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ZHE{Chapter Ell10 A|&Setting I X| A dpositioning
(10% Are{oijZd dEsH7])

10.1 EThe Y AM|A{E|necessity O] Eof I{X| M positioning (AIE]OjZ M&A5H7|9] ZQR4)

10.2 dE AR d Understanding Clthe 7HilEconcept O Eof IjX|A{dpositioning (At 04
AHst719 olsH)

10.3 HThe ALH{Zgeneral ¥ E22X|approach £to I{Z|Mdpositioning (AfZOjZ AE517|

of Uty )

10.4 AI{A|™Specific M Zmethods EO{for I{Z| A Gpositioning (AFZ|0fZ A sH7|9
A HE)

10.5 MM ASuccess ME|Zfactors ZEO{for I X|MYdpositioning (A2 H|Z HAYs5t7|19 HZ
27)

10.6 4H#2{EDeveloping AEZ2E{X| Zstrategies ZEO{for I{Z|Adpositioning (Af2]ojZ A
gst7| M= i)

2{idLearning O] BAE| H X objectives <SHEFH>

1. AAEZ0{Explore Y=LZ|Zapproaches Eto 0% managing Cjthe HAEMN'Z
customer's I{Z| M dpositioning Qlin Cjthe H|XL{Abusiness. (ZYXE 1740| Z}2|0Of
dot=H IE = gt HsiA Yor=Lrt).

2. A AEHEUnderstand CEthe L{A|A{E|necessity O] Eof A& setting I{X| A Y positioning.
(Arofd ddst7|e) BRES Lor=0).

3. G AEBHE Understand Cjthe 7 Econcept O{Eof AM|&Hsetting I{Z|A{dpositioning.
Areofd dgst7(e 7HES LOor=).

4. AT 0|Compare [C{the CJZEZHA|Zdifferences H|E@between A|Hsetting I{A|AY
positioning ZEO{for QIEHXHintangible Z2tHE Aproducts 91 Eand EiZAHtangible &
25 EAproducts. (FEYE AHHOE AE5H7(19 |FILTE AEF A0 HYst7|E H
wsto] ot WOl LHEA| AT ZLY).

5. AAZEZ20{Explore Ethe 2| Aprocess EE2R2flow O] Eof L Z{Hdeveloping I A| M
Hdpositioning A E2{E{X| Zstrategies 2 Eand OfO|HIE{LO|identify Z1A|GE|0|MH=Z
considerations when CHl2{™developing AEB|E|X| Zstrategies. (Af2|0jZ4 A A sH7|
el k2 Ooflfst S5O 2 UL HMEF JHE A9 FOYAYE FAUQUR| YotELY).

6. OfO|HIE{I}O|Identify Tithe M4 Zmethods O Eof A& setting I{X| M dpositioning HE
and CjE{Hdetermine Cthe & IIYMHE Arequirements XEO{for AA|Asuccess.
Arejofd dgstr|e o= ofF Zo| el dZstH o 8740 £~HIE|O{OF of
=A| LOrEL}).
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10.1 EThe LH{MA{E|necessity O] Elof I{Z|A!dpositioning (A OfZ HHSH7|9 HRY)

HThe Z2tH Eproduct #Eshould Hlbe Ola MB Aservice 20jor Z2{X|knowledge-H|O|
A Epased <Swork HSthat A5 Z|genuinely AfH Zsolves LHE'Zpeople's ZHAMZ
concerns. (AfZE9 1OIS 2HOZ SHAMNFE AMH|A R|A]l ZHEO| AFZO|O{OF 3tCt), O{A
T Egood ZZtH Eproduct #Eshould Hnot 222/ only O =2|Aaddress L&' 'Zpeople's
7AiM Zconcerns Hlbut =4 %also I2{H}O|Eprovide H|LH™ Abenefits HFto Sthem.
(fS HES AMEEY ATIE ofLEf AEN A O|52 7HALERO{OF 3HLY),

HA0nce R20your OfO|Hitem 2Z{A|E Zreceives Ola I}AE| Epositive &AL Aresponse
I3 from Cthe LE=Hpublic Y9Eand Syou AEOFEstart 2{A|R/lreceiving FHZ A
numerous 7tEZHE Acontracts HfO|by S&E2+0|Rutilizing Tthe M|EH7 A&l ASteps OE
of M| ZXSales, 9lit O|Ris O] EH}O| %X Hadvisable Eto =2U4|0|Edonate 2% your 00|
O] Zideas Qlin O{Eother E Zfields Eto 22 social QA AE|EM Xinstitutions ?_15and 2
I Eshift 80your X237 Afocus O{Q0laway ZE&from HElthem. (Sale 7 Step2 & 23|
M HE2 AlfE ot F4le ofo|Ho] FREZREH 23S YA HEH, FAO| R A=
CHE FO0FQ OfO|HO{&= Abe|7| 0| JOostl HAHS E%‘HOF StCt). H|7}ZBecause OfZLE{
after O|7{|0]| Zdecades O{Eof 0L Eeffort, 2. 22lonly ®¥one O}O|Elitem 5liZhas LiO|&
2lfinally Hlbeen O|AEjE2|4 Eestablished 9 Eand O|Ris AEOIHstarting Eto 4%
show ZetH4promising 2|8 E Lresults. (HLFSHH R F 4 HIF L=Ho{iMq 7L 3F OfO]
EllO] 2UL|0f Mo En QoL Zo|Ch), Qln 20| order EO{for Gthe 7{& Ecurrent 0Of
Z|HE achieved 0}0|CjOjidea Hto H|Zbecome Cthe ¥'Zworld's H|AEbest, it #£E&
should H|lbe UAZZA|EZ|exclusively ZTEELEfiimed Y Eand EL7{AEfocused Qton.
(RAlZ O|F ofo|t{o{e| OfO[&IO| A& MA z|i1EF O|F7| ¥l O| Oro|H0| CHoff T F
AFSISHOF 3tL}). EThe HlE2| Xpelief Hthat OJEother OfO|Cj0j Xideas FHcan &4 Ralso A
A|Esucceed O|Zis O|A7t0|L Emisguided. (O|ZAAME HE OO|HOEE 3 = U=
Zo|gte AMZt2 4Ato|h}). ®One OO|Hitem O|ZXis 2Olmore Hthan O|L{Zenough.
(3t ofo|HIOFE ZE25IC}). Sllt 0| Ris A X O E Eimportant Wnot Eto 0| 1%0jignore 290
or {28 Eneglect Ojthe O|X|EMH E Aachievements O] Eof O|1X|AHexisting OO0
Rideas Hthat dEhave EHlbeen QI AH|O|Z2]|painstakingly CH & Edeveloped 2}
while £ 2| solely I{4£Upursuing Fnew OfO|E Xitems. (A OfO|HIDF ZC}H7} ZEH
0|2 7|Z ofo|jofe] HItE RAISILE AFS| A= O HLH). B[O{There ZZcomes Of
a EfUtime YWwhen 9Qlit O|Ris Y AIAM|O{& necessary Fto ZEhalt Cthe AL{g|o|M
generation O] Eof Hnew O}0|CjO{ Zideas %lin 20| order Eto H|QIH|QImaintain A&
and I Gfurther G develop LCthe OJX|EMHEAachievements OjEHof O|1XAH
existing OfO|C{0{ Zideas. (7| OfO|HO{9| JUtE FA| LHA|IZ|HEH M2 Of0|HO =
S ZCHSHOF & 7t 20). ¥When Gthe 7FAE Econstant O|H{Z Aemergence O Eof &
new O}0|Cj0{Zideas AT EAdisrupts Cithe ||work Qton O|1R|AHexisting OFO|El X
items, Slit O|Ris O{EHO|X{Hadvisable Fto H{%Z|verbally A& AEsuggest =L Zthose
Lnew Of0|Cj0{Rideas Eto #HzZ|{H Erelevant QIAE|EMXinstitutions. (A& EoL4s
oro|H o mf=of 7| & Oo|" 2¥o| 5% U= O §l&= OO|HAE H=EM HH 7|3'Jr01| a
olstal). I 2O0{Furthermore, ¥ 24once {you dljEhave MA|AT™E]|successfully =2{H
E{Eimplemented =all Hthe Lnew O|HZemerging OfO|Lj O] Xideas, 9Qlit 0|Z|s QlIro
Bl Eimportant Ynot Eto Zllet Hithem Z1&consume OUany 20 more O Eof 20your
EfQtime, 7AA|Edconsidering Ethem OfZas &&|Halready O{Z=2|4 Eaccomplished. ,
(18] M=z §HE= Ofo|L{O{ & Tt O|FALFAL 25t o Ol 7|0 A|ZHS W{SF7|R| Ot
OF 3tC}h). H|FfZBecause 5071*'f0cusing %ton Cjthe Hz{ZHE2|diligently O|X|EE
achieved O|1Z| AHexisting |work O|Xis T ZMcrucial, 0 Zas A" getting L|AESHE E
distracted HfO|by Hthe QAUE= Ainflux 9 Eof fnew OfO|Cj0]Xideas Hcan Z|Elead &
to Ola Zlack OlEof 7ZFMEZg|O|Mconcentration Qton f¥one I{E|ZZ|particular EjA 3
task ¢9=and 2{dEresult Qlin O0la CjH|0|O|Mdeviation EZ&EHfrom CHthe QUAEHZILHZ L
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entrepreneurial I Apath. (YHLF5IH FJE O|F 7| Yo EFalofF st=El §= ool
O W&o 3t7tA| Yo YFSHA| ZStL AlZtE F4AAA HYEE 122 327 71 W&
0|C}). dlAHence, O|O{there O|Xis Oja T2} Hproverb HHthat AH|S! Astates SHthat Of
OtE| A E Aartists, O A0|L{ Rdesigners, =2lil{Zplanners, ¢1Eand QIHIE{Xinventors ¥
with %Han OJBHE Aabundance O]Eof O0|0{ Rideas 2Moften AlLsuffer Z2A Zlosses
H|7tZbecause [|O|they AE(O}Estart H|O]2]0| Avarious Z2HAE Aprojects YR E
without H|Ubeing Of|0|®Hable Eto %Eendure Y Eand Alsee Hthem M Zthrough
(ZL2fM oro|4of 7t B2 Ol=7t, HAPo|H, 7|&l7t, YHIIES2 Ol WA A AlZfotstn A& A
2| & ZoflM &offfh 20 OpHt= £H0| 7| = 5tH). ETo AR wEE continually I
pursue Oja & Zlchallenging QG Hendeavor, Eone HAEmust AE2Z}0|Estrive Eto
H|Zibecome Cithe H|AEbest Qlin Sithat T Efield. (O A 2r43H U2 A &dliA X215t
Z|¢ 2 ZOfof MA 21t E|7] ffo L=FHsHof StCf). QlIn 2O0{Horder F£to O{z2[E
achieve [C]Athis, Qlit O0|Zis YMA|O]2|necessary E£to SliEhave Ola 2§T{Erapid OFF
model ¥ 00| Eupdate, MIj4lsurpassing 22X both @& early 9 =and 0| Elate ZAL|E
Bl Zcompetitors. (17| 317] QBHAIE M4, B4 HMALECH B2 F 40| Qlojof 3
C}y). Z=8HFrom Wt2now Qton, SlI'Ait's Oja HiE battle O] Eof QL = Aendurance. (O|&|E
He A M20[Cf). EOne MAEmust YWnot Zllet 112go OjEof QHan OfL{ELE|
opportunity ¥ 2Aonce 9lit O|Ris J AT Egrasped. (3 22 7|3|& =X A= ¢ =},
¥ 0ne #Eshould Hnot Hlbe % Eswayed H}O|by O] other O}O|El ZXjtems HHthat O]IOf
appear Eto H|be 2O0imore MA| A& successful Hthan CjAthis OfO|Elitem. (O] OfO|El
HOp O HE= A 22 9EQ Oo|’Io| A=A = QtEL}). O 0] Z0therwise, Hone
HOlmay HZlose ZAHEE EL Acompetitiveness A E=and A E=end Yup QUin LIO|LHM
financial 2A Xlosses A Eand Hldebt, 2|dleading Eto 0la Lr2&downfall. (RAfR ZAH
2 940 ARt HAWo|= ZESHA HO). ER'EDon't {0|worry O{HI2Eabout O{HZ
others. (G20 AZAMZ| Or2f). DX MPosition CAthis ¥one OfO|Eitem OfZas Lthe
Y'Zworld's H|AEbest Qin ElXterms O{Hof Z2{E|/quality ¢1Eand A{H Aservice.
(O] gt oto|’Z MA 2119 F&HI MH|AZ Postioning(At2|0HZ 7 st7|)stet). Of =Add
B 0{more H|&E Rvisuals Eto EZ2|22Epromote CjAthis OIO|Eitem 2Qlin A{X|such Ofa
20lway Hthat Slit O|Zis I{Z|MEpositioned OfjZas LCjthe < 'Zworld's ZOHAE
largest 91 Eand IO|L{ A Efinest, 2t like EBill 7S A'Gates’ O 22 A X EMicrosoft.
(F4le] Ooto|&io| =HAHO0|=2 MSAE AMA z|Of 2|12 Positioning =% O| OfO|EI0] Cfsl
M BH0 FYES Cfstet). Of=Add EOimore OO|4O{ Zideas Fto Cithe O|1A|AF
existing OfO|HOfidea. (OfO|L{O{0f| OfO|HO{E Cfs5ta}). OHE Add ZO{more O|ME|O[Md
imitation Fto O|HE|O|Mimitation. (ZH0| ZHIE Cst2}). O{EAdd EO more HTHE
talent Eto HH Etalent. (QAZH0] 2AZHE C{5tE}). OHEAdd 2O{more HIO|RiZ{E|vitality &
to Hthe 20{HLA|0|M'Zorganization's H[O|EiZ2{E|vitality. (Z2|2] MEHO| RZ|9| MEZS
Ci5t2t). OfEAdd 2Oimore Zlaw Eto CHthe Zlaw. (0] ¥ §35tat). Of=Add 20
more ™ Zfunds F£to Ethe ™ Zfunds. (X206 AI2S L 5t2). O{=Add 2O{more ZZ{E]
quality £to Cthe Z2{E| quality. (B0 &2& CGsta}). of=EAdd 2O0imore MHEH Aservice
Eto Othe AMH Aservice. (AH|AQ MH|AE Gsta}t). H'AThat's st2how Syou 7Hcan
AHFO| Esurvive. (ZL2|0F A0 E& £ QIO}). O|ZIf Qyou AHstill s Ehave EfUtime Hto
Fwork Qton OjCother OfO|CjO]Xideas 20jor OIO|&H Zitems Syou s{{Ehave, T ALO|
Edespite Gthe 7121 Ecurrent A|&0{0]|Msjtuation, Slit O|Xis Of|H{E Aevidence Hithat
Syou OfOtare L Z#EBneglecting A% something Z&from CEthe EjAdAtasks HIMHE
mentioned Z|Olearlier. (O &0z T4I0] 7tA|1 Q= H-E OfO|L{Of OfO[EI0f
&3 A|ZHo] UTEH oM & Y FOo| oH7tE ¢tet UttE S710IH). FHYQuickly 22
L Zclose Ol other H|O 22 ZRvideos Y Eand EL7{ Afocus 2L solely Qton I 2|0
O|Hcreating H| 2R Zvideos EZ|O|E| Erelated Fto CjAthis Of0|Hitem. (&5 HE &
d= T O] ofo[Rlo st ZTF FHatstEr). Z&From Lt2now Qton, fyou MAEmust
AdlZendure LCjthe AE{jHLU{stamina HiEbattle O{Eof OFEmodel ZII{E|Mcompetition
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O|MEE = 23 ZAO = MZ/7tA| AGUOF 3tCt). 20{Your Ywork HAEmust ZE
“continue Eto O|AEjEZ|4establish SlAM Zjtself Of Ras Clithe ¥'Zworld's H|AEbest
Qlin & Zterms OjEof Z&{E|quality. (412 2FO| MA z|l1o FA0 A% A20id =

OfOF otLy).

10.2 A AEidUnderstanding Cithe 7 Econcept 0 Eof I XA Hpositioning (A2 0jZ
451719 o|off)

10.2.1 K The ZHd Econcept O] Hof IjX| A dpositioning (A0 AZAS5t7|9 744)

EThe Eterm "I X|MYdpositioning,” 2V EZEAEintroduced HO|by WAl 2}0| ZRjes A E
and “Jack EZ2f2ETrout Qlin YUQIEMHE|E1972, Z/E{&2Z|literally BlZmeans "Of7{I}
O|Uoccupying Ola I{Z|Mposition Qin Ethe O Zminds O{Eof 7{AE{HZcustomers
M within Ethe OfOtZ{market.” (Al Ries and Jack Trout(1972)7f 117HO| OF20| Rt 27|
ffet Fuup =2 SO FS HYSH| ol =3t A0 H7Yst7| (positioning)o|
o 80z I A0Z A Y TS9O O0r20 x| H7I'H® 20§ ZE=0). HThe 2EZE
Z|strategy O Eof IjZ|MGpositioning Ga AL company Qlin Ethe OtOtZ{market O| %
is H|O|AEbased Qton OFOZimarket A|1HE|O|Msegmentation Y Eand QU E Xinvolves
Zalidplanning Ola AE2|E|&lstrategic I{X|Mposition T 2tE Ederived Z&from OFO}7
market OfHZ|A| Aanalysis, {AE Hcustomer OfRE|A| Aanalysis, ZME{E]| Ecompetitive
O Al Aanalysis, 91 Eand O{Eother TE| Zfactors Qlin Ethe Ol Zminds O{Eof O
the EfOfZitarget HAE{H Zcustomers YR within Ethe OfOFZimarket. (A|ZO|A 7|€<
A0 Aot dE2 AYMEAE 7|22 FollRl BHAYY LME9 O30 AYE
M, OMEM AYEM 52 7|22 51 P2 WEAH QRE A= 0E Z4=H). ¢
In 0| M Aessence, Qlit QHEFE Xinvolves OF7IO|Yoccupying Ola O AR JE|Hdistinctive
I X| Mposition Qlin Ethe OFO0tZ{market 91 Eand Z2{HIO|dproviding AlH A Zservices H
that =™fulfill HAEMcustomer U Zneeds 2 Mwithin CE{the EfO}Zitarget O}OZ]
market. (5 A|ZHMY EH YX|E XIA|ot LM Q5 FFA7|= MEILAE BHARY
o A|lZst= ZA0IH).

I X| M4 Positioning 2| &8l E Areflects ZFE 2|3 A| Ecomprehensive T A|Zdecision-|0| %
making HO|by C{the ZI{L{company 2{7}0tHdregarding E{the OfOtZdmarket. (At 0§Z
AEstrolT 7|ge Ao gt AEE S SEHAHLZE urgstn Qln). QlIn O{Cother
Zwords, M Zthrough Cjthe I{X|Mdpositioning AEZiE{X|strategy, Cjthe ZoY
company ZHcan OfO|HIE|{I}O|identify SlAits EfOfZitarget 7HAE|{H Zcustomers (EfOrZL
target OFOtZimarket), Cithe T A}0{ Edesired O|HZ|image 2% or 7t Econcept Qlit &E
wants2 Eto O|AE|E2|4establish Ywith Hlthem (Z2H E/MH Aproduct/service 74
Econcept), € Eand Hthe 0} Zmethods Slit will A=Z0|employ (0O & marketing
Ol Amix AEEiE{X|strategy) Fto O|BIE|&2]|effectively 2/X|reach ¢4 =and O|™appeal &
to Elthem. (5 7|99 L2 FO0|H(BRAAIY), 150 OofF O|0|RE(HS/MElL HA
E), o Eo=(O0AIEY L M) de2{i =Hsr=7IF Afe|iid Ast7| M=o 2lof
metst 4 QIt}). QlIn AMH Aservice OfOtH & marketing, Clithe "MH Aservice ZHIE
concept” Hithat O|HZ|Zemerges Of2as Ola 2|4 Eresult 0{Eof I{Z|Adpositioning &
E2lE|X|strategy E2Zholds A4 I Esignificant QIEO{El Aimportance. (MH|A O
o A0 A oA HHSH7| AR AHAEHE "MH|A 4 E(service concept)’= 0%
=835t o0& Zr=0). §The "MH Aservice 7 Econcept” FlHican H|lbe O I}l Edefined
O Zas Cthe Z2fH Apromise Hthat Oja ZAI{Ycompany 02 Amakes Fto Sl Aits HA
E{H Zcustomers 2{7(0tdregarding C{the AH A Zservices 9lit IZ2{HIO|Zprovides.
(ME|& AREZ 7[YO| AANA At MB[L0 Hjgh AL = HO & o+~ UH). HThe
ME Aservice ZHMEconcept BE2{HE Arepresents Ola ZAT{L'Zcompany's §Z2{g0|A
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declaration 0{Eof €what Slit will Fdo 9 Eand st2how Slit Swill & Eserve Sl Aits
H LB Zcustomers. (7|0 LS ffslf 2SS OEH SHAL= A BEFQ ZO|L}).

O E =& Federal AAIDF AExpress, Ola =2ERH2globally ZHW2Erenowned AHA
service ZAM{Ucompany %lin Cthe 0|0{air Z2|0|Efreight E&H AT H|O|Mtransportation
QI A Edindustry, 2t A Zpromises Sl Aits AlH{ Al Zservices XA Zthrough Gthe £&
LZslogan "Oj EAME2|Absolutely, I}% E|=2|Positively, 2%H 0| EOvernight.” (&&3t=
+5EANM HAHCZ [FF ME|A 7|YQ Fedreal Expressit= "HOZ &4As| 5HE
Lioll(Absolutely, Positively, Overnight)'2f= €248 &35 AMH|AE <A£s5tu QIC}). 2lln
O Athis #|O|Acase, Cjthe &Z%7slogan MM Ementioned OjH Eabove MAIIEL]
succinctly dEand AASE| M E explicitly AAIF A Zexpresses Lthe AH Aservice 7t
A Econcept. (0| 8%, 2 €22 MH|& HMEE {I&Fstl FA|Ho=z HASL Q0.
H|O| A EBased Qton MX|such YA EZ|Mexplicit 7HIE Aconcepts, ZAI{LY Zcompanies A
2{#|0| Eallocate OjH|U2|Havailable 2| A0 A|Zresources Eto Hlbe SE 20| ZXEytilized.
C1Ye oot Ze TAHY HMEE 7|22 B 7153 RE AR R B,

#|0| ACase HIEQIEER10.2.1 <AIE|10.2.1> EThe W2{#HO|Mapplication 0 Hof O}O}7F{E
marketing 7{J/L{#|0|dcommunication EHY Atechniques (OFAHIFO| LSt A& 7|Ho A
)
o

FWhat O|ZRis [LCthe =Hg|O|MHrelationship H|Ebetween MO{E{theater T4
production ¥ E=and OFOfH R marketing? (A= HEd OFAH2 O AEZ 7HA|L U2
77H)? §|0{There OtOtare Of|I{ E Aefforts Eto YUEt0|apply Ola H 2 E0{2|Adirectorial T{A
HE|Hperspective Fto OfOH & marketing. (OFAFH 0| Cfeh HAEZHA A4S AESHE &
HE=0| QUOH). HThe W #HO|Mapplication O{Eof Ola C=lE0|E|Hdirectorial M{AHEIE
perspective Qlin OO & marketing Q2FH Zinvolves Cjthe 22 Ufollowing A AZSE L
O| M Zexplanations. (FEHA AlZQ A2 20 #2 AFS AAlstLl AH). 2AIn HA
this 7l A Econtext, Clthe M Aservice A|AEBE system FHcan H|be 2}0|71Elikened Eto
Ola M|OjE{theater &with AH|O|X|Zstages Y Eand E&|4Aldressing §Zrooms. 5 The &
E|O|R|stage F!Z{ME Arepresents Ljthe H|ZHvisible A{H Aservice LAl Z|E| Zfacilities
HEand O|FHHEequipment, YOS where <AHE{Zactors (AH Aservice IZE2{HIOIHZ
providers) I Zperform L|O{their WE Aacts (MEH Lservice WE Aacts) Qin Z&H Efront
Ol Eof Othe O A Aaudience (AH Aservice AL A E Arecipients), Swho OfOtare O
Zlakin Fto AME|O|E Zspectators. (5, SAF A|LHIZ B0 EHAHE UH= 2H0|H
FHEME = SAF A2 E ZHDOM BIR(ME[L HISA)E OE BiRS2 & 4 (ME|
L S JHE AY|(ME[A AR)E FH). O|R|Each UE{actor I{FZperforms OO
their E2role 0lZOHaccording Hto Cthe 7|Hgiven AFTHEscript, 42704
showcasing H|Otheir SYunique I{AMYZ|E|personality A E=and IO Eg||0|Uportraying
Cloftheir |2 E{character. (Z Bi2= ZHGUA At4ilQ O[O[ZE EESIEE FO7 2
(script)of| L2} HiH(role)E +W5tA EL). EThe L 2lE{director (MH Lservice OFOFHHY
marketing  Ofl{% manager) 7}0|Zguides LClthe ME{Zactors, IL2O0IEL|O|E
coordinating O|O{their I{A'HE|E| Zpersonalities O Ras QHIL Eintended Qlin Ethe A&
A™ Escript, 9 Eand 2@HA|Yoverseeing O A E Agspects A{R|such OfRas AH|O|X|
stage 2tO0|”Hlighting, Allset CjA[Qldesign, € =and EO{more. (HZAHMH|A OHAEH EE
A= F20M o=t Zt B9 dAu 2o 2, B ME S0|M Z[3F oA .

IO2HFrom Ola G EIEO0{2|Ydirectorial I{ ABE|Hperspective, H¥what § Zdoes LZ|MY
positioning Zlmean @Qlin Cithe ZIEIAEcontext OfEof Al Aservice OfOr7HH
marketing? (0|2t Z2 AZHA HHOM AOiE dEst|= o 0[E 71X =717 O
The ZHIE|Hcollective MA X message Hithat E#E{Zdirectors, UE|{ZXactors, ¢1E=and
dZcrew HEH Zmembers Qlin M|OjE{theater 2 EZ}0|Estrive Eto E&|Hdeliver Eto 4
the Ot A Aaqudience FHcan H|lbe OE|{ZE&| 22 metaphorically ZAL 0 Ecompared Hto §

o rx
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the AH Aservice 7HlEconcept O{EE|Ql Eobtained OfZas Ola 2| Eresult 0{Eof IjX|
MYdpositioning Qlin ME Aservice OO B marketing. (H=20]| &0st= HAEX}, HIL, &
HRE0| SAHHCZ HMOA MFota{= H7t BIZ RO A7Yst7|2 Ak 2OR|= A
HA HAMEZID HIGE 4 A0}, St B1Zmeans Hithat Eithe ®ltheme O] Eof Ola Sg
Olplay O|Zis O{EE|Q Eobtained OfZas Ola 2Z|&Eresult OlEHof Cthe LZXMY
positioning AE2{E{X|strategy Qlin AlH Aservice OO & marketing, 9 X|which 0| Xis
Othe Of2Zoutcome OjEof AlH Aservice 7HilEconcept OJEE| QI Eobtained (&
through I{Z|Mdpositioning. (Ht2 HZL| FA|7F MH[A OiAHFZO| JAOoM= A0 M-
St7| M2k Atz HORITH= 20|o|Tt). HThe ME{actor ZTI{Z|Mcomposition, AE|O[Z|
stage M|Elsetup, 1 Eand O{Gother A2{HE Aelements HHthat Ethe C|2lE{director 7H
can §Zuse Eto 71H||O|convey L[] Athis ¥ltheme OfOtare O|F = Eequivalent Eto [
the OOt & marketing & Amix ZO{for El{the OO & marketing O &% manager Qlin A
H £service OFOF# @ marketing. (O] A& MEFH7| foll AEZA7F A& &+~ QU= v+
g, Boiad S0 MHA OMA®Y EEAA= OAHE 220 Zolh). <QUIn MO
summary, Qlin AH Aservice OOt ® marketing, ¥lwhen Ola ZAIDY'Zcompany's Z2tH
Apromise Eto SlAits HAEH Zcustomers O|Zis LJE{HH Edetermined #Zthrough Ij
A MY positioning, O Athis Z2HH Apromise O|Ris O|HE|Eadapted U Eand EE
brought Eto 20| Zjife HfO|by E{the OO} E{marketer, Swho =8|0|Zplays Cthe E&
role 0{Eof Oja C2lEdirector, A#Hensuring Hthat Slit O]2FQ1 Xaligns Ywith Fthe
2|l 2{Elreality O] Eof Cthe OFOZimarket Y1 Eand O|Xis O|HIE|E2|effectively FHELH|
O|E] Ecommunicated £to C{the EfO}Zitarget OFL| Aaudience. (F2|stH, AH|A OAHIE
oM 7|¥el Mo Ciet oF£0| Zt2jOfd HEot7|& &olf BEEH O f&2 HAEAQ Of
HES &L= =AM TAH M - HFE= AO|T}). £0{£Source: ZLee, {A[O|Yoojae.
AME{ £Service OFOFERMarketing (Rt=: O] FA AH|A OFAE)

5t20|tHHowever, A{H Aservice ZIM{L Zcompanies 2Moften O] Aface H|O{2|0{A
various & X| Zchallenges ¥when Slit Z Zcomes Eto Cj#2{™developing € Eand &
Ze{HE implementing AlH Aservice 7HE Aconcepts. (SHA|BF, MH|AZ|Y0| A0l MH| A
AMEE =0 W AYolY A4S ofdlisl U7tz &Y Z&7F o2 7tA| =4|&0 A5t
A =ChH. OAThis 0|Ris Sdue Eto MH Eseveral #H2E{2| AE Acharacteristics 2133
Einherent Qlin AH{ A Zservices, ¥with QUEIAEIZ{E|intangibility H|YUbeing T{E|Z 2|
particularly 14 I 7 Esignificant. (O|= MH[A0| WaHE B 71X §4 MEF0|H, 55| £
dAM0| ZQ51H). HThe QEHZ{Hintangible Y|O|%{nature O] Eof AlEH{A Zservices 7lcan
2| Elead Eto A FZ|HA|Zdiscrepancies H|Eflbetween C{the A{H Aservice ZHIEA
concepts Z2{ELXEproposed HIO|by AlH Aservice ZAI L Zcompanies 21 E=and Cthe
I A| E Eperceived A H Aservice 22| E|quality HIO| by FHAE{H Zcustomers..
(ME| 29| BYA S22 MH|L 3AL A Qtet= ME[A JiEZ} 1U7HO| QIASH= MH[A &
2 79l BYUZ|E =g £ Oh). QAln Adsome #H|O|AlZcases, [l Athis FlHican O|Hleven
Fz|0j|Slcreate Ma 4 A7 Edisconnect H|ERbetween Lthe 0L EAefforts O{Eof &
HE2FQlfrontline ¥E20|0|Zemployees Swho MU EzAUE|actually E2|Hdeliver Ethe A
H Aservice YAEand Othe QIEIZ Xintentions O] Eof Ethe ZAL{Y'Zcompany's OfL{A|H
Emanagement. (O] A% MHAE HBsts UM YRS LA SIAF FHY T A
ojof HHEZ Y L& UCH.

O 2| Developing ©la Z2&|0jclear AlH Aservice ZHdEconcept O|Xis FIAIQE
considered [Cjthe ML MIEfundamental EjAFtask OjEHof A{H Aservice OfOFHE
marketing Qlin 20|Corder Eto 22HZovercome [ZRthese 4LAOEHUR
shortcomings. (0|2{gt HHZ F5ot7| Yoff Fazh MH|L HMEE /MEst= AO0| MH|A
DAL 7t 7|24 AFef SHH).
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10.2.2 I A|MYPositioning EO{for QEiZ{®Hintangible ZX2}= E Aproducts A Eand EHAH
tangible Z&}H E Lproducts (FIHEE A0 HEsH7|t FIHE A O|H HH-s517])

I X| M dPositioning 7Hican H|be CJI{&I4{0f|0|E| Edifferentiated QI Einto Etwo 7{E| 102
Zcategories H|O|AEbased Qon C{the Y|O|znature O{Eof Cijthe EfOfZitarget 2I{FH
offering: I{ | M dpositioning ZEO{for QUEHAHintangible Z&tH E Aproducts A Eand I A|
MUYpositioning EO{for Eiz{%¥tangible Z2}Z EAproducts. (RFB]OjZ0 AAsH7|= 1 A
2 7FL2 2 [, FJLE AHUMH dE5[ FILYE Ao dYsr|ez AEH
0}). Egig A Ee|Traditionally, 2 AHIA| Eextensive 2| A X|research sf{Zhas Hlbeen 71H
E{Econducted Qton ZE2tE Eproduct I{ZX| M dpositioning, Y Eand HL4many O] Eof SlA
its Il Zfindings o Ehave A %Ralso Elbeen A ZXMhelpful QUin Cthe FIHEIAE
context O{Eof AH Aservice I{R|AMHpositioning. (FEXC = ZEQ AZ|0fZ MAASH7|0|
HoiMe T A47F e O gatol W2 BF0| ME|A Z2|0jd ddst7|of et
A AEY =22 1L Ue AE AMHOIL). S5HR0H{However, AE{A Zservices I{A|A
possess AllH| & several i &F Aattributes SHthat O =4 0| Sldifferentiate Ethem =&
from T2t E Aproducts, 2 dleading Fto H|O{ 2| 0|0| M Zvariations ?lin 3t%how 714
Zconsumers O J0j|Slevaluate Hlthem. (1L} MH|AE= 1 A7t A FW HULEE= &
g £EES ERorL 7| W20 £H[A] FIH: 10| W} HO[SHA O|FEA XL Tt
20| dekd ASHO|LTY).

AWhen AL ™dcomparing Slit £Eto Z2tE Eproduct I Z|A dpositioning, AlH Aservice
IR M dpositioning #Alacks EHZA{Htangible OjA M E Aagpects OfjXas LCjthe AEZAE
subject SlAMl Tjtself O|Rjs Oja T 2N Aprocess. (HZ A2 0§ AY3t7|Q H|W3H £ of,
ME[A 2|0 AE5H = O AMAI7F 22 M| A(process)=2 HA|H FSHO| BEEs5iH). O
The O|Hi=0j0|Mevaluation OlEof MHB Aservice Z2{E quality §|HZ heavily E&f0|Z
relies Qton Ejthe E&role O{Eof MH Aservice Z2{HIO|E Zproviders Y1=and E{the &
2|4 Apresence Ol Eof HAEMZcustomers =g|0|& plays 0a MY Esignificant
2 2Zrole Qlin OCthe A Aservice Z2yd Mproduction T 2 M| Aprocess.
(1 FH9 B7to| JOME ME|A A ZAZ2 HAO| I £ UHZ9l ZEZ{7} MH[A AH4t
WHO|M Fa3F A2 L), CofEO0{Therefore, Cj#i2{Hdeveloping I 2| A Y positioning
A EZ{E|{R| Zstrategies ZEO{for AlH{ A Zservices Z|3tYU Zrequires Ola O Edifferent
o 2 9 2|approach MO Ecompared Eto Z2tHE Aproducts. (If-20| Zt2|04Z A 57|
Ao QIojN AEIHE CH2 20| WRSICH. O AThis YEato| Zimplies Hthat Ak
M Zservices QAZAI Aencompass E2Mboth Cthe 2|4 Eresult-20{2|AE Zoriented Of
AW E ggpect, .&known OfZas "ElL|Ztechnical Z2{E|quality,” Y X|which O|Zis Q5| T
Einherent Eto Cjthe A{H{ Aservice Sl Zitself, Y E=and Cthe T{AlMperception-H||O0| A
Ebased OjAH Easpect, =2known O Zas "H 3 M Sfunctional Z2{E quality," ¥Z|which
O|Ris AATIO|ZAAEexperienced F™Hduring Ethe EZ|HaZldelivery 2| Aprocess.
Ol= MH|A7F AZ W 4B Qs ME|A A7 2= 2d SHO V(=4 &3
(technical quality)'2} HEEHE= PN QAAE= WFHOM QAAME= 7|8 FH
(functional quality)'® % ESHSICh= 742 20|3t0}). ¥When O|AE{E2|4establishing
XM dpositioning AEZ{E{R| Zstrategies, Slit O|Zis T ZAcrucial F£to AUCEAHE
understand 3SF%how 7{AEHZcustomers O|#Z0|Slevaluate A{H Aservice Zr2|E
quality H|O|AEbpased Qfon O Zthese Etwo COHMZdimensions ¢ E=and CEH
determine Cjthe #Z{E|Erelative ¥EO|E Aimportance O] Eof 0 Zthese FZt0|E01E| 0]
criteria. (L & 7tA| 0| 25| B7tE7[0] A0 Mot HES Y 4% A
W 1ME0| ofiH 7|ZF &l MH|& BEE F7Iot=4| Olsfistl 1 7|&=2 HJHd 8
NE AA-ste 70| £851H). 4 AThis A5 ARYunderstanding ZZforms Cthe LI-2G|
O|Mfoundation XZO{for CItO|ddefining CE{the OfOFZdmarket I{ZX|Mposition Y4 within
Cithe ME{ £service Q5 AEZ|industry. (O|2{gt Olofl= MH[A AFY LM Al X&IE &
ost7| Hgk 7|=2F FGH).
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I OjFor O|1MMEexample, A Hansuh Zr2|X|College 3fjZhas O{x|E Eachieved 10| E
great MAM|Asuccess HIO|by ZEO|EZ|O|Uportraying a CjAE JE|Hdistinctive O|HZ|
image O{Eof H|YUbeing "0ja AZschool AELXZEcomposed OlEof Lthe H|AEbest
B2 E Atalents Qin QFE& 2| Hentrepreneurship.” (0|& S0, StAHEstu= 'ZHo
o 219 AME2T TR = stu'et= XEA O[O & &l 2 432 ASFL UH).
MHansuh Ztg]X|college sfj Zhas O EE|Ql Eobtained Sl Aits I{X|Mposition 2lin Ethe Of
2l Zminds O{Eof E|AEtest-F|0|7 Ztakers A Eand L& E Aparents OjRas Oa ZHHE
result 0{Eof O]E35|Hadhering Eto Oa ALjA|Especific 22 # O0|Mlocation Qlin Ethe
OfOtZimarket. (£~3/40ILy SFER SO0 2t MESTU= (LHE 0549 st YR))E 214+
5t A = Ayt st7IL}). I 20 Furthermore, O Athis O|HX|image Al E Zserves Of
Zas Oa §Yunique OjEHHE|X|advantage ZEO{for 3HA{Hansuh Z2|X|College, H|O|AE
based Qton SlAits OO|Cj¥2{R|ideology O{Eof I AZChristian QHIMinvention, T
El=: protecting SlAits ZAHEE| Ecompetitive O|X|edge ¢ E=and O|AE{|E2|4destablishing
OHan UAZZA|Hexclusive OfEHHE|Z|advantage Hithat Fnew QNE E Aentrants {4
cannot O|&c|easily &[Z& O] Ereplicate. (&£, s{{F O|0|X|= 7|FYEE O|F2=5t= 2

NHSSIDO| FU 298 AHRE FHOR M UYL StDE0| FUY 4 Y= 5
A 297t A,
QlIn HAZ &% conclusion, MH Aservice IR M dpositioning 0| Ris Clthe AH|0|X|stage ¢

Olwhere Ola ZAILjcompany AAIZZ|A Rexpresses SlAijts QIEIA Xintentions Eto [
the HAEMZcustomers YMwithin  CEjithe ErOfZitarget O}OtZ{market, COEOIHY
determining 5t%how SlAits E#Eprand #Eshould H|be I{A|E Eperceived HIO|by 7
AE{M Rcustomers Qlin B Zterms O] Eof SlAits O{I|& Aappearance Y Eand = E{2]
LB Acharacteristics. (A= AMH|£& X201 Ast7|0|7 BAA|Z W 12740 ok 7[Fo
OIAtEH O Z 49 HH7F OfH 25O =2 UM A QUAEOOF & ZARAVIE AEsts T
AO|C}). EO|{For O|d1MTexample, Cthe I{X|MYdpositioning A EB{E{X|strategy O] Hof
ZO|K-883Bank, 9ZX|which 4AI"H2Zt0|R|Zsymbolizes SlAits A& Aexcellence M2
through Cjthe #!2{ZIE|0|Mrepresentation M Eof Oja Mthumb, 20or d{L{Hana Bi3
Bank, {Zz|which Z2{22Apromotes LEthe 7HilEconcept O]Eof H|Ubeing {LO|EE
united Ywith Ethe HAE M Zcustomers, *Zthrough Sl Aits I XM dpositioning AE
2ilE{X|strategy, ZAL{L Zcompanies O{EH|Qlobtain G|Otheir A H Aservice ZIHMEA
concepts. (O|& &9, MH|£2] 2E5{LE BYSH| Yol BAIEIEHE HHL=E 5t AY
=el 2ol dgot7| MdEo|Ly, LM str Hite HMEE Ate|ifd ddst7|stH
EHstD s stheE A0 HFsH7|E Solf 7182 ME|L HMEE €A ). HThe
MH Aservice 7Hf Econcept 2{I Zrefers Fto Cithe ZFZEE|dIA|Ecomprehensive HA|Z
decision-0|0|Zd making 2{7I0tHregarding =all Oj{AHE Agspects O] Eof Lthe AHA
service Hthat Ola Ao Ycompany =3 Zplans Eto 2Ooffer Qin Ethe OtOFZimarket.
Ollt MHEZserves OfjZas Ola 7(0|Hguiding Z& M Tprinciple EOfor CGthe CHUE
detailed OfOFHE marketing M FMexecution SaHZplans AEand QUADIMZE
encompasses LOthe QIE}O|0{E|entirety O] Eof Cjthe A{H|A|'Rservice's ZAELEHEA
components. (ME|A AMEZ 7[FO| A0 AHF st A=stl Y= AMH|L9 2&=
SHEO| Ogh HAA drAEd o=z MEXQ OAHE MMAZSS ZYUo|Z ZAsHA ).
I C{ 2 0{Furthermore, OfXas O|H{ & Eevident ZZfrom LCjthe O| 1A Texample O{HE
above, 9lit 7Hcan 84 %Ralso AlEserve OfjZRas 0Ola A0 Asource OlEHof ZOEEE
competitive Of EHHE|X|advantage Q2 2Hover O|HE||0o|&dimitating o Zfirms.
(£, 9 ool & & UAZO| 2R 7|U0| Mgk 2HEA o HHO| & F7|X i),

Qlln 7AZZZconclusion, 2F¥Uwhile Z2tH Eproduct I{A| M dpositioning 9 Eand A|HA
service I ZX|MYdpositioning A|Oshare Ola A|EZsimilar AZEH2t0|Yunderlying ZHIE
concept, Clthe H|O{2|0{Avarious HZE{2|AE Acharacteristics O Eof AH A Rservices
L M| A1E]|O]| Enecessitate O I{& Edifferent AE2Z{E{X|Zstrategies Y Eand Z=2L1#H =X
programs. (22422 A FAOHH MYst7|F ME[A A2 O0fd st = 71242 i
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M= FArEE QOIE 7HAIL ME|A7tF Zt= o2 E4&0 7[Qe M=z o8 dee Tz
HE2 RS EHe= AOo|H).

H| 24 A ZBusinesses L Eneed Eto OFO|HIE|{I}O|identify Cithe HEE{Z™multiple SHE{EA
attributes 20{or M Zdimensions Hthat 714£MH Zconsumers 2Qlin E{the EfOfZitarget
OfOtZdmarket OfOtare SZlusing Eto O|H#iE0jSlevaluate H|O{their 2™ Zofferings A
Eand ZdA|Hconsider H|Ojtheir #2{E|Hrelative ¥XEO|El Aimportance Qlin 20|Horder
Eto & develop Ma OOt B marketing M Amix AE2{E{X|strategy. (7|€E BHA|ZF
W 2H|Z=0| z{Eistn e H7tel 7|F0| HeE 9 £48(22 AE)E2 TfYste 1 4
e 395 n2fsl OAY UALAMEFZ £~HOHOF L), HAt T Athis AH|O|X|stage, 7T
Qconfirming CEthe 714Mconsumer I I Apreference A|AEsystem YA within §
the DrOP"lmarket A Eand OjA|Aassessing Gthe I{ZX|Mposition Ot7{IL}0| Eoccupied Hf
Olby ZAm&competing ™WX'firms' MH Al ZXservices O|Xis Hdone X Zthrough Ethe 3
2 0f|0] Mcreation O] Eof Oja I/ Eperceptual Wmap. (O|M, AlZ W LHIAES H3A
AE =Qlotn FHHA U= E7I1Ee ME|L7F 2[R|otal QU= |R|E &HQUotH 2dst=
10| R|ZtE (perceptual map)o|t}). E MY Determining Gthe I X| M dpositioning 4
within O Athis HAl% Yperceptual fmap O|Xis ZE2|A}0| &2 precisely Cthe EjA FJtask
Ol Eof A|&setting Ejthe A{H|A|'Zservice's OFOtZimarket I{X|Mposition. (O] X|ZtL AF0jf
Mol R otz 0| Hr= A2 o dEs5H7(Q AO|L}). El'Alet's O|1Z{Tlexamine Sf
Lhow Oa I{4lxEHperceptual Mmap O|Ris AAEZE| Econstructed A Zthrough Ethe
T2fYfollowing O|1fM™example. (13, A A AZ7} LA IR =A&= H22 9
= Soff AT EA}.

AT Hu|/4xT

51
[ [ ]
‘ *x A
*
A } ~C i e 31 -/ ETA H] A
| | *
B - | * B
L Al ]
e ZiH|'d EConvenient T{Al2{E|R/A EO{facilities/store Y E™network (M2|sF AdH|/HE
)
o IAEZ/I{AE Friendly/fast A Aservice (21&/4148F MH|A)

[ 1 Figure BIE®E10-1] I{4!*&Perceptual Map O] Eof
Oton {4l MPerception AH|O|Survey 2|4 E AResults ([1& 1
=RAL Al T H)

B 3 ABanks H||O|AEBased
0-11 2340 st 2|zt= o

Ell'Alet's AM|O|say Ola OFOtH& marketing AlH|O|survey Qton Oja MElcertain HHA
commercial Bi3bank YCE Eyielded Z|HE Aresults A|ZEE2{similar Eto I 1% Figure [HI
EH10-1]. (0= AZ280f| st OrAHE RAOIM 2-[10-112F 22 B2t LAl 5tAf).
0The O|HiZ0{0|Mevaluation OJEof Ola Hi Ibank O|Xis ZAEZ L ZEcomposed O Eof A

Hseveral M| FLattributes. (22 B7IotE 7182 98 £84=2 LEEH). ZO{For
O| LA™ example, B3 Abanks ZHcan H|be O|H#iZ0j0|E| Eevaluated H|O|AEbased Qton
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Hj| 0] 2| O Avarious O HIM Zdimensions A X|such OjZas 7 AE{Mcustomer 20{2|HIE|O|M
orientation, Clthe Z|®level O] Eof 7ZiH|Ed Aconvenience Qlin CL}A!l/22deposit/loan E
A M Ztransactions, 71H|A Econvenient 227 0| M ZXlocations, I 2|82 E|favorability
I O{for H|ZL{ Abusiness E&HA M Ztransactions, 1 =and C{the Z2{H|Zprovision O] Eof
Dal S8 friendly 9 Eand O|LM Eefficient AH Al Zservices. (O|EH|H, L3S, o2/
220 mWalsh HE, Walgh Y|, Ao SEE HE, UWSIL AAFH MHA S
o zEOM 2t 2850 B7tE & UM, ETo I 0f|Slcreate Ofa E1*£Z1éperceptua|
Bmap Qton Ola EgQUplane, Ywe LEneed Eto ZiA|Econsider Etwo OHHMZ
dimensions OfZas Ola L}2L|0|Mfoundation. 2In Tthe O|Z1XMWexample 7|Egiven ¢l
in I 10{Figure [EIE®10-1], Gthe Etwo MM Zdimensions {ZEused OfOtare "X
=2/ A EFriendly/Fast AH AService" 9 Eand "ZAH|EH EConvenient A2 E| X /HEHZ|
Facilities/Branch Y E®Network." (R|Zt=E THAN| 12|17 QsiME= Ol T 7HA| 2t
2 7|20 FoF st I [10-110] M ALRE & 71R| S RM/ALEH AjH| Aot H
25t Mu|/MmEal = Jtz|0|C}). O{EHOf A0 Acourse, 2YUwhile O|X|each B§Ibank AEzZ}
O|E Zstrives Eto OF7{IOloccupy Ola H|O|H{2{*Hfavorable I{Z|Mposition Qlin S F=A
attributes Sthat OfOftare 71A|E Econsidered GtE=good, Clthe 2 UZ{E|reality O|Xis H
that A4 X'consumers' HAIM Zperceptions Clodiffer OfjZXas YUZAELO|FE
illustrated Ot Eabove. (&, 2 2¥E0| €5t A2 4L FItEH= &8 YoM 2
F £2 AR E AAlstE L L=t {R| T ALH o= 4AH[ZAHES| A 22 2F #O| 2t0|7t Lt
1 QIC}). EO{For O|d%MMexample, H|O|AEbased Qton Cthe LM XA Yperceptual T
map, B 3Bank O]A 2{A|E Zreceives 5[0|high 23 0{Zscores ?lin B Zterms O] Eof #
H|H Econvenient 2%7|0|Mlocation 91 Eand E1§E1E15facilities, Bliput ZXfalls 40 E
short Qlin & Zterms O] EHof A{H|{Aservice EE1ElquaIity & 590, ALUEE 7|22 &
0 A= Hsh YA 1 dH|oM= 012 St ME|AHOIM= 18] =2 Hs+E
"] £t QULCH). 2t0n Hthe O] other ?_HEhand, Bi 3Bank H|B O|Xis 5t¥2 highly 2
O|E|{Erated Qlin B Zterms O Eof A{H Aservice Z2{E quality, Blbut I{A| E Eperceived
OfZas sfi¥lhaving Han QUF1H|HEinconvenient E&X|branch Y E*Hnetwork. (EtHO||, B
2¢ 2 MH[AHOME 1@ £2 F7HE €4 ey HEYOM = EHSIME AAS 21
o). M 20{Furthermore, ¥ 3Bank A|C O E|Q Zmaintains 3l £Aits E&iX|branch L
E2network, Blbut Slit 0| ZXis 2{A|Hlreceiving ZO|poor O|HiZ0{0| M Zevaluations 2Qlin
B ZXterms O{Eof A{H{ Aservice EZ{E quality. (&£, C2i2 dEte T3 HE QA&
AL MH|AHOM HEo| oF 0 B7IE 2 M),
Ol HOf F O] Acourse, 9lit 0| Ris LA possible Eto ZAHRlcombine =E{ ™ multiple SH2{
HAattributes Eto Eform LAz Yperceptual THAmaps Hwith Etwo HHIMZ
dimensions. (28, 98 £d&8 Aol F 7tA BHLZ XUEE JGAZ = AH).
I O{For O]l ™example, Slit 0| Zis L}A Hpossible Fto 1&Egroup E2|O|E| Erelated O
oM Zdimensions Y EAacross HE|Zmultiple ©SH2{F Aattributes U Eand FHZAE
represent Qlthem 2Qlin Etwo 4HIM ZXdimensions. (0|& &0, 92 zE&= UMz &
HE AEES |9 F 7HA AELZ BIY £+ AH). ¢In O{Hother Y Zwords, AL
attributes A{X|such OfjZas Cthe 71H|Ed Aconvenience O{Eof GI}RI/E&deposit/loan M
H M Zservices, 71H|EH Econvenient 2% 70| Mlocation, Y =and ZZZ Eprompt A|HZA
service 7lfican Hlbe 1&Egrouped ACunder Ola 2OfA{larger CHIMdimension &
called #HAE{Hcustomer 20{Z|2IE|O|Morientation. (&, 0| 2/H& F2Q ma|st FE, ™
23t YA, AEF MH|A 50| £4S2 DM APHolts HOF E U2 FY 4 ULt
= =O|5).
AWhen ZAEH®conducting 0la HHAE{Hcustomer IZP|I{& Apreference AMH|O|survey, §
the T 22054 Acoordinates O{Eof Lthe OI0|Hideal EQIEpoint Qton Cthe I{AlX
S perceptual ¥map 7Hcan Hlbe CE{HEdetermined. (XHE2 MEE XALE StHH, R|ZF
L AMO|| O|AfA (ideal point)Q] ZH7} FASHRIC}H). 4 The OfO|Hideal EQIEpoint 2{I Zrefers
Eto Hthe ZIH L|O|Mcombination O Eof SHg|{& Aattributes Hthat 7{ AE|{H Zcustomers
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ol =20 Slevaluate Y Eand ZE2{Mprefer ERAEmost HO|H 2 Z&|favorably H|O|AE
based 2fon CEthe Z2||O|E{Erelated H2|&ZLattributes. (O|SHO|TH A HHES 7|22
THEO| F1Y O|YHOR WIISHO| MBSt &4 7t9| ZFHg 9ID|FHY). O|[Each HHE
brand Qlin Ethe OOtZimarket ZHcan H|be O|H! =0jO|E{ Sevaluated EO{for SlAijts Si=t
E| B4 Aattractiveness H|O|AEbpased Qton Ethe CJAE Adistance Z&from LClthe OO
Hideal ZEQIEpoint. 0L A{E 2| Additionally, Elthe Z!Z{E|Erelative T AE A Zdistances H]|
E/between EiiZprands A Eand Hthe Of0|Hideal EQIEpoint Z2{H}O| Eprovide QAL
ol Ainsights Q1 Einto Cjthe Of|M Aessence O{Hof ZIHE|Mcompetition. (ALY Zt AR
=2 Ol ddUe AYE Sl 1 EEE FIrEES £+ Ul A0 ZF JERSTH A et
Ol ™ol JH&d Helet= 78S ol 44 =220 et AA-EE S 4+ UD.

10.2.3 HThe YXEO|EH Aimportance O] Hof I ZX|Mdpositioning (AIHO§Zd MASH7|19 S8
A)
o

I X| M4 Positioning A E&2jE{X|strategy O|Zis Lthe YO|way Qlin {ZX|which HAEHZ
customers T{X|Eperceive 0ja EZHEprand 20jor A{H{ Aservice. (At2JOjZ A7 =
DHEO ol QAAE= HAOILY). YC{Whether QIEITL Eintended HO|by Cithe ZAI{Y
company 20{or Ynot, I{Z| A dpositioning AE2{E|{X|strategy O| AEjE2]4| Restablishes
Slan O|HZ|image Qlin Cithe ORI Zminds O Hof 7 AE{H Zcustomers. (A2|0jZ A5}
7|& &%k o[0[R|7} 7|90 2ol =&Y, OtY= 7ol LMo OS50 A2 A EHO).
O|ZIf OJa MH Aservice ZAO{Ycompany 20 or SlAits AD{A|™specific AH Aservice Of
LZ|Zmanages Eto O|AEjE2|4|establish ¢ =and HQE|Qmaintain 0la SYHunique ¢
Eand HAHIE| Edistinctive I{X|Mposition Qlin Ethe OfRlZminds O]Eof HAEHZ
customers Qlin Z&||0|Mrelation Eto ZNE E|Zcompetitors 20{or L|Ojtheir A{HHMZ
services, 9Qlit FHcan H|be ZFIA|EEconsidered MM AEsuccessful Qlin LA|MY
positioning AE2{E{X|strategy. (MH|L Z7[YO|L 7|¥e EH3t MH| A= FHAAL FAA
O MH|AQF TSI 1Mol OrZ40| =55t 1Fst YR & &2 FAIHA HHE 34
o2 Ag|ofd dEst| HALL & £ UL, QlIn HAthis HO|way, Slit Fwill ™| firmly
UEHEimplant 0la AR 3 Edistinct 0| X|image 2lin Ethe Of2lZminds O] Eof HA
E{H Zcustomers Hthat O|ZXis LI Edifferent Z&from A|Z2Z{similar A H A Zservices
LI Eoffered HfO|by ZHEE Zcompetitors. (0|27 =T 1749 OFZ£00| FAHAS] FAF
ME|£2b= THE O|O|R| & &4ds| Mo 2 Ao|H). I{X|M'dPositioning O Zis Ynot 2
S2lonly S AT yseful EOo{for H|QIE|O|Ymaintaining 20 or 2T XA Yrepositioning 0|1
A| AR existing A A Zservices Hlbut 24 2also EO{for Z2|0)|0|Hcreating +new O|{
A Zimages. (A0 St |= 7I1&Y MHIAE FAIstAY A 0 AEsH |5t A
w2t oty el MZ3 O|0|R| 220 F-&StH).

o A E2|Firstly, IX|M4Ypositioning O|Zis T Z=Mcrucial Qlin 32| 0||0|&Hcreating Ola &+
new A{H{Aservice O|MZ[image. (M, AO{Z EHs7|= MEZ MH| L O|D|R & =2
St=0 01 =950, YWhen AL Speedi-2ELube 2AU0il QX Change A{HA
Service 2t2Zwas LA Efirst QIEZE=AEintroduced Qlin Gthe LUQIEMIEIE|Z1970s, Slit
ftZwas AU Z{unfamiliar Eto o4 ®¥anyone Y Eand 2tZwas Ola A{H Aservice S
that sf{=had wWnot Hlbeen AUAMOIZAHAEexperienced H|ZEO|before. (AL EHE 2
wEt ME|A7F1970E 00| HZ22 AVHEE I Ol S0 ALE 50tA| QFRtal O
A3 HR|E Z23HE MH|ANMHLDH., §The 20 Erapid AZ 2| Espread Ywe Alsee E|G|O|
today 2tZwas OJYOjR|L{Hunimaginable Y& until A/ AEjust 0Ja £0{ Eshort 2FYwhile
0l11%ago. (gl #Z2 24559 &4h2 F0F M7A|TE StEEtE e ZZt 517|7F o3&
HAEFLD). §The ZIUcompany O|AEjE2|4] Eestablished SlAits I{Z|A{dpositioning
M Zthrough H|0{2|0{ Avarious BlZmeans, 2AZFYincluding SlAits Y ™Yname (24O
Speedi-2ELube), ZA2{Zcolors (E&blue A Eand 28 white), Al 2|Elfacility (EZclean,
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A =Z2{E| Euncluttered, 9 Eand T I A Efunctional 4 ZtQldesign), AtO|YZ|signage (&
de|clearly HEHLHO|E|Ecommunicated Eto 7{AE{H Zcustomers), AEjZstaff (KL=
Euniformed ZZ{H MY Zprofessionals), 1=and AEEZ|S2tQ Estreamlined ZEfA|AMZ
processes, 2O doffering IHAEfast, O|LMEefficient, SiAhassle-ZE|free AlHA
service. (O] &A= 529 AO{ZZ O|S(Speedi-Lube)f AMLH(FEE2ADE SIAH)  AdH| (7122
1 =S| el 7|5 Us AA), BA[(ZAESOA 25| MF), SEEOIES |4
2 Y2 d=7h 181 Tt ARIE ket LYfsh +HE S50 W21 2 840|1 ¢
F UCH AF£0| TR gle MHE[AZ X0 AHSH|SIAH).

I 2| M Positioning 0| *is 2MHoften O| AE{S2|4 Eestablished #*Zthrough Of EH{ E}O|%
advertising OI{ E ~efforts. (AZ|IfHE2 2 F1LE SoHM HEEHE= B0 UL, ¢n
B0imore AZEsAcomplex Z2tE E Aproducts, OOFHE marketing A mix AHEA
elements 7Hican AE&Mstrengthen € Eand Q3HAenhance Ethe I{X|A dpositioning,
AHEand 9lit O|Ris YAMA|O|E|necessary Eto Fdo £2s0. (MH|AELD § E35H 4HE0
ME DY 94 RA50| A2UHYUS ZEAL 4 UT £ I2Y0f $HTH. AIIC|Speedi-2
Hlube 2tZwas 0|O|Hable Eto & quickly O|AEfE2|4|establish L|O{their O|HZX|
image M Zthrough Z1A|AHE Econsistent {545 # 0| Mcommunication {-&2t0|& utilizing
=all 0totAH " marketing L Amix WWE{HE Aelements. (ALOREEHE RE QIAQAEES O
gt g A= ARYAOIME HHE SoiM 1= O|DRE M&ESHA A& £+ AAD.
M|7A &8 Secondly, I{X| A dpositioning O|Zis |ZEOE Eimportant Fwhen QHan O|1X| A
Hexisting AMH Aservice LZneeds Fto HQUEQImaintain §1Eand AE&Mstrengthen
Othe O|HZ|image =& already O| AEj&2|4| Eestablished Qlin Fthe OIZminds O{E
of HAE{MZcustomers. (M, A0 ddst7|= 7[&S ME|A7t o|O] 1749| OFZ0
458 OO & [Alotl Zatd Mf Z8ofhf). EO{For O|dMHexample, HO{ZU'A
Marriott's 2|X|E AResidence QlInn L XM Epositioned SlAlZitself Eto EfOfZitarget 7
AE{H Zcustomers $who A desire O{a ZAL{E{Hcomfortable "E-&home-0{ g O|away-
O from-52home" AAMO{Z|AA experience. (K& =W SE 02| 2 E(Mariott's
Residence Inn)= it 2 TQISH (home-away-from-home)ZS ZREZE st= LHWES
Mooz z2oid AEsH7|stAT). Hojgf U Marriott O|HE| £ effectively [FEHEO|ZE
utilized Zall A2HE Aelements O]Eof Cthe AlH Aservice OO & marketing A
mix Fto O|AEfE2|4|establish T Athis O|HZX|image Qlin Ethe Ol Zminds O] Eof 9l
Ajts HAEH Zcustomers. (O RLEE= SIAHOE MH|A O H QIAS BE Q45 0|8
otof o|2{gt O|0|R|E 1M=9| OrZ£0 At=|OfHotH). HThe 22Hhotel Hname <
MIOjiself R2{HEArepresents Clthe Of|4dAessence O]Eof F{the EfOfZitarget O}OZ
market, &1 Eand ¥ ZXwords 2like "S2home" 9 Eand "L|O|HHZ=Eneighborhood" OfOf
are Z2|H &2 frequently Iz Efeatured Qlin §|O{their O EHE}O| XM E Aadvertisement.
(2™ OlF A7t BEA AYY 2SS HEHD A1 7Hg(home)ol2t = HHO 0|2
(neighborhood)O|2f= =O|7f & 10f BISHA L0, I{E 20{Furthermore, Cthe I|Z| A
physical I{Al2{E| Zfacilities HHthat Q=S ZEinclude Oa 7|Zkitchen, 2|®¥living Sroom,
AHEand O|Hleven Ola I}O|0{Z1g|0| Afireplace Z2{H[O|Eprovide Oja MlAsense OfEof
AL Ecomfort A|EHEZ{similar Eto Hthat 0{Eof 0ja E&home. (EEsF FHN AHA TJ2|0
HHZ7IR| EesteE 284 dHl= Yo 22 BHAHE LA siEH). HThe MHMZE
services Z2{HIO|E Eprovided 2AAEIEextend H|QF=Dbeyond CEthe E|JI{Ztypical S 2H
hotel ZHdlEconcept A Eand QAZFEinclude O{C{M'dadditional A ZEO| Esupport A HA
Zservices MZ|such OffZas EEZ|laundry, O4tgdishwashing, 1 =SXA&|grocery AfH
shopping, YEand AS2Msocial WE|H|E| Ractivities. (A &&= MH|A= AFAQ SHIQ|
HE2 EoM ME, 1R M, MeF 4T, AtuEds 59 A¢E ME| L2702 SEL).

M E2{Thirdly, 2]I{X| A drepositioning 0| Xis S ZXEused Eto |2 X|change Lthe O|1Z|
AHBexisting O|HX|image O] Eof Ola A{H| Aservice Qin Ethe OFRlZminds O Eof 7{AFE
O Zcustomers. (MW, 2§ AtOiZ d7Yst7|= L9 0250 Al 7|&2 AME[A0
Ot O|0|R| & HeA7| =0 AFEEHL). MAn O] 1 ™example O] EHof L £this lican H|be
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Alseen Qlin ZFZCharles 4ESchwab A E& ZALL{Company, Ola 2}0}X|large AR E
discount E2272|X|brokerage Lfirm O|AE{E2Z]|4 Eestablished Qlin Ethe S LO|EE
United AH|SlAStates Qlin LIQIEIM|EHE|IHO| E 1975, ¥when L|0{there Ywere L-2no 7
O]dcommission 2| Z20|44 Zregulations. (O]= ++& #4A|7F gl 197520 d8H O|=
of ti+2 = SMYAY FL # M FHY(Charles Schwab & Company) A& =
2 Qh}). QlIn Cthe I|AEfirst E<IH12 0|0{Zyears OfjIZE|after SlAits QIAIM
inception, ZXZCharles 42fESchwab AE& ZAI{LYCompany EZL7 AEfocused Qton I{Z|
MYpositioning S ZDitself X Zthrough Oa O A72Ediscount E2272|X|brokerage
MH Aservice Hithat #|O|E{ Ecatered Eto QO EHH Eindependent QH| AE| Zinvestors, &
with Z2}0|Aprice H|UYbeing Ola ZOjcore AWE{HEelement O EHof SlAits I{ZR|AY
positioning £~ E2E{|strategy. (O] @At7} 471 ol A 1272 73S 2L 2 51 =
HAHQ EXAE QUL R ot= 28 2 ME|20 FHZ & A2 0id HHESH7[E HAISH
). 5F0|HHHowever, Of ZE{after Hthat I 0{ 2| 0] Eperiod, 2FZCharles £tESchwab A
E& ZAMLCompany 4 ZE Eshifted SlAits I{X|AHpositioning A E-2{E|X|strategy B ¥
O] Ztowards Ola i Zvalue-Oj4 Eadded Y ESX|approach, U I AIO|Zemphasizing “not
L2 22 only Z2i0|Aprice Hlbut &4%also OJEM'Eadditional H|HH Abenefits ¢ Eand
ME{M Zservices. (5FA[2F 11 20&= 714 FSA(+) 7120 FES2 = A0id s (=
BHSIA|ZCH. §The 2 Erapid O]ZMadoption O] Eof 2E HO|Mautomation ¢ =and O
the O|AE{EZ|4{™Eestablishment O] Eof LMl Anumerous E#i% Zpranches €2t E
allowed ZEO{for Lthe QIE{18|O|Mintegration O] Eof i Zvalue AZ{HE Aelements AUE
into Clthe MH Aservice I{Z| M dpositioning O] Eof 2 ZCharles 42Schwab A E=E& ZLj
YCompany. (245 AHE8t QI B R|Afe] MTOE MH|A Zp2jUjZio] x| 247} &
72 & QAL X =Through O Zthese Z||Q1% Zchanges, 7{AE{MZcustomers ¢
came Eto I{A|Eperceive ZZCharles £tESchwab A E& ZA DL Company OfZas Ola Z
I{Lcompany Hthat Z2{H}O|Zprovides 5}0|high-% Zvalue O}I|g|0|M Zoperations, 0f 0O
2error-22|free EgHA M Ztransactions, A AEZE| Eunrestricted E2|0|Htrading ¢lin
B ZXterms O Eof 22 # 0| Mlocation Y Eand EfUtime, Hquick M YU/I 2 Asale/purchase
A= Zapprovals, Y1Eand Ola H|ZL{Abusiness AEZiXstructure Hthat O|Xis O|Z|
easy ZEO{for HAEMHZcustomers Eto AE AEHEunderstand. (0|2{3F HEIE Sd[A 1L
HEZ =2 7129 GF 0, 28271 Sie A, F4d A|7Ho| FLOofEFR] ¢f= A, &
ob MOf/Y &¢I, 12|11 UZHO| O|ali5t7| 42 Y& FZRE ZFE 7|92 QAAE7|of 0f
E220H. HThe ZAI{Ycompany 2f2was 0|0|Hable Eto £Emove E{¥ 0| Ztowards IsH
A Eenhanced IZA|MYpositioning M Zthrough Z1A|AE Econsistent 7HH5L{#H0|M
communication AE2Z{E{R|Zstrategies, 2EHO|E| Eautomated A|AE Zsystems, UE
and E#fiZ|branch | AM/dexpansion. (O] 2lAt= Ot Z2 Y&d HFYAOE HMefu
Atsate A|LR 8|0 AR EHYES SoiAM 2O dE AOAC=z olFy £+ QUAL).
Al ASince LURIEOO|E|MEH1987, Tthe ZAL{Lcompany s{Zhas I{4Epursued Z|/I{Z|M
Hrepositioning O I EAefforts 2Uwhile AE2O|Hlstriving Eto QSHAenhance HE
value ZO{for 0ja EZCbroader EfO}Zitarget OfOFZimarket. (19874 0|0 ELO H2
BA AMYE YR 712 E FTAI717] |l ==StHA 2Af2|ifd -S| E 2753
}).

2| ME2|Recently, Hthe ZIUcompany 5ljZhas AAMEEexpanded SQlAits MEHMZ
services Eto QAZFZEinclude ME|Q|O|&Saturdays @ E=and O|Edevening OO0 X
hours. (2|20 O] 7|¥2 EQUW A4 A7t MH|AF 2Ot U0}). QlIn ofHfAd
addition, LGj|O|they 82 have I{Z|MEpositioned E4E Zthemselves O Zas Oja Ml Zself-
MH Aservice EEQ7{2|X|brokerage "firm HSHthat O{A|AE Aassists QIH|AE| Xinvestors
Qlin & Mhelping HAlH Xthemselves. (EAAIEO| "5 242 Y 4 Q& 5= 7|Y
(Helping Investors Help Themselves)” O|2f= Z W& RISH3SHC}), CjAThis O|Ris A ZOE
L supported H[O|by L|O{their O =H{E}O|Zladvertising Z4I|Qlcampaign, " HHelping 2IH|
AE{ZInvestors & ZHelp BME ZXThemselves,” ¢ =and Ethe Z2{H|Zprovision 0] Eof

Engsthan



398

OIH|AM Ejnvestment AZEQ|O|software ZIZT=E2Q 18 Zprograms XEO{for |AELXX
Windows, #O|E{&catering Eto Tthe QICjH|FH2}0| ZEindividualized 91 Eand FAH|HE
convenient M IZself-MH Aservice YZneeds O{EHof L|Mtheir 7{AE{HZcustomers.
(20 LH=S 3t HERE B} £ZEQO0 Z2 S A IH22M 152 HE w2
79 /ety HEgh AE MH|A SHYAZ A2 0f 4 HE).

10.3 EThe A|L{Zgeneral ¥ 2 L2ZX|approach Eto IZ|A{dpositioning (A2OjZ AH35t7|
o UHY )

ME A ZServices 7ZHcan E|IZ2|typically H|be I{X|MEpositioned 2Qlin Cthe O}O}Z
market 2 Zthrough CEthe HE=Z2Ufollowing Al Asix O Zmethods. (MH|AE= UBEFHO
2 029 o4 iR gEo s zt2foid dgst7lE & UH). 2UHElndeed, MHAMZ
services 7FlHcan H|be I{ZX|MEpositioned H|O|AEbased Qton AlH Aservice UZ|FA
attributes, S&=2{E utility, Z2t0| Aprice H{A Aversus Z2{E|quality, A{H Aservice 18|0|
Egrade, Al Aservice §% Zusers, Y1 Eand ZL{E| Mcompetition. (& MH|A &M, &,
7t4 of 88, MHE[L S5, ME|L O[&Af, ZAAto| 2sf zf={ojd FHf).

10.3.1 AMH AService Y| AAttributes (A{H|A HEO| £M)

OThe ©fi2{& Aattributes O{Eof OJa AMH Aservice OfOtare ZEYO|E|Erelated Eto I{Z|
MY positioning Slit H|O|AEbased Qton "$Hwhat Qlit & Zdoes H|AEbest” Z&from Ofa
I AWE| Hperspective O EHof A= Aexcellence. (AHIA &4 2 "2 02 Zst= Zd(what
it does best)"?| ZHHO|M Ate|Oid MYst7| st= AR HEFHL). EO{For O[T
example, H|E & Federal YA IXE AExpress AE20|H ZXstrives Eto I{A|Mposition SlAdl
Hitself OfZas CEithe Z&|0/%premier ZAI{LYcompany EO{for "@L2HLIO| Eovernight &
2|2 delivery.” (0E =8 HHE 2 AIZ8| ~(Federal Express)= “otF WO BiE"St= 2
19| B|AtZ ZfR|0HZ) S| 17| Y5 23T, Qlin Cithe SLEO|E| EUnited AE|AIA
States, O{Hamong E=II| A Epreakfast AH Aservice E2{H}O|E Zproviders, O}0[0f|0| =
LOIHOP (QIE|{LfAEInternational 5tAHouse O] Hof A2 APancakes) O|Ris MA|E
Eperceived OfjZas [Clthe &2|Hleading ZIOLjcompany X0{for 9QlAijts EHAMAE
breakfast 2I{ Zofferings. (0|=2 F% OfAAAL A ZYA FoM= AEHUHMZ oL
2B WA (IHOP)O| FEsotz= 7|z QAAHIL AH). O{HAmong O AEEHHEA
establishments 2I|doffering Ejthe H|AEbest E&I A Epreakfast HIHO|buffet, £%
'ZShoney's 0| Xis 2|7 10| ZErecognized O Zas Hthe QUG AEZ|industry 2| leader.
(2|19 ol Y E S5tz GASANME &L Z(Shoney's)?t ME& FR=2 QAAHL}). ¢lIn
Cithe #|0|Acase O{Eof MO LRI39 S2home Al shopping 20lor WX|LG S2home Af
Wshopping, it 2tZXwas MA|A™successful HO|by O| AEfE2|destablishing Ola Tl
4| 0||0|E| Edifferentiated A{H Aservice ©SfZ{&attribute ZZfrom O{Fother Z|E|UZZ
retailers &CLcalled "A#E Eguaranteed =28 Zreturns Y E=and 2/ Zrefunds M
within 430 H[O|Z days.” (392404 LGE4LFL FL “30¥4 HE ¥ &= 247
Olgt= HE Fa8AA 2rEakd MHE[A £42 AOH HEsH7|5t0 gd35IAH.

10.3.2 AH{AService I Apurpose (AMH|A &)

EThe AH Aservice II{ Apurpose O|Xis 4 Lalso SEHZIO| X Eutilized Qin Hthe &
E M| Aprocess O]Eof IA|AMYdpositioning Y Eand O|AE{|E2|destablishing Ethe A{H|
Al'Zservice's O|MZ[image. (MHB|A &&= FA| zf2{oid dHst7[o o|&FHH). WYL
Fitness AMIE|Zcenters LM often SE 20| Rutilize 4 Zthese O|M Zmethods Eto O| AEj
22|4establish O|0{their L X|Mdpositioning A Eand O|MZR|image. (RAZZ(Fitness
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Center)o| Oa Wwo=z pa|ojzl MH5H7|Ee HQ7t UCH. MSome WL Afitness ME]
Zcenters 0|O|may #|O|E{cater Eto QI H|Z <Y Xindividuals EZllooking Eto ZZlose
2Slweight, 22 while O]E Zothers O|O|may #{|O|E{cater Eto =2 Zthose Swho #Z
2 simply 2tEwant Eto QlAO]Xlengage Qlin g|ZA2{regular A AO|Zexercise.

O-IEE| oJI/\E-E'IO z.”%o 7|'EFO|—1 J\IO-I I—'— AI—EJ' 0”7-” Ol_g_% 7}-\| I o 01[5 %ﬂ/\iE‘IO
g °%'?_f§ Hots ArEE0 o|8E ZAolH). Slit FHcan Z4-Falso Hlbe %z':used
I Ojfor Amuscle A0 MY conditioning A Eand A E&Mstrength Eg|0|dtraining.
(£ 25 TTES oM ol8&E == ULH). OIiIEach I 2| M'dpositioning 2|2t Zrequires
Ola M|ZLHE|Esegmented OfOFZdmarket A Eand SYunique I{AZ2{E| Zfacilities &1 =and

I Z|Zphysical O{H|LHE| Zamenities. (ZtZfQ| Ar2|0iU 2 ZfZF MEabE A0l 1R{9f Al
dir =214 gH|E E/E 3.

10.3.3 Z2}0| £Price H|0|Avs. E&{E|Quality (7IF of &)

IZ2}0| APrice H|O|Avs., Z2{E|quality FHican &4a%also H|be Ola ZZ|E|Zcritical 32t0|
E|Ojg] Acriterion EO{for I{R|AMdpositioning Qin E{the OtOtZimarket. (74 Of &4 K
st zZt2foid AEst7[oM 5838 7[F0] E £ UH). A £L£ESouthwest Of|o{2fel=
Airlines I{Z| M Epositioned SlAlZitself O Zas Ola ELXlow-7}AEcost 0f|0]2flairline ¢!
in Elthe gl|4{leisure E2f{*8travel OfOtZImarket. (Af22A YA EZFE(Southwest Airlines)2
HAHE A FOM AIYME HotE FIALRAM AYO{ASi). 4 AThis ZIY
company 2|2 Xpelieves Hithat E2fit82] Xtravelers Z2}0| 20{2{EfO| Zprioritize O] ZL0j
CHaffordable Of|O{I|O{ Rairfares O|Hleven O|Zif Slit §lZXmeans X0{12%Uforgoing
U Zmeals. (O] 2AtE 3HAE0| AALE Z7|StEHELE 7tA0| 23t &F 2US HH
MZESHEE), QtOn Othe O{Eother @iEhand, AFHOY|O|H|YScandinavian OfOj&fQl=
Airlines (0| M|O| 0| ASAS) ®l2| H Epelieved Hithat 7{AE|{H Zcustomers Qlin Ethe H|ZY
Abusiness EzliH2{traveler OfOfZimarket Alseek 35}0|high-Z2{E|quality A{H| Aservice
¢ Zand OfOfare %%willing Eto H|O|pay E01for Slit. (HFHO| AZHLLIH|OF &A= H|
ZH A KR A nME2 UFZAO MH|AE HSHH 0|0 7|40 XY 827t AL
AMZESHE}), OJFH Among 3—?—%‘5hotels G the *“J_EJEI'Shangrl La S RHHotel O|Xis I{ZA|
M Epositioned OfjZRas Cthe ELAEmost 2|7 Eelegant Y E=and MO AEAHOHE
sophisticated 510|high-Z2{E|quality 2 2Hhotel. (28 Z=0|M 4FI1HZH(Shanfrila) &2
7t ROfofal il4feh 1FAe ’IZ Ate|ifjd 2ot7|E0] AG). UIn AFL4South O]
2|O0lKorea, 0| A7|0|SK EZ{ZTelecom dsfZhas I{A|M Epositioned S Zitself OfZas O
a 2% mobile Z2phone ZILcompany Ewith Ethe 5t0|0{ AEhighest Zcall MAA
success 0| Erate, et Uallowing it Eto HQE|Qmaintain Ola ZZ|0|Upremium
Z2}0|Alpricing 2E2iE{X|strategy ZAH| 0| Ecompared Eto ZAHE{E| Zcompetitors 2+
like A APCS. (L2t 4% SKEEZS2 219 SaF §3&S 7HAlL U Ol&dat

FHEZ A0y 2Yst7| 22N PCSS JAYAO| Hlsi 1719 HHS 1‘-’r?<l°F = AN
).

10.3.4 At AService E2fj£Class (AMH|A 55)

EThe EO{Afourth HM Emethod O Eof I{X|AYpositioning 2 ZEthrough AME Aservice
O] 2l 4 of| 0| M differentiation O|Xis H|O|AEpbased Qton AjH{Aservice Z2jAclass.
(L2 ZEolM Zt2jofd MAgst7|e Y H = ME[L SZ(Service Class)of| 2@t 20|
ChH. TWAMPizza SlHut oY Zaims Eto I{Z|Mposition Sl IDjtself OfZas Ola &N

genuine g|AEZErestaurant 2{Crather Ethan Ola IjAEfast-FEEfood Z||Qlchain.
(MAsd2 HAEZE EAEHO| OfHEf H& HAEZOZAM A2|0fd =11 HO{3rH). Qln
O|Oftheir OfEHEFO|ZMHE Aadvertisements, WA|Pizza SiHut 29| Zclaims Eto H|be
Cthe "IHO|L{ A Efinest O{MIE quthentic & AE{&Erestaurant 0{Hamong o A{pizza |2l
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Zchains." (F1E EH "I 3| F 219 F& HL2EZ 0|2t AF2tT}). HIO[By T{Z|
M positioning Bl E Zthemselves Qlin O Athis QO|way, WA Pizza &1Hut Fican FHWHE
command 5t higher 20| M Zprices EO{for H|O{their A{H Al Zservices. (O|F A Atz Of
4 2EC 2N mztaiE 159 MHE[A0 HfshM H w2 745 BE & UH). 5i9
Higher Z2t0|A Zprices 2MHoften T O{Z{AMEcorrespond Fto 50 higher 2t profit
OFOFd Zmargins. (2 7H42 =2 O0RIZ 20[StH). MX|Such I{Z|M'dpositioning 212
means Hthat G|O|they OfOfare Ynot AL & competing E & &8 directly Ewith 0{Fother
I{A Efast-T£Efood B AETE Arestaurants, Hlbut 2{Crather I{R| Ao dpositioning Al
HXZXthemselves Eto ZA™compete C&EllE2|directly Ywith O{F other OjMIEauthentic |
AE{THE Arestaurants. (0[2{8F 220 HHYSH7|= 1850 & WAEZEE S AEHW F
stz 0| ofYzt HiZ L& H& HL2EZU FHstE AY=S 20|57 = sth).

10.3.5 AMH AService 84 Rusers (AH|A O] £24})

Some MH Aservice ZAI Y Zcompanies Q17 0]X|lengage Qlin I A|A{dpositioning H|O|
A Ebased Qton O|Ojtheir EfOfZitarget A Aservice §* Zusers. (O MH|A 7|¥2 A
Hl A& O|gAt0f [MfatM A2 ofZd dYSH7[E 2H). BOne O|1f™example O|Zis A{H A
Service OjAE{Master, Y where 0|0{2|Merry 0|O| ZMaids AIj|A12}0|R| Zspecializes 2!
in g A|HlAresidential Z2|dcleaning, 2t¥while L|O|they #|O|E{cater Eto H|ZXL{AZ
businesses. (MH|A OFAE{(Service Master)?7f €80 2] 00| Z(Merry Maids)7| HF
AHE NEZ HEL=2 ot=h Hiof O|lF2 AIYAE A== sthf). QlIn OfCf/daddition, 2F
Uwhile &2{H|O|Holiday QlInn s Zhas A|1HIE]Esegmented SlAits Z2t0| MO & primary
O0rOFZdmarket E{Y 0] Ztowards | A leisure EEfH 2] Ztravelers, H|0{2|SMarriott S RHI =X
hotels s{Ehave I{Z|MEpositioned BIMIE Zthemselves Eto #|O|E{cater Eto H|ZL{A
business E2f{H2{ Ztravelers. (L£3F Z2| 0] Q10| XY ASS FRAZ 22 M Z&5tH|
HIsHAM S® Ot 2 E(Mariott)= H|2Y A O3iAtEE 2= 2|0 M7 st7|3HT).
gl'AlLet's ZAA|Econsider OjLEanother O] 1M Eexample. (£ CHE O & A EZ}), GO
There O|Zis 0{a ¥Hwoman 4 YU Enamed 22LCtH0dona Ewho & EAwants Eto HE
rent Ola 7|Otcar. (L A0|2t O{M0| M EFIE 0|25t stC}). OThe Q42 Ainsurance
ML company Ffican {H{cover Ola BiAHmaximum O EHof EQE|Z2{Z$20 Hper §|O|
day EOjfor Cthe @&rental H|O|Zvehicle ZOifor Slher. (B3 3Z|AIZF 0| AH =E zf
Fo ool A= + Us MUY EHd=2s= otF 202FO|H). OfZE{After ALEZZHY
exploring H||0{2|0{ Avarious #I&Erental 7IO0tcar ZAL{L Zcompanies, 2%2C+E O0donell A
A Ediscovered Hithat Cjthe #I=rental 7tAEcost SHat QNE 20| ZEnterprise HIE
Rent-0j|0|A-7}0tCar O|ZRis A I MEsufficient Ywith X2AEjust EQIEE2Z$20
(g HEFL HHE SMet & xHE2 A Z2t0| 2 A EFHEnterprise Rent-A-Car) 2JAf
oMo FHE H[EO| 2083TC2T FEoIHe= AMdE2 YA HIUM). #She o|ojHg
immediately = Efilled Of2out CElthe #HErental O]1Z2|H Eagreement Qlin Eithe 7|
kitchen 91Eand M Esent Qlit 2Z off, 2%so 4|she FH'Ecouldn't @ Zhelp Elbut H|
be A2t0|ZXEsurprised ¥lwhen Oja E&iEbrand :new XEO|E=Ford 7{Ofcar 2tZwas =
2|t Edelivered Eto dlher 5% 2Ahouse, ¥ ZX|which 2t=Zwas I}Offar O]¢YOlaway =
from C{the A|E|city MIE{center, &£0{&2|shortly O ZE{afte. (SA| FHIOM HHIE AMAME
MM 2= A0 2 EA SHEOAM HE] BoR 149 Hoz A EE AFat/t B FE
Al =2 HE & YUAL.

2| ¥ 2}0| 2/ Realizing Hthat Ethe 7IOfcar #IErental QA AEZ|industry 0| Xis CHHL|O|E]
Edominated HfO|by C{the M Z|three O|O| X major DY Zcompanies, 3|0 EAHertz, 9
O|H| AAvis, A Eand W2{ZRXAlamo, U E 20| ZXEnterprise O|HIx & 2| eventually Lt2E
found ©Ola I§Z|A{YHpositioning Cithat 2322 only G|O|they FEcould HHYOIE
dominate. (UNEJZEHO|Z2= HEF} AL 30 ARl o Z(Hertz), 9f|O[H|A(Avis), HEtE
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(Alamo)of| &Jslf A|O| R|H{E|L QUCHE= AtMEZ FERU7| WZ0| 2= 1=TH0| R|Hj =+
A= ZZOiZAE zRFULDH. O0|They ZLZEchose LCithe Z2low-HAlbudget QLA
insurance 2| Z3|0|AMHEreplacement OFOtZdimarket OfXas CO|Oftheir TX|MY
positioning. (&2 A 0|Ate] B3 OfX| A|ZfF(replacement market)S MEHSHCH). With O
the MM Asuccess O{Eof G|Oltheir +new I{Z|MYpositioning A E2iEX|strategy, OO|
they Oj{z|EEachieved EZ{HE Atremendous 1EZ22Mgrowth, AAMMHexpanding &
from AMHE|MRME70,000 H|O|ZA Zvehicles Qlin LQIEIL}QIE|1990 Eto £33 =2 EoIE|
M7 E250,000 H|O|ZH Zvehicles E{E|O|today. (MZ& AOfZ A5t MEHQ HZL=2
199010 7RO 25" 250tEt= A-HH HYS O|FAL).

<#|0]|ACase 10El 32| 50| H> <A}2{10.3.5> IjA{d2}0|ZXEPersonalized AH AService
Z&from AL YO{Underwear Eto {BZWedding (£20AN ZAEAVA| "HYFMH|L)

"Ot0|I Z2{Ojprefer Eto AW Espend Ola Z|Hlittle 2O more Hto HfOlbuy O]ZOH
according Eto OiO|my H|O|AEtaste.” ("RZ H|MEZ U &F0f| StAH AtCt”) f0ne O EHof
Cthe #2{AE{E] Erepresentative & Zfields O|HZemerging OfZas Ola rnew H|ZXL{A
business 7! Econcept Qin %M Japan Fdduring Ethe Slong 0|7 42 economic A
Mrecession O|Ris 'HAE|OO|ZEcustomized B|ZUY Abusiness'. (7| 282 AE0|A A
& HRAYHA ARMER SH5HL Qs HEAQ FOp7t 'ZHEY H[RYA'OIH). 9llt 0|Zis
Ltnot O{HIR2 Eabout Y|O|H & Eneighborhood E|¥Z{tailor 4fAshops 20{or HEMO|E
handmade frshoe £EO|Zstores. (Ul F=HOIL A L&& Of7|7F OofHL}). HA &
new H|Zl{Abpusiness Hthat 0| Xis M 2t0|Hlthriving Qlin Ethe O/ EAEmidst 0] Eof <M
an O|AHY2economic 2B downturn O|Xis Cjthe Fone Hthat I Xoffers 7{AE{O}0|
ZE customized ZZfHE Aproducts HEand A A Zservices, 2|Q&ranging Z&from
22| Zwatches Y Eand HO|A|Z Zbicycles Eto YYPwedding H|+Zvenues, Y Olwhere
F{ AE{ Zcustomers Ffican CjZ}Qldesign Y1 Eand H U2 tailor G|O{their 2 own Z3 4
HA| Zpreferences. (A3l HEFAHAM AlA, AHA, G|AY7HA| 2740 stz T2 A FL M
HIAE HAflsl A JZst= AtYEo| S0 243 M2 H2YA=2 Y9 Jo0IH).
E2{8 Travel OjAE ZMasters, OjZas Ola E&Ebold O|YAME|Hinitiative Eto ZHH
combat Hthe oAU economic CH2Edownturn, sl Zhas O® & Edeveloped Ola EcZfiH
travel Z2tH Eproduct =Lcalled "FHCAN" (FHAEOFO|XH Customizable Of =HiIZ
Adventure W #|O|E{Navigator) {4 Eand AEIOLE| Estarted Sl Aits Hi| Arelease Qlin 2F
ER2HOctober 2~ Elast O|Olyear. (E2iE OtAEt2RE= EZEPNE {3h OfdAfoz 'IH
(CAN)O|Z Oz HEFS iy, Ad 102E8E LOofst7| AJ2EHY). HThe LAY IEE
distinctive I x{feature OjEHof CjAthis IZ2tE Eproduct O|Xis HHthat Qlit AEfOfEA
starts ¥with 0a S dblank £8&|0| Eslate 91 Eand H|2 Atakes 7 AE{Hcustomer 20
O Zorders Eto F2|0|Slcreate I{A'd2}0|ZEpersonalized E2fHtravel OfO|E|L{g|2|Z
itineraries. (0] &2 542 #d 2] HEHOAM LMo ZFZ Hot JiE ol A&Z
AE=CH= Zi0|0}), §The HAE M Zcustomers s Ehave Gthe Z2|Efreedom Eto O ALO|
L decide OfEZ|Meverything, Z&from CE{the O ItO}Zx{departure Lj|O| Edate, F0{g|0|M
duration O]Hof AF|O|stay, Zc2t0|Eflight M Zoptions, S2Hhotel ZIZZ|I{TUAZ
preferences, AFSIA|Usightseeing EAroutes, Eto Z|AE{ZtErestaurant 0&Zmenus.
(22 SREH AA7(7t, F3H, 38 55 &% 1L AY s & B A2 L0 2F
StC}). OJ20f I O{Acourse, HOjthere OfOftare A Ralso YMoption M7 % Zpackages
o H|Y2{Havailable 0{Hamong O| 1X| A8 existing E2ljHtravel Z2fHE Aproducts, ¢
where 7 AE{H Zcustomers FHcan ZZchoose ZEZfrom Ola Efew IZd|pre-AdzEE
selected M Zoptions. (22 7|& O3 AHE ZO|ME L0| T 7k2| £ SHLUE Meist
= UAe 4 Y0 UH). stoH{However, 2m{FHoffering F&fully 7{AE{OHO|A{H
customizable E2litravel Ij7{ % Zpackages Y Hwhere AE{H Zcustomers FHcan ZH
plan O|E2| every OjAH Easpect O Eof H|O{their E-trip, & from ®one Hto Hiten,
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O|Zis Ola LA Efirst 2lin Hthe QEAERZ|industry. (5tA|2F StLIO|A E7MR| 2= Of35H
AZZS LMo 242 Rz 2 UEF 452 BA *30|H). HThe Z2}0|Lprice O] Eof
O Athis ZE&2|fully 7 2AE{0O| %8 customizable Z2t=H Eproduct O|Xis YHAMHEL
approximately IO|EEHIT{M E5-10% 5t higher Z| 0| Ecompared £to ZZ|pre-C|E{H
Edetermined OfO|E|L{g|&| Ritineraries O{Eof O]Eother AEHLELC}O| X Estandardized Iff
A Zpackages. (7tZ0| O|8] o UYO| FallA U= HE AE8F JEEH 5-10% =
HIMICH). W Z2|ANevertheless, 9lit siZhas A9l Egained A{14 % Esignificant IHE
g 21 popularity 0{Hamong QIOLH|FHZ| AHindividualistic 7{AEH Zcustomers Swho
Alseek Eto A2|0jSlcreate O|0their 22own SYunique E{Htravel HHZ =X
memories. (LM 7|2t O3 2AZ S 7f¢40 LMOo=HE I QV|E B
AL}, EThe ZALYcompany sl{Zhas OlL2AEannounced Z&iZplans Eto AATHE
expand CE{the 7 AE|0O| 2 Ecustomized EZf{¥travel I Zofferings Fto O]Eother L
AEY|0| M Zdestinations Qlin Cjthe Ex{future, &= %although & &2 currently Slit O]
Zis ZHE|Elimited Eto & 20|0|Hawaii OjZas Cjthe L|AE Y|O|Mdestination ZEO{for
MZ|such T{AM'22t0|ZEpersonalized I{7{#{ Zpackages. (A|22 HEY S HAR|7t
SHO| 20t YR YA o2 THE AFHo =k oLtz A= 0|21 3|AFS0| Si).
EThe HfxBaza 7{2AElcustom 2FZx|watch O|ZXis O{zx|Hlachieving ¥ Z2|A|Eimpressive A
UZsales I{EOMA performance. (HFAIEHE ZFEFE AAR ZH01E& 212 Q). When
71 AE|{H Zcustomers S2||0| Aplace H|Ojtheir 20{E Zorders, Ola S8 Iblank 2t%x|watch
CiEdial O|Zis HlEsent £to Hthem. (LH0| 2FZ SiH HIZ H AlA ZAEZ 1L
ZHO| A EUHLC}). 5|0j{Here, Ola A|AEsystem O|Ris Qlin &2|0|Aplace YO0{where 7{AH
0 Zcustomers Flican Z2{H{O|Eprovide O|O0their ELE?Zphotos 20or O}OtES
artwork, 9 Z|which OfOtare Hlthen OJAMY Egssembled ¥with Ethe 2t%|watch B4 body
Eto J2|0f|Slcreate Cthe L}O|'Efinal Z2tE Eproduct. (7|0 1ZHe| ARRIOo|L & S8
=X Z2Fd| HEES U=S F= AMAHOIL). St H2Atakes FERMHEDY
approximately Etwo & Aweeks ZE=Hfrom Cjthe EfUtime O]Eof 20| Hordering Eto
HAZSlcomplete Cjthe ZZ M Aprocess O EHof F2|00|&Hcreating 0la HAEOO|RE
customized IfMfashion 2tX|watch. (5% I{H LYESAAZt 2EEE He FE = 23790
4dh).

EThe 7H!Econcept 0{Eof 7{AE{HA|0|Mcustomization sl{Zhas Hlbeen QUVEZHFAE
introduced Eto E|l-MEAT-shirts Eand AX0| EAYOsportswear Qlin B Zterms O
Bof Mde{%silhouette. (HFA2 THZ2 2550 & HES ZYUMH). AUt O[Zis Ofa
M Emethod QO0jwhere 7{AEH Zcustomers IHcan 3d{Ehave G|Ojtheir LR E
desired O|M% Zimages 21 12|0|E Eengraved %ton Cjthe ZE2Zclothes ZEO{for AY
sale. (740 Hote= I-EZ 20| A7AAM Tofst= ZA0|H}). 0 Z0{FAccording Fto H
them, dsome FHAE|H Zcustomers 27 0|%'d2|occasionally 2| A Erequest Eto sfiE
have O|O{their 22own Llpet =1'2dog's ™X{picture ¢/ 18|0|E Eengraved, O|fleven
ER2though Gthe M Z2{Elmajority 0{Eof 0|5 Zorders OfOtare XEO{for T Zpictures
OjHof C|0jtheir 2{EEloved ®¥Rones 20{or O|HZfavorite A3 EE|E|ZXcelebrities.
(OHQIO|L} 05t OOl AFRIO| RZO|Z[QF 2HAIO| 7|25 of@td APRIS AjAZRtD 22
of= IZME 7t5 QI 3tC}), @05 ZOrders OfOtare E|IZ2|typically 2{A|E Ereceived
M Zthrough ZAEE{computer FHHL]{#H O|Mcommunication HIO|Ojvia O|H|¥Uemail, 22so
HOjthere O|Xis =2no YEneed Eto sl{Ehave 4lSiseparate AE0{Zstores Qlin O
urban Of|0{2{0{ Rareas. (FE2 HRXHLZ ARE S4E &8 MA HYZ YootE2 &
Ao T2 dEE 4 TREs ¢H).

EThe AH Aservice Hithat 2t Rallows 7HAEHZcustomers Eto LA EZ}0|Z
personalize EQAEJIOfZpostcards 20{or E-2phone 70fZcards HO|by OfHadding
OO their <own IR ERXZphotos 0| Zis 24 Ralso It 2{popular.
(BMYU M3t 720 27| AR &2 20| OF2HZ2 Y £ Qs MH|AE QA7(0|L}). X
Fuji ®E'ZFilm's D{AM'E2t0| X Epersonalized EZLRAEJOFZpostcards, ¢ X|which OfOf
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are OjH|UZ{Havailable ZEO{for L=New O|0{'RYear's T12|&greeting 7}0tZcards, OfOf
are 3 selling 2fYlike 3F#H2 £Lhotcakes. (22| BEO| T I ZE FM= Mo Ast
2oz EE|UA T QL) HAEDO|ZXECustomized E-2phone 7(O0fZcards O}Of
are Qlin 3t0lhigh OfHEdemand XZO{for T{I{M Zpurposes A{X|such OfjZas Y
wedding H|O|t{ Zfavors A Eand 7|ZE Agifts. (L& ZIIIEL AS D ZE S0 0|
LEZFC}).

71 AE{0t0| ZECustomized HIO|A|ZA Zbicycles Z&from EZ|X|AE2Bridgestone AO|ZA
Cycle OfOftare &4 Ralso IfEZ|popular {Hamong AXEO0 E Agports AFO|Z ™ cycling <l
42|04 £ E LAenthusiasts. (B2 A|AE AO|ZQ & AUAHE LAE =2 M OjHOZ0| T
0| zt=r}). HAEH ZXCustomers FlHcan O A}Qldesign C|O{their H}O|A|Z Zbicycles O] 2.0
Haccording Eto H|Oltheir I L& A|Zpreferences, QA ZEHincluding Ethe Z2{color,
s handle A|YUshape, Ewheel O ZQldesign, Y4 Eand 2 O0{more. (AH7ZZO|L} 3HE9| RQF,
HEY 42l &2 10| Jsts M2 HAQlsH FOf). HlO{There OfOtare &4 Falso 7{AE
00| 2 Ecustomized OJIfOFEMH E Agpartments 2§ Eoffered HfO|by A|O|2LSayo QIH[O|
HMH EEnvironment CHEMHEDevelopment Y E=and 7{AE|OF0|ZEcustomized 7I0tZ
cars H{O|by OtEH2|ZModelizz E27| 22 Tokyo. (¥&E OfLE(NO|R &F7HE) TE AE
Z2HEHE AR EF)E e QO). HAEDO|ZXECustomized Y Y wedding H|+Zvenues
2t2llike IfOft3 Park 50| Hyatt, Y X|which &ZtLallow & Zcouples Eto dfEhave O
AT Ldisco IIOtE| Zparties 20{or ¥ Ethemed O|HIE Aevents O{IO0jHaccording Eto
O|Ojtheir Z2|I{ &1 A| Zpreferences, OfOtare L}HZ{popular 0{Hamong 2! 7|0|X| Eengaged
1™ Zcouples $who 2Ewant Eto AEHEstand OfRout . (HAF IE|L £1 OHIEL
£10 2210| otz M2 ZEAZ XHFE UE OAY(LASHO|0tE)2 "HL HO{5t=" o
H| A48 AfO[of 17|,

CiThe EfOtZtarget O] Eof MX|such 7{AE{0}0|RXEcustomized H|&ZL{A{Zbusinesses O
Q ZXaims SHat 7140 Zconsumers $who OfOftare O{Y|0aware O] Eof L|O{their QIC|H|Z
2| Elindividuality 91 Eand IjA|'Zpersonal ZZ|L{ & A| Zpreferences. (O|F Zr&3J HIZRY
27b R ERAE 4B JHE AHZO|H). EfETired O{Eof Cithe | ZEO{MHE]
uniformity O] Eof OfjAmass-Z2|SAEproduced ABIE Zstandards, 7140 Zconsumers
H|Zbegan £to Elook ZEO{for H|Otheir ZO{Hformer 2-&own, O|O{their 2-own AEf
Ystyle. (KT YrHd A4 F2 &LGol| 23 28|A=0| ofd At7|2te A, Xp7|Tke| AEf
US 27| A|ZFSHLE}), QlIt O|Ris 24 Ralso Ola YX|niche OfOZimarket {Ojwhere A=
small 7o &capital 9 Eand 2AZsmall H|ZL Al Zbusinesses ZHcan HAEZOIE
demonstrate G|Ojtheir AE& 3 M Astrengths., (A2 AEO0|L} 4A7|¢0| A E w3 £
A= EMA|ZO|7| = StL). 2tOtR|Large FO{IH 20| M Zcorporations Sl Ehave H|Zbecome
Etoo ZAHMHcumbersome Eto Zkeep Yup Fwith Hthe OHever-#|Q1%Zchanging €%
whims O{Eof 714 Z'consumers' E|O|AE Atastes. (7|92 AH|RQ HEAZ R G
= el 2 BITHSHA UL).

0O There OOtare fM2ZiAnumerous H|ZL{Abusiness ME|{ Zsectors Y O{where Clthe
QHE{ 7| 0| Mapplication O] Eof 7{AE{HA|0|Mcustomization 7! E Aconcepts FHcan QlgHA
enhance ¥ 3Rvalue-Oit{Zadded. (A& 7HEE HEdH 2772 E =Y =+ Us AL EOF=
JEM| 2 HOFER| QJUE). Ell'Alet's H|take Ola 31 Ehint Z&EHfrom Othe OfO|E Xitems
g|HMHE Erecommended HO|by A I{L|ZJapanese AERO(Eistartup AUATIE Aexperts.
(Y29 Y HE7I=0| FHst= OfO[RIOAM IEF HAf).

A 7HAFEOO|ZECustomized ZAEE|Zcomputers (Z& ZEE]): 0O|They 2{A|Ereceive
HAE{Hcustomer 20| Rorders Y¢Eand OjAMlBHassemble Cithe ZAEXZQEHEA
components Eto 3 2|0|Slcreate Ola L L4 Efinished Z2}H Eproduct Ywith 222/ only
Hthe WM MO{2|necessary T2 Zfeatures. (1L FS HWop & TR 7|50E S &
22 X8 HFEFLE WSO EH). oA AFEcomputer 2L Eloaded Ewith 1H[AA|
Ol2|unnecessary Ij*|Zfeatures Hthat OfOftare AAMA|Hexpensive Hlbut A& seldom
FZEused O|Zis LH AE| Edetested. (ZfTF ML MRk Of= FEHASH 7|50 HA|HXZ|
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20 U= ZRE= HAMo|T)

A F{AE|OO|ZXECustomized ALY Olunderwear (HZE £2) OHAdding ELELX
photos Eto ALY S underwear FHcan H|be F2Slquite IEZ{popular O{Hamong HA
E{H Zcustomers Fwho OfOtare ZiMEconcerned OjHI2Eabout O|Ojtheir I}OfEL
partner 20jor & ZH Ehusband H|Ybeing AL|O|AEunfaithful. (£20] APRIS A7 o
CiH OfQlo|Lt FTHO| HiZ M| 27t AHstz LHSO|A B 7| QUA| AS7t)

A 7{AE|OFO|ZECustomized E|O|® Ztableware (& 1£): ¥When Ethe FEfood O]
Zis U4 Efinished, 0la ™X{picture O]Eof 20]your &2{E Ebeloved I{H2Z|family O{L
O Zappears. (42 Of HOM AHStE 74F2] ARZIO| LJEFHLY)

% A0|ASource: ZlLee KYoo-#|Oljae A{H AService OOt E Marketing (RF&: O] 82§
MH| A DFAHJ)

10.3.6 AN E{E|ZXCompetitors (AAA})

O AThis 2F=Zwas Ola AEZ{E|{X|strategy 2L Zlchosen HO|by O|O|H| AAvis ¥when 9lit
2FZwas OF2AO|Eoutside C{the Etop I Aranks Qlin Cithe #lErental QUG AEZ]
industry. (0|42 O|O|H| A (Avis)7t HIE LAONM &= o US of MEISHE M=FO|T}). o
O|They O{ZE|{Eadopted Ola ZAI{Z{E|Ecomparative OfEHEO|Zladvertising AEZ{E|X|
strategy O] 7IAE against CGthe YHnumber ®one ZAL{Lcompany, 3|0l EAHertz.
(152 EHE 7|82 3 Z(Hertz)2AQ] H|u F1 Mg L), HAE{MZCustomers AEf
OtE| Estarted Z1A|E ®™Hconsidering 9|O|H| AAvis OjZas Man =2E|{L4E| EHalternative EHto
5|0l EAHertz 91 Eand H|7Hbegan Sto 22| Ebelieve Hthat 0|O|H| AAvis 2F=Zwas O Ras
I Egood OfZRas &|0{EAHertz, ¥X|which 2]ZE|Eresulted 2Qlin QHan UYEEZHMHE

improvement ©lin Of|O|H|A]'RAvis's O|HZ|image. (LZHE2 0O|H|AE =0 C§5t XM
HOoBAN ZHRSHA| KD OfO|H| AV H2OME Z040 UZHZ0] A E|HA O|O|Z|7F &F4
E2C). QlIn Hthe Yl Eend, SE2H0|&lutilizing ZHIE] Mcompetition Qlin G|O{their &

Io 24

HE}O| &l advertising ZHI|Ql Zcampaigns A X Ehelped A2{H| 0| Eelevate 0|O|H| AAvis
from H|¥UYbeing an ACE T Tunderdog Eto H|7{-Ubecoming Ola EOHEHformidable
=dAplayer <Qlin Hthe AL AEE|industry. (2= FHAE 0|8 F17f OO[H|AE A
o HIHOM HH o 7|¥Le = HESAIT FHO| EHAD).

HThe MUsame I{Z|AYHpositioning AE2|E|X|strategy 2f=Zwas UEZ=Z0|Eemployed Hf
Olby |=Z®XAEfOtEurostar OfZas <Hwell. (3Y2F Af2OiH HHst7| HEHO| FEAEf
(Eurostar)d]| 2|5 O|8&ULCt). S EZLAEIOfEurostar Z2{HIO|E Eprovided HAEHZ
customers Ywith %Man Z2E{{E]|Ealternative Eto 0|0 air I{MZ{passenger A{HAMZ
services. (F22E= UMEOA FE 2 MH| A0 Cfst CHOHS A ESIUL). FERA
OfEurostar otYUZt0|E| Ehighlighted LCjthe OfE=HHE|X|Zadvantages Oj{Eof EZjH"
traveling HIO|by E&|Qltrain ZAL| 0| Ecompared Eto 9|0 =2 Rairplanes, 2L while Z
I dcomparing Ethe Etwo ZZforms O] Hof MH Aservice. (MH|A2] & 71X HPEHE H|
WSIHM [FEAEE FIIV|ELE 7|22 OlstE O|FE EZATE Ao|H). Md
Samsung 0|4 ZAnycall MM AT E|successfully I{A| M Epositioned Sl Zitself HfO|by
E=20|Uemploying Ola ZAI{2|{E| Ecomparative O =H{EO|Zladvertising A EZ{E{X|strategy
O] Al A Eagainst SlAits ZAL|E{E{competitor, X 2E Z22|{Motorola Z&from Ethe {L}O|
E{EUnited AH|SlAStates, UM AO|Zemphasizing 9l Aits AE& Mstrength Qlin Ethe
Fog|AKorean OFOFZImarket Ef|Qlterrain. (4 OHHZ2 22 ZHYAC 079 ZE
Eotet H|Wsto| "sh2A Yo ot s FUItLE S8t A0 Mot dFC=2 T
dESIAL).

|
0
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10.4 AT{A|™Specific MM Zmethods ZEO{for I{A|M Hpositioning (X202 MHAH35t7|9]
A HitH)

10.4.1 X M'JPositioning H|O|AEbased Qton MH{ Aservice ZE2|{E|quality HHPE=X
dimensions(MH|& F& @O UHE Ar2|0jZ HYsH7])

Ao ZCompanies 7FHcan ZiA|Econsider Cthe WEZRUfollowing IIO| Efive LCHIM =
dimensions O] Eof AlH Aservice Z2{E|quality Eto | & develop O|HE| Eeffective Ij
A|Mdpositioning £ EZHE{X| Zstrategies. (7|PY=2= WA A2 IHUSZ HYSH| Ao o
S 22 ME|A FHO 5 7HA| 2AEE A3 4 UL}, H0{There OfOtare ZF2}o|o{d
E|Reliability, 2| ATA|E L] AResponsiveness, O] 42 AAssurance, UM Empathy &1 Eand
EH2® ZXTangibles. (412 (Reliability), 22 (Responsiveness), &4l d(Assurance), &Ztd
(Empathy), 53-d(Tangibles)o| AH).

10.4.1.1 Z2lo|o{U2{E|Reliability (:2|/d)

HEAAFedEx O|Ris Eone OlEof LCthe ZAL{L Zcompanies Hithat AI{AIO|R|Z
emphasizes 0|0 E{Ereliability. (HEHE LT Ls MEHY FHE & 719 32
StLfo|Ct). O ZAs HIM Ementioned 2|0 earlier ?lin O Athis 2E{chapter, H|O{their &
ER7slogan O|Xis "OjEME&E2Z|Absolutely, I}*E|]=2|Positively, 2%HLt0|EOvernight.”
O] &9 MEFOM #3ZO0| "Hu=z, &4ds|, stF W7t 159 S£=270[|H). o4
Another ZI{Licompany Hthat 35l{=Zhas O|AE|EZ|4 Eestablished SlAits I{R|AE
positioning H|O|AEbased Qton =2Z}0|0{&2{E|reliability O|Xis &=20{2{Florida I}
Power AE=& 2}0|ELight AT YCo. (MZ]d0 At=jOid HHESH7|& g £ & 7|H22AM
E=2|Ct A= 3|Ar (Florida Power & Light Co.)7t Q). §The AI{Ycompany 2EZ0|E
Zstrives Fto Z2{HIO|Eprovide Z20|O0{¥reliable AlH{AM Zservices ¥with NS =X
suppliers 2Qlin 00{2]0{ Rareas Hthat A AL@O{2|AH Aexperience Man OfH{ 2] X|average
O] Hof 0)|0|E|80 Ljj0|&days O]Eof AEZstorms Ijper O|0year 9 =and OfOtare C|AH
E| Sdisrupted HfO|by 2}3l'Jlightning. (0] 2lAl= HEBH 80Y Hr FHITLE AL HIHZ
Qlsff MH[A ZZ0| 2pHO| U= AFAM S=FAL & H2E A= MElL HES A
Lastt}), AoYCompany QA L0 Zengineers T Edeveloped Ola §H[O| Adevice &
to Z2|HI Eprevent {X|damage T ZEcaused HIO|by 2}Sldlightning. (8|Af 7| &AE2
o2 Qlet Moff HR|F et 7|7|F “HLStAT). HO|They s Ehave S4Ralso L{HHE
developed 5t¥Z|highly M AE| # O|E| Esophisticated ZFE{computer 2SI lightning E
2l dtracking C|HfO|AM Zdevices Eto Z2|H Epredict 0]|0{2|0] Zareas Hthat H|O|may <
AT 0o|2|AH Aexperience O|#fRissues HFdue Eto MH|Olsevere 9 LG weather FAMZ
conditions. (152 3t 1xo| NEH, AFE HH 2 IXE L5t AHZ =2 Qo
A7t Y = AE AEE Y S3tH). 2o Z2HMoreover, O|O[they AEZE|Z|ZY
strategically 22{#|0| Eallocate C|O{their AE{Zstaff Eto AAILCIO| Eexpedite Cthe 2]
7 E&recovery EtUtime. (12|11 2|= A|7HS HWE| 5t7| QoM dTFHo=zZ AHAEZES HiZ|
Sth}). Of2As Ola Z2|&d Eresult, Hthe ZI{Lcompany 2fZwas 0|O|Hable E£to ZF2A
reduce [Cjthe A{H Aservice OF2E{X|loutage EfUtime (EfUtime UALOZAAE
experienced HfO|by O|Z|each 7HAE{MHcustomer Jwith AlH Aservice HATMZ
disruptions) Z&from MEHE70 O/ Aminutes Sat Clthe AUE=end O{Eof LIQIEIG|O|E]
MEH1987 Eto ZOJE|O|SIM T MEHH48.37 O/ Aminutes HIO|by Tthe Al Eend O] Eof L2l
HOO|E|0||S11988. (L A1 O] 3lAt= AMH|A9 O ZOf A7 (ME|A Hh= TMEE AREA
YOHE d&et AlZhE 1987H Y 70Z0|M 19883 T 4837722 ZaA|ZH). 2In Hthe
7|0| Acase O]Hof O|-Of0tEE-mart, Ola O|O| A major Z|E|Lretail #|Q/chain Qlin 0L
our ZAE&g|country, O|O|they YUZZ{HE|Eimplemented Ola ER0|AE|owest ZZi0O|A
price A& E|guarantee ZZ{A|policy, {X|which ©lZXmeans GHthat O|Zif FHAEHZX
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customers IO Efind Oa 2% lower Z2i0| Aprice EO{for 0Ja Z2tE Eproduct %Hat Of
L another AEO{store, O|-OFO0tEE-mart ZIHAM|Sl Acompensates Cithe Z 20| Aprice
Cjm 3 Adifference. (£2|Lf2} 22 SEXQ O[OEQ ZQ A7t B ¥ug WHEG,
DO Ch2 DhYOIM HBo| hS O F2 b2 WHSI O|DRETR 1 71 2405 HAH
ZFoh= Z40|0}). OAThis Z2{A|policy dZhas LClthe O|H Eeffect O{Hof Z2{HO|H
providing 7{AEH Zcustomers &with Ola MlAsense O]EHof E2{AEtrust Qlin Gthe A
B Aservice Z2{E|quality O] Eof O|-OF0FEE-mart, OjZas §|O|they 2| Ebelieve Hthat
O|-Ot0tEE-mart 2T Zoffers Cithe X|M{AEcheapest Z2}E EAproducts OfH|Y2{td
available, (0] e TME0| O|OLET} 713 A AES HBITID M25t7| Uf20| o
DLEQ| AH|A EAo| i3t AlZjZte AEste B YL,

LG &EHFederal A AIXZg|AExpress, S20|2|EFlorida LY Power HE& 2O|ELight AL
LCo, ¥ E=and O|-OfOFEE-mart FHcan O|BIE|&Z|effectively Ot Z|¥Loperate OfZas &
long OfjZas O|O|they O|QUE|QImaintain H2}0|0{&2{E|reliability. (HGE AAZALL E
2|t M A, d8jd E-marte] F& AEF0| FAE=gt 2oz 2FE o+ UH).
5t 0|HHHowever, Qlin O many #|0|Al Zcases, EZ}0|0|EIZ{E]reliability O|5|s EJJIP’E*E
difficult Eto H|be Ola ZAL|E|E|Ecompetitive I X|Mposition Eto 5tUZH0| Ehighlight, &
£ Ralthough Qlit 0| Ris QUan YEO|EI Eimportant Zr2{E|quality 0% measure. (2L}t
Oro oo AIZAS HE 17i0] £Q35F T2 ML0|7| 3FA|OF HZIA|Z A QJ= ZHA 2t
EIDH%IOI H7l= ogn). ' Llet's 9d*|'11con51der Cithe #Zbanking, 51'3171 '-171I0|*42
telecommunications, ¢ =and 0fO|H|0j|O| Maviation QUG AEZ|Xindustries. (23H, Elg|#
B #AHO|M, grd AtEEZ M7 EZ}). QlIn O Rthese QLG AEZ| Rindustries, E2f0|0{&l
Elreliability o|7~|s ZAA|E Econsidered 0la WL MIEfundamental 23U H Erequirement
I O{for Ao &Ecompeting ¢ Eand O|Xis 2{7[0tE Eregarded OjZas an O|MIAMessential
O A M E gspect O] Hof I O{core AMH{ AlZservices. (O|2{3t UZOA aHAl MH|AQ| APQFO
ZM AEEE GHet Aoz OAXH FAsH7| shM BRset 7t 7|2 Ao, H|of
I O0{Therefore, Qlin 0 Zthese QI AERZ| Xindustries, E2t0|O]&2{E]reliability O] Xis %
not £%2so MXmuch Oja OI{zi40j0|Hdifferentiating ZHE{factor ZEO{for I{Z|A{Y
positioning Hlbut 2iErather QHan O|AMlAdessential AZ{HEelement Sithat O|Xijs A Aml
E{ Sexpected OfZas Ola 7|®Hgiven. ([ftM AZ|d2 O[2{3F ©FOM AHOHH HHSH|
= of7| ®3h A8t QAR7| 20 YHSE 2 40|0).

10.4.1.2 2| ATMA|HL{ AResponsiveness (SH4d)

Olln Msome A{H{Aservice H|ZL{A Zbusinesses, LO|O|they ME|EZ|actively ZATE
respond Eto HAE M ZX'customers' TA0 Zdesires ZO{for AH Aservice HO|by O|EHH
adopting %an Y=ZLX|approach 2f2llike " We OfOtare Z|Cjready Eto 01*|¢Eassist
71 £E{M Zcustomers ZFIESE|promptly.” (O] MH|A 7|¥e J& "@e= L&A 1L

HE & FH|7F H0 Q&Y= AME AH[ A0 Oist —)7H_| gdro] I oz "t
orﬂ QUL}). &H0|Hyundai & Marine A E& IO Fire Q48 Alnsurance, Qlin %Han 2QIE]
Ojgj| A interesting OfEH EFO| 2™ Eadvertisement, 3 2|0|O|E{Ecreated SHan O|HZ|
image OjEHof ZFEIZEEZ|promptly ZAMHresponding Eto 7 AEMHZ'customers' L X
needs O|YEfQanytime, oL YO anywhere H}O|by 4 2% 0|4lshowcasing Ola A|Y|0{E]| 2
Lscenario YO where H|O|they & X|reach OfZ2out Eto 7{AE/HZcustomers Qin HAE
g Adistress Hdeep 2lin Ola A|E2F0Esecluded OF2EImountain SHat O/ ELOIE
midnight. (BT SHASBIAIS] 29 SHUS0) SHRiSH A40IM R2HS D Yk DA ot
= MOIUE FLE St LMo|A AA|, ofC{MLt 1749 QLo *'i I Sattt= o|o|
A& MOFAULD). IZlThe O EH{ EtO| XM E advertisement O{Eof ZEO{Four A|?ZZSeasons
S 28 Hotel 20| EZg||O|Zportrays Al Zscenes O] EHof S L®lhotel AH{A Zservices Hthat
ZtO Ealpromptly &2 Erespond Fto 7{AEHR'customers' SYunique LGOHE
demands. (ZA|Z S H(Four Seasons Hotel)Q #11&= WH=9| ZESH Q0 FZ2HH O
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2 Hh3ot= S’ MH|A HHEZ Z1 U,

Olln ®one OfEHE}O| XM Eadvertisement, Qlit &2 # 0|A|Zshowcases Ola A AEguest
Swho OZAt{ Zdesires 2Z2HLIO|Eovernight IS2Ecoat EEZ|laundry A{H Aservice,
A Eand Cthe OjEad 7tLcopy AE|S!IAstates Hthat H|O|they ¥ ™ willingly Z2{H}O|
Eprovide OfYany 7t9Ekind O{Eof AMH Aservice, O|Hleven SHat UH11 HAPM
(Bt FUo M= 2HALO[O] EHRJIZE MEEZ Eote &HY EZ&52 E9F1 Qe Fu 71
M= o TF2 ME|AE B 1142t 7[740] | gttt A5 QIT). o{L{HAnother O
JAMM™example 0| Zis O{M|&]#HAmerican QA XY AExpress. (£ CHE |2 ofg|7F A
DA AL). QAThis HADYcompany dfZhas O|AEjE2|4| Eestablished 7 AEH
customer 2 AMAresponse AEHE Zstandards Qlin 222 AEalmost O B2 every MHA
service Z2M Aprocess. (0| &A= AL E& MH[A 2HO| JqM UM FH 7[EFS 4
SiCt). -dSome O{Hof O Zthese QUEFEinclude Hthe E{{2t2Eturnaround Efltime
I O{for 2|0|£&£Ureissuing EA EJost 710fZcards, Eithe ZEtM|4lprocessing EfQUtime X
Olfor 7t0tEcard M2{# 0| Zapplications, A Eand Cithe Ef¥Utime E|O|Zitaken H}[O|by
HHE Amerchants Eto Z/AMErespond Eto HEH>biling Q30| Xinquiries.
O] B0l= S4d 7tEY 2MEZA 1H4, 7IE - AP L4, §F& QA 222 HE
of Est= Atk O] UH). HZThese IO|E|{O{Z|O{criteria OfOtare Hf|O| £ Ebased
Oton FHAE|HZX'customers' LAIMZperceptions A Eand OFi=Zdemands 2{7I0td
regarding Z2tA|Aprocessing AL Espeed A Eand 2 ATA|EL{ Aresponsiveness, 2
rather Tthan ZI{L{company =f|Z&|0|d Zregulations. (O] 7|F&2 2/A AEEH= MY
£Eok M&0| Ot DO Q143 R0 HIEE £1 QCh.

10.4.1.3 OjHE1 A Assurance (EH414)

The MEthird CMHIMdimension O] Eof A{H Aservice Z2{E|quality, 0]4& Aassurance,
O|Ris I{E|ZA= & particularly O|HE| Heffective Qlin O|AE{E&|gestablishing TZXMY
positioning ¢lin QEAEZ| Rindustries Y Olwhere EZAEtrust AEand AHEH
guarantee OfOtare A Z2AMcrucial Qlin AH Aservice E|H2|delivery. (M HA =2 Xt
QI gilid 2 MHE[A AHZo AAM 4ZE[2F BEF0| Fa3F FIZOMY At2joid MY st7|o o
£ giutdo=2 Oo|&=FLC}). B ABanks Y1 =and Q45 Ainsurance ZdIO{L Zcompanies 2
TMoften SE2}0| Zutilize Of EHE}O|Z advertising MM A Zmessages H|O| A Ebased Qfon
Ol £ Aassurance Eto EEbuild HAE Hcustomer 7HHEl Aconfidence ¢ Eand E2{A
Etrust. (2 240|4 23 3AFEO0| 1M =HilEg A=5H7| ffoiM =ildS HIB L2 st
40 FE AF 0| 83tH). "S'OlYou're Qlin FtEgood 3 Zhands ¥with SAFOIE
Allstate." ("SAH|IO|EQ} &) QoM ==SHYCH(Allstate),”) "I A™Peaceful ZO{Ig0|M
Corporation” (LOl¥ ABNorthwestern HZAMutual ZHO|ZELife) ("Het=2E 7|¥”
(Northwestern Mutual Life)), "ZlGet Oja I Apiece OjEof OGthe =rock" ZEZEHAM
(Prudential) (“HFY 3F Ooj2l& 7(RX|AA|L" (Prudential) S0| UCH). EThe ZF|0|Z
phrase "#0ne H3Bank &You 7HCan Z2ZtO|Rely 2t0On, ¥O0One ZI{EHCompanion &You
ZHCan E2{AETrust" Qlin Ethe ZIEIAEcontext 0 Eof sliliHana B3 Bank O|Xis Ofa
I Eprint O EHE}O|%advertising €2%71slogan Hthat AI{A[O|X|Zemphasizes A
E{Hcustomer E2{AEtrust A Eand 7t Bl Aconfidence. SlIt 0{0|* 4| O|E{ Eoriginated
Z=from Cthe MElMselection O] Eof sfjl{Hana HiZFBank OfZas Oja FO{Z|AUKorean
OIH|AM Einvestment I}OFEldpartner HO|by Clthe QIEIWA Zinternational IIO|HA
Finance EO{I{g 0| Corporation (OFO|0|ZA|IFC) O{Eof Ethe ¥ EWorld B8§3Bank 15
Group. (121 stL23H9] FR20| = NA 23 1&(World Bank Group)?| IFC| &t= ZAHIt
El dE8E A7|2 L2 UMB LA "EE5F 28, =% W2 LMo Lo i3t
EHAE FEstL QUL

S 20|HHowever, A AEjust OfjZXas ZHZO|0{®2{Ereliability O|ZXis ©O]la MHCEMH
fundamental 2|2tYH Erequirement Qlin B§Zlbanking, O]4% Aassurance O|Xis FHA|L
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Econsidered WL ME&Efundamental Qlin Othe Q43 Ainsurance QG AEZ]industry
(L4 2330l 4AEZ[H0] 7|2 QFARIO|Z0| E4ld2 E3AM 7|24 0|7 [fFof)
OOl 2O Therefore, Slit O|Zis YMA|O{Z necessary Eto O|AE{E2|4|establish T{RA|AL
positioning H|O|AEbased Qton LIz Edifferent Zr2{E|quality C©HMZdimensions 2
Olor MH Aservice AH=HE|Z|AE Acharacteristics XEO{for Ql#4# Ainsurance ZAOYZ
companies. (& & AEL ME|A EFC= zf2|0id Mot & BRIt AH).

Ol £ AAssurance O|Ris E4a%Ralso 0a FdFAcrucial 7 Econcept Qlin e MXH G
healthcare A{H{A Zservices, 0where Slit & Zholds A 1YL Esignificant YU XO0{E
Zimportance. (Bf4Id2 L3t A4 E|(Health Care)AMH|20(A D42 FR23F 7HF0|T}). O
0|22Mayo Z2|HClinic SEZ}0|ZEutilized Cthe 7 Econcept O{EHof OlHTHA
assurance O Zas 9Han Of =H{E}O|Zladvertising |A{X|message Eto AE&Mstrengthen
OlAits Z71E|&50lAcontinuous Y Eand Z2XH AErobust O|Z|image OjEof AMHA
service Z2{E|quality ¥ Eand ZIE{Hl Aconfidence. (HO]|2 Z2|4 (Mayo Clinic)2 A{H|A
S 4o gt A|&Ho|n ZE3t O|0|R|E HatA| 77| oM &EildE F HAHER
5t WIMA|X|E 0|28HLH). "EZ{AETrust 20{Your &MHealth Eto Hthe HYName &
You =2Know" O|Xis QHan O|1Texample O{Eof OLthe OfE=H E}O|Zladvertising 0A
Zlmessage S ZEused H[O|by 00| 22Mayo =2|HClinic £Eto UI{AO|Zemphasize M4
2 Aassurance 9 E=and QF{2{X|encourage QIEH|Z ¥ Xindividuals Hto HEZAE
entrust O|Ojtheir & Mhealth Eto Ola LI ZE0{familiar Y ¥Yname. ("2 20| &1 Q&=
O|E0| AZLES &7|MA|2(Trust Your Health to the Name you know)"7| g|0|LC}).

10.4.1.4 QMM Empathy (ZZd)

AT L ZCompanies FlHican O|AE{&2|4|establish I XAl positioning A Fthrough UM
empathy, @ Zz|which QHFrE Xinvolves X7 4lfocusing Qton QG H|ZHindividual 74K
Mcustomer 4 Zneeds ¥ =and ZAMZconcerns. (7|€92 1749 7HEHZA 20 s =
= 38z AYmE & £ UM, 2 ZEiXLufthansa, Fthe Z{HGerman of0{2}Ql
airline, 8 Zhas I{A|M Epositioned Sl Zjtself OjZas Ola ZAILcompany Hthat AEz2}
O|E Zstrives Eto Blmeet Hthe O|H Adiverse Y Zneeds Ol Eof {AE{H Zcustomers
Ifrom H[O]2]|0] Lvarious AX{"cultural HiT12f#EZbackgrounds. (5 FIZAR FZX
EFf(Lufthansa)s CHYSH 2SIAO2BE 2 LiYEr TS 8§18 F2A7(21 L5}
= 7|92 o4 2Hot7|otUH). EOFor O|1Hexample, ¢lin H|Otheir Of=H{E}
O| 2M E Aadvertisements, 2| ZEHZ{Lufthansa 0|O|may S Zuse 7t copy MX|such OfZ
as "OFR0{0ur AAmO|Z|AHAexperience Qlin AHlserving E2¥H 2| Ztravelers Z&Hfrom
Oj2t2Earound CEthe ¥ Eworld I Ahelps 0]Aus UG AEHE understand OF20jour 2
A E Aguests H|E{better” 20{or £%7|0|Ashowcase QE{Hintimate Y4 =and ®warm 2
LHE Amoments H E®between Othe 00j2}Qlairline AEfjZstaff A =and Fyoung 2!
E&children, 5t 2t0|&Hhighlighting H|O{their oL E Aefforts Eto #|O|E{cater Eto QG
HlXHindividual 4 Zneeds. (& &0 10N " FCt MA XXM 2 HHAES
StH M2 Z3o| 287t &H& Olsfst=0 =22 YN 2L St= I E AL H|HA}
of O ofo|7te| ISty M5t REgS 2 =1 QIhY).

O|ZIf Ola ZLjUcompany O|Xis YUEZ{MEEimplementing OfjAmass FAEHAO|M
customization 20jor Fone-Eto-Fone OO0t & marketing AEZ{E|{R| Zstrategies, Slit
0| Zis I{Z|MYpositioning SlAl Zitself, SHat 2| AEleast IO} E|partially, H|O|AEbased
%ton Hthe CjHIMdimension OfEof A@{Mempathy. (7|€0| OjA 7 AE|OFO|A|0|M(mass
customization)O|Lt YUCHY OHAIY HMEFZ st QOH 1 7|2 Ao EFHo=z I
2 zFEOM At2OfZdstn e ZO|Th). O|ZIf Oja EzfitHtravel 0f|0|XAlagency O|Xis
ol Hinputting QIO H|A|¥individual 7{AE Mcustomer IZZLIAUZprofiles H|O|AE
based 2ton H|0{their Z2{I{ Epreferred HO|H Epayment MM Zmethods, A|Hseating &
g I 2 A| Zpreferences, A Eand O other #2{E Erelevant QO O|Minformation 2U&E
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into 0la ZAEE|{2tZXEcomputerized 7{AE{Hcustomer LG|O|E{H|O| Adatabase, Li|O|they Of
Ofare E L7 Alfocusing Qton UMM empathy HIO|by I{A{&E2t0|Rpersonalizing G|Otheir
AH A Zservices Eto Blmeet Gthe L Zneeds O]Eof O|X|each QICH|Z<individual #
LE{Mcustomer. (G{YALOAM ©HE 07Ol HH = M35tz A& YAO|L MEst= A
S HYOR T JoIE ZRMAS HMSE 17 LA YASHT AUCLH IUHO 2
2 51 &= AoH).

10.4.1.5 EHA"™H ZTangibles (F34)

HThe 2jAElast OMIMdimension OjEof AH Aservice Z2{E|quality, EHZ{&l2{E]
tangibility, ZHcan 24 Ralso H|lbe Gthe E27{ Afocus O Eof IX|Mdpositioning AEEY
B{X| Zstrategies. (OfA|2f FAUXEH FId= Af2f0id HHst7| A= =240l 2 £+
C}). XEO{For O|dZMMexample, H2fjAF{Alaska Of|0{2tQI X Airlines 3dljZxhas I{RA|MHE
positioned Sl Zitself HfO|pby UM AtO|Zlemphasizing A2 O| M Aspacious ¢ E=and ZTE
Hcomfortable A|&seating O 2as ItOfEpart O{Eof SlAits AMH Aservice Z2{E|quality.
(Ol =0 ¥etL7t FZ(Alaska Airline)2 @1 O{F3U= #Ad Z1HE FdZRoIH MHEA &
4= ZrEJUH?:I SFGLT}). OgI]IMrOI%'Emphasmng A Z|such EHA|{HH Ztangibles 01242l Zaligns
well Hwith G|Ojtheir Z2t0|Alpricing Z2{A|policy Hthat G4 'Edoesn't 5|82 heavily
T Afocus Qton OAFFRE Adiscounts A Eand G|Ojtheir HAEHcustomer AHA
service HZ{A|Zpolicies, YZ|which OfOftare A =HE{2tZXEcharacterized H[O|by 5t0|high-
Z2{E quality EEfood ¢Eand ZIZaElEZ|friendly =2}0|Eflight OJEIE E Aattendants.
O|ZH SFMES ZRSI= HS E23 &1L 512 U= 717 H:o|Lt TEROl SAlDF 2
qoh SFELE AR I MH|A ZAHE %Zliﬂ'—r A2 X Tangibles OfOfare 7}
=2lcommonly & ZEused ¥Ywhen I XA Hpositioning 2| 20| E Aresorts, 32 Zhotels,
g AE|ZHE Arestaurants, 2| YUretail AEO0 Zstores, Y Eand OjGother HIXLHAMZ
businesses. (F@dd2 ZZE, 38, HAEY, 20FA 50| At={ofd HEst [ O =9
AP2ELD), ZE2Kyobo SAEO|Bookstore, ™E|firmly O|AE{E2Z|4| Eestablished OfZas
Ola T2t Eprominent A X #Hcultural £24|0| Aspace Qlin Hthe G AEdomestic OFOf
Zimarket, s Zhas I{A|MEpositioned SlAM Xjtself OfZas 0f|0|a "CIO|H Adiverse ZX{H
cultural AI{O| Aspace” 2I{Hoffering Ha AI|O|A Aspacious QHIO|E M Eenvironment,
MI AE{#O|E| Esophisticated Y E=and ¥ ZEZ|A| Eimpressive H AEZ2|0|Zdisplays, 0la &
Wsnack IOLcorner EO{for HAEHZcustomers Eto ZHaEMArelax A Eand A RO|
enjoy Ola H|H{Z|X|beverage 20{or ZFEfood, OiRas <Hwell OjZas QI FO{I|oH
incorporating H1|O1E401¢various MM Zsections AlZ|such OfZas H5ZImusic, AF|O|AY|
Ol stationery, Y =and A|fancy 1=Zgoods YRlwithin Clthe AEO{store, Z2{HI0|H
providing Ola 2t0| Ewide Q1 R|range O]Eof SlzHM Zattractions. (=2 %*E'*o"-‘?’-il' =
RP-”OEH gilsh YR E 238 WwEFIE= ‘-L"ilif -3—._ *1IE4H ;2 HAE2 0], &

{tHs| 284 A4S Hel E £+ U= oF of2f OHZY Lo =
=, WA-™E &8 2310 Qo Opdet dee 24 & AUE
| A 5

=22 T M
e R =iy dY¥st7|E

T
ﬁg

2
oR
_O'E
rlr |1|0||
-E'- H
|:|0||

Ao 0/
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ok k

10.4.2 TA|MHPositioning H|O|AEBased Qton A{H{AService OJH{H AEvidence (AMH|A
S0l mE Ao 2Est7))

I X| M dPositioning Ola H|&ZL{Abusiness H|O|AEbased Qton AlH Aservice QHEHA
evidence ZZEfrom CEthe HAE M 'Zcustomer's I{ABE]|Hperspective. (1L7ZHS] A0 AM
MH|£ ZH(service evidence)O| 8= F0 A0 AHSH|E & & ULh.

MHE AService OfH|E Aevidence FHcan Hlbe B ZE2Z|broadly Z2iA{ 0| Eclassified ¢l
into A2|three 7i{E{110{2| Zcategories: I People, I X|ZPhysical o= AEvidence,
Eand Z2M|AProcess. (MH|A S7H= AtE(People), 2|4 S7{(Physical evidence), &

Hu r@ 4m
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MlA (Process)2 A &5% 4 UCH). AMB{A|ZServices OfOtare 2Moften QIEHAH
intangible 2Qlin Y|O|z{nature, 0|O|Zdmaking Cjthe T ZAXA|Aprocess O] Eof EixH=Hz}0|2
tangibilizing ®lthem F&Acrucial Qlin 32 0|0|&Hcreating 91 Eand 3 enhancing A
H £~ service T A[A'Fpositioning. (ME|AE 7 FFZH0[7] MF0| FF2pHA7[= ZA0[ MH|
2 A0S ZRSHL ZefstE o AM 01 F23F ALS 3. O|ZIf Cithe Of|H]
H Aevidence O]2fQlRaligns Hwith CEthe A0 Edesired I{Z|MYdpositioning, Slit 7H
can 2 E&IMstrengthen A Eand A2 EI}O|solidify CEithe AEZiE{X|strategy, 9|0|Y
aiding Qlin SlAits QSHAMEenhancement. (BFY =77t |5t A O Yz|SHH 1
A2 dEE FefA7|L FestENH =22 & & AH). st0HHowever, O|Zif Hthe
O & Aevidence G Rdoes Wnot Y2tQlalign |with Cthe I{ XA Hdpositioning AE2{E]
A|strategy, Qlit Fican T Zcause 71EZXconfusion ¢ Eand, Qin Ethe ¥ AEworst-#|0|
Acase AlY|0jE| 2 Rscenario, 2| Elead Eto U =X failure. (ALt 2Hrd =77 X8O
Ast7| M YR|SHA| Y2 U =TO| Of7|E Aol Ao FLoz= HIjY £k U

CH).

10.4.2.1 I™People: AHAService I{A{'dpersonnel YUEand O{C{other FHAEHZ
customers %Hat Cjthe A{H Aservice E{Z|ZEQIE Atouchpoints (AR @ AH|A A 29t
Ch2 1)

o™ People: 2{I{ZXRefers Fto Cjthe AH Aservice IjA{personnel A =and O other
7{AE{H Zcustomers Z2|ZA Epresent %at Gthe MB Aservice E{X|ZEQIE Atouchpoints.
(17| ARFO|Zr MH|A HHOIMO ZYUYUL CHE DS THHY), CjZThese IC{H|A{Y
Zindividuals, &who O|O[they OfOtare, 5t%how L|O|they O{I|O{appear, HEand 5I%
how Lj|O|they H|5||O|Ebehave, FHican A|1YLZAE2]significantly QAEZEAH Ainfluence 7
£ E{M Z'customers’ I{4 M Zperceptions. (0|F0| £70|11 O{Z2A EO|1 O{EH WFst=
7t= 79l QUM FFE D|RIH). 2'Alet's O|OiMimagine Fyou dliEhave #AEjust
O10I0| E Earrived Qlin OJa Ynew A|E[city 91 =and OfOtare £Zlooking EO{for 0ja =g
O|£place Eto siEhave Llidinner. (S22 OfH A0 S If A HZ TS Z=0
1 AbARS EHZF). O RAs Qyou &Ewander 922 Earound, Syou 0Olmay 7X|catch =
I A| Zglimpses X Zthrough Ethe HERZwindows O Eof H|0]2|0]Avarious O AEj
=24 ™M E Aestablishments. §You 00| Emight Alsee Hthe O] Aappearance O] Eof
Cthe 2AE{Zstaff, GHthe 2%Lowner, YEand OJEother 7 AEDHZcustomers
(8 X2 S A7t 22 oM & & Ues 42 8HE, ¢, 1|2 g oM
=9 B250| OtZ7p)? HThe OJEfXattire O] Eof Cjthe AEjZstaff, Cithe HAEZHM
distribution 0{Eof 0f|0|X|age ¥ Eand A Egender {Hamong {AEH Zcustomers, HE
and Y whether I{HZ| Zfamilies OOtare ZEZ|X Epresent 20jor Wnot FHcan QAUZEA
Ainfluence 80{your Il Mperception OlEHof O Athis B|AE & Erestaurant. (150 &
& SdS ot Qlu, AFE, ¥ ZE= O3] 7IE5E0| S =4 52 T40| o
2 EYE QASHE O G2 DjRIGH.

O ZL|Disney E27{A|Zfocuses Qton 5}0|FHhiring A =and EZg|O|Htraining Z& E2+2Q
frontline YEZZ20|0|ZXemployees Eto 2| QX0 Areinforce Sl Aits I{Z|Mdpositioning Of
Zas O0]la Mtheme IIOt3 park HHthat 7ZAA|AEIE2|consistently E2|H Zdelivers Ola O
2 memorable Y1E=and Tfun YATO|ZAH Aexperience. (HR2Y = L&Al o|0|x & &
ot DMo|A 2O|FE EFotes FATE2L=ZAMY AU S Falst?| Ao EM TUHE
=9 2184 w80 FEsIL), T2 From Lthe HAEROYUcustodial AEjEstaff Eto O
the E]7{"Hticketing I M4Ypersonnel, Sall YEZ20|0|Zemployees %Hat CjZL|Disney Of
Otare EZ&|Q =trained £to Hlbe ¥ ZHMHhelpful A Eand E2{xHknowledgeable QI H|A
2 Rindividuals Ewho AE2Z}0|Estrive Fto H|Zbecome "Qton-AE|O|X|stage I{EOH
2 performers" Qlin the Of0|ZXeyes O{Eof Cthe HAE/H Zcustomers. L|O|They O}
Otare EZg|QEtrained Eto XIZ2{H[O|Eprovide OjA|AEIAagssistance Y Eand HHH
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embody Cjthe ZB{E]Zqualities O]Eof AH|O|X|stage QUE|E|O|L Zentertainers ¢g|H
wherever 7{AE{H Zcustomers 7Hcan Alsee Hithem. (HAsStE ARKFAMEE EZIZ dHF
= XY & EE TYUESO| LS 222 I AAO A= AMHL=ZM 1NME0| EO|
= ZOME= & FO A AYQAO| 7| ol wsr=C}). QlIn Hthe 70| £case O Eof
O 2 EEverland, G|O|they &4 Ralso IZ20| 20{2{ElO| Zprioritize UEZ0|0|employee
Eg|o|dtraining HfO|by ZZLUfollowing C{the R & Zpelief Hthat 222 only E& X
those Swho slf{Ehave AL A A Eexperienced 2{A|®lreceiving Eithe H|AEbest A
H Aservice ZHcan Z2{HIO|Eprovide Ethe H|AEbest AH Aservice. H|O|They Al Esend
Elteam 2|C Xleaders Y E=and st higher-Zranking 0L A Zofficials Qton 2LEKHA|Z
overseas HHI§ZIbackpacking EEHAtrips Y Eand A&l Eselect Of2AEIH outstanding €
EZ 20|0|Zemployees Eto H|ARlvisit EL7|22Tokyo CREZEDisneyland, Z2||0|4]
placing A A|Aemphasis Qton UWEZ0|0|employee 9% #|0|deducation. (O|HZHES| 7
S 2119 MH|AF HOtE AMRHDHO| 219 MH[AS & 4 O YE oo HE 0|4
{2 E o= sfufdofdis EHn @4+ FYREESS MEsto] =i HRYUMEQ AstS
Hii= & 38E L]0 FHHES FAC.

OThe OjEfO{attire O]Eof QUEZZ0|0|Zemployees FlHican &4 %also i Aenhance AT
Al & specific A{H £service T A[M'Fpositioning. (FYHEY FHE 5t MH| & 2O S
oA 4 QiCh. oA ME{ Aservice AAI Eexpert LJAF 20| E Rdescribes Cjthe OEf
Ojattire OffZas "Ii7|%lpackaging ZEO{for AlH Aservice Z2{HIO|E Zproviders,” A|EH2{
similar £to 5F%how Z2tH E Aproducts OfOfare Ii7|X| Epackaged Qlin Z2fAEplastic
L20{or M Zboxes. (3t MH|A HFE7H= R H4ES SHLEHO|Y gLz ZSHRO| =
Yol "MH|A AHIAESE ZEYSHE A0l TRH). A4 LESouthwest Of0{EtQl=
Airlines QIO A Ereinforced SlAits O|HZ|image OjZas Ola Tfun A Eand A€
casual 9|0j&tQlairline HIO|by &erL2Uallowing SlAits (UE==Z0|0|Zemployees, QAA=ZFEH
including S2+0| Eflight OJEIH E Aattendants, E£to Y OHwear £0]EAshorts 1 Eand E|
4 Atennis #Zshoes. (APAYAESTL 7|USRHS Eash AYES0| e viA9 EY
A2 AEE S{FoEM A0S MASHS JHAYSH ALY O|0|Z2 ZEHAIZCH. OfA
HAgas AH|O|Mstation Qlin A|Of22Seocho-Edong, &&Seoul, 3{Zhas FZ0O|EHE
created 9an YU ZE|Mimpression O] Eof Z2{HIO|Hproviding ST clean 91 Eand AXEOE]
sporty A{H|{ Aservice HfO|by QAdl&&Hensuring Sithat Cjthe OjHIE E Aattendants OfOtare
Eg|AEdressed Qlin Wneat OJE}0attire Y E=and Y Olwear Z22{&8|0|Zrollerblades
Ol AH|Einstead O Eof sl having 2% oil-2H|Q Estained A Eand AEO|Cjuntidy Of2H
Zoutfits. (ME M2EYY gt L= FREO 7|EH 22 XA =2 50| ofYaf LHst
2td it ES S 0| EF 285t 2 =2M ZZAHstl AXE|SH MH[AF A FetH= QS o
O] FAULH). QlIn OjEother AJHA Zservices, WEZ0|0lemployee L EZuniforms ZHcan
dlsh Aenhance Cthe EZAEC L Atrustworthiness O Eof Cjthe AlH Aservice Z2{Hf
O|Gprovider, MX|such OfZas Cithe 2fSlwhite Z2Ecoat ¥worn HfO|by EE| Zdoctors,
L0jor G|O|they ZHcan I A[O|Zemphasize Cjthe Z1A|AE A|consistency O Eof Cthe
MH Aservice Z2{E|quality 2AZthrough ABIE 0| Mstandardization 1 5and Ola ZiA|
£ H Econsistent O{I| T Lappearance. (& AMH[£9 A2 ZTYUHE SH2 ME|L AHZAE
MEEO: At 7H2)E FEHAIZIHY BEetH HSHA| o MH|A EEHE HRHFLEMN
ME|£9] LTS LIEFHC).

2tOn Othe OjEother 3gdHiEhand, OJEfO{attire Zg|0|Zplays ©Ola HELFHEHE
communicative 2Z&role 2lin A|O|™shaping AlH Aservice I X| A dpositioning. (3HH A
Hl A& 22|02 F-dst=0 AN =42 ARYAOIE IS #+W3tH). ZO{For 0|17
Hexample, 0a 20 lawyer Eg|AEdressed Qlin Z2jj4lflashy 2 22dclothing 2% or Of
a 3 RHhotel AEjZEstaff YHwearing 21 Zjeans HOlmay Hnot HEtQlalign with Ethe
02t Edesired O|HZ|image O] Eof Ethe ZILcompany. O|ZIf Ethe LA} Edesired
O|HZX|limage OlEof Clthe AL company O|Xis SaIM&2{E|flexibility HEand DAt
O| ZEpersonalized ME Aservice, AR CIO| 2 Estandardized O{EfO{attire H|O|may =S4
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Lalso wnot Hlbe Qlin 2f2lline Ewith Hthat. (& &8, a3t 22 U2 HIAL A
HIZ| & A2 S = 7|YO| Hi2t= O|0|X|0f HSHeZ| orn ord 7|10| Hf2k= 0|0|Z|
7t 98 JEeHE MH|A2tH BESHE £2F HA| O] HetE|R| ZSto)).

10.4.2.2 mR|ZPhysical OjH{E Aevidence UZAI A Zencompasses EHZHtangible 2|t
E XAelements AMZ|such OjZRas H|A|®’visual 71 5L{7|0|Mcommunication, Z2}0]|4lpricing,
o X|ZHphysical 2IHIO|HMH Eenvironment, Y1 Eand A& E|RXguarantees (2] =7 : 8§
A HARUAolA, 7tF, 53 &3, EF)

o XA Physical OfH & Aevidence O|Ris A|H2Z{similar Eto EHZHtangible AWZHEA
elements. (88]" Z7(physical evidence)= S A QA°F QAISIL). E|I{ZATypical LZA|
Zphysical O H Aevidence O|Zis YWnot £%2so X much OJHIREabout I{Z|M
positioning 20{or A|&gsetting QHan O|HX|image, Hbut 2iErather Slit &&|0|Zplays O
a MIYOZAEsignificant Z&role 2lin QA XEO{Mreinforcing A Eand A2 E oo
solidifying ?Han O|HZX|image. (F¥&H =24 S O3S O|0|R|= A OjH d7Hs5H7|3h
Ch7| 20} O|0x| & J15| st=H UM O FS25tH). SAll EfYLtypes O Eof EIZ
typical 5L A 0| communication A{ZX|such OfZas EZ2#0{Zbrochures, O EHEO| X
M E Aadvertisements, H| &L Abusiness 710fZcards, 2/ EO|A|Zinvoices, Z2t0|Alpricing,
Githe I X|ZAphysical <QIHIO|ZH Eenvironment Y Olwhere A H A Zservices OfOtare E|
H Edelivered, 91 Eand A TE|ZXguarantees +#Eshould slf{Ehave 71A|AE A|consistency
Eto T firmly O|AEfj&EZ|4{establish Ola I{ZX|Mposition <Qlin CEthe HAEMN'Z
customer's ORI Emind. (E2M, &1, B, A& BAM, 7t4, ME|L7F MEEH= 2HA
#7 12D B3 59 BE 9y HAUAOMS B 0hgo| EHAs| A0 HES
QM 0| Q0{O0F 3tC}). EO{For O] 1M ™example, Qlin Ola Ttop O| 1A|7{E| Eexecutive Of
Z7|0| Meducation T2 J=program, a 5t0|high-Z2{E|quality O|HZ|image ZHcan H|
be 71H||O|=conveyed *Fthrough OF2AEBM™outstanding 12 Agraphics Y Eand EE
L 4£0{Zbrochures O] Emade O{EHof Z2|0|Upremium H|O|L{paper, & L4+&Erenowned
HAEguest A7 Zspeakers, ¢Eand Ola Hwel-AE= X Estructured HEZEH
curriculum Z{H ™Ecovering LClthe g|O|ElAElatest OfjLHZ|HEmanagement MO2 X
theories. O{Cj M 'd2|Additionally, 9a A4 I Esignificant EL8O0|Mtuition Lfee FHcan
24 Ralso ZAEZ Hcontribute Eto A2|0|0|&Hcreating Han O] X|image O Eof 5}0|high
ZolEquality. (0§ &9 2l dF4 s Z2IM0|M = HOJHF 12fHir i FO|= TF
= E2N, f83t AR 24 FF O|E22 HE= AAA HYEFH, 4T3 +52 ¥ =
2 &l =2 FF O0RE HEL 4+ UH). oA YT Of|0|E| Edifferentiated T 2| A
Hpositioning O|Xis Y AMA|O|&]necessary ZEO{for QHan 0|4 #|0|Meducation Z=Q 1=H
program EfOf7{H®targeting Clithe AL Zgeneral I{&&=public. (YEF IS QAHCE 5t
= W D230 PEeE = A2 0id M5t 7t Bash Ao|h).

10.4.2.3 T2 M| AProcess: E2%Flow 0] Hof WE|H|E|Xactivities, AF||0|X|ZXstages O|H
of Cithe E2M| Aprocess, S=A|LUZ|Elflexibility O] Eof Cithe L E2A|Aprocess (EZ2A|A:
859 SE, BEMAL TH, TEMAS RAY)

A H AService 25T Eblueprint Z2{H}0| Zprovides Man A C AEiHunderstanding O] Eof
Cithe Z = M| Aprocess Hithat FHcan Hlbe S ZXEused ZEO{for AMH Aservice T{A|AH
positioning 2 E=and A& setting. (MH|A HARIZ 204 G5t 5422 O|8E =+
UE ZEM 20 O3k O|sHE A|G3tL). M AService ZEtM|M Zprocesses THcan H|be H
ool Edefined ¥@Salong Etwo HM ZXdimensions Z4 S8l A Ejcomplexity 91 Eand CHO|H
A Adivergence. (MH|A EZ2MAE 23 d(complexity)dt ChFMd(diver gence)o|gf= & 7t
A 2L 2 Hol=E £ QU}). EThe I{R|AHpositioning 20 or 2 I{X| MG repositioning Of
Hof 0ja AlH|{ Aservice FHcan H|be O|1ZH Eexamined X Fthrough T Zthese Htwo O
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HM Zdimensions: ZAZ 2 ME|complexity Y1 Eand CHO|H Z Adivergence. (MH| A9 Rt
ofZ dgst7olLt 2fA 2 ofd dE5H | 7ted2 O & 74| 2= HIE & UO).

O Io| Y Defining Ethe & Ecurrent I{X|Mposition ¥ within Ethe AH Aservice T2
Ml Aprocess Z2{HIO|Zprovides 12|O|E{greater Z&2|2{E|clarity <2lin O}O|HIE I}0|Y
identifying O[I{ EL{E| Zopportunities XEO{for Z|I{X|MGrepositioning. (AlH|A I 0|M
HAfol EaMS HOIFORM MUY M| 7|E7t B WEHICH. A'Alet's
ZAA|Econsider Clthe O|J1XM™example OfEof EJZ|OfO|TGI Z20|H|O|'ZFriday's, Ola Ij
Ha|family 2| AE = Erestaurant, ¢1=and Ol&assume H|O|they AL E|Qundertake Z|Ij
Z| A drepositioning oI EAefforts Qlin B Zterms O Eof CfO|H{A|E|diversity ¢ Eand
AZHME|complexity. (& 28 MU HL2EZQ TGl Friday's7} LHEFgolL =342 ™
oM 2Rt 0fZ M5t | E L 7Hgsi EAf). HThe & Ecurrent AMH Aservice ZZA
Aprocess O{Eof Cjthe & AE{&HErestaurant Fican Hlbe M Zt2Esummarized OfZXas
T2 Zfollows: (HAEFS A MHA WYS QFSIH L2 2L, ZIGet Ola 2i|A{H|
O|Mreservation. (0|2FS Hr=C}), £2Show LCithe HAE|Mcustomer Eto Lthe Alseat
U Eand 7|Egive @him Cithe HFmenu (LS A2 OfSHY O FHE FOf), AGet
Cthe HHAEMcustomer Msome YEwater (B2 ZAH=C0), HUTake 20 E Zorders
(F=E dr=0), Edbring M2{Esalad, & Zmeals, ¥ =and H % Edessert =& 3 Adrinks
Qlin 20{Corder (2= - AA - HHYE F5E =MUZ 24 FH), HO|HEPayment
(AlArett}). ETo O|AEfZ2|4establish Ola M|TYsetting Ewith 35tOlhigh ZHEEIAME
complexity ©9E=and OJO|HA|E|diversity ZEO{for Ola AEOZstory 20or WEZ|EE
narrative, Syou FlHcan ZiA|Cconsider LCthe T=E=2YUfollowing M Zmethods.
(71M =2 YL FEd2 AHA A EEst7| 57| st WHe 4HETS S,
A E2|Firstly, Qlin ElZXterms O] EHof g|AH|O|M Zreservations, &&tLallow HAEHZX
customers Eto ZZchoose AI{A|mspecific Ef|O|H Xtables. (A Of|2F0f| OojM= EX
Ho|22 MEE £ UA 2HH). M E2Secondly, FFduring Cithe A|Yseating 21 Eand
H5menu Z2|AE|O|Mpresentation, Z2{H[O| Eprovide 4E| Edetailed AAZZ{HO|MHZ
explanations O{Eof O|x|each H+menu O}O|Elitem Y Eand QU EZ|FAintroduce Lthe
Ol 2|daily A4 Zspecials. (8™, M AUt HFTS == d20= 24 HFE E¥LO|
Aol 1 agel §E HFE £703tH). MEZ8 Thirdly, ZO{for UZmeals, HHEXA
desserts, 91 Eand H|E2|X|Zbeverages, 2Ijoffer Ola 20| Ewide H2}t0|O0{E|variety O{ &
of &M Zoptions Y Eand Z2{H[O|Eprovide ZIEHMHE Acondiments Qon C{the E|O|H
table. (R, YAMCIHE-SB4 59| FL0E 212 FBE THYsh S22 Eoj2y &
A5 FH[3). EO{&E|Fourthly, ¥lwhen Z2|ZWpresenting Ethe Hbill, LAEH QI
explain C{the H|O|™ Epayment ¢4 Zoptions AEand 27 H Erecommend JF4using
Ola OfYUZ{X|mileage 7{OtEcard. Oj4 Ao Additionally, LIjoffer ZI=2{HEZ
complimentary 42l Epeppermint HC] Zcandies Eto dl3iAenhance Cjthe ZAZEIAE]
complexity 9Eand CO|H{A|E|diversity O{Eof [LOthe <AALO 2| Aexperience,
(Unf, AMME == d20= A=JEHE HTorl OrUR| FIEALES FZSHH HISHALES
2 e Aez sYEN FdE =4 + AUH). 2A0n Hthe O{Hother g Ehand, 5|0
here OfOtare Msome O|Zways Fto O|AEjEZ|4|establish ZI{Z|Mdrepositioning ¥
with 2 lower ZAZS 2 A E|lcomplexity 91 =and HO|HA|El diversity. (5t F2 234 0f o
Fgez Mz id Aot ot YHS HSd Z2H). I LS Firstly, Qlin Ethe #0|£
case O{Eof A H|O|MZreservations, Y2/HL|O0| Eeliminate Ethe A H|O|Mreservation
A £Esystem ZE{7|Haltogether. (&M O] FL0= OfE GlMH). MUY
Secondly, &2tLallow AE M Zcustomers Eto LRI Efind G|Otheir 2 2own Al Aseats
A Eand SiEhave Hthe Htsmenu O AZg 0| Edisplayed Qton Cthe |wall ZO{for &
them Fto Hview. (EWf, LM0| AA=2 UOLM Of1 HHs HO HrETZ 20 M=
Thirdly, 2%8lomit A2{Zsalads ¢ =and Z|HIlimit Zmeal &8 Zoptions Eto ZEO{four
ZO0|MZchoices, Y Eand 2Ijoffer &2 only Etwo EYUAtypes O{Eof H|IEZZXX
beverages, MX|such OfZas 7|ojcoffee 20 or ZE2{cola. (AR, M E= kst AlAf
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= H 7= etgAle 2eE ALY 22t & SHRO $tH). Z0{£2|Fourthly, /4 Eaccept
7H4cash 222 only ZEO{for IO|HEpayment ¢4 =and OjAFTask 7{AE{HZcustomers
Eto M settle Cthe Hbill Y¥when Z|Hlleaving Cithe Z|AE{ZtErestaurant, G|O{H}O|
thereby 2| F4lreducing ZAEZ=AME[complexity &1 =and CfO|H{ A|E|diversity. (SR, AHAFA
£ ZE ZRO0IE M JHSOHL HAEYS LT O AEFCHE HoR BUHL TS
=Y £+ Unh.

10.5 MAM|ASuccess TE|Zfactors ZEO{for I{A|AMpositioning (A& HAHS5H7|9] H&
24)

ETo O|AEjE2|4{establish QHan OJHE|Heffective I{Z|MYpositioning AEE{E{X|
strategy, 3SO|high-Z2|{E|quality I}&0|0|MEfoundational CjE{data O|Xis O|AMA
essential. (7|22 A2O01U HHst7| MES SHIZ £H5H| YaliMe= - 7|z 2t
27 1FHLL). E3OMEE Traditionally, E&2t0|YUrelying 222 solely Qton OjH 12{jM
demographic H|0{2|0j®¥ Zvariables 20jor AO|ZR2{™psychographic H|O{2OjH =
variables ZEO{for I}-2L|O0|M'Efoundational CjE{data Qlin I X|A{dpositioning A EE{EX|
Zstrategies 0| Ris QMO M Einsufficient Eto Q40{ensure A{H}O|H survival Qlin E{LG|O]'
Ztoday's ZAH|E{E| Ecompetitive 00{2era. (MFHLE QAFLFHH HLL M ZAA H
=2 ol AT Ao HYGst7|e 7|z AtRET VMR LE S FHAIMOAM EE
S B3 £ goh). Oo{EOTherefore, Slit O|Zis U MA|OlE necessary FEto EZH
broaden Or20our AEAENHunderstanding O Eof H|O|Z2|0{ Avarious AL AE#HO|EE
sophisticated O|M & 2tX|Z methodological BlY Atechniques HSthat OfOtare Q3 2|4 =2
increasingly H|Ybeing QIEZFAEintroduced. (Ch2hA 2|20 HEUSHA HA|E= o2 5+
=d J|EE0 ok OlsfE Hsol= A0l 27HM). E£L0nce {you Sf{Ehave O{EHQIE
obtained F+=good Z2{E quality tjE{data, Elthe 7|key 71A|Eg|0|Mconsideration O|Xis
Othe ¥ E2&2appropriate ZrH L4|0|Mcombination O] Eof AT Eexpanded OFOtHH
marketing LA mix AW2{HE Aelements, QS EHincluding I ™people, I X|ZAphysical O
HEH Aevidence, ¥ =and ZZtM|A Zprocesses. (E2 29 ZA2E& &HSH &, 1Zslof &
4+ =g OHAY L9 ey o = AR, S8 F7, ZEAM|AMS A3t Bigo|D).
O 2As UAAZEZ QI Eexplained ¥E|0earlier, Ethe AEZ{E{R|Zstrategies H|O|AEbased
Oton O|ZX|each ©fiZ]{Fattribute IZ2{H}O|E=provide QAS!IAinsights QEinto MAAH
successful I Z|A dpositioning, 2O doffering B2 &Hvaluable QIASI Ainsights QI Einto
O|HE| Heffective AM|BEsetting OJEof Ola AH|A|'Zservice's I{X|Mposition. (QO|A AITHSH
Mz, 24 &40 7|z d=FE2 4342 Ao Hst7|of ot SZEHES A SstL U
C}). S0 However, 0{Hamong HElthem, OLthe O|H#Z0{0|Mevaluation O{Eof MHA
service ZZ{E|/quality Wnot 222 only & ZXdepends Qton CEthe Z2{H[O|C{provider H
but 4 %2also O|Xis J1g|Sl2|greatly AEZAHAEinfluenced F&during Hthe Za&/H g
delivery Z2M|Aprocess. H0]X0{Therefore, Alit 23U Zrequires #H O Lcareful O{EHIM
attention A =and 7Z1A|Eg|0|Mconsideration. (12{Ly, 11 SOME MH|AQ A0 Cish
7t= MZAO| oM FF2 wE I oty dEF HYOME B2 FFE 2| 20 of
of oi3h Malet =27t 2 HLO).

OlA T{E|Z&2Z|particularly YXEOE Easpect O AT Eimportant Eto 71A|Econsider Qlin
M Aservice I R| A dpositioning A E2{E{X| Zstrategies O|Ris Cjthe ME|Hactive Q%
EHMHEjnvolvement O{Eof HAE M Zcustomers Qlin Cthe AH Aservice IZZ{EM
production ZZA|£process. (MH[A2] 2|0 H7H5t7| M2FO| QA0 E35| F2sHoF & A
2 UM A0 E Solf MH| L AH4t0] O|RARITHE Ho|L}). ETo MM AHE|successfully T{A|
Mposition QEHZ{Hintangible A/H{ A Zservices Qlin E{the Ol Zminds O{Eof HAEHZ
customers, Qlit O|Ris YEO{EH Eimportant H£to HUmake O|HE|Heffective §2Ause Of
Hof BiZ{¥tangible FZcues. (FFEE 7R MHIAE LME9| L|2|0f HdZX =2 2| 0jf

Engsthan



415

2 MBI YRS ARY TNSS 285 AMg3fof

[ |

r0||

FCE).
#|0| ACase RIEQIEMO|E10.5 <At3| 10.5> Z0f2|AKorean Of|0jAir (Ci3HEHE)

ZtKwon Z-£Kyung-Soo, £who sljZhas Hlbeen ¥Zworking SHat T O{Z|HKorean 0f 0]
Air £01for QL RHover M7 0|0l Ryears, &|A&2|recently HO|AEfaced Ola Lfnew &
S=dproblem Hthat 4 Zneeds Eto H|be O] EZ|AEaddressed. (EH?_é 20| A ZESHZ]
70| Ho{rtal Qle HAs W2 22 MEA E00F & Ao AHSHAUL). OHEAS &
the I{Mperson Qlin Z{OfZ|charge Oj{Eof IZ=HE|Zpractical 0r111E1|0|* 1Xoperations, 2
Kwon 73-4Kyung-Soo O|Zis HZE2|currently 12fj="grappling &with st2how Eto
H&pring Ethe &-Elong-term H|&vision 0] Eof "H|7{UBecoming Ola 2|Hleading 0]
2tQlairline 0] Eof Ethe EREI{AE21st MXE2|century” Eto ZZE0|Mfruition OJO|EAE
amidst 5|E{Eheated L H|Sl Adebates YMwithin Ethe Z@{Lcompany. (2 AFLHOAM
21M17| ZYSFIAEE H7|H|HMO| Oislf @ =T0| HAX| L QU=0, HdF MAUREN
d&= A2A 1 H[™ME MAatsf 42 AQA7tE 1Tlst= FO|H). EHKwon dliZhas HARO|H
Edecided Eto 2| Hreview Ethe ZZ2Ufollowing ZZA|Aprocess Qlin 20| order E
to G E{Hdetermine St%how FO{2|AUKorean 9|0 Air #+Eshould ¥ =LZ|approach HA
B{H Zcustomers. (HIE2 H3HZ0| Ol ZE5C = TIZMO|A Lt7t7toF FR|E EHSH|
ffoll ek 22 g2 AESH|= S,
A EFirst, ZKwon d{Z&Zhas OAO|L Edecided Eto A|1HEsegment LC{the OFO}Zd
market ¢1=and O|1Aflexamine Cithe HZE 2| AE Acharacteristics O] Eof O|Z|each
M 1H Esegment. (24, A|EE ME3tet 2249 £4E AM1) H|O|AEBased Qton H
Athis OfH2|A| Aanalysis, Slhe Ewill M2l Eselect Oja EOtZitarget OfOfZimarket ¢ E
and H#!&Hdevelop Ola Lrnew AlH Aservice 7ZHf!Econcept Hthat O|Ris £E{suitable
ZO{for Hithat EfOfZitarget OfOFZdimarket. (10| M2t SZAY S BAA Y2z HEHSIO
d BAHAYY U2 MER MHL HMEE JHYSt7|2 02 YH3UH). EThe HME
demand ¢Qlin Othe 9|0 &lairline 0OFO0tZdimarket FHcan Hlbe LCI{&I400|EHE
differentiated H|O|AEbased Qton A20|E|0{2]0{criteria AMZX|such OfZas Ez{Htravel
I Apurpose, E2fj¥travel 4 AE Adistance, WA{R2{Elnationality, Z2j£class O] Eof
MH Aservice, @ Eand EzfHtravel Z2|HA|frequency. (BHZA|ZH0| CHSH £Q = OS2 A,
oA, 44, olg&s=, ot 59 7[F0 met LE0| 7hsotiH).
H|O| A EBased Qfon [ Zthese OFOtZimarket A|1HE Asegments, O|AE{Mr ZKwon 35f
Zhas OAO|L Edecided Eto O|H#=0fSlevaluate O|ZX|each OFOtZimarket HfO|by FHA|L
&considering O] M 'dadditional 3.2}0|E]0{2|Ofcriteria H|O0| A Ebased 2ton Tthe O|4A
initial 22§ A I #H|0| Mclassification. (0|2 Z2 MEAIYES =1 HUZ2 AHW BEFE
7|22 H4E MNE 7|EES /ML R st YA CR Zf *Izo*%% BItst7| 2 stAL).
A EFirst, ZO0{for Ethe H| &L Abusiness Of0tZimarket A|1HEsegment, (A, A&
AlZe] AL) AD £O0{EShort-Ehaul E2jH2{ Ztravelers sliEhave O0la T A desire &
Olfor ZAH|H Aconvenience, ™I ZWUE|E|punctuality, S AEZ{E|flexibility, € =and A|O|
IE|safety Qlin O|O{their A#HZXschedules, Y1 Eand O|O{there 3f=has Hlbeen Ola 4]
T Eshift Qin HAthis HOHEdemand Hwith Cthe 20|EAIZF Ewidespread {EHM
adoption O{Eof Z2|#H EFrequent E2t0{Flyer Z 22174 XPrograms (0|4 ZI XFFPs).
(D ©AHY oflixtE2 229 HYd, dA1d, AE5d, g S0 Hgt 21215 71X 1L %
SO0 FFP(Frequent Flyer Program)?| EZC22 O[O0 Ojgh Hat7t HALHLD UH). EQ &
Long-Ehaul E2jtH2{ Ztravelers 24 %also 5|2 have A|H2Z{similar X0 Zdesires £to
£0{Eshort-ZEhaul EF-HH*E1ztraveIers Biput 0|O|they ©dli{Ehave Oja ZIZgEzA
preference EOjfor O|Edevening O{O0|Harrival EtQ Ztimes. (® 472 ORIk o
e o3l R Aol H|Let S E TR oLy offt, EREAIZHOHO| CisiM = A 4ES A
Softl Qo). AThis FHcan Hlbe A AEEunderstood OjZas Ola A desire Eto
O|0tO| Earrive Qlin Clithe O|Edevening, siEhave Ola [O|day OlEof Z|AErest, HE
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and Glthen O|{A|E| 28| energetically 2A|0|X|engage Qlin ME|H|E| Zactivities Clthe &
2 2<Ufollowing H|O|day. (O]= AH0| Z2fstil st2Q FAIS ot 5, OO &7|2[A A0
Ystzl= &2 Ol EL). LA '22|Additionally, OfZas ZT{E|Mcompetition QIEIA[I}O|
Zintensifies 2lin Ethe HMHAcommercial OF0tZ{market, Hthe X0 & Aimportance Of
Hof oHAMzZ|ojg|ancillary AH{ M Zservices O|ZRis H|Ubeing <UI{AIO|ZEemphasized
O] 7Mooz A0 Mol FA0l 2|Falidof et 2of MH| 29 F84d0| FRELL
UoH) ETo A{E|{ALIO|satisfy Ejthe ALMsocial L{Zneeds O{Eof UHH|A] Aambitious
H| 2L AMlbusinessmen Ywith AEZEstrong Al Zself-0{Y|0{{ Aawareness, §|O{there O]
Zis O0la OMEdemand ZO{for & building Ola 50|high-Z2{E quality O|HZ|image.
(AtoryAlo] Zgh HIZAYAQHO| Ate|Hd 5 SFA|7|7| Yo =2 O|0|A| F£=0| fHL
1 SHL).

U A ENext, OJAEMr ZKwon O|H#=0|0|E| Eevaluated Cthe Z|#A{leisure OOtZImarket.
(222 HUYES O7MANZEE  BIISIAL). CThe H|7{AEbiggest HHEZAE
characteristic O{Eof [Cthe g*leisure 0OfO}Zdmarket O|ZXis Hithat CQIGH|AHEX
individuals H|Olbear Cthe 7tAEcost O{Eof 0§ Oftheir 22own EZ{Htravel.
(A7HAEL 7ty 2 S22 A7| &L= ofstth= Ho). HAThis YUE20[Zimplies
CHthat §|O|they OOtare MIA{E|EHsensitive E£to Z2fO|AM Zprices. (O]l= & 7(Z0| sl ol
st A8 2| 0)stD)). s 0H However, Sdue Hto Cthe 2| 0|H|O|M Zlimitations O &
of Z&}0|Aprice ZMEMcompetition O{Hamong A#HZEEscheduled QIELHMYE
international 001242l Rairlines, Slit 2F=Zwas Y|MA|0]2&necessary Eto 71A|Econsider
IHE{ Zfactors OfHother Tthan Z2t0|Aprice OfRas Hwell. (AL, A7|2H &4 ZAt
7NEle dE38a Y2 A7 A7 WEo| 7t4 ool gl et 12T M SHOFT Sf
&L}, QlIn O other YZwords, ¥lwhen Qlit ZHZcomes Eto | Aleisure EZjjHtravel
HAwith I{HZ|family, A|O|ZE|safety Y E=and ZzIE2|L Afriendliness OfOtare HECE
valued 2%2Hover A7#|=schedule S=A U E|flexibility 20or 71H|XH Aconvenience, A
2tlunlike Qlin Hthe #HHAcommercial OtOtZdmarket. (&, 7I2E19| {7I043H0 M= Af
MY E FY 2AH SO AEdOA erHolLY 22EE SAEY). A 2E{¥Hnotable
Oj AT E gspect O] Eof Clthe 2|*{leisure OOtZImarket O| Zis Hthat Ethe 4 E=demand
HlZtends Fto H|be 7FMEGH|O|E Sconcentrated. (O{7HA|OIM E7|2F 2tet =2 87t
U=ZE|0] LIEPACH= Z10|0}). OJAEMr, EKwon AE AR Zunderstands SHthat O Athis L
MM E|Sl Anecessitates Tthe UE2{HIE| O] Himplementation O] Eof O|HE|Heffective O
OHEdemand 04X Emanagement E2{A|Zpolicies. (0| AASH Q| ZzH0o| Q
Stit= AL =2 HIMZYE Olsfstl UL).

AUAWhile AE AEHEunderstanding CE{the OFOtZ{market CHO|L{2 Adynamics, O/ AE{Mr.
ZtKwon 5ljZhas OfO|HIE{I}O| Ejdentified Cithe ZEZL2Ufollowing 12 growth OfL{ E
HE| Zopportunities. (HH2 A2 20| A WES LtASHHM L2 22 48 7t
Mg MetstFnt). EThe I22*growth IZ2tAHE Aprospects EO{for CHthe FHHA
commercial OfOFZimarket OfOfare ZZ{E|=2|relatively A A{Euncertain, OjZXas ZHEH
multiple QIAE|EM Xinstitutions S Ehave Z| X O0|{E{Ereported H|O{ 2| Uvarying O A|AH
E Lassessments ¢ Eand IQIE Zfindings. (&AF00 Hgh dEUT 2 HTe| 25T
Ae2 og 7|H0M dE ZuE Edotu QlH). o0 However, H|Ybeing OfHO]
aware O{Eof Cthe U|O|X{nature O]Eof Cthe HMHAcommercial OOt market SHthat
d=282Zgrows Qin Z2EO0{ Mproportion Eto 9|7 Lt economic 122 M growth 2|SlA
rates, S|he I{AM'E2|personally QHE|MIHO|E| Eanticipated Hthat Cithe 122 M growth I
Bl potential ¥ Ewould IG5 further Q132 Aincrease Ywith 4the AT Mexpansion O
Hof Z 228 global Ot0tZimarket 2L Aopenness Qlin Hthe EX{future. (24,
F71 BEEY HHHLZ QYo 7t H& AMYY 448 €L UesE I1e &2 MAAMEY
M o7t MM B 7tedE O AR e s Y 242 We|d AU, T
L2 O{Furthermore, ZAA|E & considering Hthe Q1324 increasing E&llEtrend O] Eof g
O|E{greater  E2{#|0|MHdelegation OjEof OjA2{E|lauthority R within ZAoOYZ
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companies, 5|Zhis Of2Foutlook H|#H|¥Ubecame O|Hleven AEE7stronger Hthat O

the Z2|#A|frequency OjEof H|ZL{Abusiness E-&fj¥travel {Ewould <QI3zA
increase. (&£, 7|¥U HFHU HZ7F HRLL QU= M A2 ZOSHH S} BTt
SeET 19 MY HEF FotAl 2O UH). or0HHowever, Slit 0| Zis YWnot YL
Ewithout TE|{ Zfactors Hlthat 4Ot7darken 5| Zhis E|O|AE optimistic Of2Soutlook.
(224, 19 <Jod MU ofEA St= 247F Qe ZHe otyh). HThe QAFZ4A
increasing L E|Mcompetition Z&from =E{L{E|Ealternative BlZmeans O{Eof EgiA
I E||O0| Mtransportation A ZX|such Off Zas 35}0|high-AI Espeed 2| & Zrailways, OfjZXas
well OfRas AMI1YIF Esignificant O] EHiAMHE Aadvancements 2Qlin R L{#O|M
communication EIE2{X| Ztechnologies Hthat A<]Eserve OfZas AlEAE|E Asubstitutes
ZO0jfor £O0]Eshort-Zhaul 9|0jair E2lj¥travel, OfOtare - RE{®Hnotable 0{among H
them. (4, D&5H b 20| T FZ0IHo]| tigt Fl+H0| 507t QACl oY
Ao ok oA sS4 +He] MOl AXsiH= Hol o). ¢lIn ofAd
addition, C{the A§*{Z|0|Msaturation Of Eof Of0{E0{Eairport IjAlZ{E| Xfacilities 2{Z
reaching [LOjtheir Z{I§A{E|capacity &2 Alimits YEand Clithe ZAAEGQIEA
constraints 2ton <A M expanding Of|0jair £Aroutes s{Ehave Y Eled Eto TAA|AFE
L congested 714 M Zconditions, 7HA-casting ¢{a Al =Rshadow 22Hover Cjthe ¢
0| AEloptimistic OF2Eoutlook O] Eof O|AE{Mr. ZKwon B2{7[0tdregarding Cjthe HHA
commercial OfOtZimarket. (0|20 A2 £+&8F0| tA0| HFUL FZ=2E 0|0 &
Yol e JdEez 2L E A & O 2= 40| HUYO| J48AIHY el WHEH S
A dYg 0 As IHASIH).

SWhat O|ZXis Lthe & A leisure O0tZimarket 2} like? (O 7fA|ZF2 O{tH7H? O/ AEMr.
ZtKwon, Hthe Ol % manager, 2|74 1LtO0|X|Zrecognizes Hithat H|O{there OfOftare IjO|
H 2{®H favorable QIH[O|ZMHIE environmental #|Q% Zchanges ?lin E{the 2||Aleisure OO}
Zimarket. 5|He 2<2|Z|Zacknowledges Hithat Ea2f{&travel 2{|Zg|0|M Zregulations @l
in H|O0]&]0| Avarious Z1E2|Zcountries OfOtare H|Ybeing = A Erelaxed, ¥ Eand GO
there O|Zis 9Man QI3 Z|Alincreasing LM =Edemand XO{for og|A{leisure C<HEJH|E|Z
activities Sdue Eto %+Z2|0|nuclear I{HZ|family E&llZtrends. J ZThese E&lZtrends
OfOtare IjA|E Eperceived OjZas SI=HE|Hattractive CjHIZHE Adevelopments Qlin
the 2{#{leisure DOfOfZimarket. (HIY2 =40 osh Zf=9| A7t 2atEH{7td L2l
H7FZot0f el O 7f0f gt Q71 S7tEH L UCe FMHE H7FAIFO| oigh DHHA 235
St2 QlAlstu IC}). 2QlIn OjCjMaddition HFto 0 Zthese E#lZtrends, Cjithe 1Z2A
growth O] Eof Ethe &2%2so-&Ecalled "MHsilver Ot0fZdmarket" O] ZXis H|Ybeing 2{7}0}
O Eregarded OfZas Ola IIAE|Epositive A|Z1Esignal EO{for Ethe Z|*{leisure O}O}Z
market. (7|0f|C} O] EHf HEA[Zf(silver market)?] d&2 7FAZO| Mgt H4ls= 2ot
=0X 11 Lel) 4The Q32| 4lincreasing 2Zincome & ZXlevels S4ARalso 7HEZE
contribute A| YL A EZ]significantly Eto O Athis I{LH Hphenomenon. (01X |= A&
+ZFE 0|9 st 2ttt O|s{ELY). ot0|tHowever, Hthe 714f2{H|O]Mconsolidation
AHEand QUHIAIO|Uintensifying ZHTH E| M competition 0{Hamong 0|0 291 Zairlines OOt
are E2}0|Hldriving Yup OO0 Rairfares, YA =and CE{the 2|A{leisure OfOtZImarket,
Z|which &l 2|heavily E 20| Zrelies Qton 2%Uoil ZZtO|AM Zprices, O|Xis 0|4l facing
M2 2| Zchallenges Hdue Eto £217|4sluggish EHAE domestic £0{Z|&tourism QIH|
2MEinvestment. (124}, FZAFES P, 1&3) FU2 &FRFS 77|11 UALH
HRHE0 Ad-¥HE 7|IHE AL Us 97t AlYES gl HEEAVE BRI A& 22 A
2O§ Qb= B7t: WL AL, 5t0HHowever, E|O|Ztaking Zall H Zthese WE =
factors ©QlEinto 71A|Eg|0|Mconsideration, O/AEMr. 2ZtKwon 3dfjZ&has OAfO|LE
decided Eto Z2|0|Aplace 12||0|E{greater 2 ABE|O|M Zexpectations Qfon Lthe Z|A]
leisure OOFZimarket 2iCrather Hthan Cithe ZHAcommercial OFO0tZImarket
(L34, HUY2 O] ZE QS AUSHH HEAYELE G7HAZEEZRN o 2 7|HE 27|
Z 3.
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HWhat 0| Xis Ethe & Ecurrent I{Z| M dpositioning 0] Eof T 0{2|¥Korean o0 Air 2l
in Ethe Ot0tZmarket? (LZELH, 2 ietetgel Af2|O0iZ2 OfEH7f)? HO{There O|Xis
Eroom XEOifor I{Efurther CHZMHEdevelopment O{Eof Oa EOmore AMAL
specific 7t Econcept Z&from LCjthe OjEAEZHEabstract 7! Econcept 0{Eof "ES
Bl A E21st-MZ{2|century Z&||0/Opremier O|0{2tQlairline.” (“21A|7| RYSIA" =
A AHAENM & O ZHHEQL AAEE LY AR|7F UL, 9 EO0f 20| £Lcourse, it
FEcould Y=20|imply Al Aexcellence Qlin =all ItMHpossible 00|20 Xareas, H
but Qlin ZMU2{E|reality, HO{there O|may Hlbe 4dsome 7AE=Hconflicting OjATE A
aspects Eto ZA|Hconsider. (22 7tsdt & FOfOMY ZAFE 205tz AY &+ U
AQE LMoz JEFE= TWO| GR %), EOFor Ol ™example, ¢lin DOfOFHE
marketing {54 # 0| M Zcommunications A ZX|such Off Zas Of EH{E}O|2ladvertising, G|O]
there OjO|may Hlbe Ola 4AFE|MA|discrepancy H|ERbetween £27|0|/4dshowcasing
Othe O|HZ|image O{Eof Ola ZZ|0/Ypremium O|0{ZtQlairline 2Uwhile YS2{HE
implementing Ola H|ZXl{Abusiness AEEZ|E{X|strategy Hithat Z2t0|20{Z{E}O|R|Z
prioritizes A& general MH Al Zservices 2%2Hover 2142 luxury AlHA Zservices
X Ojfor Cithe A|2Usake Ol Eof 40| Eshort-Eterm I} E{& 2| E|profitability. (& &
oot 22 08 HARYAO M= HIFISARZM HEE MASIHM HA FEEES
7| +dd ESE Yol 13 ME|A2EOE= Yt MH[A0] 2[FeF FEHUES FLAGHL U=
Zio|C}). 2{7t0tdRegarding A ZX|such I{LtH4phenomenon, O/ AEMr. ZKwon Z|IXZO{E
Ereported Etwo 2E|LE|Ealternative I{Z|Mdpositioning AE2{E|X| Zstrategies O
for Of=&||addressing H£this O|frissue. (0|2F Z2 0| Ofoff HIY=2 HZd Z2
5 70 oierel Aoy dYsty| MEe 205t n.

m AELE|Firstly, 5lhe Z2{ZE2ZEproposed Ola I X|MYpositioning AEZ{E|{X|strategy
0| Eaimed ©Hat O|AEjE2|gestablishing Cthe EH#Eprand OfZXas Ola ZZO|Y
premium 0f|0{2Qlairline, EfOt{®Htargeting C{the H|XLl{Abusiness E2Z{{¥H2{ Ztravelers,
Hwith 0jla EL27{ Afocus Qton 50|high-AUEend O HEdemand-20{2| A E| Eoriented Of
Ot#®marketing. (M2, 15 FIJALZAML A2 0 M5 FHE & Y= o
HoZ otz g 29 OHAHE S AASIAL). 5|He AL{AO|ZEemphasized FS unit
g|H Srevenue 22 Hover Alseat SE2Z1A|0|Mutilization Y Eand ZE2ELXZEproposed
O 2{™developing Ola A{H Aservice 7H! Econcept Hthat #|O|E| Zcaters Eto Cithe Y
Zneeds O]Eof H|ZL{Abusiness EZi#H2{ Ztravelers 2{Erather Hthan Z 20| Aprice-
MME|Esensitive H{AE M Zcustomers. (24 O|FEEHE HHT +UE A0 230
Tzt DMSHE HE&NHOl 80| FHSH ME|A HMEF JiYste |0 ofzh A=l A
312 AHA|5IYL}H. 5|He Z#M Eplanned Eto HIX|O0FOtTbenchmark Of7lAEagainst Cfthe
A'Zworld's Htop 9|0{2}2 Xairlines 0 Zas Oja AL A|™specific AHB!step Qlin O Athis
2 7t0tEregard. (1= O|0 Ciet A TAZ MA 219 ZAS0| High #IX|0HHE 7|
35t Lt). HAThis T2 EX 2 proposal dfZhas I}A E| Epositive OfAH E Aaspects 9lin
B ZXterms Ol Eof QA #Hensuring Z2|HE{8predictable OjL{A|H Emanagement H|O|AE
based Qton AE|O|¥stable Ml =demand. (O] A[¢t2 UHHEEH +8F HITLZ 05 7t53h
4382 0|80 H £+ QU= AU HZ 71L). 50| However, AA|EH considering
Othe YA Eluncertain 122 M growth I{ElA&potential ¢ Eand QAT 2|4lincreasing Z2t0|
Aprice MIA|E|H|E]sensitivity, Slit 2% Zposes Clthe & A drisk O] Eof Z&Hfalling £0
Eshort Z0{for Z0{2|¢Korean Of|0fAir. (StA|ZF 4% 7t5-d0| SRSt 7tA40| tfsH ¢l
480l =0t 7= FME AoAY 3% Mgz 94820 2 £+ U= AEE 7t
ZIt})., O AThis H|Zd Zbecomes O|Hleven B0 more AU I 7 Esignificant Ywhen 74|
E™Hconsidering Ethe O X|H Emanagement #|O|IL{ & 2{E| Zcapabilities ¢4 Eand 2| A0
Al Zresources O] Hof EZiforeign 00| A major 9|0]2fQl Rairlines. (O]= =9 Oy sHZ
ArEL 499 SEO|4 AHEES Ao W, S AASHL).

MIZAE2|Secondly, 5lhe Z2| X2 ZEproposed % a I{Z|A{Hpositioning A EE2{E|X|strategy
Eto O|AEjEL|4establish QHan 0|0{2tQlairline Hthat E27{A|Zfocuses Qon EZHFH
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delivering Z2}0|0{¥reliable H||O|Albasic AEH{ A Zservices. (EME, 7|2Z4Q AH| A0 &
dot FIAE FHE A0 A5t dEE AStUL). HAThis A EB|E{X|strategy
0|2 Zaims Fto EfOtZitarget 7FtAEcost-7HA Aconscious H|ZL{Abusiness Egfj#Hz{ =
travelers Y Eand Cjthe &|A{leisure EZ{¥travel 0O}O0tZimarket HfO|by 0O|L{0O}0|%
minimizing o]0 A Zadditional AMHE Al Zservices 1 Eand Z2t0| 20{2{ELO| & prioritizing O]
Elmeeting H|O|Albasic L Zneeds. SQlIt 2| Z&lE Areflects Tthe QUEHIZintention Eto &
2| Hdeliver E2}0|0|Hreliable AH A Zservices Hthat &Efulfill M HE fundamental g
At0{ Zdesires. (0| A2 FA7IE M=E2ot= S O7I0HAY S BHAYLZE HF
stit= 90|z HIpHQl MH|AE 2|0k Aot 7|24 &30 SHSHILE AR E &
1 QL}). QlIn 2|W2{E|reality, Glit 0| Ris O|HH=0{O|E| Eevaluated Hthat 2| F 8l removing
Cithe I AEfirst-Z2jAclass A|Hseating Y Eand O A AR adjusting Alseat 9 EMwidth
AHEand QUin-Z2}0| Eflight 2 Zmeals Eto 0la =Y lower AEHE Estandard ZHcan €&
HUY|0| Eeliminate 7IAEcost H{EH Zburdens ¢4 Eand Z2{HIO| Eprovide 9Han O EL{E|
opportunity ZEO{for T O{2|AKorean O|0jAir Fto E&|fully {SE 0| Rutilize Sl Aits Hg
E| Erelative O EBHE|X|advantage 2Qlin 2|O|H{labor 7IAE Acosts, L|OJH}O|thereby #|O|d
gaining AW EE|{EY ~competitiveness. (FHAHL 2= YSMEZ IAs| AHAHstl 2 HO|
S 7|U4 52 ot3F 2SOl BILEE 201 QO BYHS AUCH:E HO2 HA 3K
20| MO O e AH|S FYES F25| 0|8 7|8 HBILGT WIHHD), 2oj=
SHMoreover, Qlit 0| Xis O|H{HEevident Hthat Z0{2|0{Korea 7lican 2|H 2| Z|leverage
Ol Ajts O EHHE|X|advantage OfZas Oja 5{Ehub <Qlin Hthe 0f0|% Asia-Ij A| ™ Pacific 2]
Mregion. (LL3F OfA|OF EHTHQF R|HO|ME= HE AHo=z 5t=0| Zt= Ol E €8 + U
= 12 EE0|0). stR0HHHowever, Cthe ¥l Aweakness O] Eof Cthe 4|71 Esecond
A E2E{X|strategy 20| Zlies 2Qlin Clthe &/A3risk O] Eof 0la 4Z2ldecline Qlin O
the 0f0{2tQl'Zairline’s O|HZX|image. (1L}, FAELT AL O|0|Z|7t stEstA HEY
= 9IS 241 Q&= Aol FHHM M| F™Oo|gt shAlL). I{E Z0{Furthermore, Hthe A
AH|O|L & 2| E|sustainability 0] Eof 7tAEcost AN E E| EL Acompetitiveness O] Xis A
Eluncertain, YA=and Cthe 22 E2{E|volatility 0{Eof Cthe EfOfZdtarget ELXlow-FEto-
O Emid g2 X|range CJfiEdemand O|&is 24 Ralso Ha A 1Y Esignificant & |
challenge XEOifor Othe <YUZ2{HEO|Mimplementation Oj{Eof LOAthis AEZHE X
strategy. (L£3f, 7 FYH MOl FofY A[&E AQUA|= O|R|0|1L QL= 5= F
Ag +89 HEFO| Afs dE dafdol ZEE0| HAL QUM). 20 ASource: "MH A
Service OO & Marketing” HIO|by 84|0|Yoojae Z|Lee (Af=: O|FA AH|A OFAHEH)

G 2 O0{Furthermore, 9lit O|Xis Z|HMHE =recommended Eto OHIO|Edivide ¥ Eand
OfL{RX|manage Hthe 0|0{2|0]ZXareas ¥with 5t0|high 7{AE Hcustomer 7IEHEcontact
HEand ERlow HAEMcustomer ZFEHEcontact Eto O EO|Eavoid 0|4 Xissues Qin
MH Aservice Z2{E|quality ZAEZ&control ZZEcaused HfO|by {AE{Hcustomer L}Of
E| M I O] A participation (0| £Chase, LQIHMHE|0|S11978). (&, LM Et= £40| M
H 22 S0 U0 ZHE OF7|AZ|A] HEF UMM HEHE7 =2 B2 2 BES
LI5=0] #Hejots A 2 Tttt (Chase, 1978)).

5| A7 Heskett (LIQIEIOO|E]M|EH1987) QI E2 E=AEintroduced [Cjthe 7l Econcept O{E
of Oja AE2{E|Zlstrategic A|H Aservice H|&vision Qlin 8| Zhis 2| Hreview O Eof Ethe
MH Aservice ME{sector, AlA| A& suggesting Hthat OfL{Z|H Emanagement AEZ{E X
strategies® #Eshould 227 Afocus 2O0lmore Qton I Epeople, OI0|L 0] ZXideas, HE
and QIZEO|OO|Minformation &2fC{rather Hthan Cithe AlH Aservice SlAlZjtself
(Heskett(1987)2 AMH|A EF0| Ofgh AEO|M MH|A0| CigH MZFA H|M(strategic service
vision)O|Zt 7HES EYUSIHAM MH|A X ELH= A~ OFO|HO{, FEO o 2 FdX™=2 F
1 FAF HES 2HSIEE AQtst ATH). AMA|LZ2| Specifically, 2lin Hthe ZIEHIAE
context O{Eof AM|&dsetting Ola AH Aservice ZF!Econcept, Qlit siZhas Hlbeen M4
E{Esuggested Fto OfjE=2|2Aaddress LCjthe O|#ZRissues O{Eof ZZ|{E/quality ZAEEE
control Qlin AH{AMZservices *Zthrough AM|0]Eshared 25 Zvalues, ZRE{H|O|M
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motivation, YEand Z=E22Aclose Zg|0|ME Arelationships Ywith  HAEH
customers. (FAH[HC = 2|0 A5 E MH|L HAPMES A7 TAZ RAstHM A
HOoZ MHIZ0M ZA7F Ho FH FE S4F 37F 71X 7|84, 1409 gt
A = ot AT AS AA5tAL). At siZhas Hlbeen EQIE|Epointed OfZout
that Cithe 7! Econcept O] Eof O|7tL{0| Zeconomies O Eof A#HUscale, Y Zx|which
Zhas Hlpeen st highly 2{7t0}E Eregarded Qlin Ethe OjL & manufacturing Al E
sector, H|O|may EZRZpose Oja 2]AFrisk O{Eof 2|E4reducing SaIA &l 2{E|flexibility
Qlin Hthe ME £service ME{sector. (MZFM AMSEO] FEH F2O FAHT 7HEHO| AH|
2 BEROME HELEE 2= ™S 7HE & UL AAHsH). I{EH 20{Furthermore,
Cthe 7ZHd Econcept O] Eof QI ZEO{HO|Minformation OfZas QHan OffAllasset O| Ris g1
L}O| ZErecognized OfZas Oja £0{Asource EO{for CjH2{™developing Y+new H| XA
business O} EL{E| Zopportunities ¢ Eand OfjZas Ola ZHE{E|Ecompetitive T
weapon. (E3F Ao 2 MOl HEHO| JHHO| FY FI|2M MAIYFE S /WYst= HHYUS
g2olst QILy). QIn O Athis #H|O|Acase, WA Aaccess Eto 510|high-Z2{E|quality CfE
data H|ZdZbecomes 3IEAMcrucial ZEO{for O| AEjE2|destablishing Ola TL{ZXMY
positioning 2 E2jE{X|strategy, ¥ Eand Cthe O 1R|AE Aexistence O{Eof Ola A|AE{D}
Elsystematic A|AEsystem H|[ZXbecomes UA{A|O]E|necessary Eto T{AZ{HOIE
facilitate Githat. (O] @< Af2OiH AE5H7(0f AN H 2 A= YO FSAILLL Of
E Hst HAA A ARLQ Z2H7F BRsSHA EHO).

QlIn IjE|ZAZ{particular, Hwhen 2™ offering H|0{2]0] Avarious AlHA{Zservices Qlin
Cthe MUsame Z27#0|Mlocation, HO{there FHcan Hlbe Ola &Y ZLhalo O|H Eeffect
Oton C{the A{H|{Aservice O|HZ|image, Y S where CEthe 2|I{E|0|Mreputation O] Eof #
one AlH{ Aservice 7Hcan A ZE|Espread Sto OlCother ME A Zservices 0 Zas Hwell.
(5o Yt Fa0M HFet ME|AFE AHFot= d20= AME|ZA 0|0]Z|2 2 & iH(halo
effect)’} ZEE22 ot MH| 29 HEO| HE ME|20E =24t E £ AL, SHROH
However, O|Zif §|O{there O|Ris ©QIZAA|AEA|inconsistency ©9lin Hthe MHAMY
positioning O] Eof O Zthese H|0{2| 0] Avarious AlH{ A Zservices, Qlit FHcan 2/ Elead &
to Oa 2|t Areverse O|H Eeffect Y Owhere Cjthe OE]E Eattitude E{R 0| Ztowards T
the O{0|x 22 originally T|O|H Efavored A{HHAservice OOlmay CE[O{Z0{g|¥
deteriorate QI AE|Einstead. (12{Lf O|F Heh MH|AFS| Ate|0fd A7 st7| 7o & &d
O] glo™ 25| HAgurt Lsto e 272 7tRTE MB| A0 Ciet Ej=7t 2etE
AUL}).

A =2 Lastly, l'Alet's O| 1A Blexamine Ethe E&role Hthat I{X| M dpositioning 2 E
2E{ X|strategy =2[0|Zplays ¢lin Ethe 2{I{ =& rapidly #|?l%changing QIHIO[ZFHHE
environment. (B2, SH#Hot= &3 £0|M R0 Hst7| 0| Z= IS 4HE
Zl). O There O|Ris =2no R Edoubt Hithat ZAEIIL&|2|contemporary A A}O|O|E]
society O|Ris H|ZE{2t=XEcharacterized H[O|by 2T Erapid ¢1Eand 7FAE Econstant
A2 Z|change. (AMAIR7f S5 Hate AOel= Ao Hs O|2& F AMEZ €2 A0l
C}). §The OrOtZdmarket O|Zis Y Owhere Hthe LM Eimpact O Eof 2o Erapid {|2X|
change O|Zis Z2AEmost HI{Hpalpable. (F43%F Hat= AYOM 7t &dHs| =24 +
QlCH). H4MXConsumers Z1E|5YZ|continually 32|0f|SIcreate Snew OFOt7d Amarkets
M Zthrough Z2HA|A Zprocesses O] Eof QIE|18|0|Mintegration Y1 =and Z2j 1MHE|O|M
fragmentation, MEtQ Zsometimes 2|Hleading Eto Cithe Z & Acollapse O Eof O|1X|
28 existing Of0FZ Amarkets. (2H|ZAFE2 ASoHM S/EE HEES S M= A
2 =0 Wi 2z 7|&E AYE &Y A7|7| & gtH). EThe XM £success 20{or I
20failure 0{Eof I XM dpositioning AEB|E{X| Zstrategies, CJ|E|H Edetermined Of ZE{
after 12||0| Egreat 0| E Aefforts, 0| Xis LI Edifficult Eto Z2|H Epredict, 9 =and
O|Hleven O|Zif MM AEsuccessful, 7FAE Econstant O @ E|O|Madaptation O|Xis 2|3}
Erequired Eto Zkeep Yup Fwith Hthe i@ =& rapidly 2% changing QHIO|HHE
environment, (Zt12| L3 Zof| AYE A0 ddst7| A= Sz H2[7] &1 A
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Lot 35t stHete Fste &E450XM A4 At2{0i4 S HFLO{Ofgt Stof). Ho{ 2o
Therefore, Cthe 7t Econcept O Eof 2|I{X|Mdrepositioning O|Xis st highly X
OlEd Eimportant, O Zas Qlit 2t Xallows ZEO{for 2 O{A AEMEreadjustment A =and
2|0j 2™ Erealignment Qlin &AM Aresponse Eto Othe A|Q1Zchanging CO|Lj3lA
dynamics O] Eof Cjthe OfO}Zimarket. (A1 E 2 Z{AtO{Z AZ5H7|(repositioning)2] 7HE
O] Z8A|E 1 Q= Zio|L}). AEIH EZ Ultimately, 2lin 20 Forder Eto 4#l&EHdevelop O
a MM A™successful I{X| MY positioning 2E2}E{X|strategy Qlin Ethe #Brealm O] Eof
MHE A Zservices, Qlit 0| Ris A ZMcrucial £to 7ZAE Econduct 9a M Zthorough O3
MLU|o| M examination O] Eof Gthe T AE 3E|Hdistinctive O AT E Agspects O{Hof 'R
one's 27own A{H{AM Zservices. (B2, MH[A SHO HZHQ A2|0id HHst7| S
+HSH| YoM = AFAY ME|A7L ZHE S4A SHE0 gt ZE7F T4H0|LH). HO|AE
Based Qton LCjAthis OJAM|AMHEassessment, Qlit 0| Ris O|MlIMessential £to O|AEfEL]
2 establish QHan QIE{12||0|E| Eintegrated I{ AME| Eperspective YA within Ethe Z oL
company. (7|22 7|¥9 YA HHZ MYOF & Ao|L}). 2In HXAthis O] Lcase, U
it 0| Zis YA MO Enecessary Eto L7 Afocus Qon YEEE|Happropriate A =and Ef
2l2|timely 2| ATHA| Zresponses Eto QIHIO|2 I environmental #|21* Zchanges, T E|AH
Haparticularly BEl'd2fX|Ztechnological O] EEH AME Aadvancements. (0] A%, &4 £
S| 7|=de Hetof ofgh M-t d2jn MAHQl BEZo| 2™EZ TROOF dth}). ETo 0f%|
Hachieve CjAthis, ZHE|50{Acontinuous 0| EAefforts O{Eof 7{CE & gathering Q120
HOo|Minformation OJHI2Eabout 7{AE|HZcustomers Y Rlwithin Ethe O0tOtZimarket Of
Otare 2|2t Erequired, OjZas <well 0jZas M Zthorough OfHZ|A| Aanalysis O] Eof O
the Z2E Ecollected HiE{data. (O] F ¥iM= Al W LZHE0 Ofet AL4A HESH L
Ho| Q4L ST A=0| Ofet HEUSH FAO0| TAsSIH). HWhat EFZtruly OHE{Z
matters O|Zis Snot "Hwhat Ywe LIoffer,” Hlbut 2 rather "stRhow HAEMHZ
customers I{A|Eperceive Slit." RIFL2Z F25F A2 'BUZ A Iot=4? 27| Ef= 1L
HE0| 'O{EA L7|LE?"0|7| Uf-ZO|).

10.6 OHi2|™Developing A2EZ|E{X|Zstrategies XEO{for A& setting I{A|A YHpositioning
(Ao 2otz d=fel J1E)

°lIn Ethe OfEmodern 0|02 era, Gthe Z2t= Eproduct A Eand A{H Aservice 20| X
life AFO|Z Zcycles sl Ehave A|1Y I E2|significantly £0]8 Eshortened Sdue Eto 2
I Erapid QIHIO|ZHI” environmental #|Q1*{ Zchanges. (00| 2FAM F&3H SHFHSO| O}
£ AlE, ME29 £Z7|7t £ BorRY). HAThis Z2|MIELpresents 22 *Mboth &
new OFL EL{E| Zopportunities Y Eand MBlAthreats XEO{for H|ZL{AMZbusinesses.
Ol= Z1goA A M= 7|20|AF ¥ Qo] X rf). QAln Hthe QUHIALOIE
intensified ZILE|Mcompetition, Cthe 2}2Z|ZElikelihood O{Eof =Zlnewly HHTHE
developed Z2}HE Aproducts 20or AMB{AlZservices, O|Hleven EHwith AIYIHE
significant QIH|AMEinvestment, AA|Ysucceeding Qlin Ethe OfOtZimarket sj=Zhas O
2| A Edecreased. (2 AHAMR FHLHM B2 HES =9 7HLSt MAHE 22 AMHA
7t AN HEY #ES dastl UH). OlflEven O|Zif [[O|they fFdo AA[Esucceed,
Slit siZhas H|Zbecome Q324 Z2increasingly & Zchallenging Fto EZZ|0|E
translate Hthat A A Asuccess QA Kinto OfOtZimarket A|O{share Hdue Eto Cthe &g
HApresence O{Eof ZALBcompeting Ef Zbrands. (B && 5tF L stoat: oYy .2
FULR Izo 4342 ESAMTFS IHZ AYERER WA= A0l HF ofZYR
CH. O &XAs Ola 2|Z Eresult, Cithe A& 14 I# Asignificance O] Eof O AE|ISTP O HE|A|
Aanalysis (MZLHE|O| M Segmentation, EtOt{ & Targeting, I X| A4 Positioning) 0 Zas Of
a HEM&Efundamental A®lstep Qin Oa ZAI{Y'Zcompany's OfOtH & marketing 2E

E{X|strategy ol Zhas H|Zdbecome O|Hleven EO{more I FMcrucial. (O] 7tH0| 7|
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o Ot =9 7|2HAZM STPEMA|EAM et BAA P A2 g H7gst7|)0| 4=
o0& & FasiRL.

2o 2L2HMoreover, HH YU Edetailed 222134 Zprograms Hithat €2fQlalign Fwith
the I{Z| MY positioning 2E2fE{X|strategy L Eneed Hto H|be OHlZ Edeveloped, HE
and 0 Zthese AI{A|Mspecific T2 18 Zprograms OfOtare Z=E|S2|collectively 2|1
Ereferred Eto OfZas Lthe OFOtHE marketing Y Amix. (2210 X0 MH&ASH7|0 L
£ MEAHQ Z=21WE0| FH|EO{OF St0|, O MEH ZZHE0| HIZ OAE ULz
EJ=ELD). olxlf Ywe Z14FE|§|O| Econsolidate Ethe AFE|O|X|Zstages O] EHof L{R|MY
positioning 2 EZ{E|X|strategy Cj#!ZMHEdevelopment 2 Einto EZ|O|E| Erelated ARIA
steps, Glit FHcan H|be T E|{Edepicted O Zas Ola ZZ22X%}0Eflowchart A|H2{similar
Eto [ 10Figure HIEE10-2]. (R0 HEs5H7| M= +ZHAE 2T BAEZ F9
meretty™ [AF 10-2]F 22 3 &&7F 15RIG).

gll'Alet's E|2Utake Ola Elook 9fat Cthe WL MIEfundamental AF|0|X| Zstages O] Hof
OrotH® marketing A EZ{E{R|strategy O EMHEdevelopment ¢Qlin  Ethe =2
following 20| order: O|AS (M1HE|O|MSegmentation) E|T (EfOtH & Targeting) IP
(M A|M'FPositioning). (1ZHH OHAY M+ 7|2 HAQ S(Segmentaion) -

T(Targeting) - P(Positioning)g +=AUZ2 HI{ETE 52},

oz A Y oot & Marke O ™ EDevel
M ZLHE|O| M Et Of A & Positioning ting 2 Amix opment 0 Eof
Segmentati Targeting(E xtEo M 2 EB{E LBl ¥ Edetailed
on(A|ZH A& MA|RO] M A4313] ‘:';H; strategy D2Qa=
3} ) ia) = (oA alA9| programs (A&

= Z2%) Z=239] 1Y)

[ 1 Figure HIEE10-2] EZ2Z2[O0tEFlowchart #=g|0|E|Erelated Eto I{A[AMY
| A

positioning ([-1F 10-2] Ar2{0fg 2gop7| #H S5k)

10.6.1 M|1™HE|O|MSegmentation (A|ZTA|-23))

Al M I1HE|O|Msegmentation AEZiE{RX|Zstrategies +#Eshould Hlbe ZHFO|HE
related HEto Cthe & Ecurrent HIO|Ybuying ZEZAM Aprocess, HfO buyer H|5|0|EH
behavior, @ =and AHunmet Y Zneeds O] Eof Ethe HI® Zbuyers. (2= NE3 A=F2
20 Y, AR WS, AONAS D|FF =7 S PAEO{OF FHTH). O|ZIf Cithe RO’
Zbuyer's L{Zneeds OfOfare AUAIZZ AEexpressed H|O|ZZ|vaguely, Slit HOlmay 20
or HOlmay YWnot 2/ Elead Eto Oa I{z{Apurchase 71HZconversion. (FOjAIS] Y=
(needs)’f UASHAH BAEH FOHZ HE&E X, Ofd X ). QIn OCFother YZ
words, Ethe HIO'Zbuyer's Alunmet L Rneeds #Eshould Hlbe 28| 2clearly A
I3 AEexpressed Y Eand 2 E2IE| Ereflected Qlin Hthe 2@ H Zoverall 007 market
Qlin 20 Eorder EO{for Blthem Hto H|Zbecome O|HE|Heffective &Ztools EOjfor &+
new OfOtZimarket AM|1HE|O|/dsegmentation. (5 FOHRS| O|FF &7t ZFstAH EH
o] ™A A WM BFFEO{OF H|24 MER MEe}t =271 2 + A= AO|O).

M MHE 2 Fundamentally, O|Ojthere OfOftare Etwo ZO|A Zchoices. (ZE2ZXC=Z2 MEE2
£ JKA0O|E}). EThe ZEtwo =ZO|A Zchoices OfOtare Eto Z=HZO|rely Qron H2{X|
knowledge O] Eof HIO{ ZX'buyers' Ijzx{Alpurchasing H|5||0| E0{ Zbehaviors 20jor Eto H
O|Abase 9lit Qton %lyet-Eto-H|be-0|1X| AR existing I{XAlpurchasing H|§|0|E{ =
behaviors Qlin 20| order Eto EfOtZitarget t=new OOt7d Amarkets A =and O I}0|O§
acquire Of{E{data 2ton AMunmet L Zneeds. (FOfAFZ2 04 A0 Oigh 2[A0| o] Fs}
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AU MER AYES BHoZ 7| ffoiM Ot EAsHA| s F0dso 22 &1 0F
5 Y20 izt 2t =F &S5t A0|Lf). HThe 2fiE{latter 43 option 7i0{2] Zcarries 5f
Ol higher 2|A3 Arisks. (22Xl HO| =LOf). of0H However, HEFY Zsometimes 9lit
ZHcan H|be O|HE|EHeffective. (2Lt I 2 Ft7F QULC}). O|1AME ZExamples O Eof A
Z|such QIAE A ZRinstances QAZZEinclude 2EO|E| Eautomated RZ{teller HHZ
machines (0|O|E]A ZXATMs), E2phone EiZlbanking, ¢4 =and 2Zlonline HiZbanking
2 Zthrough I{A|Zpersonal Z-F{E Zcomputers. (AFAESA|F7|, EWH, 1L 7L
AFHE S 282 WZol 1 97t 2 &+ UH).

lln Hthe H2|early LRIEMEE|ZX1970s, ¥lwhen ZiH|E Aconvenience 2Qlin B Zterms
Ol Eof Efetime A Eand AILO|Aspace 2FZwas I AEfirst F1A|E Econsidered, 7{AFE]
M Zcustomers S ZEused Eto H|Alvisit Hidbank 2tH|Xlobbies F&™during < G|0O|
weekday H|Zl{Abusiness OF20{Zhours. (MS2&2 A|7Ft F7t9| MO|E 1E{5t7| A|Zf
SHE 19700 z=EH= ZE U750 BY FYAILO| 28 ZH|E &Zot2 StfAH). d
Some Y3 Abanks AAHIE Eextended Hf|Otheir Eg|0|Htrading OF20{Zhours Fto QI
ZZCinclude ME| QO] &Saturdays A Eand QA EZSAEintroduced E 2| X 2telephone M
Zlbanking A{H{ A Zservices, Hlbut Qlit 2tZwas AHstill 222 only Ola Efew O|L{H|0|
E]Einnovative Bi 3 Abanks HHthat A|1YIHE2]significantly A5 Esucceeded Qlin <
AT expanding O|Ojtheir {AE|{Hcustomer H|O|Abase HfO|by 2 AHIHextending Z4H|
lobby Ot20{Zhours. (2E 23=0| 7efA| 7HS &5t EQAUNE 25 FUL Mtz
Hefste ZSE QUURITH 0Hs| 2ol RH|7H AH2h XS HOIF 449 AU 2US
ol 3 482 A& =HAL). 0| =rUMeanwhile, 0 Ras HI'Z2{X|technology O] EHiA
Eadvanced, 7 banking 7t0tZcards 2Qlin Ethe Eform O Eof F&|Scredit 7I0fZcards
H|#H 2Ubecame SX Husable 2 Zthrough H# Xmachines. (3t 7|&0| H3HA A7t
E JEfQ 2Y7F=7F Z[AOM AEO| Zhaoi A A EHULE). AIn HAthis Y Olway, Hthe Z
H 0] Mcombination O{Eof ABlunmet 7 AE{Hcustomer LZneeds A Eand O|HA
emerging El'Z2{X| Ztechnologies &&||0|Zplays ¢{a T FMcrucial 2&role ?lin O}O|HIE
oto|Yidentifying f~new OfOfZImarket AM|1HE Asegments 91 Eand EfOfZitarget OfORZd
Zmarkets. (0|23 D5 LMo Y=et 47|=9 X3t MER MEZt S8 AYS
MYst=H 83 2 2.

I O{For O|HE|Eeffective OFOtZImarket A|LHE|O|Msegmentation, O|X|each A|Z1HIEE
segmented OOfZImarket #+Sshould S{Ehave Oja A I{M Esufficient AFO|Zsize, O| 1X|
Hlexhibit O] A8 3 Edistinct AIHA| Zresponses, Hlbe 0% 2{¥ measurable, 1 =and A
MM Haccessible. (22421 A MZatE HollM= 4 M AEO| A 2 O|d0|H, 4
Olgt ¥tgE EHO|H =4 7tastl ¥ 7hsolof 2fH). 2l'Alet's H2take O{a Hlook A
at [Cjthe Z 20|02 O{criteria SZEused XZO{for OfOfZImarket A|1HE|O|M
segmentation. (A% M2t AFEEl= 7|E5E HHELZS SHAf).

10.6.1.1 §H12j&Demographic A2t0|E|0{E|O{criteria (UL EAH A 7|F)

00r12{I Demography Z2{HIO| Zprovides M ZzAfactual QI ZEO|HO|Minformation O{HIZ
Eabout AM|1ME{Esegmented OfOtZi Amarkets. (LA MEZaH AYE2 Atd
(facts)o|Ch). OOr12{LDemography QZZXincludes E| Zfactors A X|such OfjZas 0j|0|
A|lage, 2| #region, Ot71L|O|Moccupation, 5t A5 2Ehousehold ZII X| Mcomposition, Ij
HZ|family 2t0| Zlife A}O|Zcycle AH|O|X|Zstages, A gender, A Eand Of2{ & marital &
EjE{ Astatus. (917 SASS A, X%, UY, YR 24, HF4YZI| ©A, 44,
2450 58 msisth). O AThis O|Xis Othe O|AMIMessential QI EO{H|O|Minformation
Cithat MH Aservice OFOtHE|{Zmarketers L Eneed OfZas Ola AEFOt®H starting ZQIE
point ZO{for Clthe AM|1HE|O|Msegmentation Z2A|Aprocess. (0|2 AMH|A OrAIE 7t
MEstd S A2 i LMoz HA=z St 7|24 FJEOo|O).
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M ZIThinking O] Eof OjO0}12{Ldemography OfjZas Oja Z&|0|E*framework 20or £E
&H X structure ZEO{for 2 Ebuilding H2AEHcustomer 2L Zprofiles A within O]
Z|leach M|1HIE|Esegmented OtOtZimarket Hcan H|be R ZHhelpful. (AL-SAHES 5t
Lol 27, & 7|90 2t MBAIRUYY DMSS Z2WS Tasts 22 E BOtD 4%
5tH T 20| =), HAEJust OjRas 5HZhumans 7i%cannot I Zperform o|Uany &
3 M Zfunctions YL Ewithout Ola AZAEZ|Elskeleton, OFOI7HE|l Zmarketers IHQl Efind
olit A AEa2|S2|extremely T Zchallenging Eto H2Umake O|BIE|Heffective OFOFFHE
marketing HA|Z Zdecisions Y Ewithout O 12i™demographic OiE{data.
(170 ZZHO| GOl OjlEst IS E AW 4 Qe U ORIIAR OAES0| 7S
s 2p27t 90| DAY QAEYS BUHOR 4¥ste UL T3] 022 LO|TH,
IZOjFor O|1MM™example, O|ZEif Ola ItOo|WAfinancial S2ilplanner Y ¥ Enamed H|DI
Baemin ZIKim COAEZ|F Adistributes S22 Zflyers IZ2{ 2 L-promoting QUHEA
insurance Z2tH E Aproducts Qlin QHan OJIpOFEMH E gpartment ZrE2l Acomplex, O o
Edifferent Bt Atypes O] Eof E2H0 Zflyers ¥ Ewould H|lbe O|EIE]|EHeffective H|O|AE
based Qton C{the H M I2HT Ademographics O Eof Cjthe 2|A|EE Aresidents. 2lIn A
=small-Al0| 2 Esized OJL}OtEMHE Agpartments, Y Hwhere Fyoung = Zcouples OO}
are 20 more 2t a]likely Eto 2 A0| Ereside, S2}0 ZXintroducing 2 E&EAlflyers 04
A O|Meducation Q&2 Ainsurance 20jor Z2tE E Aproducts EE||O|E| Erelated Eto &
E2ichildren Y Ewould H|be £E{¥suitable. QIn 2I{ AHE Xofficetels 20jor AEHRLR
studio OJI}OtEM E Agpartments, E}OtH®Htargeting 4 Zdsingle QG H|A ¥ Xindividuals,
S Zflyers Z2{E2L™promoting Q#8 Ainsurance Z2tEHE Aproducts  HEZHE
relevant Eto 4ZZsingles Y Ewould H|lbe E2Oimore O|HE|Heffective. QIn ZO}X|
large-A#|YUscale O{ItOfEMH E Agpartments, EfOfH & targeting Cthe A=EZ|elderly THE
2|0l Mpopulation, S&t Zflyers QU EZ| F4lintroducing HMpension Z&iZplans A Eand
2| E}O|O{H Eretirement < Ojwelfare Q&2 Ainsurance Y Ewould Hlbe YEFZA
appropriate. (& =01 YEEA AL BHIRZ|K7} B3 &S 2lsts dHES OfEEO| &
HO o O &~y OMEO= F2 BE87F Afs 4971 HeEz ugHY &5 At A
N HMEHES, LLAH F0|= Dj2atet H#EE EYY4ES 181 0P OlMES FL2
% o] A 20|

AP A
om - [=!
s 92 Y L5 2XEY 5 YAEL BUY HAULES AL 2

).

10.6.1.2 AtO|A&tR|& Psychological 32t0|E|0{2]|0fcriteria (&lZ|3tA 7|F)

AtO|Z+tE2{ X|Psychology O| Zis L|A{A|O{Z|necessary Fto O] £5|0jadhere Eto Cithe Zg|O|
B2 framework O|AE{E2|4 Eestablished HO|by COt12{Ldemography <2lin 20|
order Eto O|QIE|Qmaintain L& 2{E|fidelity Y =and OfjFHO{Alaccuracy. (MEjste =
719 1 SAC=Z E0| S ULH 0|0 FAHEES 75t s TRSILH). AO[ZHE |
Psychology ZER7{A|Zfocuses Qfon OfJAHE Agspects A{X|such OfjZas IHA{HZ E]
personality, OjE|EZRattitudes, Z2role O0E Zmodels, 20| AEFAUifestyle, O|L{H|O|M
innovation O]EZMadoption, ¥ Eand £ %Msocial E2fAclass. (M i, B, 93
D3, 2olZ 2B, ¥4 EHEEE:, AMRAES S0 FHS &=H). O[ZIf HopasL
demography Z2{H[O|Zprovides Clthe A EZ{Eiskeleton, A[O|Zr2{X|psychology 7Hcan H|
be Alseen OfjZas Cjthe OjC]Maddition SHthat E& Zbrings %an QG H| A Hindividual &
to 20| Zlife, H|O|ZUmaking Hthem E™breathe A Eand X 2t0|Ethrive. (QUFESAEHO|
THO| HLER H25h2 SHLES| QUM AOF S4EE OrS7| 9lof HEOIS O[T & 4
QICH. OO E|{ZMarketers L Eneed Eto O|HE|E2|effectively SE 20| Rutilize HA
both HHI12{™demographic 1 =and AO|Z2tX|Zpsychological QI ZEO{H|O|Hinformation
Eto O|AEjEd|4|establish 2O more A{LAE|#O|E|Esophisticated A E=and OjZO{ <
accurate OFOF7& marketing CJA| Zdecisions. (OFAE &2 2Ot duwstu Ha&st O "
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QA AEE +EoH| Aol UASAL HEjst YEE ZF o2 EESHOF & ZAO[H).
ZO|For O|d%MMexample, Ola g |Hcredit 70tEcard ZILcompany ZHcan EO}A
target @young ZE2{ M Zprofessionals ¢4 Eand O|#issue AL Mspecial 38| Hcredit
Ft0tRcards E|¥U2{ Etailored Eto HO{their L Zneeds. (0|& SH AIRIIE 3|AlQ] AL
He MO ME YS 7R DS HHOE Sfof SEAUBIEE YIS F 4 ATH.

10.6.1.3 I{z{ APurchase H|5]|0|E.O0jbehavior 32t0|E|0{&]|O{criteria (OHF 7|=

O =g 2to| R Analyzing I{z Apurchase H|5||0|E0{behavior, A{X|such OfZas SA{R|usage
Ot EL{E| Zopportunities, {A{R|usage AUAILO|ZAH Aexperience, 714X Mconsumption
BrSvolume, E# Eprand g I{Z Apreference, O|EJA|etc, O] Xis OjL{ another O|HEIE
effective 0|M Emethod O] Eof AM|ZLHE|O|Msegmentation. (Af27|3], AFEA™, AFEFH, 4F
Bz 59 FijiEssS A5t A2 £ HE s M3 oo, Slit ZE{Ho|=
provides QI AfSIAinsights YA A|O{&lnecessary EO{for Adzll&lselecting EfOtZitarget OO}
Zimarket A|ZLHE Asegments A Eand OHl2{™developing Oa OOt & marketing A
mix £to Hlbe SE2}0|X Eytilized Qlin 0|X|each MM Esegment. (EF AMEA|IZES M
dot=0 Bast SHHS A ISt ZF MEAIZOAM O|8E OHAE HUAE JHUst=0H T2

o= "1
St A&HO| WHOo|LL}), H|O|AEBased Qton OHthe Of#iZ|A| Aanalysis O] Hof I{2 Apurchase
H|5||0| E{behavior, [Cthe 2 AUfollowing SIO|L{ M| E{ZAhypothetical HAZTEHZX

conclusions 7liican H|be EZtE Ederived. (0|& &H OIS 2MES HIEOSZE 510 e
o 7HdHQl 280 2 + UH).

7{AE{H ZCustomers Qlin 2&C0older 0f|0|X|lage 1§ 2Agroups EHIEtend Hto sliEhave
Ola ElEA|tendency EFEto O|Umake I{z{A Zpurchases 9lin AZ2{smaller ZE|E X
quantities. (AP0| == 9 LMEE A2 T2 A0lst= FFO[ AUH). 520 However,
O|O|they O|Z1Z|Hlexhibit 3}0|high E&#i Ebrand Y Eand A EO|store E&E]|loyalty. (2Lt
ATHQE AHAY Ogt 2ME = =04). O|ZIf O|O|they A9 X|switch E&iZbrands 20{or A&
E 0| Zstores, 9lit 0|Ris Snot Z2t0|H|& & primarily Sdue Eto Z2}0|Aprice 20jor &
2{E|lquality Elbut 2iErather H|7}Zbecause O Eof AH Aservice-E2|O|E|Erelated 2
Zreasons. (Y HEHL JHES WESH EHEH 1 O|F&= 7tH0|L FZO| ofY2f MH|A f
20|C}). Z2t0| APrice-MAME]| Esensitive HFO{ Zbuyers, 2{70t&2| Aregardless O Eof L
Oltheir M| family 21Zincome 20{or O(7{I|O|Moccupation, HI Etend Fto ZALE
respond Eto AE|EZ2}0|stimuli %Hat CEthe EQI Epoint O] Eof I{x Apurchase, A X|such
OjZas £O0|Eshort-BHterm OAJI2E Adiscounts, FMZcoupons, 20jor EHRLA|Z
bonuses, A Eand HUmake YA Eimpulsive I{x Al Zpurchases. (7I£9] 4£¢Oo|L 2
= JEGol 7HE0 RISt A0RE2 TR, FE, L EHAF ZE FOfAHE
(point-of-purchase) A=0f #-&5t0] S22 L0 St FFO| UL,

O ZAs O|HH Eevident & from 0 Zthese O] Xexamples, 1= £ Zconclusions
O|HIR Eabout I{z{Apurchase H|5||0|Ebehavior OfOtare 2 Ebuilt O]{Tupon Ethe I
20|0|Mfoundation O] Eof M 2™ demographic 4 Eand AtO|Z2tZ|Zpsychological Cf
El{data. (O|2]et Oo|M & 4+ UXO| AOf}HSO| ok 222 ULSA=L HeElst A=z
HIEFO 2 510 JL&=Z L)), OF0tHE| ZMarketers Swho & 20| Rutilize I{z{ Apurchase H|
5]|0| E{behavior fjE{data 7FHcan Cj#!Z develop O|HE|Eeffective OFOt7{&™H marketing &
E2lE{ | Zstrategies Hithat 71A|Econsider Cjthe O|1X|AHexisting I{Z Apurchase H|
5]|0| EO{behavior IjEl Zpatterns ¢ Eand Ofj=2|Aaddress Lthe ¢UHunmet Y Zneeds
Qlin Cithe I{2{4Jpurchasing Z=ZA|Lprocess. (LOHMSAIZE O|&5t= O EIE2 O] &
2ZHZ 7|EY Ao E Y 0o O|E5FE U2 E 18sts a0l Ot E A=

= MEE = AH).
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10.6.1.4 SYUnique YZRneeds O Hof A|1ME| Esegmented OFOtZd Amarkets (M|&£A|ZH9|
£E3t )

OO{There O|Olmay H|be A|Z1MHIE]Esegmented OFOtZi Amarkets Sthat Cj¥HE=demand
SYunique AH{ A Zservices, A ZX|such O Zas E®E|X0{24-0t20lhour Z}ocopy A{H{A|
Zservices 2like ZKing 7T Copy 20lor AEE{computer HO|2{ Avirus 2 S8 removal
ME A Zservices 2+2Ulike  QHEfE'ZAhnlLab's HIO|2{AVirus 2|A{X|Research QIAEE
Institute. (W7IZS 24K7F =AF MB| AL} QM4 HiO|2{A 74 2 ZEE Ho[zA
E|2| MH|AZO| SE3F MH[AZ 275t AEAIZ0| e Zo|TH. [AThis Zcan Hlbe
Alseen OjZas MH{AM Zservices Z2{HIO|E Eprovided HIO|by ZAI{L4 Zcompanies Hithat
Loffer S<unique ZANE{E|Ecompetitive OjEHHE|X|ZXadvantages EfiC{rather Hthan
A O|E{™Hcatering &Kto Cthe UYZneeds O{Eof LCthe <QlEIXentire OfOfZImarket.
(Ol A AlZe Yz2pr|Hits SE3 AW HBste 7|Y ME|A2 2 & 4 9
OH). Sllt O] Ris 24 Ralso YEOEH Eimportant £to O|1A{Blexamine Y Ewhether CEthe
MH Aservice I Hoffering 20 or AMEcertain OtOtZImarket A|LHE Asegments s E
have SYunique HEHE|Z AE Acharacteristics 20lor L% Zfeatures Hthat Allset &
them OjLtOtEapart. (MH|& AZE0|H LEA|YY 20| =53 HO| U=A| 44 2=
e =235t Ao|T}). |When Clthe #|O|L{&l2{E| Zcapabilities 0{Eof Ola ZAL{L{company
AZtQlalign ¥with Ethe L Zneeds O{Eof Ola YX|niche OOtZ{market, Slit 2Moften
2| Xleads Eto Cjthe YZ2{HEO|Mimplementation O Eof 0ja EZRH AEfocused AE&|
E{X|strategy. (7|F2 s O] 22 MEA|IYEL Y27t LZ|sofH HF HH 22 O
0jzZIC}). QlIn 20{Forder HFto O|HE|E&| effectively EfOfZdtarget Cjthe O A}0{ Edesired
O0r0tZdmarket, Ethe ZO{4'Zcompany's OO0t & marketing A mix O|Xis O|ZHAEE
adjusted ¢1=and HYZ Etailored. (24 =E A0 st YEFE Z[st7| Aol 7€
OpAE YA7F 2FEHY).

<?|0|ACase HIEQIEAl RAFOIERO0]10.6.1.4> 2|FReading Clthe H2{HF AAttributes Ol E
of MZXFans &% ZXReveals L Money <Al 10.6.1.4> ('M(Fan)?] &4 E Q1M =O0| K
QL.

H/O{There O|Ris Ola 122 Ugrowing FEMHEmovement Eto 4 Econnect Tifan Z A
culture Ywith the o742 economic A0 0{sphere Qlin H|0{2|0] Avarious Z4|0|M &
places. (M Z3tE G4 FAY2=Z AZAZ[2H = SAUO| XXM 2HO|H). H|0{There O
Zis OJa 1282%YUgrowing E&llEtrend ?lin Elthe 2%2so-=Ecalled "MEfandom QUG A
EZ2] industry” 0jwhere M Zfans OfOftare H|YUbeing 2 Q& 2{E] Ereinterpreted Wnot %
AEjust OffZas Q4 Z|0fjAEenthusiastic AME|O|E| Zspectators, Hlbut OfZas CHE|E
active IIOFE| M T E Aparticipants Swho A ZO0|enjoy Y Eand ZA=consume H|O{Z2|0{A
various ZZforms O Eof AMEH|QIH Eentertainment. L AThis E&llEtrend O|Xis #O|d
gaining 2L momentum ¢ Eand AANZ{Z|O|Haccelerating. (AEHE Fsh &S5t A
A7t oYt A58 &7|11 4H|StE =AM ME ZfsHAMst=, O|2H "HME 4AY'O| 74
E0oy7t1 9= Z=AMCH. MZFandom, Ola Eterm Zborn Z&from IIE2{popular Z 3
culture, H|Olmay AHstill Hlbe AHAUEHunfamiliar Eto H4Ymany L ™people. (HH
(Fandom). H{E=Z2t0lM E4E O] 4ZRO0&= Or3 E2 AEEoA F40). HThe A
suffix '&E-dom' Qlin 0ja YA L|0{g|dictionary MlAsense ZHH|O|Zconveys Ola Z=IEH
collective 7H#Econcept 20jor Cithe | ZHE{2|AE Acharacteristics A Eand HIFHAZX
tendencies O] Eof Ola IjE|ZA2Z{particular &~SA0|0|E|society, 2T often Awith 0Ja MH
somewhat L2t EO0|2|derogatory ZILHE|O|Mconnotation. ('~dom'Q AtMA 9o|O0j= ZsH
Y g EE S A S4O0|L 7|UE Cha FETHO2 LEHY = HO|Ao|th). O|ZIf 9
we Ywere EFto QE S interpret "Efandom,” Slit FEcould H|be HAFEO|EHE
described OfZas 0f|0|a 'ZEIE|Hcollective J1&group 0 Eof MM Zfans Swho AL &
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passionately TZ2follow 9 Eand AMZEO|Esupport Ola I{E|ZA2|particular £EfOfstar 2
Olor 9lE{E|entity,) AZI{Alencompassing 'AUAZEA|Hexclusive Y Eand OARHIE|E
distinctive EIEA| Ztendencies' O] AL A|0f|0|E| Eassociated ¥with OFO|= 20| & idolizing
% Eand OFO|Zidol MEifandom. (MEO| 20| oi4S TITHR, 'AELE 2Fste WSS 27
"W AE AEE = HMAEOIL =53 §4'E 7). #'AWhat's YZO{H Eimportant
O|Zis Hthat &M E& recently O Athis Elterm O|Xis #AO|dgaining 0 Zas H{ZX|much I}
B2l 2{E|popularity OfZas "AEfOtHstardom.” (F83F A2 2|2 O] HO| AEEHTHEO|L
NE ZA7tL AT A0|H). A'Alt's Wnot 20| surprising Fto OfOtfargue Hthat
OO{there FHcan H|be L-®no AEtOtEHstardom YCH2Ewithout T Zfans. (HG0| AE} EF
ol g + gitesE =8= IRIGH ol A ¢ OH7ICf). HThe ME™simple O|HH
equation O{Eof "AEOfstar O|& Xequals H{Ymoney" =2no &7longer 3&Zholds E
Ftrue. (LE=z0|F Hzeh S42 Ol SorE H=H). AUHLHBEUnderstanding Hthe
oz Z Aattributes O{Eof M Zfans FlHcan QL Eindeed M|2make Cthe O] A equation
" =fans O|Eequal Y money" It Hpossible. (M2 £/4E A2 O|sstH "H=="0|
o A X AO0t= d=E0| 7tsst?| =0 H).

#0ne O{Eof Hthe Z&tHWE Eprominent f=new H| X4 Al Zbusinesses SE2}0|2utilizing
HEHfandom O|Xis Mfan Z2{Eclub OjLHA|H Emanagement. (HES O|&35F LHHEZQI Al
ZAE S WEZH HE|Ho|}). AMAMEF0|ZXESpecialized AL L Zcompanies Hthat OfL Z|
manage Mfan =22 Zclubs Qton H|sl|Zbehalf O{Hof AE[OtZstars OfOftare O|HZ
emerging 2L &2 rapidly, A|0|'dgaining L}'H3|2{Elpopularity 0{Hamong 2% *both §
the £EfOtZstars A EZand HO{their M Zfans. (LAEFS2] MEFS HA eS| == HE
A0l £& Y, 2HOAE WAL SAO 2A7|F €L U). A EZCurrently, E|O]
there OfOtare Y=A M E2|approximately El10 Hfan =2{Eclub OfLHX|H Emanagement
ZAm L Zcompanies ?lin Ethe CMAEdomestic OtOtZimarket. (A 2L HEZH 2N
A= 2 100 70| O|EL}). §The H|ZL{Abusiness HE|H|E| Zactivities OfOfare AL &2
generally AH&fZEsummarized Qlin Hone Eform. (AfY WE2 7 st 71X FEHIEZ &
OFEIC}), O|O|They Z2{HIO|Eprovide H|0{2{0] Avarious H|L{T Abenefits Eto Hthe HH
Zmembers &Ewho Z%ljoin Ethe Mfan Z2{E Zclubs. (HZ0| 7IUst /¥ ES UM
2 Ofst EXME AHEO= Z0o|h}). QIn GHthe #H|O|Acase OlHof Mfan Z2{E Zclubs
I O0ifor I popular A 0{Zsingers, A7 E Adiscounts Qton U Zalbums ¢ Eand
7t Econcert E]Z1 Atickets OfOtare 71A|C Econsidered H|O|Albasic H|L{ ™ Abenefits.
(717t MEE FRefH Se 9= U2 7[20|H). In Ofdaddition, H[O|
they &4 %2also Si=handle EjA T Atasks A{ZX|such OfjZXas AMEsending +Z2|EZ
newsletters A E=and O1g|Q % arranging &|Z&{regular 7HE ™ Zgatherings ZEO{for Ethe
HEH Zmembers. (O[O 2AZXE &l =1L F7[EUES Mot €= o). 2
While C|O{there OfOftare 4some Z2|0|M Zplaces Hthat L£do Wnot 2[O}X|charge HHIH
#Hmembership I Zfees Z&=from MM Zfans, Cthe {X2|{E]majority O] Eof HEthem X}O}
X|charge 9an Of&Yannual Lfee &A% ranging Z=Hfrom HIMRXZE=10,000 Eto MO
MLHE30,000 Ewon. (MEZ8HE 32|H|Z Of0| Bz Qf&= 22O| AT, HEE= AZF 1-3
QrEM HF =0,

OfLH4R|™H EManagement ZI{L Zcompanies E2Z|fully 2|4 O|Edelegate C{the 2ZSIA
rights OlEof Mg EHe|E|Zcelebrities, MZX|such OfZas G|O{their O|MX|image EfSlA
rights, 7oL 2}0| Ecopyright, Y1 =and O A &digital QZEO{HO|Minformation Z}S! Arights,
Qlin 20{C{order Fto A|U2|¥generate =|H rrevenue. (HHFA =2 AHOQAUZ2 2YH,
AZAH, OAE JEH 59 A8HE dAHC=E AUALOF fAAYE S HOUL). dEHHEY
Ultimately, S!'Ait's O{a OjE{matter O] Eof || 2|0|& generating 2||H Hrevenue Qlin Z&
I O{Mproportion Eto Ethe ItE2|2{E|lpopularity O] Eof Ethe 7tEZHE|{ Econtracted AE}
Ofstar. (A2 Ao%F2 WS AEfe QI7|of Bl23fM 428 g2|& Aot

OThe QCEAEZ|industry Hthat O|Xis &|@Hheralding 9a Sboom X Zthrough Mfan
O 4 X Emanagement 21 =and Ola A|LZ|AEsynergistic O] Eeffect O| Ris Ethe A
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E{character QIC{AE&]industry. (T OHYA AtFY & 2ES €27 |H 52 o|Lst
L 20| FHHE AFAO|C}H. CThe ALs0-=Ecalled "AE(Otstar HZE{character H|ZXLHA
business” dliZhas H|7lbegun £to O|HZ|emerge, {4 &connecting Cithe F{HEIZX
characters O{Eof I}JEZ{popular AZ|EZE|Zcelebrities 20{or AXO0|E Agports AE}O}f
stars2 ¥with 0| Zmerchandise. (217 EOofOo|L} AR = AEO| FHEEE 4HE0]
HAAZ|= O|EHF "AEF FHEHE AtYA 7t MEO|7| A|Zf3HLY). AEHOF Z2{EStarClub, ¥ Z|
which O 2|0l Edeclared Elthe Zfull-2# Yscale £X|launch 0{Eof Ethe AE}{Otstar #|
2 E{character H|ZLl{Abusiness, of{Zhas 2{2MEopened Cithe I{AEfirst G HAHE
domestic AElOfstar |2 E{character AEO{store ¢2lin £A&'ZSeoul's oA =
Myeongdong Qlin A0 012]January, 32|0|0|&Hcreating 0ja E 0 AE domestic ¥ Ewind
Qlin Cithe AEfOfstar QI AEZ|industry. (£EF HHE AYES 24 FRIIF|2 Mgt AEf
22 A 18 M2 B30 W 222 AEPHEE O1YE B9 AEF LHo 4 HIE S
JEE T R)

ZHFrom Oa 007 market I{ AW E] Hperspective, Hthe Of2Soutlook EO{for Ethe M
fan QI AEZ|industry O|Xis H2{0|Ebright. (A|ZMJ0|& ZHO|AM MRICHH A4S A
gte dto zo|Ct), 5t0|HHowever, O|Othere OfOtare &4 RLalso EO|AM Rvoices O] Hof
Je|EJA|™criticism 2{7}0tdregarding H Athis OfE{matter. (SFX|EF O|0| C{SHM = H|LQ
242k HUELD), QIn I{E|Z2{particular, C|O{there OfOtare I Z|E|A|H Zcriticisms B
that 2XM|A| Eexcessive O] immersion Qlin A2 EZ|E| Zcelebrities 91 Eand Hthe <l
712 A|H Eencouragement Ol Eof <AAM|A|Eexcessive FHMHIMconsumption ZHcan siE
have Gl2{HIEdetrimental O|m E Aeffects, O|AI|AE|especially Qton EYO|Z =
teenagers. (55| ZAHESOA AHQUY Ciet AR Ui HaH|F 2otz Hoiz 2
8% 4 Atk AH o[y,

OjZAs 9Han O|HE|Heffective O|1MTexample O{Eof ¥ZtO|Yapplying O Athis, H|O
there O|Xis [Cthe 0OFOtZ{market Z|A{X|research Z1A&consulting QU5 AE&Z|industry.
OlF aHHoz Hgst 7|9 AtHZM Al AP AHTE GAZF UH). HThe HZEE
majority O] Eof O Athis QG AEZ|industry OFL 3| Aoperates Qton Ola ZE2tA Eproject
H|O| M Abasis, Y Olwhere G|O{there O|Xis AMI1Y L7 Esignificant {2E Hcustomer ¢!
E{# Minteraction 2lin Clthe O|YAinitial AH|O|X|Zstages, A Eand & Aonce Fthe =2t
Al Eproject 0|Zis ZAE2|/EEcompleted, Slit ZZZcomes Fto an % Eend. (O] €9
EE0| Z2ME H 2 ML =7(0= AHuo] ¥Z0| U1l HAEF 2ot HEH &
BHEL BuH §O{There OfOtare Z2|#H Efrequent E&2phone =Xcalls Y Eand 0O|H
Zmeetings Fwith Z20|AH E Aclients, A E=and EO{for O|Z|each ZE&}X Eproject, 220
E Areports Qton Cjthe A{H Aservice ZZM|Aprocess OfOtare M Esent Eto =all 22+
O|AH E Aclients 2ton Ola 2| ZAZ{regular H|O|AM Abasis. (LZH1t2| Hat-FatLt 3]27) £AIZ
O|RO0{A|1 Of YROILt 2= IZMO|A 7|7HE MH| A 2pYof| Ofgt EOME EUHOY).

B2 AEMost 20| E Aclients OfOtare st highly A{E| ALO| Esatisfied ¥when L|O|
they 2{A|Ereceive [ Zthese 2|E O E Areports A Eand Y24 0f|Slappreciate Ethe 7iH|
4 Aconvenience O]Eof Cthe M Edocument XEO]Mformat. (EES LHEZ2 0| B
IME A EH JE5| DFEStL A FAIO| Of HESIH= AMHES LA HH). &
This O|ZRis H|7}Zbecause AU2}t2Aunlike E2phone ZZXcalls, G|O|they 7Hcan 2] Eread
Cithe 2| X0 E Areports YlU|Hwhenever L|O|they 2 Ewant. (Mate} 22| S wjorct &
o8 4 Q7| UjEO|C}). O|ZIf HO|they SiEhave O|Yany H A Zquestions, HAEHZ
customers lfican M|2make Ola ZE-2phone =call %Hat §Ojtheir 71H|E Aconvenience.
AHEANnd O|ZEif G|O|they 3dl{Ehave =%2no QAT 0|Xinquiries 20]or O|#Xissues, 0|
they AMEZsimply YEneed Eto ¢ Slwait ZEO{for Cthe YWAEnext Z/XE0|Ereport
(TrY FZ3h A0 U™ uH2 T=0| HYZH A7t MatE 3 + U THY ZZ2 A0|
ALY B FAZE gl g EAME 7|0 7|8F 5IH HL). HThe 7tAEcost O{Eof H
the IO{2|OtEHperiodic Z/XEO0|EAreports O|Xis ZZ|free OlEHof ZO}X|charge.
(7|78 H1UAM HE2 E=0|0). B EZUltimately, A Z|such Ola MH Aservice FHcan
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M Eserve O Zas Ola Al AH|QIEsustained AN EJE| Ecompetitive Of EHHE|X|advantage H}
Olby Si&Hattracting Fnew HAE M Zcustomers *Zthrough Y Eword-0]Eof-0F2X4
mouth 2I{& Zreferrals T from O|1X|AHexisting 7{AEH Zcustomers A Eand
D228 promoting 7 AE Hcustomer Z|EIMretention. (2= O|2{sF AH|AE 7|E1MOo=2
BEQ 1HE St A Ao |2 1749 20|82 EE5t= AEHH FHL A/t E &+ U
Ch).

20{ASource: 2|Lee &Yoo~ #|O|jae AlH AService OfOt7EMarketing (RF&: O| S AH|
2 OrAE)

10.6.1.5 At{AService B|HLevel Z2{H|ZProvision (AMH|A A& 4£F)

A H{ AService Z|¥level Z2{H|Hprovision 0| Xis 4 Ralso Man YEOE Eimportant T
E{factor ¢Qlin EZ{dplanning ZEO{for I{EIMpotential LU Z|niche OO} Amarkets.
(ME| & MG+ £ H2H MEAYE AEst=0H $823%F 240[|H). H0{There OfOtare
Ao Zcompanies Qlin H|0{ 2|0 Avarious AlH Aservice ME{Zsectors Hithat 2Ijoffer
O 2 Edifferent 2|2 Zlevels O{Eof AMH Aservice ZZ{H|Xprovision, Y Eand 7HAEH
Zcustomers 122 gradually H|Zbecome OYOjaware OjEof YZX|which ZHAIY
company Z2{HIO| Zprovides AlH|{AlZservices Hat YZX|which Z|¥level OjZas EfQUtime
M Zpasses. (MH[A EEFOFL MH| A £F0| OHE 7|YE0| ZAstH L= A|7to] Faf
o mEf oL 7|¥ol oL £FQ| MHIAF AHZot=A| IefstA %“ZH. HLEHHZ
Customers Zwho A0 desire 71E|50{£2 continuously I{Z Eperformed :'01core AMH|
M Zservices 20 or ME2{HEIO 2] supplementary AH A Zservices Ewill 2Zchoose E
to §Xuse ZM LY Zcompanies Hthat Z2{HO|Eprovide A X|such *1H'|k1zserV|ces (A
£HOR AYEL WYY MH[A, EE HEX MHAZ WSHE DHSS 023t MH|AS
&5t YAHE o8 Z10|11) Q0On Hthe OjCother i Ehand, H{AE M Zcustomers &
who Z2}0|20|2|Ef0| Zprioritize E%low Z2t0|AM Zprices Ewill Z2{Iprefer ZALLY X
companies Hthat 2O offer O{ZL O Haffordable A H Al Zservices. (&£ A 710]| &4lo| &t
2 UME2 HItel MHIAE A FSt= YAHE °ol8F AOIL). Aln O{Hother ¥ Zwords,
MHB Aservice IZ2{HIO|E Zproviders UEneed Eto O|AEfjEZ|4{establish Oja A2EE
strong Z2|HApresence Qin Ethe 0l Zminds O] Eof 7 AEH Zcustomers Qlin X
terms Ol EHof AH| Aservice 2| Zlevels, £2%so Hithat H|O|they OfOfare Ynot 1117rE1
forgotten. (5 MH|A A ZAz= MH|LA £FHO|M LMo OFFLH0AM LFHR|R| A= At
ofZ dgst7| sHof FH).

MMSome AH Aservice ZAI{Y Zcompanies A2}0| Ethrive HO|by YWnot 2O ™Hoffering &
full-A{H{ Aservice 24 Zoptions. (OfH MB|A 7|P2 ZEMH|A(full service)E A ZoFA| &
= HE0| 4zsthh). AThis O|Xis H|7FZbecause O|O|they Z2{H}O|Eprovide A{H{A{=
services %at Oja Elower AlH Aservice 2|Hlevel Qlin LA QZ|exchange EO{for 2
Al®receiving 2 lower MH Aservice IO Zfees. (AMH|A H|88 E X2H= OjAl MHA
+E2 YHM A ZsH7| WEo|t}). HmLYZCompanies 2lin Hthe E|E1| Iretail QIC{AEZ]
industry A{ZX|such OfjZXas €OfOfEWalmart 2 Eand Z2}0|APrice Z2{EClub HEL
follow Ofa A|HZ{similar ¥ 22X|approach. (E OIE, Z2o|& FFEI Z2 FYA7F 1
2{5tC}). A AEJust O Zas O|O{there OfOftare 7{AE{H Zcustomers Swho OfOtare ¥
willing Eto L|O|pay St higher ZXZ{O|A Zprices Hat AEO0|Zstores 2flike ZE0{E
Lord 9E& H|UZTaylor, HMHNeiman OOt AMarcus, ¢4 Eand =0{EAE&Nordstrom,
O|Ojthere OfOtare &4 %Lalso HHAE|H Zcustomers Swho XIZ2|{Ljprefer Eto OlH|¥avail
BIM H Xthemselves O]Eof ZRlow-7tAEcost AH A Zservices, O|Hleven O|Zif Hthe
MH Aservice 2|8level O|Ris EQlower. (ZEE 9 H &, 4OF OAHA, TEAEEN ZH2
SHOIM LotEfE OFFS| R|Est= AM0| QUXFO| ME|A £F0| HEZtE A7te| MH|AF
O|&st7|E ®ot= LSO 7| WFolLt). St f#+Eshould HWHnot Hlbe Of&Eassumed
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tthat Sall YX|niche OIOtZd Amarkets 0@l Edemand Clthe 5}0|0{ AEhighest Zj|level
Ol Hof AMH Aservice Fdue Eto B Zterms A{X|such OfZas A{H Aservice Z2{E|quality
HEand AMH Aexcellence, 2% or HHAEHcustomer 20{2|AIE|O|Horientation. (A{H|A
BUD 944, T AW 2 8O HEO| BE HEAYO| HD £29 NHAS A3t
J HOIME Q=EID}). QIn oM Aessence, OOt E|{Zmarketers Eneed £to HEH
determine Cithe EfQAtypes Y Eand 8 Rlevels O EHof AMH Aservice Sithat O|X|each
HZ[niche Ot0tZimarket 2/ AME ~expects. (5 OBl = 2 MEA|ZO| 7|Ciot= AH[29
S £~ZF2 ZAZXGHOF 5HCt). OO ZE0{Therefore, Slit O|Ris AU X O{E Eimportant EO{for
H| ZL{ Al Zbusinesses £to O|AEf&EZ|4|establish Oja I{X|Mdpositioning Hthat 012t =
aligns Hwith CGthe A H Aservice Z|Hlevel G|O|they FHcan 22| AE|Z2|realistically &
2 HO| Eprovide. (ZL2HA 7|¥O| AHIZL & U= A2 x|t MHE[L £FL2 A0
AEst7| & offioF & AolH).

10.6.2 EfOtZiTarget OtOlZimarket A2 Mselection (SR A% M%)

LX|Niche OFOt7d Amarkets 7Hcan H|be O|HiZ0|0|E|{ Eevaluated H|O|AEbased Qton T
E{Zfactors A ZX|such OfZXas Al0|Zsize, I1Z2*growth gO|Erate, ZL4EEE
competitive Of =HHE|ZX|advantage, Y1 Eand ZIHE{®2{E|compatibility ¥with Ethe ALY
company. (& AlYZ2 A22 QY& 44 9, AAe Ad &2 186 J72ty +
QICt). OfZE{After O|H820{0|Hevaluating O|X|each UZX|niche OtO}ZImarket, Cj|O{there
OfOtare M 2|three ItA{Hpossible AEZ{E{X|Zstrategies XEO|for AElBselecting Oja Ef
OfZitarget OFOtZimarket. (ZF M& AlHE B7IF & FH A|¥(target market)S MEIS Of
M|7tA| 20| 7t55t0}). O ZXThese AEZHE|X| Zstrategies Q=2 EEinclude Ola 7HM EZ|
O|Mconcentration 2EZ{E|X|strategy, Y Z|which EZ27{A|Zfocuses <Qton Ola A Zdsingle
LZ|niche OfOfZimarket; Oja CjI{ &l 00| Mdifferentiation A EZ2{E|X|strategy, & X|which
QlHFH Xinvolves MElBselecting HE{E multiple UYZX|niche O}0tZd Amarkets A Eand ¢
Ze{HiE implementing OO B marketing A E2{E|{X| Zstrategies XEO{for O|ZX|each: ¥ E
and %an O Iz 00| E| Eundifferentiated A E2{E{X|strategy, ¥ X|which C|A2|7t0F=
disregards O Z21A| Zdifferences H|E 3 between YZX|niche OfOZd Amarkets ¢4 =and E
8l Atreats Cjthe QIE}O{entire OfOfZimarket OfRas Rlone. (£ TU M EA|ZAS MEHGH=
U W=, 25 MEAY 2 HE>GH 24 MEZAYER OHAY 28 +3ste afEer =
MEAYE 2O0|F FAISL HAAYES otHZE E= H|ZIEaE dEO[L).

0| % & Measuring Clthe AfO|Zsize O{Eof C{the EfOfZitarget OfO}7imarket O|Xis H|O|A
Ebased Qton A|HHZEseveral IE{Zfactors: Eithe B|H5revenue A#H YUscale YAl within
Othe AM|Z1HE|Esegmented OOtZd market, Eithe Z | E{ E| Ecompetitive I{X|Mposition 7
LO{Ecompared Eto ZANE{E|Zcompetitors O}L{2|0|Hoperating M within Ethe A
same A|lH Esegment, Gthe 7IA2Ecost Q2 E Einvolved Qlin 2/&lreaching Cthe A1
HE| Esegmented OOtZImarket, 91 =and Cthe O{2tQI™H Ealignment H|ERbetween G
the LY Zneeds O] Eof Ethe A|I1HE|Esegmented OtOtZdmarket ¢ =and CEithe OfOFFHE]
Zmarketer's O] EHME|E Zobjectives. (FEA|YS A2& Sot= A2 MEAEHS 0=
2, Y3t MEAY WM MHE|AF AHZotl s FUASY HlWsHUES 0o FHA
A9, M2 A =Fst= O == HE, 181 MEAYY Y22t OAHEHS S22 ¥Z|
L0 HIES =0). XThese E{A|Mdecision THE] Zfactors =2||O|play Ola 2 FMcrucial
EZrole Qin Ml selecting 2% or <YUZ|HLYO|Heliminating Ethe EfOfZitarget O}O}Zd
market. (O|2{3F AAY QQIE2 FHEA|YLCZ MPEAY B2HE = O $23 IS o
Cf).

S22 A EMost OOt E{Zmarketers 0| Aface H|0{2|0] Avarious & X| Zchallenges H[O|
by 22| believing O|O|they ZHcan ZAEZ&control ZAE= A E|complexity H|QF=Ebeyond G|
Oltheir A|O|I{ti2{E| Zcapabilities A =and H[O|by Z2tHAlpromising 20 more Hthan L
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Olthey 7Hcan FE|H{deliver. (H{EE OHAEIE2 152 &3 Oz EHdE 84 =
UCKD MZSET HBY 4 Y 53 0|4 U A& 2N 0f2{713] o[ B0| RIS
=}, HThe 2ELAEmost M ATEsuccessful AlH Aservice OFOF7E|{Zmarketers OO}
are =2 =Zthose &who IZZ}0|20]2{EtO| Zprioritize A Eand FHA|AEIE2Z|consistently &
work Qton O|dleven ®2Z{E|S2|relatively 2A=small OfOfZdimarket A}O|Z Zsizes.
(PHE 3% ME|A OB &= A0t Qe = A FE2te SHE F0 BES| L7t AR
=0|0}). AEAnd CGjthe CA|Hdecision 2{7[0tdregarding C{the EfO}Zitarget O}O}Z
market FHcan 24ALalso |2 X|change 22Hover Eftime OfRas Eltime IHAMZ
passes. (2|1 AMSAIZO| That ZH oA A7 ZLpBto| mfEhy w1 4 UCH. |7t
Because Qlin 20|Corder Eto OF2I{ZEoutperform ZHE E| Zcompetitors Qlin a +
new EfOfZitarget OfOfZdmarket, 12fjFHgradual O|LH|O|Minnovation L Zneeds Eto
Hl2ltake Z&|0|£place. (M2 FEAZOM FHAE s7tot7| |ciM= HUAQ 40|
O| RO{A{OF 57| WiEZO|CY).

o

10.6.3 I{ZX|MJPositioning (A}2|O0fZ AHAHS}I7|)

AWhen ZEO|EZ|O|&Hformulating Oa I{Z|A dpositioning 2EZ|E{ X|strategy, Eone O &
of Cjthe ZMEAZX|Zchallenges 2TMoften QU7I2E|Eencountered O|Xis Cjthe HEIEELE
multitude O Eof #HZE{2]AE Acharacteristics O A2 XA|0|0|E{ Eassociated ¥with CEthe
MH £service. (At O1H As5H7| M2 +Tsts 4% A= AAEE= 20| HIZ MH| A
7t e o8 ERE0|T). A ASince Ywe siEhave 2E|Halready O A7 AEdiscussed
O Athis ¥&|0jearlier, El'Alet's L} 2now O|1ABlexamine A|H ZEseveral ZHA|E 0| =
considerations ¥ =and 7|key EQIE Apoints E2||0|E| Erelated Eto Qlit. (0|0 CHSHAM =
oM AHE}COZ 7|0 M = 12 HEHEH oF FAARIEES &HQUSH |2 5HA)).

A EFirst, AAZ2|Mlexplicit I XA dpositioning Sdthat Z2{H}O|Zprovides AI{A|M
specific EFZclues O|Xis 2|3t Erequired. HAThis Q& E Xinvolves Z2|€ & clearly
AFE||O|&Hstating Cithe EiA{Htangible FZcues Hthat {HL#|0| Ecommunicate Ethe O
At Edesired I X|Mposition 0 Eof Ethe Z2tH Eproduct 20 or E&iEprand Qlin §
the OfOfZimarket. (M, AA|HQ HMES FAH2Z AAStE FAA A2 ofd 51|
(explicit positioning)0| 2 1F ). EO{For O|1M™example, AMH Aservice 20{7HLH{A|0|M
organizations® A{ZX|such OjZas B3 Apanks 20 or S L& Zhotels 2MHoften HO|A
face Al1YI|#H Esignificant U2 X| Zchallenges Qlin 5L #O|&dcommunicating L0
their MB Aservice 7l E Aconcepts, O|Hleven O|Zif Lj|O|they 3 Ehave Oa Z&|0Ofclear
A AB S understanding O] Eof Hthem. (& 0|, 23Y0|Lt ™ F2 MH|A RZE2
=9 ME|A HMEE off2] HaistA UAHT HFYAOE UHM 2 oIS
ZAA =L}, HAEH ZCustomers @@ often IFRIEfind Qlit O Edifficult Eto 5l Ehave
Ola Z2|0clear L{4lMperception O{Eof AMH Aservice Z2{E|quality ZAH 0] Ecompared
Eto EHX{Htangible Z2}H E Aproducts, H[O|Z making Slit 22 ZIchallenging EO{for A
H Lservice 20{7{H4A|0|d Zorganizations. (LME2 MH[A2] FAO| sk BN A&
off H3l HEEH QMG 17|t AljH R ZaEHStH), Of ZAs Ola 2|E Eresult, BlYmany A
H Aservice 20174 %|0| M Zorganizations &ZtQlalign ¢ =and QIE{18|0| Eintegrate H]|
ZHvisible AW{HE Aelements HSHthat FHcan AIEHEFO|Zsymbolize L|Ojtheir AHMZ
services Eto Z2|X Epresent Hthem Fto 7 AEH Zcustomers. (0]0f 2t 2] MH|A
RASZ A€ Y8 & AUs 7MAQ AES ZA| A0 AAISH AHS0|A A AISHC).
O AThis ZZ M| Aprocess O] Hof O]AlO|dassigning EH A B tangible A8 Zsymbols Eto 2!
Eiz{Hintangible MH A Zservices Eto QAHinstill 7Bl Aconfidence Qlin HAEMHZ
customers 2|70t regarding C|O{their I{X| MY positioning 0| Ris =2known OfZas <
2 Z8Hexplicit I{A|MFpositioning. (O|FAH BEFdES 7t MH| 20| Cisf UMl 43S
HO51 AHAF9 2202 DHEO|A LA = A0 FAIA X2jojd ddst7|0|
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C}). QlIn OojfMaddition, SGlit 0| Ris Y EO|EI Eimportant Eto 71A|Econsider 7FEgZ|0lg]
contrary I ZX|A{Hdpositioning, 9 Z|which U I{AO|RX| Zemphasizes Cithe L4 00| A
differentiation H| E¥between ZL8competing Z2tE E Aproducts. (0|2t ZZsH HAA |
S A8 S dZRot= HE2A A2 ofd H785H [(contrary positioning)& 12{5H{OF SHC}).

I 2 O]Furthermore, Qlin 20|Eorder Eto 32/ 0||S!create O|L{H|O|Minnovation Qlin O
a oW Udynamic QHIO|HMH Eenvironment, 0ja Z2|0||0|E| Ecreative ¥ ZSZX|approach
O|Ris & I}YUErequired, A Eand 9lit O|Ris YA MO necessary Eto L& develop &
EgE{X| Zstrategies £to Z2|HIEprevent ZNE{E| Zcompetitors Z&from O|&Z|easily
O|HE{|0|Himitating Cfthe O|L{H|O|Minnovation. (12|11, FE{XQI =Z0| O3l A4S oF
=01 E & 7| HollM= R 20| AFEH iy HA0| FHAE0 s gA ZHIE
Al Zoted HMEZ M= A0l ERstH). Zojz=HMoreover, Slit O[Zis LA AM0{g]
necessary £to Cj#!Z develop 9Han QIE{1Z|O0|E Eintegrated I{A|AMdpositioning 2E

E{X|strategy Hithat O{2tQl Zaligns ¥with Hthe 2{2H Soverall AE|H|E| Zactivities O] E
of Clthe ZALoLcompany, ¢1Eand Cthe 7tA]Aconscious I{Z|A{dpositioning #Eshould
Hlbe ¥Z2HE Eimplemented Eto QA+40ensure ZHA|AE A|consistency Y Eand 25|
Elclarity 2 2Hover Eftime. (&£, M| 7|¥ s X3tF O|FF 4 2oy A
dst7|(integrated positioning) M2 MYOF StH ofid O] A|7H0)| HA LT FE
S| O|EAR =& 2A]H A2 0fZ d7d5t7|(conscious positioning)2 A3l 0| &7{0F 2tLY).

A AEHEH Understanding 744 consumer H}O|Ybuying H|5||0| 20 behavior 0| Xis A&
crucial Qlin Cj#2{™developing I A|A{dpositioning AE2|E|X| Zstrategies. (&H|ZFS] L
O =0 sk Ofsi= At=|OfZ dot7| M 7iEo| O S2stH). EO0{For O[T
example, Qlin Cthe Y= EZtH Aelectronics QUE AEZ|industry, Ethe T Ocore M Z
features O]Hof O|X|leach  Z2}HEproduct, A{X|such OfzZas HIMHLEZ
functionalities, 0|Olmay wnot H|O{2]vary A|1Y D7 E2]significantly. sF20HHowever,
Ao Zcompanies I &l 0f|Sldifferentiate EAIE Zthemselves *Zthrough O{CM'd
additional °f2{& Aattributes, AMX|such OfjZRas Z2{Zcolors, OA}% ZXdesigns, YTE]
warranty AH A Zservices, Of ZEjafter-A| Zsales A{ZE 0| Esupport, @ Eand ZO{more.
(& =9, dAFAY B2 2 AE 7|24 S84, & 7|sE2 2 20§ EO|A| &
o ok B0l £ E O|E S0, Mol FE| 22 23 MH| AL A/S S22 AEEE
st UC}H). O RZThese O II40fO|Hdifferentiating ©SH2|{ & Aattributes HSithat S EH
determine E{the I{% Apurchase O A|Xdecision O] Eof 7140 Zconsumers OfOtare Z{Ij
Ereferred Eto O Zas O AIO|A| Edecisive 2| & Aattributes, 91 Eand G| their ¥ X0{H
Aimportance O|Xis A& 1YL Esignificant. (0|2F Z2 zfE3FQ| Q910 &= &M88 A4
A £/80[2fL Sk AH|RS AOIAFHO QAN 1 FRES 01 L), HO{There fHE
‘shouldn’'t Hlbe MX|much O I{ZE|difficulty Qlin ¥2t0|Yapplying Eithe 7! Econcept
O] Hof LJAIO|A| Edecisive OHE|&F Aattributes Eto Gthe MH Aservice QIG5 AEZ|industry,
Q1 Z=Hincluding Hthe Y EZ}d Aelectronics AMlE{sector. (HAIYUAIS ZARXE AH|A AL
Yo Hgst= O & Fe= 2 Aozt MZ4EY). H[FFZBecause OfiZas ZT{E[M
competition QIHIA|IIO| Zintensifies, O|X|each ZA@{ L4 'Zcompany's € 2%Z|approach Eto
H|O|Albasic AH Aservice SH2|{&H Aattributes O|Ris 2t Z]likely Eto H|Zdbecome 2O
more Al similar. (2LoH, 7[ZXQ ME|A &40 Ofet 2 7|¥e 2= 840l 712
o et H2 {ASHA 2 Aol1) MO0 EO{Therefore, 7|O{Ecareful ZA|E|O|d
consideration OjEHof O AEBIE|EHdistinctive ©SH2{&F Aattributes Hwill Hlbe ZIfUE
required Eto C I 0|Sldifferentiate EAMEH Zthemselves 2Qlin C{the OO} market
(Olof et XEA £40| ok Mgt 187 2% 7| OfFZO0|H). HThe 2|Xreason 2}0|
why Z{IL{ L X Japanese 2 ELM|0|7 Zautomakers Ywere 0f|0|Hable Eto MA|Esucceed
Qlin Othe ¥dearly AH|O|R|Zstages O Eof §Ojtheir A EZ|entry QEinto Hthe A
US OFOtZImarket, CjAIO| Edespite I|O|Afacing El'E2}X|Ztechnological HA EBHE|R| =
disadvantages, 2F=Zwas 0|O{their O{&2{Elability Eto AT EZ|swiftly 2| AT Erespond
Eto O|Hlevolving HAE{Hcustomer Y Zneeds ¢ E=and Z2{H{O|Eprovide ELHAE
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robust 1 Eand ZE}0|0{Hreliable O ZEjafter-A|YU Zsales MH Aservice. (Y
Ol= & 2709 7|24 Mo ol 3 4+ QUUTE O|F= HZ FHSH= 19
Y20 Al&sk OfSot ZEotil =det OHEZE MH|AF |Gt 7] OFO[Cf). 2T Y=
Japanese 2FE 2R Xgutomobiles OfOtare AHEstill 20|&2|widely g|7{1L0|RE
recognized Qlin Ethe OfQlZminds O Eof Ol0|2|71American 7140 Zconsumers OfjXas
sl having Clthe H|AEbest Of ZEjafter-A| Zsales AH Aservice. (Y2 ASx= AZE
7t O ZE MH|A7F 2 EE= 22 O|= AFRES H 2o AR U,

G 2 O{Furthermore, Ola ZAIY'Zcompany's I Z|A dpositioning 2 E2{E{X|strategy #
Eshould H|be MIME]|Hsensitive Eto %|21% Zchanges 2lin Cithe < AE{'dexternal 2IHf
O|2 M Eenvironment Qin & X|which Ethe ZAI{Lcompany OLz|¥ Aoperates. (&, 7|
Yo Aojd dEst| M2 7|Yo| &3t AR PO Hao| TASHOF L), HThe A&
E{'Zexternal QHIO|HMH Eenvironment Hthat Ma ZAI{L{company H|O| M Zfaces AUZI M
Zencompasses I E2Lmacro-QIHO|HHEenvironmental ME{Zfactors, QUEEY
including EZ|E{Zpolitical, 9|7{ L2 economic, &2 social, Y E=and ZX{Zcultural O£
I E A gspects, O Zas Hwell O Zas El'd2tx|Atechnological Q1A Zchanges. (7|¥0| 2!
Hole 28 #HFG2 HAHQ &#F2=z Hz|, 3, Atel, 234 SHES Z23 +0F ofY
2 7|=2 Hatke ZEebotd QlH). 4lASince Hthe OfO|Of|H ZIMF 0f0{&era, H[O{there SH
Zhas Hlbeen Ola =-®E|{ A noticeable 213 2| Aincrease 2Qlin Iz Apurchase H|5|0|E
0] Zbehaviors Hthat Z2}0|HH 2 primarily 27 Afocus Qton ZEHE|ZApractical Of A
E Xaspects. (IMF 0|3 2 ME8H ZHO| HHS & A0 JEHZ7F =0l YA S7tsrA=H)
OAThis 7Hican Hlbe AU2|H{E| Eattributed Eto CEthe #|Q/%lchanging 97142 economic
QIHIO|Z1H Eenvironment. (O|= HIZ FA| &3 tHate| 4401 ZO|G).

rte
>
ofn
_)J'_l

N

<#|0|ACase EIEQIEAIAMBI106.3> QAXHZR "ZIMLZCompanies Hithat FHZ{capture O
the 5}0lhigh A Zschool 25H Estudent OFO}Zimarket C}HL{|O| Edominate Cjthe O}O}Zd
market.” (<A 10.6.3> '6{1MS F= 7|HO| M-S A[HHZHH))

Ollt O]Zis Ola EZHproven OfOFHEH marketing Srule Qlin %X Japan HHthat oY
female 50lhigh £ Zschool A&H E Astudents E2||0|play ¥a & dleading E&role Qlin
AdZHconsumption. (1Y A 30| £H|E 2|Eot= FHO|T A2 Y20 o|o] SFO|
S OpA " HHzlo|h}), I 2{Popular Z2tE Eproduct 2421 Zlines 2Qlin 4™ Japan &%
during Hthe LUQIEILIQIE|Z1990s, A{Z|such OfZas C}0|7tX|Daaagotch (B ZQvirtual &
pet A|ZZ|O|Msimulation HUgame), EAloose AFAsocks (E2Aloose-IEfitting Lknee-
5t0lhigh Af4Asocks), dEand E&FO0|2Furikura (28 Eprint 22| EZclubs), Ywere &
B AEalmost YR Ewithout Al Mexception E2|Hdriven Eto A M| Asuccess HFO|by
Clthe Q14 Z|0fMenthusiasm O Eof 5t0lhigh AZschool Z Rgirls. (C}OFZX|(OfLAEE At
T AZHO|H At BE2AMA(RENA W s Y ), ZIHEHE ZFH) 39
0 Y2 HAEME HEFSS AHY HRU0] S0 F2 L7 5|EAZD.

EThe IjAMperson Swho LA Efirst 7L &2t0| X Ecapitalized 2ton A Z|such Ola £2E
Estrong E|Y|0|X|teenage Zgirl OfO0FZdmarket A Eand B Eturned Slit QA Einto Ola H|
ZLl{Abusiness O|Xis 2t d|likely L47FR0]2{Nakamura, Cthe ZAI{L'Zcompany's A|O|
RRCEO. (0|2 =L 713 WA 2oksl| HAHAZ AZFSH 22 YRt A A
o|}). QIn L}QIEI0||O|E|0f|S11988, 4|{she O|AE{E2|4| Eestablished Ola ZT{L{company
ZCcalled 2Boom Z2idPlanning ¢ Eand AE[OtE{Estarted Cithe "StO|High A&
School 4Girl 4 E®Network H|ZL{ABusiness." (A4 = A 888 ()& S Eo|2t= 3
AFE 2tE 'O/ HEYI HZYA'E AZSHT). EHThe "5tO|High £&School AGirl HE
2 Network H|ZL{ABusiness" O|Xis O]a H|&L{Abusiness Hthat Z2{HO| Zprovides Z
L Zcompanies ¥¥with EHreal-Ettime QU AS Ainsights 2 Einto ¥what 5t0lhigh A&
school 4 Zgirls 2FEwant, ¢ Eand 2Ij Zoffers AlH{ A Zservices A X|such OfjZas 0O}Of
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Zimarket 2]A{Zz|research, Z2tE Eproduct S2l'dplanning, 9 =and Z2t= Eproduct IOt
OIPR (2|22 Mpromotion) Qton LG|O{their H|aZbehalf. (0 1A0| RoES [st=X|& g
U EfUO=Z 7Y A FStLL, A ZANY HE7IE, HEPR(MY) 52 Y5t AFFEOIH).
2 She O|YAdinitially 20{7{LtO|ZEorganized ¢a 5t0lhigh AZschool Zgirl HEH
network ZLcalled "A74Scat 22{EClub." (Y= &M 'AFHEHO|Z = 62 HEYF
£ A8, 4 She B|A|AE Eregistered 5t0|high A=school Z4Zgirls OfZXas HHZ
members ¢ Eand O|AE{E2|4| Eestablished Oa ZHEL#H O|Mcommunication A|AHE
system M Zthrough E2phone ZXcalls, T2 AEpostal HUmail, O|EjA|etc, Eto H|OIE|
Qlmaintain 2|Z2{regular {547 0|communication. (LS FHOZ SEA|I7 A3El
H 52 &l AR JALETE & + Us 9 HAE Z4F1), #4{She 24Ralso X
QlE{ Eappointed EZQME|EHproactive A Eand ME|EHactive 5t0lhigh A=Eschool AZ
girls Z&-Efrom Cithe HH Zmembers O Zas 2| Clleader 1-&4Agroups. (B 0N A2
Aol #EIAQ ouMEZ 2 AFe=z  AF3MLH). HThe O[YAHinitial HHH
membership AE}OIE| Estarted Y¥with MZFHEZE300 HH Zmembers, Y9Eand L2
now 9lit 8f=2has 1 E22grown Eto OSIML2ZE8 000 HH Xmembers. (XS 3HiHoZ
AlZreh sl 7t A2 8HBFL= ). SAll 0{Eof EBoom E&f'd 'ZPlanning’s H|Z
L Abusiness O|Zis 7AEHE|{ Econducted X Zthrough Cithe "A7HScat 22 EClub" EHE
platform. (& &8 ZEE H2YAE 'AHZH'S 712 O[FZULt). HAWhen Oja ZATHY
company ZHAL2E Arequests OfOFZimarket 2/ A X|research 20jor O}0|C0jidea A7 H
2ldiscovery Z&EHfrom &Boom =Zf'dPlanning, O|O|they MlEsend A{H|O|Zsurveys Eto
Cthe B Zmembers E£to HEABIEunderstand Ethe ZZ|I{& A| Zpreferences O] Eof
Stolhigh &2Fschool ZAZgirls. (7|YL282F A ZAfL OfO|L{O] = 227 EH{2H 3
HE0 H2RE EU o/gel HFS mefett). Oo|ZIf YA AMO{& necessary, #Boom &
ZidPlanning &4%also 20]7{L}40|X| Zorganizes C & Edirect O|& Zmeetings with §
the 2|Cileader l&group. (BRsSIH ZHIF 2= Y™ £3sH/|= tH). b
Allowing Cjthe 5t0lhigh A Zschool Z Zgirls Fto 7| gather A Eand ZE&|freely A
I8 Aexpress HAH Xthemselves 2] Zleads Eto 0ja HE|EEmultitude O] Eof F2|00|
Hcreative 00| 0| Xideas EE22Uflowing Of2out. (HILAMES 2Otz 024 [MEX
StH =27 7|3t ofo|4 o7t £Z3t0}). HThe HIO|EZ Evibrant Q1ZO{ O] Hdinformation
Z2lE|{ Ecollected ZFHfrom O Athis I1&group O Eof 5t0|high A =school 4 Zgirls 0|Z
is Hlthen Z2{H}O|E Eprovided Eto H| XAl Zbusinesses. (O|EA £UEH |UAH o]
Hlst YEE 7(G0 AZetH).
AMScat 22 EClub 84a%Ralso O|1A EAexerts E2|HIE Atremendous IFYpower 2lin
ZefH Eproduct Z2{22dpromotion. (A& HHO= 2ASE2 TS AHS L3l
AWhen Ma ZAT{Lcompany &Y LE Arequests Z2tH Eproduct 2222 Mpromotion &
Olfor Ola rnew ZEZHE product, £278Scat 22 EClub Y22 Rallows SlAijts HIEH =
members Eto E20|try Slit OF2out HAESM Efirsthand. (7|OA AKHZE MA o9& 7t
S0{2H 3HES0 AY ArBSHEA 3Ct). FAOnce H|O|they 2{A|Ereceive IHHE/E
positive I EHHfeedback ZZfrom C{the HH Zmembers, Hthe It power O Eof GO
their Y E=word-0{ Eof-0f2Xmouth H|Zd Zbecomes ZEO{HEHformidable. (3]EHE=ZHFE
HALE WYS WOH 1 MmE2 S0}, O|2Hf ‘a4 HRHAHOA'E Sl YoM
O 2 A7t of /Y Atglof m{RLY). O|ZIf Hthe IZ2fHEAproducts &efQlalign &
with O|Ojtheir Z&|I{& A| Zpreferences, L|O|they Er&HE|Z2Z|voluntarily A X 2| Espread
Clthe QlXZojo|Minformation @ Eand F2|0|Slcreate Ola H{ Zbuzz Qon H|O{their 2
2own. (A9 HFO| = A S02H 242 HHE M AAgHdoz 55 HEL.
Ci'AThat's 2t0|why Eithe ZAI{Y'Zcompany's LY|name, "BBoom E2{dPlanning,” A|1
L I}0| Zsignifies Cithe Z2f'dplanning O{Eof Oa Eboom 20{or Oa AMlIA|O|Msensation.
(12fM 2lAF OB &2 723 E X2 & o).
HIO|By S&2Zt0|Z]utilizing E{the 350lhigh A&school ZX'girls' Y E®network, $Z|
which 2|3} Zrequires 0ja FLEgood = O|M¢relationship Ywith H|O{their HEZ
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mothers Eto H|Zdbecome Oa HHEHmember, 2Boom Z2li'dPlanning 5 Zhas 32|0fO|E]
Ecreated L= 2{Anumerous Slhit Z2tEH E Aproducts. (YORE AfO|7 ZOf0OF 3| AtA
2 22 + %Us o1 HEYIE 8 & Edd2 =% 5|1E 452 UEoUH). d
Some O|MM Zexamples O] Eof L Zthese 3lhit Z2tE EAproducts QAUZEEinclude
'O FEZuru,’ Ola I FEperfume Ywith i Eadded 2| 2-2Zpheromones, 'EZ0|0| X2
Triophone,’ Ola ElZ| X 2telephone AMH Aservice, A =and 'OfFHAqua H A 0|2 0{Bulgaria,’
Ola A|0{2%zero-4=0{2calorie H|H|Z|X|beverage. (HZEZS H73t S 28, Mot M
H~ 'E8jRE', BHEZI Z= 'OtF0t E7f2of" 50| 1 Oo|L}). HThe AYLZFTFAIE
exclusive U|nail Z2|4polish ZEO{for 5t0lhigh A=school ZZgirls &Ecalled 'S2
Nuve," Yz|which 2tZwas Z&HEplanned 2Qlin Z2{H 0| Mcollaboration Hwith Ethe 7}
Z0E Acosmetics ZALUcompany 4 MO|E=2Shiseido, 9 X|EEachieved 2]0(0F7HH
remarkable M| Zsales O]Eof H10 L&EAmillion S Aunits Qin A AEjust Eone 0|9
year. (SFEE BIAL A|MO]Eo| 922 7|H5t O{IA ML BjUFO LH'E 1 EO 13
QER7F B8 W7t FOoHQ AHE2 ZRM). 2All O{Eof [ Zthese Z2tH E Aproducts
2were F2|0|0|E{Ecreated H|O|AEbased Qton Of0|Cj0{Xideas ZE2{HIO|E Eprovided
H}O|by A7iScat 22{ECIlub Eto Gthe ZAL{L Zcompanies. O ZE|After Gjthe Z2fHEA
products Ywere OHZ Edeveloped, LO|they SHwere IZ2Z2LE Epromoted A(Z
through Y Eword-0{ Eof-0t2 2 mouth &L #|0|Mcommunication Y within Cthe 5t
Olhigh £&school Zgirl HEHnetwork. (25 AHZEH OO|HAE 7|0 A&, &=
o= H o/ HEYJIS 1M L=z HHsH HEFS0IH).

FFEBRHE AContracts Ewith ZAI{L4 Zcompanies OfOfare E|ILZ2Z|typically Allset ZEO{for
Ola Hone-0|0lyear {O{2|0] Eperiod. (7|22 A2 13 7 H2I0|H). §Boom &
gidPlanning 2{A|E Zreceives Ola A Efixed 7H0|Mcommission ¢ Eand ZZ{HIO| =X
provides AlH A Zservices AlZ|such OfjZas OOtZimarket &2|A{X|research, ZZHE
product OFL EL{E| Zopportunities, Of EH{EfO|Rladvertising Z2{22Mpromotion, ¢E
and OOFHE® marketing A 8consulting 2 20(2throughout Ethe ZFEZH Econtract L
020 Eperiod. (¥4t 25 B0 AV |7 S AFHEE &4, A& 71, E1 44,
O MY S2 Oils] =0). oj2As Cithe Ipower O{Eof Fthe 3t0lhigh AE
school ZAZX'girls' Y E®network djZhas Hlbeen T EHproven M Zthrough AAAT
successful 2|4 E Aresults, H|O{there sljZhas Hlbeen Ola AfOfZsharp Q32| Aincrease
Qlin 2|H AEArequests Z&from ZI{L| Zcompanies. (XA HELFO HO| AMHO
2 SBEA 7[8EY =7t 5ot UH). EThe HHnumber O{Eof YEZO[0[=
employees 5l Zhas QA2 A Eincreased Eto EO{E 14, A Eand Ywe O{X|E Eachieved
Ola MY Zsales B|H 5revenue O{EHof | ERELZE|150 L& million %lyen EjAElast
O|Olyear. (AFHO| 142z %11, AU 12 5M0rllo] DjEMHE SR O).

"SIO0|High A=school 4 Zgirls OfOtare Ethe 2L AEmost ME|Eactive ZLEgroup 2Qlin
B Zterms O{Eof O|O{their H{HL#0|Mcommunication 0{Hamong FME ZXthemselves."
("2 I=7189 HFYA 0|0 73 et WHAUYL). "HO|They A ZO0|enjoy AT
chatting ¢4 =and O}Oftare OffH|Eavid 7140 Zconsumers O] Eof Of7{ %2l Zmagazines ¢4 E
and E[H|TV, £%|0|ZXalways Z2|0|0|Hcreating Y+new E& Ztrends." (£0%E7| £Ofst2
YAH TVE E4dol EH & M=E® EALEF THEOUR|R)." L47HF0{2{Nakamura, Hthe
A|O| 2 2CEO, UI{AIO|R|Zemphasizes Hthat Tthe A A|Asuccess O Eof Ethe HRXLHA
business C|Hl Zdepends Qton stfhow O|LMEZ|efficiently Ywe 20{7HL40| Zorganize
Cithe HIO|E& Eviprant MA|&Z|E| Zsensibilities O] Eof ] Zthese 5t0lhigh A= school
A Zgirls 2 Einto Ola HEHnetwork. (O|F 1Mo £&5 F= 4dS OfEA a4 Y
EQIz zAst S{LYLLFO| Afio] MUVt Zaf QICtD LztRat Apde sty
E2Boom Z2dPlanning Al Aseeks HH Zmembers Swho OfOfare E7{E|Htalkative,
2|0] Acurious, Y Eand S Ehave Ola Z2{OfX|large A Zcircle 0] Eof ZallZfriends. (&
230 Eot= 2H AH 2 £OLE, 2740 F/otH, 7 B2 14o|n).
BlHaving 0ja Ft=good Z&||0|MHrelationship Ywith H|0{their & Zmothers O|Xis

Mo St miH =u
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2 Ralso Ola ZILMH Erequirement EO|for HHEHmembership. (YOfRb AfO|7F ZO0}0F
sttb= AL 20| 0. QIn ZEreturn, Ethe M Zmembers OfOtare IZZ{HIO|HE
provided Ewith  Zthings Hithat 5}0|high AZschool ZZgirls A desire, AX|such
OjZas ATJTEAsgcripts O]Eof MItE2Z{popular =2t XZXdramas 20 or QIXEO{HO|M
information OJHISEabout Ad2|EZ|E|Zcelebrities. (Al 3|EE0 7 Q7| =209 &
O|lLf |Aoel HE #Z2 Yy S0| Z4n Holot= A=2 A32H). HEfY ZSometimes, O
O|they O|Hleven ILj|O|pay Ola Efew MLA Ethousand Qlyen OfjZas L}OfEpart-Eftime
AtE job I Zfees. (M| 2= THAS| OF2ZHIO|E QF= A|F5I7| & o).

OjZAs [Cjthe 3Olhigh AZschool ZAZR'girls' Y E™Hnetwork OjX|EEachieved MAA
success, 2Boom ZZ{dPlanning 12| 2|gradually 2 AT Eexpanded Sl Aits EFOFZL
target Of A Laudience. (1Y HEYI7l HF2 AHFA & FdHI2 Hat HdS &0
sit}). L4201H|0| ZNowadays, 2Boom ZE&idPlanning si%xhas 20{7{L}0| X Eorganized
Lnot 223 only Ethe s10lhigh A£Zschool ZX'girls' W E®network Hbut 4 %also
Cthe Zg|X|college AEHEstudent YW E®network, YZworking YHwomen YEZ
network (2<0oL), A Eand Eyoung 52 4AFEH Zhousewives H E&network.
RlZ2 Y HEYILA OLAYHE) HERKRZ, 2 58 UWEYIATA ZAE UH). Al
O|2RCEO0 YFIR0{2{Nakamura A|Zsays, "4 E2 ANetworks OfOtare QlHiZ{®Hinvaluable
QlEH X Hintangible OjAl Aassets HHthat 7j%cannot H|be ZE|I}O| Equantified 2lin OfLE|
Ol2imonetary & Zterms.” (47tR2f AMY 2 "HEYI= =22 M £ gl E¥H &7
QA Aro|2tT sty

Atz FERM)

O] A7{MDiscussion EfHTopic <EQ| 4>

1. 2l'Alet's 2AAZEF Qexplain 5t%how Eto Hdeal with Gthe HHAEH'Zcustomer's
I X| MY positioning 0] Eof Ethe OjL{ZX|HEmanagement A|AEBsystem. (AGHE LA
O Z2|ojZst=0 e X "ot Ao EA).

2. AdAEY QExplain Ethe LEneed XEO|for A|&setting Ola OFOtZImarket I{Z|MY
positioning. (A{2|0172 4H5t7|0] WRMS ML),

3. A EG QExplain Ethe 7ZH!Econcept O{Eof OFO0tZImarket I{Z|A Y positioning.
Areofd ddst71e 7HEE AFoHER)).

4. AAZE QExplain Ethe AL Zgeneral HMA Zmethods O Eof OiOtZimarket I{Z|AY
positioning. (RF& O Y572 UM HIHO| Ciol dF ol £2}).

5. AAZG QExplain Tthe AIDA|Tspecific M Zmethods O Eof OtOfimarket I{Z|M
‘Spositioning. (AtZOHH M7Gst7|2 L&A L Cfs dHoHEAL).

6. AAEY QExplain Eithe MM Asuccess TME{Zfactors O]Eof DOOtZimarket I{Z|A Y
positioning. (RO HFs5t7[9] 4E 210 HeliA HHSHEAL).

7. Bl'Alet's EZdraw Ola TXpicture ¢UEand UAZEQexplain Cthe HHIZ{HE
development O] Eof Oja I{Z| MY positioning 2E2{E|{X|strategy. (AF2|0jZd MHH517| A
=] JHHO| CHolM I1™HEZ =AM HFoH LR}

8. LO{For O|1X™example, O|Zif Syou Ywere Eto Zrun Eone O{Eof Cithe =L

YUfollowing Z T4 Zcompanies, Ell'Alet's O]Lt2Aannounce ¥what I X|Mposition &

you ¥ Ewould Mset. (BE =01, 43 2ASOM StHE 2FHEH o A2o0id o

o7& & AAR| LHSHEAL).

Ol Zoj|o| MInformation E!'Z2{X|Technology ZHI{LCompany, ZEE{Computer 12{M

AGraphics O A}QlDesign AL Company, QE/O]&|0{Interior CAfQIDesign ZIY

Company, £E0{2|&dTourism ZAI{L{Company, H|L 22Video HE{DO|C|O{Multimedia Z&

HMProduction ZI{UCompany, O|0{&QlAirline AEO|C AStewardess ZIY
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Company, QIZEO{HO|MInformation AM|32{E|0{&]Secretary AEjTStaffing ZoY
Company, O{E Z0thers (JEX2| 2|Af, AFE22HY LRI 2|Af, QUEHZO =zl 3
AL B EA, BATEDIHO] TERHM g, @2 AS0{CA BlAL HEHMAAS|AL,

71Ef)

Z2idPlanning Ef®™Topic <7|&&4>

N

. 22So IOffar, Y'Ewe've EElooked Hat AM|Hsetting Yup IR MYpositioning. (A|

Al Ao dESH7|of HfeiM A EQFEU ). 2f0|EWrite Ola EfO|&Htitle SHthat
Syou YEwould Zlike Eto OjEd Aaddress 20|your Y|O|H'Zneighbor's 7AMZ
concerns ¢lin I{Z|N'JPositioning. (At2{0fZ A7Yst7|0f|M T4l0] O|22 1UBlZ sfE
of E1 42 HF2 2AR).

E2Draw Ola ™Zpicture O{Eof Cthe = 2{4||O|Mrealization O{Eof Cithe E}O|Htitle
OlH Eabove. (Y =2 A FHZS AHOZ TJ8A|2).

Ba|Z2|Briefly 2 AZg|Qexplain Ethe TZAM Aprocess O]EHof AfHlsolving 20 your
0| H'Zneighbor's 7441 Zconcerns Qlin Ethe T X{picture O{H Eabove. (Y IZHOM
0|22 1glo| siZLE= IES 7HHsS| HHSHAL).
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