMERE, SEMBEBERHE.
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Battery market share

it T 3% 44 &

Duracell €T E.......co i, 44%
Energizer $l=......ccoooviiiiiiiiie . 33%
Rayovac............cocieviiiiiiiiciiciiieie 0. 11%

All others HE R . ..o 12%
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Sacrifice No.3
Constant change

TEH=: ENEKL
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Key philosophy
EEHHE

Move with the marketplace.

RETIAE
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Bad news at AT&T
ATE&THISEE

’ |
!

"Once dominant AT&T name may fade away."
L —E ARG R mAEATRTAIRERIH T
U.S.A. Today
SHEE
"With AT&T on the brink, pressures rise to the top."
AT&T G ERILL, EAAZEES-
The New York Times
ARk
"AT&T can't buy its way out of this mess."
AT&T oAk fEeE L EER.

Business Week Magazine
[4] .J.I_}—,I :FIJ 7.|T/|_.
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"Overall quality"
. ¥1¢ J\%H

AT&T ... AT%
Sprint........................39%
MCIl..........c. e ... 38%

"Worth what you paid for"
“tEfrEL”

AT&T ... . 37T%

Sprint........................36%

MCIl.......c.co e .. 32%

— 210 —

"Call quality"
“EERE"
AT&T.........ciii et ...66%
Sprint........................65%

MCIl............ e ... 60%

"Customer assistance"

“BPRXF
AT&T..ooooiiiiiinen . 49%

Sprint........................41%
MCIl..........c. e, 35%



"Billing quality"
HWERE
AT&T ... ...B1%
Sprint........................46%

MCIl............ e .. ...38%

"Ease of doing business"
L ERFEBIEE
AT&T ... ...60%
Sprint........................55%

MCIl..........o e ...45%

— 211 —

"Reliability"
“AIEHE"
AT&T......coiiii ... 61%
Sprint........................58%

MCIl..........o e ...46%

"Long distance market
share"

“KigBRIAT IR E
AT&T ...l ...68%
Sprint........................16%

MCIl......coii . 9%



The key Issue
F (o7

It's not a reliability problem.
XA E— Al EHER B
It's a competitive problem.

XN T FATE .
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Backhoe cable out
R W e 4%

"The city of Rialto, California, cut a
major MCI fiber-optic cable, blocking an
estimated 200,000 MCI calls for five hours."

“fEmAERTRialtoll, MCIFI—&KEE
SRS YIMT, 7E5/\E P&t PR ET T 200,000
AR,

Information Week, June8, 1992
=2@T, 1992%6H8H
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A necessary ingredient %ER 4%
The big announcement EZEE A

1. When you make a long distance 6. Driving and......

call...... BEWE... ...

HIRFT— IR EIERT ... 7. Walking over every mile of our
2. You expect to get through instantly. cable routes.

(REERESD LIRE. TITRERNE—RER B,
3. "Hello." 8. No matter how hard we try......

IR BEREHENMAEA......
4. Which takes a lot of work on AT&T's 9. We can't be everywhere.

part. HAVA A ge TR A 7E

ALATET T % T1E. 10. When a cable break occurs......
5. Every day we have people flying...... = ST ...

BREMNBILEARTITEE. ...



11. Our video wall instantly show where.

HANR B ALEILRI AT LR RS AL B S
12. But we don't do a thing.
BEREINAEEE.
13.AT&T's new Self-Restoring Network takes over.
BANFRB BRIPME S BITIEE.
14. In a matter of minutes......
BERTILaH......
15.1t resources all calls around the break.
BREIRE ZFESEHVIRTE RIS T B IR R,
16. In the past five years......
EIESER......
17. AT&T has invested $13 billion dollars......
AT&TEHET1301Z=TT......
18. To make sure your call goes through......

1%1E IERN H’J %1%1%?%?3(1_ ......
19. Clearly and instantly.

1 IEBSES
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Lesson

# il

Reality is critical in a competitive world.

ERFHERPELEEXEERR.

Focus is critical in a competitive world.

ERFHEARREREXERN.

Differentiation is critical in a competitive world.

ERFHUAPXBEEXEEM.
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Bad news at Proctor & Gamble

ERABINTEE

P —

. 4

"Three years ago the Colgate brand captured the toothpaste crown
from Crest."

"ZFR, SRAmEMNMETEFFRTTHETUNEE. ”

"Leadership continuity has been a key factor in Colgate's success.
P&G has burned through CEOs."

‘"SR AR —TMEERR, MRNSHERME. EEFLFAANZ

ZTFCEORSNEE .

al]

Business Week
a7 M FE 1)
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The Crest position today

= il

SRE

=/H

o

E AKX A

Cavity prevention

By LE o 5F

— 218 —
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A potential problem

— B ER e

As cavities disappear, niche brands will become
more successful. As a result, Crest's market share will

probably decline.

ST A EH AR, FERERBETR/EMAII. &
R, EELTHHSHRHRTESI TR,
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What went wrong
AL THE?

1. No drama
RERZ K%
2. No technology
RiRFHEHE (82
3. Competitive response

RHENFRISE
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The Crest position
R TRIER

Tooth trends

FarEES

1. Cavities are declining.
g ZF IE 7R D

2. People are living longer and keeping their teeth longer.
MTEBREK, FERFHEEKA.

3. Tartar control and gum disease are becoming more important.
TR A iRR R IS EINEE.
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A natural progression
—MBRRHET

Cavity prevention
5 LE & 5F
Tartar control

=25l 7 5

Gingivitis protection

&3P ZF R
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The long-term position

KEAEN

Crest
Pioneer in tooth care

E5tL, Fairdk:E
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Colgate got there first
SERIEEEELTZE

Toothpaste market share

FEmiaLhEER

Colgate EER T ....cccvvieiie e 002, 28%
Crest 1L i . 25%
Aquafrsh............ooii e 11%
Mentadent...............cooev i 2. 10%
Arm&Hammer................c i eeen 1. 0%

Sensodyne.......cocoiiiiii i . 3%0
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Big brand, big trouble
Kmmhd, KEFL

Learn from the top 500's failure

= 3] 50058 B9 5 Ml
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Xerox is a document company

e PR 2 Bl R LR A

Xerox introduced its computer.

Its advertisement said: "This Xerox machine can't make a copy. It
computes.” "Funny. You don't look like a Xerox machine."

FERHER T EN. BRI ERE, "XaRRNINEAEEN, ES
ZH. "EG#8, eFELETGREGRKENN.

The new business ended with a complete failure.

"$275 Million charge taken and 2000 jobs will be eliminated." by
New York Time on February 1,1989.

HE SR B B ALl 55 AR R G s . A Z)RTHR"E1989F BI2 A 1
HRy#E R T Hh2.75{Z %A, BB 20001 ER L.
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AT&T introduced personal computer,
and also ended iIn big losses

AT&THE TN ABK, KMEL

"AT&T Begins Slicing Computer Unit, Plans $1.2 Billion Third-
Quarter Charge." by The Wall Street Journal on Sept. 15, 1995.

1995F9H 15 HBY L /RE HIRIRIE: “AT&TA R EF MG B X %,
HREFEF=FF HILTH12{¢EH. "
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Coca Cola's New Cola

A

A ZRRSFT AT 2R

Now, Coca Cola focus on "the real thing".

WM&, ATORRBETIER .
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Porsche

RETHE

Porsche 911 ##!  Rear-engine, air-cooled, 6-cylinder car.
BFEAN, N2, 6815%F

Porsche 928 Z&£#!  Mid-engine, water-cooled, 8-cylinder car.

hBA M, K%, 8iI5%E

Porsche 968 Z&#!  Front-engine, water-cooled, 4-cylinder car.
RIE A, KR, 485%

What's a Porsche?
A front/rear, air/water, 4/6/8cylinder, cheap/expensive car.
RETERT A
—E E A /IR ELREN, RLIKR
ASI/6EL/8HEL, BRIN/GRATSZE.
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Porsche's downhill drive

RETE— IR TH IR
1986 ..30471
1989......osoe e 9476
1990, ... os oo 9139
1991 ....ooos oo 4399
1992, ..o 4115
1993...oosoee e 3728
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The Porsche comeback

(REFJEES

Today, sales are rebounding thanks to an

updated, less expensive version of the 911.
&KX, SHEEERHA, XEFATHRHTREA
BER911EE,

— 231 —



Lesson

# il

Sometimes you've got to evolve your position.

AR I & RAREY E AL

Never lose your corporate memory.

KEFETISIR ARG L.
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POSITIONING

: ﬁi

4 B B s B AR S
“EZ, FRAERUR
BREXZWONEHES
HEEE EXBEIES
HFAEEANL

NEW POSITIONING

4

i b

FE 4 e A s AR X
EEEBEHMBWREKX B
CGEALY 1552 Ja, 1E#
ST R T B 2 A
CHrEhry .

BOTTOM-UP MARKETING

LI

AR

CEALY fEERE—
+ 24 H SR E 50055 # E
BHRREN2% 58018
SRS, WURFPE
—HIEHRRREB .
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MARKETING WARFARE

R EET RS ¢

(ALY EENEH
(¥ BE E 3 o 52 T 3L
W,  CEHEE) WAEH
BWCE B A BEVEAT B
JER. AR

SKERIERA, AR ITE0H
THRAE, Tifs
WEBEHEEWE. XA
PRI EMIMERREK
KN ERRRZ —.



POSITIOMNIMG |
YOU DIFFERENTIATE IM THE MIMD |
| : F

ETRATEGY

IS ALL AaBOUT OIFFERERNT IATIOMN

aniEgi

— THE END —



