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Expert in battle would first make himself invincible and then wait for
the enemy to expose his vulnerability. Therefore the expert in battle
can make himself invincible, but cannot guarantee for certain the

vulnerability of the enemy.

— Victory can be anticipated
— But it cannot be forced
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http://www.fairfieldinn.com/
http://www.ritzcarlton.com/html_corp/home/index.asp
http://www.ritzcarlton.com/html_corp/home/index.asp

>
(@)
()}
4
()
=
(0p]
(@)
=
._al.“ N
= MH
© HF
=
o
=
<
=
I
T U
> o3 -
o gl o
L 5 u._ = Ko
o M dlo Hio o O
ur g o = iy il
N U
ol B b E O
"o o ™ oo = M
_z== ﬂ MO |._A| — .AO
<l B _ T
=2 o oln of —
H %o = o pf D
o w  #H g
g g <° T
= ~J = of MH o
fulJ of ® K H :H____ )
LN Kl 2 oll o o
B < = ot ol o W
R oo &0 To <F H HID K
5 X > o L HE R O
5 Z %o Bl & =
do x M B R d g
Hr< T N g 20 B RU oo m_o o3
S . L i
R o o Ny T MO
Ko O KO ol 5 do ol
B e oo o R0 T o MKW
i %o ro e = HOoFrowe g Dol
oor B A - om & @ JU oo
20 O o 0 D F o U
’ K O {{ % X 8 0

7%
71
N
oo
1
2
3



Marketing Strategy

LAILE BEAHE Sy 2 Rl B EQo| 7t H et B E o|0|X| & of st
2. RE HUE Ao 7|2 BHEYGO O|0|X| 2 S0 BHE JY

Polo Ralph Lauren

Men's wear Women's wear Athletic wear Home
- ol Yy C 3 S 9Olot X
* Aél _IO_ &I‘I _ — Elil - =| I()F = TI .D;I- -+ I7j Classie Contemporary Classic| |Contemporary
1990 R PH LAJREN POLO SPORT1980RALPH LAUREN POLO SPORT AL FALPH LAUREN
[S]e ] Purple label Sportsmm .pr" ULl Purple label "’ ortswon ar Polo Sport 4 'White line
X d C Odo] T O o] © =] =Hd llection m/
1. 7|t —E;H— o—I E—II—-ll LI d)go“kl‘l‘E-I EE}- w\qﬂ—%’/ EOREN POLO SPORT RALPH LALREM
198 FOLO /'—':-Z:‘ Laurer Ralph Laurer Hom e collection
= c O f O C 3 by Ral L
2- 7|L E%_O‘” E'H.O-I_I- OI(-)IEI| |_A0I‘O| E%— —IIO'.O‘|I l vz .aren:::.: JEANS 1990 RALPH LAUREMN
1974 CTHAPS A | 5ren Paint collection
oA (o) Ralph Lauren
== =] o1 oF LALREN
H - _ B 74 X o A - C 5 e Ralph Lauren
3.712 BEH L titt F8H AHol BEHE AH2=
() nl
O|HE X X =T el

3 Page 23



