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Practical intelligence to bring the value creation by the proficient marketer
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This study regarded activity to create new value for a customer as
marketing.
A purpose of this study is to clarify how a marketing talented person (marketer) creates new value.
In addition, 1 got a suggestion how you brought up such a talented person.
Specifically, | regarded the talented person who performed creative product development in a
university as a marketer and analyzed some example of the product development using a theory of
lateral marketing based on creative thinking process.In addition, | analyzed an effect of the
training for university staff to clarify how the person who had not been conscious of marketing
practice in duties acquired marketing literacy.
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