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The nature, value and characteristics of lateral marketing in modern conditions

Currently, marketing prerequisites are developing in several areas, adapting them to the new reality and
modern features of the economy. There are additions to the marketing, new concepts that go beyond the
boundaries of the axioms of classical marketing. One of the latest sensational marketing upgrades is the so-
called lateral marketing. In the article the main provisions of the concept of lateral thinking are discussed. It is
noted that lateral thinking is another attempt to create a scheme of creativity, a recipe for creating brilliant
ideas. This is a set of schemes, rules for creative search for ideas. The definition of F. Kotler is given that
lateral marketing is a working process that receives existing objects (goods or services) at the inlet and
provides innovations (goods and services) at the outlet aimed at needs. The essence of lateral marketing is
revealed, which consists in creating fundamentally new innovative products or services, new ideas,
in the conditions of creating a new market and going beyond the limits of the old, existing one. The main goal
of lateral marketing is to expand the scope of the marketing concept by developing a consistent process on
which it is based, and to get ideas that consumers or marketing researchers cannot offer. The novelty of
lateral marketing is emphasized, which consists in the fact that it creatively solves marketing problems,
implements an innovative approach in relation to the elements of the marketing mix «4P». Based on the use
of sources, the authors identified the distinctive features of classical and lateral marketing, vertical and lateral
marketing. It emphasizes the need for companies that do not occupy a leading position in the international
market to use lateral marketing techniques. Investing in this innovation will bring the level of competitiveness
of domestic enterprises to an acceptable level and ensure high rates of profitability.

Keywords: lateral marketing, lateral thinking, innovation, traditional marketing, vertical marketing.

Modern marketing is farther and farther away from the classical ideas formulated in the middle of the
20th century, something that was good and right in the industrial age loses its meaning today, in the
postindustrial 21st century. Currently, marketing prerequisites are developing in several directions, adapting
them to the new reality and modern features of the economy. There are additions to the marketing,
new concepts that go beyond the boundaries of the axioms of classical marketing. One of the last sensational
marketing upgrades is the so-called lateral marketing [1].

Nowadays, the percentage of new developments failing in the market is incredibly high. Even 20 years
ago, the ratio of failures and success was much lower. Lateral marketing does not offer new marketing
schemes; it emphasizes the creative nature of effective marketing. The technology of searching for revolu-
tionary ideas», Philip Kotler argues that today you need to move away from standard schemes, to show more
creativity. He proposes to stimulate creativity through the principles of lateral thinking. Lateral thinking is
another attempt to create a scheme of creativity, a recipe for creating brilliant ideas. This is a set of schemes,
rules for creative search for ideas. For example, the matching method is heterogeneous: you need to take two
unrelated things and think up a connection between them. As a result, we need to get a creative idea. If we
apply it to one of the parts of the marketing mix, we get lateral marketing.

The term «lateral thinking» was suggested by the well-known researcher of the phenomenon of creativi-
ty Edward de Bono, as opposed to «vertical» or logical thinking. It is about finding solutions using non-
standard methods. Philip Kotler and Fernando Trias de Bez developed ideas in the marketing supplement in
the book «New Marketing Technologies».

The technology of «lateral thinkingy is to find a connection between two different concepts. For in-
stance, we can take a flower and focus on one of its qualities — «the flower withers». And then make
a lateral shift of this quality, that is, to put forward some kind of provocative idea — «the flowers do not
wither». There was a discrepancy, a logical gap, and now it needs to be eliminated. In what situations does a
flower never fade? — If it is made of cloth or plastic. Solutionis found: artificial flowers. «Innovations are
the result of the interconnection of two ideas, which, in principle, have no obvious and direct connectiony,
say Philippe Cotler and Trias de Bes.

Lateral (side, to the side) is a non-standard marketing approach, opposite to vertical marketing based on
the theory of segmentation and positioning. Lateral marketing is a technology for developing new products,
new ideas, not «within a certain market», but beyond it. It is the approach that allows companies to achieve
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greater success, because the result of lateral marketing is the creation of a new market, and hence obtaining
more profit.

P. Kotler gives the following definition: «Lateral marketing is a working process that receives existing
objects (goods or services) at the entrance and results in innovations — goods and services aimed at needs,
customer groups or ways / situations of use that are not covered by present tense; thus, this process is likely
to lead to the creation of new categories or markets» [2].

Lateral marketing is a methodical process that proceeds in a certain organizational sequence. It applies
to an existing object (product, service or activity). Its result is a new product, which in most cases can be-
come a new subcategory, category or market.

Current trends require the search and implementation of original ideas, that is, new products and ser-
vices that will be more valuable than those of competitors and, accordingly, will bring consumers commit-
ment to the enterprise. Currently offers to abandon stereotypes and start fighting for new markets, consumers
and profits by introducing innovations. When planning a new product, one should go beyond the standard
logical process and generate new ideas and marketing tools that will be unique and not offered by either
competitors or consumers. One of these ways is lateral marketing — by far the most progressive and effec-
tive way to achieve real results.

The essence of lateral marketing is to create fundamentally new innovative products or services, new
ideas, in the conditions of creating a new market and going beyond the old, already existing one. The main
idea of lateral marketing is to create innovation, by combining incompatible things. The technology of lateral
marketing is to find a connection between two different concepts [3].

This is not about abandoning the classic (vertical) marketing, introducing lateral marketing. Modern
marketing theories still play and will play a decisive role.

The task of lateral marketing is to offer a broader view of the possibilities of marketing thinking. The
main goal is to expand the scope of the marketing concept by developing a consistent (logical) process on
which it is based, and to get ideas that consumers or marketing researchers cannot offer. These new ideas
will help enterprises to overcome the problems of product uniformity and hypercompetition. The basic idea
is to use lateral thinking as an additional platform for the discovery of new marketing developments [4].

The result of lateral marketing is, as a rule, the creation of new product categories and markets.

Table 1 shows the comparative characteristics of classical (traditional) and lateral marketing.

Table 1
The distinctive features of classic and lateral marketing
The factors that determine . . :
the distinctive features Classic marketing Lateral marketing
The type of selected product strategy Differentiation and Strategy for creating fundamentally
for the degree of product update variation strategy new products
Principles of technological construc- The principles of STP Maklngilateral S.hlfts by placmg an
. - . . obstacle in the middle of a consistent
tion of the process of creating ideas | (segmentation, selection of the . . L .
e chain of logical thinking, changing
about a new product target segment, positioning)

the train of thought as a result

Consumer choice to create

The initial st f creating i .
e initial stage of creating ideas a product to meet its

Product selection to change

about the product . its vision

specific needs

The result of the process New items in the base market New market and (or)

of updating products and (or) product category product category
The intensity of competition resulting The intensity of compfztltlon Instead of capturing parts
and market saturation of the market, new markets free

from the upgrade strategy . ) 2.

are increasing of competition are created

Note. Used source [5].
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In the most general form, the lateral method of creating new products can be described as follows: the
product is taken and completely transformed to meet the new need or new consumption situation that was not
previously considered for this product.

A lateral marketing scheme is a standard for most products and services. The main thing is a non-
standard illogical, creative approach and focusing on a certain level.

The novelty of lateral marketing is that it solves marketing problems creatively, implements an innova-
tive approach in relation to the elements of the marketing mix «4P» [6].

The scheme of lateral marketing, according to P. Kotler and F. Trias de Bes, is presented in Figure 1.

The essence of the used method:

1) we choose an idea with which we will work — it can be a product, service or the rest of the market-
ing mix — «choice of focus»;

2) when working with a product or service, select the level of product, market, other parts of the mar-
keting mix;

3) using de Bono technology, we carry out a «lateral shift»;

4) we evaluate and process the results, creating the goods we need or the methods of their
promotion — «making communicationy.

This approach can be used for all elements of the marketing mix (product, price, place, promotion).
First, the company must choose the focus and determine what needs to be changed in its product. Usually the
choice falls on one of three levels: on the level of the market, product or the rest of the marketing mix (price
and promotion).

Step 1: Choose one of the level of
vertical marketing process:

Step 0: Choose product or service - market level
- product level;
- the rest parts of marketing complex

Step 3: Connect the "gap" using the
"assessment method":

- Imagine the process of buying;
Step 2: Malke a lateral shitt - identify positj_ve poj_nts;

- determine the possible situation of
the actual use of the product or
service

Figure 1. Lateral marketing implementation

Market level. Change one aspect: need or utility; target; a place; time; the situation; experience.

Product level. Apply one of six methods to an item of goods (material goods, packaging, brand
attributes, use or purchase): replacement; an exception; combination; reverse order (reorganization); compli-
cation (hyperbolization); (reorder).

The rest of the marketing complex. Apply the commercial formula of other categories: pricing formula;
communication formula; distribution formula.

New products obtained with the help of lateral marketing often require significant investments,
including the cost of promoting such products. But the economic effect may be much greater than in the case
of novelties obtained in the traditional way [2].

The essence of lateral marketing lies in the fact that the novelties produced are not created by
the enterprise within the framework of this market of goods and services, but on new original ideas, which,
as a rule, form a new category or market. The main advantage of these ideas is that they do not win back the
share of the already existing market, risking being lost among «all such identical» machines, nodes, units and
create a new market and become the first [7].
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Lateral marketing allows to find new situations, time and place of consumption of a well-known product,
expanding the possibilities of its use (say, GPS technology, originally introduced on ships, began to be used on
cars), identify needs that have not been considered yet, determine the possibilities of meeting them, and also
implies a departure from existing methods of presenting a product or service to a consumer. We are talking about
new forms of pricing, distribution and communication (they are often borrowed from other categories of goods).

It is a mistake to assume that lateral marketing is only suitable for introducing a completely
new product to the market. This approach effectively works with the usual products on the market for a long
time, or rather, with new varieties of old products. Thus, not only the stage of growth of the goods increase,
but also the stage of its maturity is noticeably prolonged. Innovative ideas of one product are often suitable
for promoting another one.

Lateral thinking tends to avoid the domination of strict and generally accepted views on things. However,
its purpose is not disorder, but new, simpler orderliness. Lateral thinking is not a talent, not a skill that can be
acquired, but rather a methodical process.

Innovation management has become a lifestyle for many western companies. Their activities in this area
bring obvious results even in times of crisis. New technologies must be applied in Kazakhstan. Companies
that do not occupy a leading position in the international market should turn to lateral marketing. Investing
in this innovation will bring the level of competitiveness of domestic enterprises to an acceptable level and
ensure high profitability [8].

Innovative marketing involves the use of creative approaches in all areas of the enterprise, focuses on
the constant search for ideas, their implementation in order to improve the technology of the enterprise
and create competitive products. Modern researchers have identified the possible directions of innovative
marketing in the framework of traditional thinking and non-standard (combinatorial) thinking.

If the first is aimed at the search for ideas and the creation of products within the framework of
the enterprise-defined goals, target markets and opportunities, the second one involves the processes of
searching for innovative ideas and their primacy over the goals of enterprises that are not limited
by anything. The second direction determines the allocation of innovative divisions in large enterprises and
the emergence of venture capital firms aimed at implementing risky projects and the emergence of funda-
mentally new products and technologies. According to the works of P. Kotler and F. Trias de, based on the
type of thinking, it was proposed to highlight the concepts of vertical and lateral marketing in the innovation
process (Table 2). Vertical marketing is based on consistency in thinking. The concept of lateral thinking
was introduced by Edouard de Bono and defined it as «a set of processes designed to use information in a
way that generates creative ideas through insightful restructuring of concepts accumulated in memory».

Table 2
Differences between vertical and lateral marketing

Vertical marketing

Lateral marketing

2

3

Turn potential consumers into real
ones.

At a late stage ... Low growth in
sales of goods - new products

Based on ... The aggregate needs, people and | Dropped needs, people, situations or ways
situations or ways to use the product. | to use the product. Openness to redefine
Our mission, innovation, based on | our mission if necessary, but innovation
what kind of company we want to be | originates outside the existing proposal

Functions ... Following the marketing process Out the marketing process

Allows ... At an early stage ... Develop markets. | At an early stage ... Create markets,

categories or subcategories. Reach target-
ed consumers / situations not covered
by existing products.
At a late stage ...
growth, but big risks

High level of sales

Source of demand

Market share of competitors. Trans-
formation of potential consumers and
situations into real ones.

It can provide growth by itself, without
affecting other markets ... or select from
many other categories the market share of
homogeneous competitors
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Continuation of Table 2
1 2 3

Acceptable... At an early stage in the life cycle of a | At the stage of maturity of the life cycle
market or product (growth phase). | of markets or goods. With high risk
With low risk strategies. With limited | strategies. With high availability of re-
resources. To protect markets by | sources. To attack the market from the
fragmentation outside (substitute products)
Currently responsible | Marketing departments Marketing departments are not always
responsible for creating markets, and of-
ten:
—creative agencies;
—entrepreneur;
—small and medium-sized companies;
—technical, research and development

departments

Note. Used source [8].

The authors note that vertical and lateral marketing do not exclude each other, and each finds applica-
tion in its own field (Table 3).

Table 3
Situations in which vertical and lateral marketing should be used
Vertical marketing Lateral marketing
More suited to newly established markets at an ear- | More suitable for mature with zero developmental
ly stage of development potential

For emerging markets. For their consolidation | To create markets or categories from scratch. To
through product varieties and the transformation of | merge different types of activities. To reach target

potential consumers into real consumers that have never been covered by existing
products before. To find new use forms

With a less risky business philosophy With a more risky business philosophy

With limited resources With the availability of resources or when the com-

pany is ready to invest and wait

With a safe, even low growth volume. The need for | When they want to achieve a high volume
guarantees of activity

To protect markets by fragmenting them with a va- | To attack the market with new homogeneous goods
riety of brands and, as a result, reducing their attrac- | from the region, which is not a sphere of direct

tiveness for new competitors to enter competition
Innovation originates in our mission and preserves | It predetermines our mission to identify other mar-
business focusing kets

Note. Used source.

The concept of inventive marketing («creative» marketing), actively promoted by researchers, is in
many ways close to lateral thinking. However, this is based on the resources that the enterprise owns
and considers possible innovative approaches to the use of these resources. Inventive marketing deals with
«finding and implementing opportunities based on existing needs and resourcesy. It allows to create competi-
tive products even on the basis of outdated technology, in the absence of investment. For domestic
enterprises that are in pre-bankrupt state, this approach gives a chance to find their competitive advantage.

Today, the creation of new categories must rely on creativity, i.e. creativity should be an additional tool
for influencing the marketing department’s market.

Lateral marketing makes it possible to use discarded needs, target consumers, ways of use, situations
and attributes for ideas of new, extraordinary products.
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The process of lateral marketing should generate new categories, redefine the types of activities and
expand the missions of enterprises, and it is possible that within a few years it is lateral marketing programs
that will enable Kazakhstani projects to confidently occupy their market niche in the global market.
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C.K. bazapoga, E.H. Hooues, A.M. IlloxamanoBa

Kasipri skarnaiinarbl JaTepajiibl MAPKEeTHHITIH MIHI,
MAaHBbI3bI KOHE epeKIIeIKTepi

Kasipri yakpITTa MapKeTHHITIH AQJFBILIAPTTApbl OJapZbl jKaHa LIBIHABIKKA JKOHE SKOHOMHKAHBIH Ka3ipri
3aMaHFbl epeKmlenikTepine OeHimaeHTin OipHeme OarblTTap OoMBIHIIA Hamyna. MapKeTHHTKE KOCHIMIIA
KJIaCCHKAIBIK MapKeTHHI aKCHOMBIHBIH IICKapachlHaH IIbIFATHIH JKaHa YFeIMAap Taiiga Oomajsl.
MapKeTHHITIH COHFBI JKaHFBIPYBIHBIH Oipi JlaTepanabl MapKeTHHI €N arajiajbl. Makanaia JiaTepajjpblk
oiilay TY)KBIPHIMAAMACBIHBIH HETI3ri epexenepi KapacThpbulibl. JlaTepanablk oifiay MIbFapMallbUIBIK
CbI30aChIH, FeHUAJbI UJISSIIap/Ibl JKacay/IblH PELENTIiH jkacayFa Ke3eKTi opekeT. bys cxemanap *KUBIHTBIFbI,
unesapasl KpeaTusTi i3aey epexenepi. @. Kotnep keseci aHbIKTaMaHbI KeNTIipei; JaTepaigblK MapKeTHHT
— Koimga Oap oOwekTiiep (Tayapimap HeMece KbI3METTep) OOJaThIH JKOHE IIBIFyJa WHHOBAIHS
KaXKeTTLTIKTepre OarbITTAJIFAH Tayapiap MeH KbI3METTep OOJaThIH >KYMBIC yaepici. XKaHa HapbIK Kypy skoHE
ecki, OypblHHAaH Gap HapbIKTaH THIC LIBIFY KaFJaiblHIa KaHa HHHOBALMSJIBIK Tayapiap MEH KbI3METTEep.i,
JKaHa UIesUIapibl KYpylaH TYPaThlH JlaTepaiibl MAapKeTHHITIH MOHI ambuiafpl. JlaTepainisl MapKeTHHITIH
HEri3ri MakcaThl — MapKeTHHI' TY)KbIPbIM/IaMaChIHbIH ayKbIMBbIH KEHEITY, 0J1 Heri3JeNnre JoHeKTi npouecc,
TYTHIHYLIBUIAp HEMece MAapKeTHHITIK 3epTTeyLIiyiep YChIHOAWTHIH HAesIap eKEHIIr  KelTipiiesi.
MapKeTHHITIK HIeHIiMACpAl [IBIFAPMAIIbUIBIKICH MIenieTiH, 4P MapKeTHHITIK KEIISHHIH 3JIeMEHTTepiHe
KaTbICTHl MHHOBALMSJIBIK TOCUIAEPAI iCKE achIpaThlH, JATEpaJibIKk MApKETHHTIHIH JKaHAJbIFbl €PEeKIIe aTar
otineni. Jlepek ke3epiH naiiiagany Heri3iHae aBTOpiap KIaCCHKANBIK KOHE JIaTepaJIIbIK MapKeTHUHT1HIH, TiK
JKOHE JlaTepaliblkK MApKCTHHTIHIH aWpBIKIIA EepEKIIeNIKTEpiH aHBIKTAAbl. XaJlbIKapajblK HapbIKTa
KOIIOACIIBIIBIK OPBIHFA Me eMeC KOMIIaHUIapFa MapKeTHHITIK o/iCTeMeHi HaiilallaHy KaKeTTUIriHe Ha3ap
aynapansl. Ocbl WHHOBAIMSFa WHBECTHIMS Cally OTaHMBIK KOCIMOPBIHAAPIBIH Oocekere KaOuIeTTLIIriH
KOJIAMIIBI ICHIeHTe KETKi3e I KoHe MaiIaHbIH )KOFapbl KOPCETKIIITEPiH KAMTaMachl3 €Tei.

Kinm ce30ep: narepanipl MapKEeTHHT, JIaTePajIbIK OiIay, HHHOBALMS, JOCTYPIli MAPKETHHT, TiIK MapKETHHT.

C.K. bazapoga, E.H. Habues, A.M. llloxamanoBa

CylmHOCTb, 3HAYEHHE U 0COOEHHOCTH JIATEPAJILHOI0 MAPKETHHI A
B COBPEMEHHBIX yCJI0BHUAX

B Hacrosiiee BpeMst IPeANOChUIKA MapKETHHTa Pa3BUBAIOTCS MO HECKOIBKUM HaIpaBJICHUSIM, IPUCTIOCA0IIH-
BAIOLIMM HMX K HOBOH PEallbHOCTH U COBPEMEHHBIM OCOOEHHOCTSM 3KOHOMUKH. BO3HHKAIOT JOMONHEHUS K
MAapKETHHTY, HOBbIE MOHSTHS, BBIXOASIINE 332 IPAHUIIBI AKCHOM KJIaCCHYECKOro MapkeTuHra. OgHa u3 mo-
CJICTHHAX HAITYMEBIINX MOJEPHU3AINH MapKeTHHIa — TaK HA3bIBAGMBIIl JIaTepalbHEIN MapKeTHHT. B cratbe
pPaccCMOTPEHBl OCHOBHBIC IOJIOXKEHUS KOHIEHIMU JIATEPaIbHOrO MbINUICHUA. OTMEUYEHO, YTO JaTepalbHOE

186 BecTHuk KaparaHauHckoro yHvusepcuTeTa



The nature, value and characteristics of lateral marketing...

MBIIIUIEHHE — OuYepeHasi MOMbITKA CO3/aTh CXEMy TBOPUECTBA, PELENT CO3AaHMSA T'€HHAbHBIX HIAeH. DTO
Habop cxeM, ImpaBWi KpeaTuBHOro noucka uneil. [lpuBomurcs onpenenenne ®.Kotepa, uTo narepanbHbIi
MapKeTHHI — 3T0 pabouuii mpolecc, KOTOPBIi MOMy4aeT Ha BXOJ CYIIECTBYIOIIHE OOBEKTHI (TOBaphl MITH
YCIIyTH) U JaeT Ha BBIXOJIC MHHOBAllUM — TOBAaphl U yCIIYTH, HalleJICHHbIE HAa MOTpeOHOCTH. PackphiTa cym-
HOCTb JIaT€PaJIbHOIO0 MApKETHHIa, KOTOPas 3aKII0YacTCs B CO3JaHUU MPUHIUINAIBHO HOBBIX MHHOBALMOH-
HBIX TOBapOB WJIM YCIIYT, HOBBIX UJEH B YCIOBHAX CO3JaHMs HOBOI'O PBIHKA U BBIXOJA 3a IpPEJeibl CTaporo,
yke cymecTBytomero. [IpuseneHa ocHOBHas Lielb JIATEPAIbHOIO MapKETUHIa — PACHIMPUTH PAMKU KOHIIEII-
IIMM MapKETHHTA 3a CYET Pa3BUTHU MOCIEA0BATEIBHOIO MPOIiecca, HA KOTOPOM OHA 0a3UpyeTcsl, U MOIy4IUTh
UJied, KOTOPBIE HE MOTYT MPEAIOKUTh MOTPEOUTENN UM MapKeTUHToBbIe uccienosareny. IlogdepkuBaercs
HOBH3HA JIaTePaTbHOIO MAPKETHHIa, KOTOPas COCTOMT B TOM, YTO OH TBOPUECKU PEIIAET MapKETUHIOBBIE
npoOseMBl, peannu3yeT WHHOBAI[MOHHBIM MOAXOA MPHMEHHUTENBbHO K 3JIEMEHTaM KOMILIEKCa MapKeTHHra
« P» Ha ocHOBe WHCIIONB30BaHUS HMCTOYHHKOB AaBTOPAaMU BBUIBICHBl OTJIMYUTENIBHBIE OCOOCHHOCTH
KJIACCUYECKOTO U JIaTepallbHOIO MapKETUHIa, BEPTUKAJILHOIO U JIaTepalabHOro MapkeTHHra. I[loguepkusaercs
HEOOXOIUMOCTh HCIHOJIB30BaHNSI KOMITAaHHSAMH, HE 3aHMMAOIIMMHY JINAUPYIOIUX MO3UIMI Ha MEXTyHapOI-
HOM PBIHKE, METOAMKHU JaTepaIbHOIO MapKeTHHIa. BioxkeHue cpeJcTB B JaHHYIO HHHOBALMIO [103BOJMT BbI-
BECTH KOHKYPEHTOCIOCOOHOCTh OT€YECTBEHHBIX NPEANPUSATHII Ha IPHEMIIEMBIH YpOBEHb U 00CCIEUNUTH BBI-
COKHE TI0Ka3aTelIH MPHOBLIBHOCTH.

Kniouesvie cnosa: naTepanbHbIi MapKEeTHHT, JaTe€palbHOE MBIIUICHUE, WHHOBAIMSA, TPaAULMOHHBINA
MAapKETHHT, BEPTUKAJIbHBIA MapPKETHHT.

References

1 Kirizis klassicheskoho marketinha [Crisis of classic marketing]. metaphor.ru.Retrieved fromhttp://www.metaphor.ru [in Rus-
sian].

2 Kotler, F., &Trias de Bes, F. (2015). Lateralnyi marketinh. Tekhnolohiia poiska revoliutsionnykh idei [Lateral marketing.
Technology search for revolutionary ideas]. Moscow: Alpina Publishers [in Russian].

3 Lateralnyi marketinh: sushchnost, problemy i perspektivy ispolzovaniia [Lateral marketing: the nature, problems and
prospects of use]. scarplus.ru.marketing. Retrieved fromhttp://scarplus.ru/marketing [in Russian].

4 Karpova, S.V. (Eds). (2018). Innovatsionnyi marketinh [Innovative marketing]. Moscow: Yurait [in Russian].

5 Ivashchenko, N.S. (2015). Tovarnaia politika tekstilnoho predpriiatiia [Textile enterprise product policy]. Moscow: NITs
INFRA-M, MHUDT [in Russian].

6 Irina, K. Lateralnyi marketinh [Lateral Marketing]. scarplus.ru/marketing. Retrieved fromhttp: scarplus.ru/marketing
[in Russian].

7 Geliuta. 1.S. (2010). Lateralnyi marketinh kak instrument povysheniia konkurentosposobnosti [Lateral marketing as
a tool to improve competitiveness]. Chelovek i trud — Man and Labor, 1 [in Russian].

8 Sherstobitova, T.I. (2009). Marketinh innovatsii [Marketing Innovation]. Penza: PHU [in Russian].

Cepusi «9koHomumka». Ne 1(93)/2019 187





