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Preface-

I am pleased to hear that my co-authored
book, Lateral Marketing, will have the
opportunity to reach such a large audience in
their language in one of the most important
countries of the world. We have struggled hard to
find a methodology that would help managers to
bring to life substantially new ideas for products

and services. Most products grow old. Customer



Lateral Marketing

| Xu

K FEE

needs, both conscious and unconscious needs,
keep changing. Most companies simply produce
another soup or another shampoo or another
automobile but these all resemble the previous
ones and have little chance to stand outr. If
companies would thinking laterally rather than
vertically, they will often discover not just new
products but new categories that will bring
excitement and satisfaction to the market.

Lateral marketing involves bringing an
unrelated idea to the existing offering and seeing
if the combination manages to create a new
category. New categories have more of a chance
to win in the marketplace than another version
of the same product that just varies in flavor or
size or packaging,

[ hope thar lateral thinking adds another
dimension to the widely acknowledged historical

creativity of the Chinese people.

Philip Kotler
( ERMEFE G SR R R S )
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