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Meet the author


Hi my name is Jonathan. I am really looking forward to helping you make a difference with your marketing. Working with some of the most prestigious marketing organizations, including the world’s biggest marketing training body, I have addressed and mentored literally thousands of marketers. I am particularly proud that many students have carved out successful careers with globally admired and respected brands. During three decades in advertising and marketing I have held several creative directorships as well as Head of Copy positions at renowned advertising agencies. My company, Brand Forensics, develops brands, explains core messages and so encourages employees, partners and markets to feel connected with propositions. As a journalist I deliver insights behind brand-related headlines for some the world’s most trusted news organizations, including CNN, BLOOMBERG TV, ITN, BBC, SKY, Five News and many others. Major educational establishments and academic bodies feature my books on business, marketing and copywriting. Other Hodder published titles include, Improve Your Copywriting and the sister companion to that book: Gabay’s Copywriters’ Compendium. So if you are ready to have fun whilst learning how to succeed in one of the most exciting professions, read on and let’s explore your full marketing potential.


Without marketing there is no market – without you there is no marketing


Without marketing, there is literally nothing to be said about enterprise. Communicating your message requires imaginative marketing that doesn’t simply comply with best practice standards but exceeds them.


Whatever the size and type of your organization, this book will help you communicate your message clearly and in doing so gain you entry into a proud community of business leaders who belong to a sector of business with a remarkable history and reassuring future.


Marketing is neither convoluted nor academic. It’s about real life; getting the most out of relationships. To maximize those relationships, in this book we’ll uncover the crucial issues you need to know, from unfolding classic marketing fundamentals to stretching your marketing budget without squeezing its effect. There are also insights on brands and marketing techniques used by some of the world’s most powerful organizations – ready for you to adapt and adopt. Throughout ‘Put it to the test’ exercises put you to the test and remind you of key lessons and insights.


Are you eager to explore your potential, exploit further your own abilities, the marketing function of your organization and, not least, your target audience? Then driven by the momentum of your imagination, like toppling dominoes, one by one I’ll guide you towards generating maximum impact in your marketplace.


J. Jonathan Gabay


jj@gabaynet.com





1: Only got a minute?



Imagine you have less than a minute to sell (position) your company to me.


 




	Who is your company aimed at?


	What, specifically do you do?


	How and why are you qualified to do it?


	Why do you do it better than anyone else?





Or to really get to the point:


 


For  __________


It is  ___________


Only we can  __________


Because  __________


When it comes to marketing yourself, you must be convincing rather than clever.





5: Only got five minutes?


Consider this. You manufacture mobile phones. Advertising – perhaps on the radio, in the cinema, on television – raises the notion that rather than watching TV at home, we could be watching TV while on the move. This establishes a brand positioning which strengthens the motive that watching on a mobile is worth pursuing.


Next, a preference for your particular brand needs to be established. So you further explain – by direct mail or e-shots perhaps – why your mobile phone is particularly appropriate. Following this, you persuade the potential buyer, that having opted for a mobile phone, yours has the edge over the competition. This could be demonstrated by a promotion through a discount or value-added campaign – a great way of dispelling any ‘last minute’ change of mind on the part of your customer.


The customer buys your mobile and is happy – but it’s not enough for you as an imaginative direct marketer. You want to encourage loyalty to your brand, so you may follow up the purchase with incentives rewarding continued allegiance. Once all done, thanks to the recommendations by your existing customers, prospects for your mobile are better targeted. Plus, in recognition of your awareness advertising, you are already further up the list of customers’ preferred brands.


An integrated approach to marketing, such as this, adjusts itself to the age and reputation of your brand. The greater the market maturity, the less the need to invest in the awareness and positioning – and the greater the need to invest in loyalty (unless of course you are re-positioning your brand).





1


The tools of the trade


In this chapter you will learn about:




	the roots of marketing


	marketing definitions


	the Boston matrix


	product life cycles


	Pareto


	demarketing


	implementing your marketing plan


	global markets





Marketing is really about common sense. Sun Tzu, the fourth-century Chinese military strategist said, ‘the most difficult things in the world must be done while they are still easy’. Open the marketing kit of simple business tools and you’ll find four neatly divided sections, each featuring distinctive processes:


 




	Strategic marketing analysis


	Communications planning


	Marketing implementation


	
Marketing control.





The essence of marketing is understanding, supporting, appreciating and being empathetic towards people connected with your organization. Just as a river meanders, so your marketing adapts and blends into a commercial landscape.


There is a marketing lesson to be learned from the tragedy that befell the cruise liner Titanic. The key issue was the hidden depths of the deadly iceberg. Urged to make ‘marketing’ headlines, the ship’s captain, Edward J. Smith, ordered full steam ahead to reach New York in record time. The ship had received a total of seven iceberg warnings. But the sea was calm and the Officer of the Bridge, William Murdoch, decided eyesight rather than foresight would suffice.


Marketing is about getting things right by keeping a watchful eye on the horizon as well as an ear to what’s happening below, around as well as above the ‘deck’ of your business. Approaching midnight on 14 April 1912, a mountainous iceberg was spotted and Murdoch desperately tried to turn the ship around. His action was in vain. The iceberg gnawed a row of gaping tooth marks into the ship’s structure. Within two hours, along with its invincible promises, the ‘unsinkable’ Titanic sunk.


Only 20 lifeboats were on board. The wives and children of dignitaries were saved first. Over 1,500 men, women and children perished. The marketing lesson? Protocol comes second to marketplace vigilance to enable those in charge to protect and safeguard those in your care.


The evolution of marketing


Contrary to popular belief, marketing is the oldest profession. The marketing process forms part of the progression of exchange. That is, giving up something in return for something else which has some perceived value. Humankind’s original idea of supply and demand was pretty much a self-centred affair. The hunter made a crude weapon to kill an animal. If a vessel was needed to carry the food, the hunter improvised. Then came the task of gathering wood for a fire. Once again, someone had to come up with the goods. So it was that humankind floated along in this lonely, self-sufficient existence, getting nowhere fast. Instead of clobbering as many wild boar as possible, the hunter spent energy and time dealing with related aspects. The same could be said for the people who could have been profitably concentrating on their own jobs such as flint sharpening or wood gathering. There had to be a better solution. So the process of decentralized exchange was evolved. In this economy, the hunter, the flint maker, the wood gatherer and the rest of the clan started to see each other in a different light. Each was a potential buyer. Collectively, they formed a market.


The hunter’s life became more structured. After a good day’s clobbering, the hunter visited suppliers to trade the best rump steak. Everything seemed to progress reasonably well. Yet, after ambushing wild boar all day, would hunters really want to drag carcasses around, calling on different traders?


Enter the merchant who established a centralized marketplace. Along with the other hunters, the hunter brought meat to the merchant who acted as a catalyst for the exchange of services and goods. So the hunter established a profitable point of contact, dealt with the market as a whole and even gained time to clobber bigger game.


This formed a solid foundation for a market in which:


 




	
‘Producers’ could assess the value of their goods or services.


	
Buyers knew what they were prepared to exchange for those goods or services.


	
For a percentage of the transaction, merchants acted as intermediaries between established or likely buyers and sellers.





The marketplace’s profitable reputation grew. Further deals were struck. Specialist merchants traded in particular items. New markets developed. Humankind evolved, as did its needs. Eventually all kinds of markets grew: job markets, money markets, commodity markets, web markets …


There have always been several options for exchange. Our original hunter bartered meat. However, he could have added value to his services by offering his time and experience to show others how to hunt and prepare meat. Once a value of some goods has been established and a currency of exchange agreed, each of the parties can accept or refuse the proposed ‘trade’. Finally, they need skills to communicate what they want, when they want it and how it will be delivered.


THE ‘NOW’ AGE


Today, sellers and buyers don’t always meet face to face. Merchants transport goods anywhere. Distribution has embraced the web, email has superseded direct mail and microblogs like Twitter are superseding email. Even the sound of money has changed from the clinking of loose change to the ‘click, hum and swipe’ of electronic gadgetry and smart cards. Nationwide, Europe-wide or worldwide, imaginative marketing lifts products off a page, website and, of course, shelf. Mobile PDAs record the golden digits of your credit card. Sophisticated stock control technology moves goods out of a warehouse, whilst delivery services, supported by ingenious stock database technology, places them into a customer’s hand.


It is an economy where anything, including the bones of extinct prehistoric creatures, has its place, price and market.


What is marketing?


Or rather, let’s immediately dismiss what marketing isn’t.


 




	
It isn’t about producing pretty brochures or websites.


	
It isn’t about obsessing over logo colours and style.


	
It isn’t about knowing classical theories by heart without having the courage and conviction to apply them in real life.


	
It isn’t about ‘cutting and pasting’ tired looking marketing material.





Marketing is about exploring opportunities and having the guts to do something with them and about them. Business without marketing is like winking at a girl in the dark and doing nothing about it. An organization’s most influential and creative business tool is marketing. Like any powerful instrument, it needs to be constantly reviewed, preened and prepared to meet new challenges.


Danielle Aarons, one of Australia’s leading independent marketers, explains:


 


Marketing managers must become business managers controlling a portfolio of goods and services to maximize profit and revenue. That’s tough in a competitive market with few opportunities to hold a unique point of difference for long.


MARKETING ISN’T BLACK OR WHITE


Economists tend to view marketing from a black-and-white sales perspective (as if the sales process was that easily defined). Generally speaking, neo-classical economic theory is led by supply and demand considerations. Most economists would argue that if costs could be reduced sufficiently to benefit consumers, demand for a product or service would follow.


But if that were the case, your only tool would be a series of cost reduction exercises. In a competitive arena where the player still left standing after a trade shoot-out marks ‘High Noon’, either you or your competitor would eventually be fired out of business.


FOUR UNFOCUSED VIEWS ON MARKETING


The Financial Director


‘Do it by the book. Avoid risks. Look at previous research to confirm you are on track and the rest will look after itself.’


The Department Head


‘Save money, just add another department. Offer a standardized customer service function. Who cares about expensive specialists?’


The Sales Director


‘It’s all sales. If you can’t sell now, cut the price, sell high later. Trust me on this.’



The Chief Executive


‘“Arty” marketing ideas and fine salespeople are wonderful, just make me and the shareholders a dollar, pound or euro, and make it snappy.’


FROM MORE IS MORE TO MORE IS LESS


During the late nineteenth-century industrial boom period, the pure, economic theory of marketing was at its most practical. As long as you could produce enough goods the chances were pretty good that someone, somewhere would buy it. And if the going got tough – you reduced costs.


As the manufacturing process became increasingly sophisticated, product variations became more extensive. This led to greater product-range competition. When product variations ran out of drawing-board space, it was back to cutting prices. Sooner or later, companies could no longer sustain the reductions. As they couldn’t slice sales prices, they cut the cost of manufacturing. Companies became more efficient in production techniques. It was an era of time-and-motion studies. Lower production costs led to greater output and keener prices.


Driven by market demands, the wheels of industry again turned out profits.


However, as recessions came and went, and globalization together with technology shrunk the gap between someone wanting a product and it being delivered, service rather than products alone grew increasingly important. Competition from just about everywhere meant a company’s offering not only had to be the best in the market, but the keenest, sharpest and so most valued.


KEEPING THE CUSTOMERS SATISFIED


Marketing evolves around satisfying the consumer profitably. Identify their needs and you can ensure your service or product is attractive, appealing and relevant. Theoretically, that secures sales. However, practically sales don’t even get off the ground without some kind of promotion. When used intelligently, advertising (which comes from the Latin root advertere – ‘to turn towards’) aims to persuade customers to either fix or adapt buying patterns and behaviour. Through doing so, marketers assume the roles of commercial cupids – nurturing long-term relationships between the customer and a brand.


However, this puts the kibosh on the purely economic-led view of marketing. Some economists consider one of the roles of advertising is to help consumers save time and costs when choosing a product or service.


Value generates demand. This, in turn, influences price. Even during a recession, people actively search for products or services that add value to their lives. Much of that value doesn’t come from old-fashioned notions of Unique Selling Points (USPs) alone. It is delivered through emotional triggers such as images, packaging and words that collectively promoted a sense of image in the mind of a consumer.


So, potentially, markets are not just rationally led: but subjectively and even emotionally motivated. Take the perfume business. This deals with fragrance as well as feelings about what scent says about the wearer. Perfume may be positioned to make you feel confident, sensual, chic …


All products and services need to be distinctive and so establish a point of difference. (See page 183.) As the marketplace in general becomes more crowded so, like in a gigantic rave party, the individual brands with the most distinctive personalities will be those that make the biggest impact.


It is all a matter of positioning to influence the way consumers think and feel. (See See ‘Image is everything’, page 189.) Effective brand positioning addressing customer expectations drives the marketing process forward. Once a positioning has been defined and developed, all the intrinsic and extrinsic attributes of the brand amalgamate.


Brands embody all this not just in design but in a company’s entire philosophy – one which is associated with an ideal that is shared by both the brand marketer and market alike. Later I’ll elaborate on brand positioning. For now, consider a radio interview I heard. A major drinks company planned to merge with its competitor. The interviewer asked the respective chairmen to place a value on each other’s companies. They concluded that the greatest value was that of the portfolio of brands.





Did you know?


In the UK, the first alcohol brand to sponsor a series on morning television was Martini Citro. Made in Italy, the series was presented by an Italian chef and chosen to reflect the brand’s target core market: 25–34-year-old women.





Branding gives companies the edge over the competition. Consumers search for products and services which initially may be more expensive than a competitor’s. Yet, in terms of relevance to longer-term personal aspirations and needs, these products and services deliver greater value.





Put it to the test


What is neo-classical economic theory?


 


Try two perfumes – what do you believe they say about you? Write down seven words to describe that sense of feeling.





Implementing your marketing plan


[image: Image]


Economically, sell enough at the right price and eventually you’ll reach profit targets.


[image: Image]


Complement economic thinking with imaginative marketing and you’ll spend less time and fewer resources increasing profits and brand values.


LOOK IT UP: MORE DEFINITIONS OF MARKETING – WHICH MAKES THE MOST SENSE?


According to the Oxford Concise Dictionary of Business:


 


Marketing is the process of identifying, maximizing and satisfying consumer demand for a company’s products. Marketing a product involves such tasks as anticipating changes in demand (usually on the basis of market research), promotion of the product, ensuring that its quality, availability and prices meet the needs of the market and providing after-sales service.


DEMAND MANAGEMENT


Marketing – as defined by Chartered Institute of Marketing:


 


The management process responsible for identifying, anticipating and satisfying customer requirements profitably.


(CIM, 2001)


That’s excellent, as long as you also accept that different organizations have different expectations from their marketing programmes. For example, charities don’t make profits so they could trade the word ‘profitably’ for ‘effectively’. (Providing you are not ‘hung up’ on grammatical issues like splitting your infinitives!)


Your role isn’t just to sell. It includes identifying a demand through research, distribution of your product or service and developing your customer base by continually looking for new ways to satisfy needs.


As an essential business process for the third millennium, part of the function of imagination-led marketing is to formulate targeted strategies that attract an audience for a particular product or service. It’s down to you to probe, plan, implement and direct commercial programmes between your organization and the marketplace. In doing so, you can prosper and sustain mutually beneficial trade.


Peter Doyle – from the classic school of marketing – describes marketing as:


 


… the management process that seeks to maximize returns to shareholders by developing and implementing strategies to build relationships of trust with high value customers and create sustainable differential advantage.


Peter Drucker, a sales and marketing guru, explains that:


 


… marketing is the whole business seen from the point of view of its final result, that is, from the consumers’ point of view.


Marketing – as defined by the American Marketing Association:


 


Marketing is the activity, set of institutions, and processes for creating communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.


(AMA, 2007)


Through orchestrating the process by which an organization presents its goods, it becomes armed with compelling reasons for people to choose an organization’s product or service in preference to any other. However, marketing is not just about lavishing people with what they want by anticipating, meeting and exceeding their expectations. Like a scrumptious meal, there are times when people can have too much, becoming overwhelmed with a product or service. For example, faddish pop bands often endorse so many products that people become exposed to pop branding fatigue. (As Confucius said, ‘To go beyond is as wrong as to fall short’.)





Put it to the test


Which of the above definitions of marketing would you choose?





Demarketing


The more you twist it, the more it turns people on!


Imaginative marketing management can be likened to a tap adjusting the flow of marketing techniques. Effective marketers deal with varying levels of supply and demand. Sometimes the demand is little more than a trickle. At other times it can be torrential. Sometimes, though rarely, demand becomes too great. Demarketing discourages the consumer from buying or consuming something rather than stimulating him or her to do so. A typical example is when people are asked not to hose the garden during a drought.


The trouble with demarketing is that it is a distant cousin of deflation. This often occurs during leads to recessions. When times get tough, too many marketers get hacking prices. Prices fall, however a drop in prices is usually due to a fall in demand. Jobs get cut as do wages, as do house prices … And the cure? Well, in part, it’s to start marketing again – but this time pro-marketing.





Did you know?


Months before a commercial is broadcast, television advertisers negotiate with record companies for marketing tie-ins with a music theme to be featured in the commercial. However, just because the product does well out of the association, it doesn’t necessarily follow that the pop band will be a hit too.





 





Put it to the test


List five reasons for demarketing.





A brief history of marketing


As previously stated, marketing has been around for a very, very long time. British guildsmen and entrepreneurs are recorded as long ago as the sixteenth century. There is also evidence of mass consumption in England during the seventeenth and eighteenth centuries.


Just after the industrial revolution, between the end of the nineteenth century and first couple of decades of the twentieth century, marketing went through the production period. These were simple times, concerned with production and demand. If demand was too great, and production too slow to react, people just had to wait for production lines to catch up. From the roaring twenties to the post-war fifties, marketing really took a grip on business. In America, during the 1930s self-service supermarkets were launched.


As the decades progressed, marketing became more and more led by personal selling, research and advertising – including advertising on TV. Television brought sales people into the home and with that, the opportunity to market everything from soap to glamorous cars, directly to the family. All such advertising was strongly influenced by what customers appeared to want rather than just by what marketers believed they needed. By the 1960s, style and fashion were as accessible as switching on a television or listening to a portable record player. Hollywood ‘went for broke’ with bigger, more colourful as well as more socially ‘aware’ docu-dramas. Presentation was everything. The marketing man was a showman, more interested in ‘shine’ than product substance.


THE GROOVY SEVENTIES AND ON


The 1970s shook the world into uncomfortable reality. The climate was intemperate. Political scandals shook the credibility of authority. Cold wars gave rise to suspicion. The oil boom dried up. Media costs rose. People became more independent. As marketers assured consumers that their products were good for them, consumers wondered otherwise.


The 1970s was also an era of short-term marketing tactics rather than longer-term stratagems. Many companies distributed their goods via intermediaries rather than direct sales forces. Sales ruled markets. Unions influenced corporations. Profits relied on unit quantities rather than margins. Manufacturers concentrated on marketing their core strengths rather than diversify into product and service related areas.


The market was no longer aimed at consumers as an overall group but at the diverse needs of individuals. So entered direct marketing, leading ultimately to the web and then social network and viral marketing. Thanks to developments in computing, it was possible to compile lists from clubs, geographic areas and surveys to pinpoint the right product for the right person. That information addressed people by their names and so enhanced their customer image.


The eighties saw the rise of the independent businessperson. Marketers become opportunists turning developments such as the rise of personal computers and mass-produced microchips, into the chance to offer people technologies to improve productivity. Everyone believed in his or her potential to become a shrewd business player. Banks encouraged people to spend and invest. Markets boomed and, for some by the 1990s, busted.


The nineties saw industries such as finance imposing tough regulatory rules to protect the individuals who, thanks to the drive for independence back in the 1980s, had disposable income to invest. The more they invested, the more banks urged them to invest more still.


The first decade of the twenty-first century witnessed political and cultural upheaval throughout the world. Wars led to dispersed communities who would have previously concentrated on their local geographic markets. Yet as the communities spread they discovered advertised hope for improved lives. Looking, often for the first time, beyond their immediate geographic boundaries, they saw mountains of marketing messages made of promises reaching beyond the clouds. Overwhelmed, they had the rights to enjoy the produce from a worldwide bowl of marketed assurances. That required credit. Banks, which had prospered from what would turn out to be reckless lending and investments, collapsed under the strain, businesses folded and, initially at least, marketing, along with anything that appeared to be a short-term cost centre, suffered.


However, before long, the markets realized that without marketing itself, just as in the very beginning of our story, everything would grind to a halt.


By the start of the teenage years of the twenty-first century, with the Internet firmly in place to help markets gain greater choice and marketers further ways to influence markets on a personal rather than impersonal corporate level, marketing is well and truly in its societal period. It is concerned with social and ethical issues. Car marketers vie with each other to offer the ‘greenest’ fuel consumption. Food retailers tackle unjust compensation for farmers through supporting producers with Fairtrade products and service companies help boost their ethical messages to employers and customers alike through publishing marketing materials on recycled papers and with vegetable dye ink. Whichever period comes next, it will always still draw on some fundamentals of marketing …





Put it to the test


What gave marketing a communications boost in the 1950s? What do you think will give marketing its next big boost and why?





Box clever (the Boston Matrix)


In the 1970s era of ‘medallion marketing man’, a company called the Boston Consulting Group devised an ingeniously simple way to classify products. It came up with a matrix of four boxes. The Group suggested that every service or product could be categorized into one of the quadrants. The vertical axis indicated the growth of a market, whilst the horizontal indicated market share. Depending on the requirements and economic conditions, the given value of market growth could vary.


Companies falling in the best performing part of the matrix had products with a high market growth and share. These were called STARS. Those with high market share but low growth were known as CASH COWS.


In cases of low market share but growing as a whole, there were PROBLEM CHILDREN (also known as WILDCATS or QUESTION MARKS).


Products that could manage only a low market share and growth were DOGS.


According to the Boston Consulting Group, the ‘fluidity’ of cash flow was dependent on the box in which a product or service fell. Then, as now, a common mistake was to confuse cash flow with profitability. In reality, profits help cash flow but if a business excessively spends in out-goings like IT, machinery or even marketing, it could suffer from ‘negative cash flow’, while still making a profit. In other words, the money keeps on coming in whilst the expenses keep draining out.


[image: Image]


The Boston Matrix.


GETTING CORNERED


Virtually all companies share a little bit of every corner of the matrix. Most portfolios of brands cover various sections. Here’s what to do if your product or service falls in one of the Boston Matrix’s boxes.


Starting at ground level, DOGS produce low (negative) cash flow. Never take DOGS at face value – their bite can be worse than their ‘moo’. Let me explain: if a product (or service) falls between a DOG and CASH COW it is sometimes called a CASH DOG. These products roam the twilight zone of low market growth and share. Once a product hits the CASH COW box, it starts to emerge as a market leader, in mature or low-growth markets. The greater the market share the bigger the profits and because the market is relatively mature, you have to spend lots of money investing in production equipment.


If your product or service falls within this sector, consider giving it the marketing equivalent of a pep pill. In other words, re-energize the old by re-launching and looking at extending your portfolio. If you have a more modest enterprise and prefer a less daunting option, maintain your profit source by milking your product or service whilst grazing over profitable pastures.


PROBLEM CHILDREN are just that. On the positive side, products (or services) falling within this category are in a high-growth market. However, they have a relatively low market share. As with all children exploring their world of seemingly unlimited opportunities, the person (adult) left holding the purse strings may suffer a severe drain on cash flow. To make the situation worse, PROBLEM CHILDREN, tend to hang around low-share product areas. So there’s not much chance of making significantly high mass profits.


Finally, you can reach for the STARS. If your product (or service) hits this sector, break out the champagne – but make sure you have enough cash to keep the bubbly flowing. This part of the box is equivalent to being a film star living in Beverly Hills. Sure, you are a market leader but everyone else wants to muscle in on your territory. That costs money. You may need to invest in state-of-the-art machinery and you are going to need extra cash tucked up your sleeve to manoeuvre your marketing to ‘fight off’ any competitors.


Although the Boston Matrix is clever, you are smarter. So by all means refer to it but always remember, the final strategy is still yours and not in a box. In fact, as an intelligent and modern marketer, always take into account your personal gut feeling about marketing campaigns and be cautious of any kind of inflexible planning techniques that may look fine on paper but can’t be fully justified in practice.


Even the most respected planners often don’t get their predictions right. For example, in the middle of the biggest world financial crisis since the Second World War, a group of eminent economists were compelled to apologize to HM Queen Elizabeth II for failing to predict the financial crisis. During a visit to the London School of Economics the Queen asked why nobody had anticipated the credit crunch. According to newspaper reports at the time, responding to the Monarch by a letter, the so-called ‘wise men’ of the country said: ‘Your majesty, the failure to foresee the timing, extent and severity of the crisis and to head it off, while it had many causes, was principally a failure of the collective imagination of many bright people, both in this country and internationally, to understand the risks to the system as a whole.’





Put it to the test


Your new social networking site is a CASH DOG. List three courses of action.





WHO FITS WHERE IN THE BOSTON MATRIX?


 






	Who


	Profile


	What you should do







	STARS


	First on the block. They lead – others copy. They are worth their weight in profits.


	Pamper them. Maximize growth by giving total support and commitment.







	CASH COWS


	They’ve previously made their mark – everyone knows them – but can they continue to make an impact, considering that everyone has already bought their product or service?


	Milk’em for all they’ve got! With the right management CASH COWS deliver the best profits. Keep an eye on costs – that includes long-term marketing campaigns. To revitalize your sales and maintain interest try sales promotions. Better still, add some extra service or product benefits by extending and so strengthening your line, and then create a bright new star. Ideal ways to achieve this include:







	 


	 


	

	Adding product functionality to something – e.g. a vacuum cleaner with an added dirt-level indicator.


	Evolving the format of an existing product or service – e.g. MM5 cameras into fully enabled MPEG cameras.


	Adding a new way to deliver added value – e.g. from cash points to Internet banking.


	Merging old technology with new – using toner cartridges from photocopier machines in fax laser printers.










	PROBLEM CHILDREN


	Growth looks good, for now, however, share is small. If they really are that new on the block, give them time to flourish.


	Search deep in your pockets. They’ll need your support to make it. That includes promoting them with advertising and/or PR.







	DOGS


	Real losers. Yesterday’s wannabes – who never really made it in the first place.


	You could try increasing your prices – might as well make a last-ditch effort to make some money or you could invest the time and money you would have put into a DOG into something more worthwhile (Harvest Strategy).








Product Life Cycles


As we grow older, our outlook on life changes. What appears in one age as a gaping void is bridged in another age. Similarly, another product soon fills the gap created by taking a product off the shelf. All products or services entering the market have a beginning, middle and, near but not necessarily final, end.


Take, for example, old-fashioned long-playing records (LPs). In the beginning, around 1894, gramophones were just a curious fad. The first commercial studio for gramophone recordings didn’t open until 1897. Eventually people wanted gramophones to play at home. That spurred demand for more LPs, so the record companies recruited more artists. Eventually, the single came out. Airplay on the newly invented transistor radio generated consumer demand. That created a market for tracks – so the EP hit the record decks – a shorter version of the full LP record with fewer tracks, but more concentrated hits. This generated more sales for LPs, which had now acquired a new lease of life as albums of a band’s work rather than single snapshots. The entire process was a perfect example of a Product Life Cycle (PLC) showing a product entering the market, building sales, reaching a peak, declining – developing its stable of products – then letting each product (single, EP…) re-start the whole procedure. Today downloads rule the music waves. The traditional record shops are dying but music sites are booming and tomorrow technology will go even further.


Today PLCs tend to get shorter and shorter in just about every consumer field from mobile phones and players to HI-DEF TVs and recorders. A PLC may endure between six months and a year. The Internet has further reduced PLC through creating online brands virtually overnight.


The changing face of financial marketing


 






	Then


	Now







	Customer recruitment


	Customer retention







	Mutuality


	Incorporation







	Specializations


	Generalization







	Stand-alone products


	Packaged products







	Branch counter


	Remote/Web







	Free services


	Charging











Put it to the test


Using the above table as an example, plot out how either the food, car or holiday industry has changed over the last few years.
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