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Strategies of Market Leader
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TOTI0 ATNT (@ @ A0 AP 7T T |
3. &R (Cloner): SHERT Tgn g S« 1 F(F, IGK @O 07, qN, AREH, (MTF 395"
FE AT @7 Fa00 7T T |
©. TGFIAFIAT (Copier): ATHGG TP AT (woid {77 fvw e w7, fow 7 55 oveg wreg
IGR A | @NA- (NTF, 677, R @R T 97 CFC@ LS (T a2l 30 | Ao
AR (TOICE NG T T 2@ (ToT qTra e STy QI =7 |
8. WfSGT (Adapter): SR ISR FOF A 8 I JQSTOFAS FAOF AT Ao
LS T TF SFI I IIRNT I | ATO I (FoItF ST oy g e /ey [RG@q (631
T | O SIS SRS (oK afewar R Fes afsfie ware i |

rera {7 2
Who is Market Nicher?
T AR @R AfSHT T AR S e ot 1 37 «fo Rearw weeex $oir ojearlfay st

e SISI (FeItE AES FACS A2 AMF SIMAE SR (T4 0T | (W5 AR AN S0% AT
I weeT I AT | @3 @O ARSI A (wo! A ferarg A efstRifrer Seazs 3 = |
SRl @ @FY (W FOO! GRS TAFT FCH (FOIT T2 I AW | 4% @R afediar =il
ST AT e A |

Jrend - 93 @

Market Nicher’s Strategies
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AR 21ely fy ety ey Face #1301 S, B 1 iy @ @ Ier =[iew @t s #M1ed |

So. Rt fT=® (Service Specialist): (FIT TN €A GRT et (v AfSdi foomes zre

A | A Sy el eDINete s =1 |

53, &aitfer RTewee (Channel Specialist): @36 W@ 5 2ifeT R I ERI AR CF@ 2AfoDT

Rraeee! S FA0e A |
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R fSHIT AET @OR A AfSrEifet 91w, FeTE AAMS T I AT I 40
Y @ R (TONF AP I SIACE A PN I | A PR (ST 57 St oot
FA AR | TA- TR, ATGNA, TGRS ST | A ASEI @A 2f D A0l A
S e ot 7 S0 @ e S 897 @A NIl e oreig (Feitd T8 FACS A6
el Siwed e, [ve (el [iriaes, eitfes [Reiaes,  #fdy 3t =y Aif7 [Reees, sy ey
e, wa-*17 feaaes, S9-361 [eeaes, R erae 8 gofifer e |
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AR (TSIF ASIF AT TR (1T I T |
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. S P (F 8 AR TP T I T2 |
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