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Foreword

By Don Peppers
coauthor, The One to One Future
founder, marketing 1:1, inc.

I predict that businesses all over the world will soon be familiar with most of the concepts outlined in this book. Sales and marketing people everywhere will soon be talking about the very commonsense principles of “Permission Marketing” and how best to put these principles to work for their own businesses.

To prove the accuracy of my prediction, I’ll ask you to consider your own hectic life. The truth is, your whole problem comes down to a question of time and energy, doesn’t it? Technically, life is easier for you than it was for your parents, because so much of the drudge work is now done by machines. But for some reason you’re busier than ever, isn’t that right? And doesn’t it seem as though every day you get still busier?

How can this be? Simple. Because there are so many more claims on your attention, that’s why. You’re already overloaded with an embarrassment of opportunities to absorb your time and expend your funds doing things, watching things, using things. But every day even more opportunities are presented to you. So now when you decide to spend an hour surfing the Web, the first thing researchers want to know is: Hey, where did that extra hour come from, anyway?

It came out of your life, that’s where. You made a tough choice. Decided to use an irreplaceable hour of your life cruising the Net rather than watching one of the 115 channels on the tube, or answering one of the 25 e-mail messages stacked in your queue, or driving out for a snack at one of the 30 fast-food restaurants located within a few miles of your home, or sunning at the pool, or playing Scrabble with your teenage daughter.

Face it: Your attention—the time you have available to “pay attention”—is an increasingly scarce resource. And, in any free economy, when resources become scarcer they command higher prices.

Now, to some of us this might appear to be a simple statement of economic principle. To Seth Godin, it’s also a business opportunity.

The basic idea of “Permission Marketing” is very simple: Each of us is born with only a certain amount of time on this earth, and figuring out how to use it wisely is one of life’s primary activities. “Paying attention” to something—anything—is, in fact, a conscious act, requiring conscious effort. So one way to sell a consumer something in the future is simply to get his or her permission in advance. You’ll do this by engaging the consumer in a dialogue—an interactive relationship, with both you and the customer participating. Rather than simply interrupting a television show with a commercial or barging into the consumer’s life with an unannounced phone call or letter, tomorrow’s marketer will first try to gain the consumer’s consent to participate in the selling process. Perhaps the consumer will give his permission because he is volunteering to learn more about a particular product or class of products. Or perhaps you’ll actually offer some type of payment or benefit in return for the consumer’s permission.

In a noninteractive world this would be the kind of crazy, totally impractical idea that you might be tempted to chalk up to the idle musings of an overimaginative marketing geek. But the age of interactivity has actually arrived. It came suddenly, while no one was looking, and interactivity changed the rules.

The technology of interactivity has two quite different implications for businesses. On the one hand, because consumers can gain access to information faster and more simply than ever before, many marketers are finding their products “commoditized” and their margins squeezed. You can use the Web to buy a new General Motors car for as little as $50 over dealer invoice. Or you can buy a thousand shares of General Motors stock for a total commission of as little as $7.95. While this sounds like great news for consumers, clearly one of interactivity’s immediate implications for business is that margins are going to get hammered and customer loyalty will be harder to come by.

But interactivity can also empower a business to engage its consumer customers in individual dialogues, developing relationships with each of them that grow stronger with time. Not only can this strategy shield a business from being commoditized, it can also provide a valuable service to consumers—a service, moreover, that might easily be worth more than access to the latest, most accurate price comparisons on a commodity product.

Engaging a consumer in a dialogue is something that business owners used to do in the old days—before assembly-line production, mass distribution, and mass media advertising. In the old days selling was a kinder, gentler process, and it was based on the willing participation of the consumer. It was only the arrival of the mass production economy that changed all this. The modern economy was defined in terms of assembly-line production of standardized products, mass distribution of these products to consumers in a wide geographic area, and mass media vehicles to carry standardized advertising messages. Under these conditions it became irresistibly cost-efficient to broadcast the same message to every consumer, rather than bearing the cost of engaging any single consumer in a separate, individual dialogue.

Today, however, because of interactive technology, it has become cost-efficient once again to conduct individual dialogues, even with millions of consumers—one customer at a time.

Interactive technology means that marketers can inexpensively engage consumers in one-to-one relationships fueled by two-way “conversations”—conversations played out with mouse clicks on a computer, or touch-tone buttons pushed to signal an interactive voice response unit, or surveys completed at a kiosk. The point is that consumers can, once again, be involved in the marketing process. Marketing in an interactive world is a collaborative activity—with the marketer helping the consumer to buy and the consumer helping the marketer to sell.

As a business, if you do it right, the dialogue and involvement of a customer will lead to customer loyalty, for that customer. The more the customer is engaged—the more he or she has collaborated with you to fashion the service you are rendering or the product you are selling—the more likely the customer will be to remain loyal to you, rather than going to the trouble of switching this collaborative activity to one of your competitors.

For the business, this might seem like a lot of effort just to sell another quarter’s worth of goods. It is. But there is no viable alternative, because the mass production economy has basically been tapped out. You already know this, if you just think about what your own life is like as a consumer within that economy.

As a consumer, you now inhabit an endlessly expanding universe of new offers, urgent solicitations, price-off promotions, and money-back guarantees. This is the mass production economic system carried to its logical extreme—businesses all trying to find more customers for an ever-widening array of more specialized and innovative products and services. In order to sell this vast arsenal of products, marketers all over the world soak up every square inch of space, every extra second of time, and they paste their sales messages into those nooks and crannies, hoping you’ll encounter them. So, as a consumer your life is now filled to overflowing with this previously unimaginable variety of opportunities, choices, and assorted messages—all calling for decisions on your part, even if the only “action” you take is to pay attention for an instant. And make no mistake about it, your constant attention is demanded. Every idle moment you possess is seen by some business somewhere as an opportunity to interrupt you and demand more of your attention.

Marketers want to get their messages in front of you. They must get their messages in front of you, just to survive. The only problem is—do you really want more marketing messages?

Interactivity allows a business to break this vicious cycle. With cost-efficient interactive technologies now available, businesses can actually take a step back and secure their customers’ permission to sell them things—to get them to pay attention to their selling messages. A business can now ask a consumer directly if he’d like more information and then deliver it. A business can now reward a consumer for receiving and acknowledging its message, ensuring that the consumer’s own interest is served by learning about a new product or service.

There are lots and lots of ways to do this. Offer a coupon or a cash incentive. Play a game. Accumulate points. Sponsor a contest or a drawing. But whatever you do, however you do it, if you get your prospect’s permission to sell to him, you have won a valuable asset, an asset no competitor can take from you. You have won the prospect’s cooperation and participation. He and you are now collaborating.

So yes, my prediction is that companies all over the globe will be embracing Permission Marketing. They will embrace it both as an offensive marketing weapon, to steal customers from their competitors, and as a defensive measure, to avoid the kind of commoditization represented by e-commerce.

For any reader who wants to know how to compete in an interactive universe of World Wide Web sites, call centers, and sales force automation tools, stay tuned. If you want to avoid the e-commerce trap of commoditization and margin pressure, then this book’s for you. If you want just to understand better the kinds of marketing relationships that are most likely to develop in the age of interactivity, then read on.

Anyone else, read a different book. You’ve got lots of other things you need to do anyway, right?



Introduction


I wasted a lot of Harvard University’s endowment. More than $6 million, to be specific. And everyone around me applauded.

In 1983 Spinnaker Software emerged as the best-funded software start-up in history. With more than $17 million in venture money (including about $6 million from the sages at Harvard), Spinnaker set out to invent an entire genre—educational computer games for kids.

As one of a handful of brand managers at Spinnaker, my job (at the tender age of twenty-three) was to spend millions of dollars advertising our new products. Amazingly enough, this little start-up ranked among the two hundred largest advertisers in the country in 1984.

Armed with millions of dollars of ad money, I ran ads in People and dozens of other magazines. We had constant discussions about how to make the move to television and, of course, found ourselves invited to attend the U.S. Open and other great advertising shmoozefests.

The good news was that the advertising bought us distribution. We were picked up by Radio Shack, Lechmere, Target, and Kmart. Within a year we were the leader in a zero-billion-dollar market.

The bad news was that we had no evidence at all that our advertising was actually working. No proof that the millions of dollars we were spending were doing anything more than buying fancy cars for the commissioned salespeople and generating fear among our competitors.

It was a great gig, but after sixty products and some great experiences, I decided to go into the book business. There, once again, I got a firsthand ringside seat at a waste jamboree, a huge bonfire of money spent with no return on traditional advertising.

Giant companies were spending millions of dollars to advertise a product on the network television coverage of the Olympics. Publishers with established brand-name authors had no idea which individuals were buying their books and had to start their marketing and promotions from scratch every time a new book was launched. Huge conglomerates were publishing hundreds of books a year but weren’t cultivating a loyal audience, a brand name, or a scalable way of introducing new products.

What I had suspected at Spinnaker was proven true. Advertising wasn’t working very well. It wasn’t easily measured or tested. It wasn’t predictable. And it was expensive.

For the last six years I’ve been a student of how companies deal with advertising and a practitioner of how they might do it with more success. I’ve watched with amusement as Excite ran million-dollar campaigns on Seinfeld—overpromoting a product before its time—and I’ve watched with despair as truly great products have disappeared because of a complete lack of promotion.

In 1990 the folks at Prodigy (a company that will be remembered as being years ahead of its time) hired my colleagues and me to build a promotion for their fledgling online service. Prodigy had two significant problems. The first was that it cost them hundreds of dollars to get a new member, yet the average member was staying only a few months before quitting the service. The second was that they were charging a flat fee, but many customers were using the service so much that Prodigy was actually losing money on their very best users.

Into this maelstrom we threw Guts®. Guts was one of the very first online promotions (it predated the World Wide Web by more than four years), and today, nearly a decade later, it’s still one of the largest online promotions ever run. (And it continues to run online.)

More than 3 million people ended up participating in this promotion. If you entered it, you were half as likely to quit Prodigy as other members who didn’t. Amazingly enough, you could tell when the new weekly version of the promotion was launched on Wednesdays, because usage of the entire Prodigy network would increase measurably.

Like a blind squirrel stumbling onto an acorn, we had accidentally discovered some really big insights. These successes led to promotions for AOL, Delphi, eWorld (Apple), Microsoft, and CompuServe. Along the way, I was lucky enough to be in a fast-moving advertising test laboratory.

The promotions we built for each online service did exactly what they were supposed to do. They increased usage, and they cut churn.

A couple of years ago, after forming a company to build the technology and, more important, the techniques necessary to do these extraordinarily successful promotions, I realized that my journey was a metaphor for what millions of marketers at millions of companies were doing, or were about to do. I’d gone from spending oodles of money in traditional advertising to building something completely different, vastly more efficient, and measurably more effective. We’d honed the idea of Permission Marketing.

In this book I’d like to challenge your preconceived notions about what marketing and advertising is and should be and put it back together in a way that works in our new networked world. The concepts are pretty simple, but they are by no means obvious.

My colleagues at Yoyodyne (the leading direct marketing company on the Internet) have been unrelenting in their mission to bring this message to major brands around the country. We’ve spoken at hundreds of conferences and gone on thousands of sales calls. We’ve been insulted by placeholder marketers who had salaries greater than their budgets and who enjoyed pulling the wings off flies like us. We’ve survived Java and Shockwave and MSN and multibillion-dollar investments designed to turn the Web into TV.

Technology is changing the world’s approach to advertising. The Direct Marketing Association no longer ignores the Web—in fact, they devote whole conferences to it. E-mail has become a way of life, too. According to the American Management Association, more than half of all business executives rely on e-mail. A Catholic bishop based in New York was even quoted as saying, “If Jesus were walking the earth today, I’m convinced He would have an e-mail address.”

If you believe that the Internet changes everything, you will readily appreciate this book. The feudal lords who counted on conquest of the New World five hundred years ago were blown away when they discovered that the old rules didn’t work anymore—the product of their heavily financed expeditions turned out to be their own destruction. The New World eclipsed the Old World. Like a huge echo in a canyon, the sound waves the Old World sent out returned to eliminate their role in the world. Without the money the royalty of Europe spent to develop the United States, our country would never have developed into the world power that now eclipses them.

The Internet is going to change marketing before it changes almost anything else, and old marketing will die in its path. The marketers who funded the explosive growth of the Internet are going to be the first to be destroyed. Their experiments and hype and sizzle will open the eyes of consumers, but then these same consumers will realize that they don’t need the old rules anymore.

If you don’t believe that the Internet will change everything, you still need this book. You might be right, after all, but that won’t change the fact that the overwhelming clutter in the marketplace has made traditional advertising almost worthless for most marketers. You need something that works, and as the examples in this book will demonstrate, Permission Marketing works for companies big and small. It works online and offline, for consumers and for the business-to-business market.

Increasingly, there are only two kinds of companies: brave and dead. I hope that this book finds you in the first category. Let me know what you think!

SETH GODIN
Santa Clara, California

 

POSTSCRIPT

As this book goes to press, Yoyodyne has accepted an offer to be acquired by Yahoo!, the largest independent site on the Internet. After spending years developing and implementing many of the techniques described in this book, my colleagues and I now have the opportunity to apply our learning on a much larger scale. You can contact me at Seth@permission.com for an update on what the future holds for permission marketing online.


ONE
The Marketing Crisis That
Money Won’t Solve


You’re not paying attention. Nobody is.

IT’S NOT YOUR FAULT. It’s just physically impossible for you to pay attention to everything that marketers expect you to—like the 17,000 new grocery store products that were introduced last year or the $1,000 worth of advertising that was directed exclusively at you last year.

Is it any wonder that consumers feel as if the fast-moving world around them is getting blurry? There’s TV at the airport, advertisements in urinals, newsletters on virtually every topic, and a cellular phone wherever you go.

This is a book about the attention crisis in America and how marketers can survive and thrive in this harsh new environment. Smart marketers have discovered that the old way of advertising and selling products isn’t working as well as it used to, and they’re searching aggressively for a new, enterprising way to increase market share and profits. Permission Marketing is a fundamentally different way of thinking about advertising and customers.

THERE’S NO MORE ROOM FOR ALL THESE ADVERTISEMENTS!

I remember when I was about five years old and started watching television seriously. There were only three main channels—2, 4, and 7, plus a public channel and UHF channel for when you were feeling adventuresome. I used to watch Ultraman every day after school on channel 29.

With just five channels to choose from, I quickly memorized the TV schedule. I loved shows like The Munsters, and I also had a great time with the TV commercials. Charlie the Tuna, Tony the Tiger, and those great board games that seemed magically to come alive all vied for my attention. And they got it.

As I grew up, it seemed as though everyone I met was part of the same community. We saw the same commercials, bought the same stuff, discussed the same TV shows. Marketing was in a groove—if you invented a decent product and put enough money into TV advertising, you could be pretty sure you’d get shelf space in stores. And if the ads were any good at all, people bought the products.

About ten years ago I realized that a sea change was taking place. I had long ago ceased to memorize the TV schedules, I was unable to keep up with all the magazines I felt I should be reading, and with new alternatives like Prodigy and a book superstore, I fell hopelessly behind in my absorption of media.

I found myself throwing away magazines unopened. I was no longer interested enough in what a telemarketer might say to hesitate before hanging up. I discovered that I could live without hearing every new Bob Dylan album and that while there were plenty of great restaurants in New York City, the ones near my house in the suburbs were just fine.

The clutter, as you know, has only gotten worse. Try counting how many marketing messages you encounter today. Don’t forget to include giant brand names on T-shirts, the logos on your computer, the Microsoft start-up banner on your monitor, radio ads, TV ads, airport ads, billboards, bumper stickers, and even the ads in your local paper.

For ninety years marketers have relied on one form of advertising almost exclusively. I call it Interruption Marketing. Interruption, because the key to each and every ad is to interrupt what the viewers are doing in order to get them to think about something else.

INTERRUPTION MARKETING—THE TRADITIONAL APPROACH TO
GETTING CONSUMER ATTENTION

Almost no one goes home eagerly anticipating junk mail in their mailbox. Almost no one reads People magazine for the ads. Almost no one looks forward to a three-minute commercial interruption on must see TV.

Advertising is not why we pay attention. Yet marketers must make us pay attention for the ads to work. If they don’t interrupt our train of thought by planting some sort of seed in our conscious or subconscious, the ads fail. Wasted money. If an ad falls in the forest and no one notices, there is no ad.

You can define advertising as the science of creating and placing media that interrupts the consumer and then gets him or her to take some action. That’s quite a lot to ask of thirty seconds of TV time or twenty-five square inches of the newspaper, but without interruption there’s no chance for action, and without action advertising flops.

As the marketplace for advertising gets more and more cluttered, it becomes increasingly difficult to interrupt the consumer. Imagine you’re in an empty airport, early in the morning. There’s hardly anyone there as you stroll leisurely toward your plane.

Suddenly someone walks up to you and says, “Excuse me, can you tell me how to get to gate seven?” Obviously you weren’t hoping for, or expecting, someone to come up and ask this question, but since he looks nice enough and you’ve got a spare second, you interrupt your train of thought and point him on his way.

Now imagine the same airport, but it’s three in the afternoon and you’re late for your flight. The terminal is crowded with people, all jostling for position. You’ve been approached five times by various faux charities on your way to the gate, and to top it all off you’ve got a headache.

Same guy comes up to you and asks the same question. Odds are, your response will be a little different. If you’re a New Yorker, you might ignore him altogether. Or you may stop what you were doing, say “Sorry,” and then move on.

A third scenario is even worse. What if he’s the fourth, or the tenth, or the one hundredth person who’s asked you the same question? Sooner or later you’re going to tune out the interruptions. Sooner or later it all becomes background noise.

Well, your life is a lot like that airport scene. You’ve got too much to do and not enough time to get it done. You’re being accosted by strangers constantly. Every day you’re exposed to more than four hours of media. Most of it is optimized to interrupt what you’re doing. And it’s getting increasingly harder and harder to find a little peace and quiet.

The ironic thing is that marketers have responded to this problem with the single worst cure possible. To deal with the clutter and the diminished effectiveness of Interruption Marketing, they’re interrupting us even more!

That’s right. Over the last thirty years advertisers have dramatically increased their ad spending. They’ve also increased the noise level of their ads—more jump cuts, more in-your-face techniques—and searched everywhere for new ways to interrupt your day.

Thirty years ago clothing did not carry huge logos. Commercial breaks on television were short. Magazines rarely had three hundred pages of ads (as many computer magazines do today). You could even watch PBS without seeing several references to the “underwriter.”

As clutter has increased, advertisers have responded by increasing clutter. And as with pollution, because no one owns the problem, no one is working very hard to solve it.

CONSUMERS ARE SPENDING LESS TIME SEEKING ALTERNATIVE SOLUTIONS

In addition to clutter, there’s another problem facing marketers. Consumers don’t need to care as much as they used to. The quality of products has increased dramatically. It’s increased so much, in fact, that it doesn’t really matter which car you buy, which coffee maker you buy, or which shirt you buy. They’re all a great value, and they’re all going to last a good long while.

We’ve also come a long way as consumers. Ninety years ago it was unusual to find a lot of brand-name products in a consumer’s house. Ninety years ago we made stuff, we didn’t buy it. Today, however, we buy almost everything. Canned goods. Bread. Perked coffee. Even water. As a result, we already have a favorite brand of almost everything. If you like your favorite brand, why invest time in trying to figure out how to switch?

We’re not totally locked in, of course. It wasn’t too long ago that cake mix was a major innovation. Just a few years ago we needed to make major decisions about which airline was going to be our supplier of frequent flier miles. And today, if you’re going to get health care, you’ve got to make a serious choice. But more often than not, you’ve already made your decisions and you’re quite happy with them.

When was the last time someone launched a major new manufacturer of men’s suits? Or a large nationwide chain of department stores? Or a successful new nationwide airline? Or a fast-food franchise? It can be done, certainly, but it doesn’t happen very often. One of the reasons it’s such a difficult task is that we’re pretty satisfied as consumers.

If the deluge of new products ceased tomorrow, almost no one would mind. How much more functional can a T-shirt get? Except for fast-moving industries like computers, the brands we have today are good enough to last us for years and years. Because our needs as consumers are satisfied, we’ve stopped looking really hard for new solutions.

Yet because of the huge profits that accrue to marketers who do invent a successful new brand, a new killer product, a new category, the consumer is deluged with messages. Because it’s not impossible to get you to switch from MCI to Sprint, or from United Airlines to American Airlines, or from Reebok to Nike, marketers keep trying. It’s estimated that the average consumer sees about one million marketing messages a year—about 3,000 a day.

That may seem like a lot, but one trip to the supermarket alone can expose you to more than 10,000 marketing messages! An hour of television might deliver forty or more, while an issue of the newspaper might have as many as one hundred. Add to that all the logos, wallboards, junk mail, catalogs, and unsolicited phone calls you have to process every day, and it’s pretty easy to hit that number. A hundred years ago there wasn’t even a supermarket, there wasn’t a TV show, and there weren’t radio stations.

MASS MEDIA IS DEAD. LONG LIVE NICHE MEDIA!

Technology and the marketplace have also brought the consumer a glut of ways to be exposed to advertising. When the FCC ruled the world of television, there were only three networks and a handful of independents. Networks made a fortune because they were the only game in town. Now there are dozens—and, in some areas, hundreds—of TV channels to choose from.

The final episode of Seinfeld made media headlines. Yet thirty years ago Seinfeld’s ratings wouldn’t have made Nielsen’s list of top twenty-five shows of the season. With an almost infinite number of options, the chances of a broadcast, even a network broadcast, reaching almost everyone are close to zero.

Even worse is the World Wide Web. At last count there were nearly two million different commercial Web sites. That means there are about twenty-five people online for every single Web site…hardly a mass market of interest to an Interruption Marketer.

AltaVista, one of the most complete and most visited search engines on the Internet, claims to have indexed 100 million pages. That means their computer has surfed and scanned 100 million pages of information, and if you do a search, that’s the database you’re searching through.

It turns out that in response to people who do searches online, AltaVista delivers about 900 million pages a month. That means the average page that they have indexed in their search engine is called up exactly nine times a month. Imagine that. Millions of dollars invested in building snazzy corporate marketing sites and an average of nine people a month search for and find any given page of information on this search engine.

This is a very, very big haystack, and Interruption Marketers don’t have that many needles.

Marketers have invested (and almost completely wasted) more than a billion dollars on Web sites as a way of cutting through the clutter. General Electric has a site with thousands of pages. Ziff-Davis offers a site with more than 250,000 pages! And a direct result of this attempt to cut through the clutter is the most cluttered, least effective marketing of all.

THE FOUR APPROACHES TO KEEPING MASS MARKETING ALIVE

A quick look at the newsstand at Barnes & Noble will confirm that the problem of clutter saturation isn’t limited to electronic media. There are enough consumer magazines (ignoring the even larger category of trade magazines for a moment) to keep a reader busy reading magazines full-time, twenty-four hours a day, seven days a week.

Obviously the mass market is dying. The vast splintering of media means that a marketer can’t reach a significant percentage of the population with any single communication. That’s one reason the Super Bowl can charge so much for advertisements. Big events are unique in their ability to deliver about half the consumers watching TV, so they’re the perfect platform for Interruption Marketing aimed at the mass audience.

Other than buying even more traditional advertising, how are mass marketers dealing with this profound infoglut? They’re taking four approaches:

1. First, they’re spending more in odd places. Not just on traditional TV ads, but on a wide range of interesting and obscure media. Campbell’s Soup bought ads on parking meters. Macy’s spends a fortune on its parade. Kellogg’s has spent millions building a presence on the World Wide Web—a fascinating way to sell cereal.

Companies have seen that a mass market broadcast strategy isn’t working as well as it used to, especially when targeting the hard-to-reach upper-income demographic. As this lucrative audience spends less time watching TV, marketers are working overtime trying to find media with less clutter, where their interruption techniques can be more effective.

Marketers hire Catalina Corporation to print their coupons on the back of receipts at the grocery store. They buy ads on the floor of the cereal aisle. There are ads atop taxis in New York City and on the boards around the rink at the hockey game. Fox even figured out a way to sell the rights to the small area over the catcher’s shoulder, so TV viewers would see the ad throughout an entire baseball game.

2. The second technique is to make advertisements ever more controversial and entertaining. Coca-Cola hired talent agency CAA to enlist topflight Hollywood directors to make commercials. Candies features a woman sitting on a toilet in its magazine ads (for shoes!). Spike Lee’s ad agency did more than $50 million in billings last year.

Of course, as the commercials try harder to get your attention, the clutter becomes even worse. An advertiser who manages to top a competitor for the moment has merely raised the bar. Their next ad will have to be even more outlandish in order to top the competition, not to mention their previous ad, to keep the consumer’s attention.

The cost of making a first-rate TV commercial is actually far more, per minute, than that of producing a major Hollywood motion picture. Talking frogs, computer graphics, and intense editing now seem to be a requirement.

A side effect of the focus on entertainment is that it gives the marketer far less time to actually market. In a fifteen-second commercial (increasingly attractive as a cost-cutting way to interrupt people even more often), ten or even twelve seconds are devoted to getting your attention, while just a few heartbeats are reserved for the logo, the benefit, and the call to action.

Take the interruption challenge! Write down all the companies that ran commercials during your favorite TV show last night. Write down all the companies that paid good money to buy banners on the Web during your last surfing expedition. If you can list more than 10 percent of them, you’re certainly the exception.

3. The third approach used to keep mass marketing alive is to change ad campaigns more often in order to keep them “interesting and fresh.” Tony the Tiger and Charlie the Tuna and the Marlboro man are each worth billions of dollars in brand equity to the companies that built them. The marketers behind them have invested a fortune over the last forty years making them trusted spokesmen (or spokesanimals) for their brands.

Nike, on the other hand, just ran a series of ads without the swoosh, arguably one of the most effective logos of the last generation. Apple Computer changes its tag line annually. Wendy’s and McDonald’s and Burger King jump from one approach to the other, all hoping for a holy grail that captures attention.

In exchange for these brief bits of attention (remember the hoopla when they replaced Mikey on the Life box?) these marketers are trading in the benefits of a long-term brand recognition campaign. It’s a trade they’re willing to make, because Interruption Marketing requires it. Without attention, there is no ad.
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