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BARELY ANYONE CARES TO READ THE FOREWORD, BUT EVERYONE WANTS TO HEAR ABOUT FOREPLAY.

A proverb in my native German language says that ”life itself tells the best and most beautiful stories.” Having taken care of quite a few brands in my life as a marketer, I would like to share a good amount of delightful anecdotes with you. But now enough resting on my laurels.

With this book I invite you to look over the shoulder of a marketing manager, lecturer, special adviser and father of four who knows how to add zest to his expert knowledge by mixing his experience with a healthy portion of black humour! Again, who wants to hear or read a foreword? And yet, when it comes to hearing a good story, we’re all ears. That’s what every communication guru tells us – and consumer buying habits teach us no differently. Let me begin by telling you how my idea for writing this book came about. It came quasi extra-occupationally. Or to put it more precisely: on the way to my occupation. Commuting daily between Austria and Switzerland, I am used to crossing the (border-)line – and it was there that I decided to write my first book. Needless to say I spend a good amount of time at the wheel, time in which I let my mind wander and allowed myself to reflect on my experience as a marketer.[2]

The starting point of my mental journey was my doctoral thesis, ”Corporate Design as Identity Strategy: On the relevance of congruence between self-perception and the way others perceive you.” What once sounded very hypothetical (and actually was, back in the day) became a very enthralling and fascinating discourse, one to which I have contributed as a marketer over the years.

450 MINUTES A WEEK

Once upon a time, a recognized and successful professor who had published more than 20 books showed me his latest publication. It contained a personal dedication that read: ”A snob is someone who writes a book only to be able to finally read a good book.”

You’ll be relieved to hear that I am not quite there yet and I have already read one or two great books. Apart from that, I would hardly consider myself a snob. I am more like a swift and efficient working guy who strives for optimization. That also explains the book you now hold in your hands. My daily commute from my hometown of Frastanz, Austria, to St. Gallen, Switzerland, needed to reinvent itself. After all, it’s a 132 km drive every day. That’s 90 minutes of tranquility. Or rather, 450 minutes a week of audio books such as Italian 1 to 3 or French 1. Finally, being tired of language courses, I listened to series of lectures, live recordings of discussions and so forth. After a while, it just happens that someone who spends that much time in his automobile automatically becomes an author himself. That’s where most of this book was created – during long stretches of driving in my car. Some of my thoughts were spur-of-the-moment, some were constructed, then voice recorded on 70 memos and put on paper by a typing pool. It’s a peek into the rear-view mirror and a personal interpretation of my experiences over the past few years. It’s also a look back on 30 years of learning, studying, professional experience, and many lessons as lecturer at various colleges, academies and institutions. The outcome is neither criticism, nor a settling of scores with anyone. It’s nothing but a conclusion on how and where malpractice in marketing arises. Now, don’t expect a pedantic treatise here because this book also aims to entertain its reader. I have always tried to approach marketing with a twinkle in my eye. This is the reason why many chapters open with an anecdote so you will easily get your bearings on the different topics ahead.[3-4]

THE KNOWLEDGE OF TWO MAKES ONE TOO MANY

The idea of writing this book came without announcement or warning. The only one who knew about this project was my lovely wife. You’re asking why? Well, I had a good reason! In my opinion, writing a book is sort of like an exhibition: you display your thoughts on things and at the same time you make them accessible for everyone who ends up reading it. This one was meant to be my own ”exhibition.” In other words, I did not want to be influenced by outside sentiments which would potentially keep me from writing this book. Hence this surprise coup. Let me take this opportunity to apologize to everyone who I should have let in on my secret. It has nothing to do with mistrust, but with my personal expectations and the ”pressure equalization” that resulted from it. The less people know about it, the less questions asked. It’s like in espionage: The knowledge of two makes one too many. Here’s a little story for you:

Two frogs fell into a deep pit. Other comrade frogs, who were able to save themselves from falling, stood at the edge of the pit. They looked into the dark hole in front of them and watched the two fallen frogs struggle to jump out of the pit. ”It’s hopeless,” they lamented and advised the two they had better give up trying. One of the fallen frogs actually ended up dying shortly afterwards. The other frog kept trying relentlessly to get out of this dark abyss. It nearly broke the comrade frogs’ hearts. They screamed down the pit, he should allow himself some rest before his life was also coming to an end. The frog however wanted none of the above, but despite gathering all his strength, he failed, got up again and jumped – until finally he made it back to the top. The other frogs were bamboozled: ”Didn’t you hear us? You didn’t seem to have a chance …” ”Excuse me?” said the frog who was hearing impaired and totally convinced that his comrade frogs were tirelessly cheering him on the whole time.[5]

In marketing, it’s not much different. The applause that you sometimes get is not always meant to be acknowledging. Laurels are rarely given to the marketing division. Even customers are sometimes ”hard of hearing” during times like these. Either they don’t hear the messages, or they ignore them – or, at least, they don’t react in the same way that the school books tell you they should. To draw the correct conclusions out of a situation like the above does not only require an enormous amount of basic knowledge but also the courage to take risks and the primacy of decision making.

OF PEOPLE HARD OF HEARING AND HEAVILY ENSLAVED

Practical experience shows that too often rash and erratic decisions are made in marketing. In only a few cases the reasons for this behavior can be backtracked to the unpredictability of the superior or marketer. More often, I believe, the reasons can be found in one of the following: the lack of knowledge of the brand essence, the urge for self-affirmation of a specific individual, or simply in blindly trusting theoretical knowledge. This phenomenon is what I call ”malpractice in marketing.” In this book, I get to the root of the problem. Almost without any theoretical ”ballast,” without unnecessary empty clichés, I come straight to the point. After all, focus is the central art of marketing. Excellent marketing demands up to 90 percent renouncement and saying ”No” – which we all know is a lot more difficult than saying ”Yes.” In practical terms, this means resisting the whims of the spirit of the times or ”zeitgeist” and also not to lose sight of focusing on the brand. With this in mind I focus on the most essential points and conclusions in this increasingly expanding marketing-landscape. Another key issue in this book is the critical analysis of marketing in general and the organizational integration of the marketing manager in particular. In other words: marketer quo vadis?[6]

AN EXPLOSIVE SUBJECT WITH A LOT OF POTENTIAL FOR LEARNING

Malpractice in marketing has not been talked about much and even less written about. If anything, it’s the gossip factory working overtime. At least, that’s how it seems if you take look at the online library of marketing literature. None of the approximately 13,000 books that have been published so far have dealt with malpractice. This is a pity actually because we all know that learning from mistakes is the most efficient way of learning. That is why I would like to give you the opportunity to recognize mistakes which were made in the past and also to find answers to recurrent questions in your daily marketing efforts.[7]

The title gave it away already – this book provocatively dissects and clarifies the most frequent mishaps. By no means are we merely curious onlookers or those motivated by gloating over someone else’s mistakes – and the last thing would be to see this book as the navel-gazing of a troubled marketer. Rather, it’s a plea for the importance of a management which nurtures and develops its brand strategically as well as continuously. Once again, taking a glance into practice shows that way too many business establishments keep their brand sort of in a ”persistent vegetative state.” That is, they do not manage their brand consciously. The information provided in this book aims to help your patient ”brand” get back in shape. In this sense it follows the saying: everyone is allowed to make mistakes but only idiots make the same mistake twice!

I would like to round off this review with a timid outlook into the future of marketing. Today’s high-performance society changes more rapidly than new marketing literature is written. Furthermore, I would like to raise some additional questions. Why are certain concepts successful and others are not? Why is it that copying a concept only rarely works? To put it in soccer terms: Why is it that in one season a coach and his team wins the title and in the following season they descend into a different league? Same players, same stadiums, same 3-point-rule. It doesn’t make a lot of sense, but it happens time and time again. Last but not least, is there effective marketing at club level, in private settings or in voluntary work?[8]

MISTAKES ARE REAL BUT IT’S NOT A SETTLING OF ACCOUNTS

”The characters are purely fictional. Any resemblance to existing persons is unintentional and purely coincidental”. That’s what the closing credits in Sunday night’s primetime movie says. The same goes for this book which has no intention of trying to get even with someone. If one or the other reader of this book should recognize himself or even feel personally affected, know that it is not intended and purely a coincidence. So let me cut to the chase – and to the medical field – with a bit of black humour:

On his way to his practice a doctor runs into an electrician in the hallway who is just about to do some work on the fuse box. ”Muddling around the fuse box again?” the physician asks drily. ”Yes sir,” the craftsman admits. ”At least I can fix my botched job. You have to bury yours underground.”

Wrong leg amputated, cut out tonsils instead of the appendix. You can sometimes read about such medicinal malpractices in the daily newspaper – they could not do without a portion of slapstick comedy. But the situation is quite serious and often even life-threatening. That’s the reason why doctors and surgeons get insured. However, their insurance is not very helpful to the patient. Same applies to marketing even though malpractice in marketing seldom leads to the death of a brand. A series of wrong decisions however can weaken the brand so much that it gets whipped out by the rough economic climate. No insurance will cover this damage.[9]

However, there is a business interruption insurance which covers loss of production. Even the brand equity is being valued in the balance sheet. The only position in the balance sheet which I have never heard of is ”loss of brand value.” Apparently many accountants and auditors anticipate a successive increase in brand value, but the reality is somewhat different.

THE WOUNDED BRAND

Unfortunately, in practice, a brand in distress cannot be recognized so easily. Nor is the diagnosis always easy. It will take a keen analysis to determine whether a brand has been hit by price war, affected by economic crisis (whether actually existing or merely perceived) or has sustained internal injuries. The public, on the other hand, is presented with a perfect world. But beware: an open wound won’t stop bleeding. This book will let you look under the bandages and show you the most common marketing-injuries.

In my opinion, the brand itself stands above all. The guiding questions which you will need to ask yourself are: what’s good for the brand and which measures will strengthen the brand core? In a lot of cases, marketing is conducted without any regard to the brand itself. I am firmly convinced that, in the future, only brand-led businesses will score with the consumer. Those kinds of companies are more resilient to crisis and therefore they are not forced to distinguish themselves solely by pricing. Only a no-name-brand will win that fight, while others will fall victim to such a cutthroat battle.[10]

THE ANALOGY TO MEDICINE

According to Wikipedia, legally speaking, the term ”medical error” or ”malpractice” is defined as inappropriate, negligent, unprofessional or untimely treatment of a patient by his doctor. Such medical errors can occur in any area of medical work – from emergency operations to the doctor’s home visits. Malpractice can be purely medical in nature, or it can be about organizational issues. Follow-up treatment by assistants cannot be ruled out either. Even an incomplete or incomprehensible therapeutic consultation of the patient may constitute medical malpractice. The similarities to marketing are obvious. Well, let’s proceed in sequential order, starting with:

ACTION OR OMISSION

There’s no such thing as the Hippocratic Oath in marketing but there is a sort of unwritten law. Measures which have been implemented by marketing, together with the sales department, quickly become the in-house-law. I am sure everyone has heard the phrase, ”It worked previously.” Consequences of which are: lack of information gathering, partial or total renunciation of market research and neglect of brand content, just to name a few. Often the omission has budgetary reasons. The necessary financial means are lacking or are not discussed (”We’ve always done things this way”). Half-hearted concepts often fail. Unless he is rich in experience and adopts a very recreation-oriented attitude, the true marketer omits only in the rarest cases. Your classic sleeping pill. If you happen to know such an individual feel free to recommend this book warmly to them.[11]

ORGANIZATIONAL ISSUES

This is what’s truly behind the matter and the biggest source of danger. Badly organized project or marketing teams are dominated by total mental calm. The reasons for that are often found very quickly: unclear division of competence or a misinterpretation of the term ”team-work” (where basically the opposite effect of ”there’s no I in team” sets in and one person gets stuck with all the work). Once this scenario kicks in, it’s usually the marketing-whisperer who prevails and from that moment on every concept is subject to prescription requirement. That is to say: everyone hands out advice, the CEO’s wife included.

SUBORDINATES OR LEGWORKERS WITH FLAWS

Dear agencies and consultants, this one goes out to you –at least, in part. You obtain lucrative multiple-year contracts. You’re hooked to the marketing-drip-feed. You boast with our logo on your list of references, only to eventually shift the responsibility elegantly back to your clients. In the event of a brand flop you’re quick to say: ”After all, the client bought the concept, didn’t he?” From a business point of view, it’s an intelligible, but rather unpleasant development that I have noticed in recent years. Later in the book, I dedicate more time to this issue.[12]

ADDITIVES, PERMITTED AND FORBIDDEN

Medication is to the doctor as marketing-mix is to the marketer. The analogy is obvious once again: some drugs counteract others, such that certain side effects cannot be ruled out. Both only become apparent in hindsight. Repeated misapplication may lead to organ failure which inevitably requires immediate lifesaving actions. Thus staff advisors are conscripted very quickly – we all know that a prophet has no honour in his own country. And because it’s now really starting to hurt, they also ax the funds. And if all that fails there’s the pacemaker. A reconstructor is appointed and everything is turned inside out. In most of the reconstruction cases known to me, the marketing department has been untroubled unlike others. In general, this is also the moment when the heart of the brand stops beating. Because now it’s all about cutting cost. The consequences are: partial amputation – entire departments are downsized. Or worse: organ donation – a new owner knocks on the door. The transplant will quickly show if the new cultures match or if they reject one another. Either way, it’s the same outcome: operation successful, patient dead! Practical experiences in this book should try and help you avoid such mishaps. Like I said before, I won’t be naming any brands, but with a little bit of imagination you should be able to guess which they are. Here’s a small hint: normally the formula is:[13]

LOGO + ASSOCIATION = BRAND

 

I like to resolve the equation as follows:

X + ASSOCIATION = Y

 

Based on the description or ”the medical evidence” and your personal association you should be able to guess the brand. And I am convinced – in most cases you will be right on target. On that note, I wish you a good and animating read.

Dr. Wolfgang Frick

Frastanz, Spring 2016




1   MEDICAL EVIDENCE I



1.1   WITHOUT A PHILOSOPHY MARKETING IS DOOMED

For millennia, philosophers have sought to both comprehend and define man’s existence and relationship to the world he lives in. The result of all this mental effort is that there are as many points of view as there are thinkers in this world, leading us to the conclusion that up to now, no one has yet come up with a universally valid solution! However, like so much in life, there is no clear wrong or right – even though one viewpoint might make more sense than another. We can easily apply this philosophical analogy to business matters, even though, in this case, on the surface at least, the hard facts seem to matter the most.

So much for theory – but what’s much more exciting is what can be experienced in practice. That’s why I would like to draw on my own very personal impressions and experiences throughout this chapter, starting with my academic years. While attending lectures it was always a real effort to keep my eyelids open, even for a short time, before the professor’s monotonous murmur would send me drifting off to the ’Land of Nod,’ especially when they were trying to teach us about corporate culture and the relevance of a coherent philosophy. That said, however, for me the theme itself was far from boring as it has always been as clear as mud that all our marketing actions should be influenced by two things: a personal identification with a corporation plus the natural social interaction with each other that should never be taken for granted. However, the older I get the more it strikes me that it’s becoming harder to find brand-evangelists with a real die-hard commitment for what he or she does and, worryingly, what’s even more difficult is to retain them as employees! One direct consequence is that only in very few cases, is the impact of the corporate message successfully communicated throughout the value added chain. This is a feature not only of more mature corporations, but also younger ’entrepreneurial’ organisations, since an embedded commitment to a continuous marketing philosophy (which starts with recruitment and flows right through to outsourcing) can only be found in very few companies. Although it is common knowledge that a motivated employee is as valuable a company asset as raw materials, without a clear marketing philosophy this potential is lost. So where is the market differentiation? It’s no surprise that the product ranges are becoming more so similar to each other in so many markets, where companies compete on price rather than on brand values.[14-15]

In situations where a philosophy is far from evident or where there is an obvious lack of commitment, warning bells start to sound. A marketer who tries to hide behind visually and esthetically elaborate brochures and spurious guiding principles has nothing specific to communicate. That’s why, dear readers: stick to clarity and simplicity, two noble fellows who will prevail at the end of the day. Why? Because as crash barriers are to road traffic so are sound guideline principles to marketing. Both of them are only useful if you can recognise them instantly!

PATIENCE AS A VIRTUE, ESPECIALLY FOR THE IMPATIENT

Marketing is rather like homeopathy – having faith in it can work wonders, although it usually does take some time until you can see first results. Therefore, I thoroughly recommend that even the most impatient readers amongst you should take time to discover that a marketing philosophy comes first and foremost from an inner fortitude and conviction while being further defined through attention to detail. So to make this work you need to introduce your in-house philosophy throughout your entire workforce, from the maintenance man to the switchboard operator and on through your senior team. A company hierarchy is fine when expressed as an organogram where responsibilities are being defined – but this meaningless if your philosophy is not actively working all the way onto the store shelves![16]

However, even I have to admit that in everyday practice you sometimes don’t have any other option but to rely on people who are often the least reliable. Though even in this situation a brand-managed business will generally fare better, as they tend to attract employees who will adopt their philosophy because their recruitment criteria are more focused. Hard to believe but it’s as simple as that – at least where a commitment to a core philosophy ranks first and foremost!

Let me reinforce that a little by throwing in a brief question – ’Does your external sales team know your philosophy – really know, that is?’ Well, it’s a common belief that family businesses or owner-run businesses work that way; so let me offer two examples:


	A very successful Austrian energy drinks producer who has refocused extensively on their Marketing.


	A conference hotel in Nuremberg, Germany that was voted ’Hotel of the Year’ for the tenth time thanks to its uncompromising service-philosophy.




In both cases, the company philosophy has been championed by the owners but has also been fully assimilated throughout the workforce hierarchy from management down to trainee. So here’s my plea – A well-defined marketing philosophy is the key to success particularly when married to a commitment to uncompromisingly adapt your own actions to underpin the philosophy. Some talk about it, some watch others do it – but some actually do it! Guess who are the most successful?

Naturally there are always going to be practical restraints such as the demands of the bottom line, cost and revenue-orientation etc. The big question being, of course, what compromises are you prepared to take? For example, the ’added value’ of a brand could possibly be enhanced through a deliberate approach to put ’Identity’ above other decision criteria. A dilemma that highlights just why marketing can often be considered an art form, in this case the art of renunciation – ’We are not going to do this because it will harm the brand.’ – Only someone with absolute faith in the brand, and thus in their marketing philosophy, could confidently act this way. It is therefore up to us marketers to curb any tendencies towards adopting ’multi-philosophies’ and instead try to focus on a robust one that actually works! Employees like to be stirred not shaken, unlike James Bond’s vodka martini. Consumers will quickly pick up on the underlying culture too – a happy efficient and customer focused philosophy is nothing if not infectious.[17]

So very often it’s the small gestures in everyday life that make such a big difference. A friendly ’hello,’ ’thank you’ or ’you’re welcome’ can boost the motivation and enthusiasm necessary to bring a certain philosophy to life. Many conversations that I’ve had in this regard have proved me right. You wouldn’t think so, but a good, open, friendly and caring attitude is often sufficient to overcome any lingering skepticism and reluctance to embrace the philosophy.

However, a word of warning, it’s not enough to hide behind empty platitudes such as ’the human angle’ or ’people come first’ – Believe me I can barely stand to hear those expressions anymore. First of all, cannibals have long been practicing this and secondly, everyone and their brother seems to be coining those phrases since we’ve started living in this ’touchy feely’ age.[18]

And, last but not least, if I’m being absolutely honest – in our free market economy the asset side of the balance sheet is always the hard basis for a business. When your staff start to realise that they have been either ’been led up the garden path’ or ’had wool pulled over their eyes’ you will find that your employees are quicker than you think to see through any meaningless posturing. So, be on your guard! Shall we explore an example? Here’s an oft-stated claim: ’Our customer’s satisfaction is our top priority.’ Sounds good, right? Now here’s a little story drawn from personal experience:


I’m a regular customer of a well-known German automotive manufacturer serving the higher end of the market (and priding itself on efficiency & professionalism) but on one occasion I struggled to obtain a replacement vehicle from one of their dealerships and once I actually received the car the fun began. The tank was more than half empty and the car was also missing the tax disc for the Swiss autobahn that I needed for my daily commute to work. Fortunately, I noticed the missing tax disc before I joined the autobahn. I quickly called the dealership and asked my customer service representative (a guy I’ve known for years) – if to save time was it ok for me to purchase the tax disc at their expense? First there was total silence, eventually followed by an apology – saying that he would first have to double-check with the boss! Not the most encouraging of responses. A query like that really needs to be dealt with quickly and – as importantly – in a friendly and soothing manner. Their reaction spoke more about giving priority to the costs of a potential claim rather than anything related to customer satisfaction![19]



Now, you might ask yourself whether I still drive that same brand of car or if the dealership has profited from saving those 42 Swiss Francs? … Well, you probably know the answer to both questions. Which brings us to the conclusion of this chapter. Why not send your management team to a ’business philosophy’ osteopath or chiropractor. If the diagnosis shows the presence of some backbone then you know you’ve got the right people.

Then, you just need to allow them to make mistakes every once in a while.

Side note – There are companies that even celebrate ’Mistake of the month.’ A kudos builder as everyone makes their own mistakes at some point and can hopefully learn from them. That’s an experience that can’t be delegated, as it’s the only way for an individual to grow, develop and become a defender of the brand philosophy.

Unfortunately, ’brand-managed’ enterprises often don’t appreciate ’marketing experts’ in their midst as their ability to understand and deal with issues while simultaneously putting forward a reasoned argument can sometimes upset the higher ranks. On top of which, being able to engage with this form of interaction requires strong nerves and plenty of energy and commitment on both sides. The key question to ask yourself, however, is ’who’s working IN and who’s working ON’ the company, for, in the long run, it pays to know that you’ve got a stalwart brand fighter on your side.[20]





1.2   MARKETING AS A STATE OF MIND

So, what exactly is MARKETING? Wikipedia defines it in a very dull fashion over several lines but you could also briefly sum it up in just one sentence:


Marketing is the systematic application of one’s intellectual capacity.



I personally think this definition is the most fitting of all the ones I’ve come across to date. Perhaps because it’s my very own definition of marketing – and, critically, it ruthlessly hones in on the three most essential issues.

CLASSIFICATION

The worst examples of poor marketing practice arise from situations where no classification is being applied and chance intervenes at a whim. Success cannot be achieved where the key components of a marketing concept are being either ignored, used only in an obsolete manner, or where vital elements of the marketing-mix are disregarded.

PRACTICAL APPLICATION

In theory, in the majority of marketing situations, we know instinctively what needs to be done. But, in reality our marketing knowledge lies idle and is barely applied. For instance, we don’t truly credit the value of market research, we view the generation of market data as a necessary evil or just don’t pick up on the really relevant consumer feedback. As a consequence, any market shift is being seen either too late or worse not at all.[21]

INTELLECTUAL CAPACITY

We all have our own way of thinking, right? However, the thing about intellectual capacity (thinking) is that there will be variations between individuals, not only in the amount and quality that they have, but also in how they acquired it. And, last but not least, there’s the inability to consider.

What exactly is it that I am trying to tell you? It’s recommended that a successful brand system and its practical application should be managed in such a way that any evaluation measurements feed back as a significant investment into the brand, improving performance and continually adding value. Successful marketing is always far more than the sum of its individual parts. My favourite quote graces the first page of this book, ’Many people are familiar with marketing but only very few really understand it!’ This statement really cuts to the chase. There’s barely been another term that has been discussed, publicised and speculated over more than marketing? That’s no surprise, because we are all under constant influence of marketing activity, whether as a consumer or marketer. This is a truism that goes some way to making us all experts in the subject, whether or not we have a formal academic qualification. This again reminds me of classic ’cracker-barrel’ marketing where, for instance, in the case of watching football on TV, everybody around the table is convinced that they too are knowledgeable members of the soccer-experts panel! But that’s beside the point. It’s an old adage with more than a grain of truth that marketing is 60 % knowledge and 40 %, intuition, common sense and an acute sense of timing. However, as a mindset marketing must rate as a 100 %. Sounds easy, but it really isn’t, as with any declared or well-intentioned stance – in practice, there’s both good and bad examples.[22]


Logical thinking is the basis – but not the complete solution.



There have been literally millions of well thought-out marketing campaigns that end up just petering out. Why? Invariably this is because they lacked an element of surprise, uniqueness, personality and the courage to be bold and focused. Let’s explore an example.


A School Teacher trying to liven up a math lesson poses the following question to her all-boys classroom: ”Three birds are sitting in a tree. How many are still there if I shoot one of them?” Little George answers promptly: ”None, Mrs. Miller!” She asks ”How come?” ”The one bird which you shot fell off the tree and the other two fly away because they got scared off by the bang!” ”Well, that’s not the answer which I expected to hear. But I like your way of thinking.” Encouraged by the teacher’s praise, George has a question in turn for his teacher: ”Three women are sitting in an ice cream parlor. One of them licks her ice cream, the other one takes a bite and the third one sucks on it. Which one of them is married?” The teacher blushes scarlet and answers faintly, ”I guess it would be the one who’s sucking on the ice cream?’” ”Oh, no Miss!” George responds, ”Of course it’s the one wearing a wedding ring. But I like your way of thinking!”[23]



Joking aside – It always depends on how one perceives things and how they can be interpreted. This power of observation is not an easy thing to learn. Often you can manage by keeping the following in mind, if certain things don’t immediately catch your eye and spring to mind then nothing else in the circumstances is likely have significance. Not even market research will then help decision making at this stage. This instinctive reaction, however, doesn’t mean that it’s easier for someone who possesses a very flexible mindset. Whether it’s through gut perception or hard examination of both facts and circumstances it’s still very necessary to check for brand relevance before making any hasty decisions. This, however, can be very nerve wracking because in only a very few cases is the marketer the sole decision-maker and critically this is often the point where many concepts and ideas often come to grief. Imagine the scene – the marketer presents himself in front of CEO, CFO and sales director with finished concepts and product innovations that have already been rolled out and implemented in his/her mind’s eye. However, all THEY see is a piece of paper with black letters on it. What follows is of course the inevitable tug-of-war with arguments being pushed and pulled back and forth, a contest that doesn’t always end with the marketer as the winner! Surrender now? NEVER! Rather, perhaps we should be inspired by the following adage: ’As you have brewed, so you must drink. As you sow, so you shall reap’. That is to say that whatever you do for your brand lends substance to it.[24]

CAN WE STILL AFFORD TO ADVERTISE IMAGE NOWADAYS?

When does image advertising begin? And when does advertising on the basis of price begin? Can we even afford image advertising in times of heavy pressure on pricing? At which point does marketing communications effort convert into an actual purchase? It’s extremely difficult to assess all of the above, varying as they do from situation to situation. So let me tell you, my fellow marketers, just keep your cool when the next panic attack from the sales department hits you. That’s our destiny and part of our salary is compensation for injuries suffered. Nevertheless, these questions and issues have considerably changed our role in recent years. We are not above considering ’off the shelf solutions’ – Nowadays there are even web portals easily accessible to all agencies where you can raise a standardised and formatted pitch. The thought of such a future really frightens me.

DESIGNER OR ADMINISTRATOR?

Eventually every marketer will be confronted with the following moral dilemma – ’To be or not to be – designer or administrator?’ It’s obvious that a designer has to have a thick skin with the ability to take criticism plus the ability and rhetoric to confidently ward off qualified and unqualified arguments. In addition, the marketer faces challenges in keeping the marketing process in some form of logical and chronological order. There’s no doubt that spontaneity and quick-wittedness can also be a big help – both inherent qualities that cannot be easily learned. Even if you do possess one or the other of these, unexpected, ad hoc criticism will still catch you unawares.[25]

’Marketing Malpractice’ sounds inflictive, judgmental and, I admit, a slightly destructive descriptor. Nevertheless, I admire the marketer who is both adventurous and firmly part of the brand’s DESIGN process even if making a few mistakes along the way, as opposed to the Marketer displaying ’Windbag” and ’Know-it-all’ qualities, someone who becomes a mere brand administrator, fearful of making mistakes.





1.3   THE NECCESSITY OF A BRAND-MANAGED CULTURE


	How do brands survive the daily price war?


	How do they achieve a position above this conflict?


	And at which point do they hit rock bottom?




There’s no easy ’off the shelf’ answers to these challenges but there’s definitely a formula that every successful brand follows. As an example, in the future, the only way for a brand to survive will be if the entire corporation believes in it and supports it in equal measure. This is because internal ’turf wars’ only result in loss of energy, which, along with the fatal side effect of ignored customer interests, bears the result that the brand eventually falls by the wayside.[26]

Other factors threatening brand health are the increasing amount of generic brands hitting the market coupled with vendors who lack substance and profile. For a start, savvy consumers increasingly want to know exactly what a product stands for and this can spell disaster if it doesn’t actually stand for anything! Furthermore, marketing experts need be encouraged to take a stand for a product that may be only subtly different from their competition – a real challenge and potential issue.

Therefore, its worth remembering and applying a golden rule – marketing can’t be simply grafted onto an organisation, it needs to match the company’s inherent chemistry and be brought to life from the inside out.

THE PROOF IS NOT ALWAYS IN THE PUDDING

Making mistakes is, after all, only human, especially when dealing with emotive issues such as marketing. That’s why it’s advisable not to rely on bravado and to hide the truth, but to honestly admit mistakes, while, of course, being prepared to learn from them! This is all part of a brand-managed approach. In the longer run, it is always far better to be bold and proactive while inevitably making mistakes once in a while, rather than to study and research for years without really engaging with the marketing task. With this in mind, I’d take a somewhat heretical viewpoint, in that: everyone talks about marketing, and the business world could not function without it, but actually appreciating its true value is another matter all together![27]
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