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PREFACE
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Experiential marketing is everywhere. In a variety of markets and industries (consumer, service, technology, and industrial), a wide variety of I organizations have turned to experiential marketing techniques to develop new products, communicate with customers, improve sales relations, select business partners, design retail environments, and build web sites.1 This transformation is showing no signs of slowing down. More and more, marketers are moving away from traditional “features-and-benefits” marketing toward creating experiences for their customers.

This book provides a strategic framework along with implementation tools for this new approach to marketing. I have written about this subject in academic and professional journals and presented the framework at various conferences (in the United States and abroad), ranging from those on brand management and positioning to strategic management and financial services.

One of the core ideas of the experiential marketing approach presented in this book is the creation of different types of experiences for customers. I view these types of experiences as SEMs (Strategic Experiential Modules). Each SEM has its own distinct structures and marketing principles that as a manager you need to be familiar with. As I will show, SEMs include sensory experiences (SENSE); affective experiences (FEEL); creative cognitive experiences (THINK); physical experiences and entire lifestyles (ACT); and social-identity experiences that result from relating to a reference group or culture (RELATE).

Managers create these experiences by using ExPros, or experience providers. These include communications, visual and verbal identity, product presence, co-branding, spatial environments, web sites and electronic media, and people.

The ultimate goal of experiential marketing is to create holistic experiences for customers. As we will see, the creation of SEMs and of holistic experiences raises a range of structural and strategic issues and the key organizational issue of how to build an experience-oriented organization.

This book, and especially chapter 4, builds on my prior book with The Free Press entitled Marketing Aesthetics: The Strategic Management of Brands, Identity, and Image (with Alex Simonson). In Marketing Aesthetics we argued that most of marketing is limiting because of its focus on features and benefits. We then presented a framework for managing sensory experiences. In the present book, I provide a much more detailed exposition of the limitations of the features-and-benefits (F&B) approach of traditional marketing. Moreover, I introduce a new model for managing sensory experiences. Finally, and most important, the book goes beyond sensory experiences by presenting a broad framework for managing all types of experiences, integrating them into holistic experiences, and addressing key structural, strategic, and organizational challenges.

I invite you now to follow me on the path of experiential marketing. If you are in a Proustian state of mind, I suggest you pick up a madeleine in your local grocery store or supermarket for the journey. Before we start, one brief comment about the writing style of the book. In my opinion, most management and marketing literature is too serious and too aggressive. War metaphors of the “Beat the competition into the ground” type are pervasive, but so is the opposite, the “brand is your friend” approach, especially in the age of relationship marketing. Few things in business and in life are that cut-and-dried. What I find missing in a lot of management and marketing literature is a sense of humor. Humor stimulates creativity and dialectical thinking, and it can provide a fresh perspective. Humor deflates pretense and opens new avenues of thought. So I have tried to infuse a sense of humor throughout this book.

One part of this humor is LAURA BROWN, whose voice you will encounter at the end of each chapter. Who is LAURA BROWN?

For now, think of LAURA BROWN as a kind of critical, thoughtful voice. She’s the student in the last row who always asks the really hard questions. She’s not impressed with the emperor’s new clothes. She is Mephisto, the genie in the bottle, but, at the same time, the deus ex machina who saves the day. If you are more technically inclined, think of her as the cookie monster or the Melissa virus that forces you to keep your hard disk clean. The LAURA BROWN’s of the world are important. Through their questioning, they keep us honest and focused on what matters. As I mentioned above, you will find LAURA BROWN’s questions and commentary at the end of each chapter. And you will find a decisive answer to the question of who she really is in the “Epilogue.”
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THE EXPERIENTIAL MARKETING REVOLUTION
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FROM FEATURES AND BENEFITS TO CUSTOMER EXPERIENCES


We are in the middle of a revolution. A revolution that will render the principles and models of traditional marketing obsolete. A revolution that will change the face of marketing forever. A revolution that will replace traditional feature-and-benefit marketing with experiential marketing.

As the new millennium approaches, three phenomena are signaling an entirely new approach to marketing, if not to doing business as a whole. These three simultaneous developments are (1) the omnipresence of information technology, (2) the supremacy of the brand, and (3) the ubiquity of integrated communications and entertainment.


THREE MARKETING TRENDS AT THE TURN OF THE NEW MILLENNIUM
[image: Image]


The Omnipresence of Information Technology

Soon everything will be driven by information technology. Even if this change doesn’t happen right away, it will, and very soon—definitely within most of our lifetimes. Indeed, the dictum of Razorfish, a strategic digital communications company founded in 1995, expresses the view of many futurists: “Everything that can be digital WILL BE.”

Your standard road warrior outfit—a mobile phone in one pocket, a palmtop computer with database and appointment calendar in the other, and a heavy keyboard laptop in your briefcase—will soon be outdated. You may already have gotten used to the mind-boggling speed of technological development: From 4 megabytes of RAM to 8, then 16, 32, 64, and on and on. From a 400 MB hard disk to 1.2 gigabyte, then over 4. From a 120 processor to 133, then 266, then over 400.

But there’s more to come. The future will not merely show improvements in speed and reduction in weight. It will also mean a transformation in media—from print to voice, for example—and media convergence.

We only need to look at how phenomenally voice recognition software has developed in order to see this new path. The keyboard as we now know it will likely disappear within a few years. You will be working with a considerably smaller device that will likely integrate a mobile phone and a voice-operated computer with access to anyone and anything anywhere, at low cost.

Just think of what the Palm III (not to mention the Palm V and the Palm VII) can already do. They can exchange business cards via infrared ports and browse the web. You can download Shakespeare or Cindy Crawford. You can use them as alarm clocks and, with plug-ins, as remote controls for your TV.

We are literally surrounded by technological innovation. A “constellation” made up of dozens of satellites is now orbiting the earth, designed to enable people to send and receive phone calls or electronic messages from any point on the planet, using handheld phones and pocket-size pagers.1 A new technology known as distributed computing will allow devices that speak the Java programming language to communicate and cooperate with one another, thus putting the power of a supercomputer into the hands of the average user.2

Technology is finding more and more ways of entering our lives. As Nicholas Negroponte, founder of MIT’s Media Lab and a columnist for Wired magazine, writes, “entirely new content will emerge from being digital.”3

More fun is on the way. Smart sensors in products will measure and deliver information and help. These personalized and customized devices will make your daily life information-rich and considerably more convenient. You will have smart cooking assistants that prepare food using recipes posted on the Internet. TV or computer-based programs will select customized news and deliver it whenever you wish. You will be able to order any music and any movie at any time. Soon you’ll be able to alter their endings. Internet video services will offer users streaming video from TV shows. Smart processors in cosmetic and shampoo products will deliver the right mixture after diagnosing your haptic needs.
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The author in his “Road Warrior” outfit



Techno-savvy futurists like Michael Dertouzos, Director of MIT’s Laboratory for Computer Science, predict that within a few years you may see products like the “bodynet,” a web of integrated devices—functioning as cell phone, computer, television, camera, etc.—that will be confined to an invisible envelope around your body.4 Reality already meets predictions: in the summer of 1998 a Japanese company introduced its Eye Trek goggle mask that plays video in front of your eyes.5

Then there is virtual reality, another Japanese favorite. Kyoko Date was created by HoriPro and Visual Science Library (VSL), and was the first “virtual idol” in history. After eighteen months of work, the design teams created and animated an idealized teen who moves, talks, and even sings. (Think of her as an exotic dream girl like Tomb Raiders’ Lara Croft, just a little more real.) Kyoko even has her own music video, which can be viewed on her web site, and she has released a few singles. A virtual identity was created for her, as well as a virtual personality: Kyoko was “born” in Tokyo; she is seventeen years old and a Scorpio. Her “father” runs a sushi bar, and she has a little sister. Her favorite colors are white and black; her favorite movie is Toy Story; her favorite artists are Mariah Carey and Enya.

Despite the fact that she is not real, Kyoko Date has a virtual fan club and a web site where devotees can share their feelings about her: “She makes me crazy!” “She is beautiful,” “She is very sexy and makes cool music!” Within a few years, technology should enable Kyoko to appear on a live TV show and chat with other “artists.” A motion picture is a distinct possibility.6

Why is this rapid technological development important? Because through these products you will be able to send and receive information in any medium (text, voice, picture, and other media) to practically anybody (real or virtual) anywhere. This will allow people and companies to connect and to share an experiential universe with one another at any time.

The Supremacy of the Brand

“Brand! Brand!! Brand!!! That’s the message … for the late ’90s and beyond,” writes Tom Peters, the well-known management guru, in his book The Circle of Innovation.7 Roper Starch Worldwide has identified the dominance of power brands as a key trend at the millennium. According to research by Citigroup and Interbrand, a firm well known for brand valuations, “companies which base their businesses on brands have outperformed the stock market during the past fifteen years.”8

Just stroll through the hustle and bustle of Times Square in New York, or in the entertainment pinnacle of any other city in the world for that matter, and you feel the supremacy of the brand at once. From oversized billboards and dynamic product displays to high-tech screens, each brand is omnipresent.

Moreover, everything will soon be a brand. And through advancements in information technology, information about brands—in all different forms and media—will be available instantly and globally.

Consider also the branding that we already see happening in all aspects of life. Titanic, Godzilla, and Star Wars movies: all launched worldwide and merchandised worldwide. Bill Gates, Princess Diana, and President Clinton: all known, admired, or despised in London and Paris, Tokyo and Beijing, Buenos Aires and São Paulo, Los Angeles and New York. CNN, the Olympics, and the year 2000 are other “brands” that are widely marketed. Not surprisingly, Times Square 2000 has been planned by Landor Associates, one of the premier brand agencies of the world, and more and more celebrities are supplementing their PR agents with brand experts.

As we can see, even things we don’t traditionally think of as brands are now being treated and marketed as such. Examples include business schools (Harvard, Stanford, Wharton, Columbia, etc.), museums (e.g., the Guggenheim or the Getty), medical practices (see chapter 2), and even nursing homes (see chapter 6). Consider TV stations, TV programs, and special reports. Major news stories and events are given titles. Really important stories even have special music composed for them, and news brands are held together by consistent graphical presentations.
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Outdoor advertisements at Times Square, New York City, Winter 1998/99

All these “brands” bring to mind distinct images, associations, and experiences. All may be merchandised and extended. All have brand equity. And all need to be managed and planned.

Brand extensions occur everywhere. Fashion brands, given the fast-paced nature of the industry, have always been more creative and image-conscious than those in other industries. But even by standards as recent as those of ten years ago, the following brand extensions would have been considered outrageous:

A clothing retailer known for its casual, traditional menswear extending into paint

Another clothing retailer extending its brand into bottled water

A fashion designer famous for jeans extending into popcorn boxes

A clothing retailer moving into toothpaste (at $15 a tube)

A long-established Italian fashion house extending its brand into dog carriers (at $1,150 each!)

What possessed Ralph Lauren, DKNY, Calvin Klein, Paul Smith, and Gucci to dare such insane extensions? Are they just riding on a bubble economy? Are they aberrations of a turn-of-the-century disease, the “millennium fever”? Don’t be fooled; there’s nothing crazy about these extensions. The degree to which brands can be stretched and leveraged into new categories reflects their brand value and brand equity, and smart marketing is taking advantage of that. Even in Asia (amidst the 1997/98 financial crisis), I still saw lines of shoppers waiting in front of the Gucci, Prada, and D&G boutiques among the otherwise empty retail spaces. Interestingly enough, financial firms increasingly value these companies not by their standard assets or within narrowly defined categories (e.g., fashion and watches) but as true lifestyle brands, more similar to Nike and Coca-Cola than Geoffrey Beene and Seiko.

Even our language changes to reflect this lifestyle focus. Rest rooms (called simply “toilets” in many European countries) have become “lounges” at Barney’s. Fitness rooms with StairMasters are now known as “cardio theaters.” No cosmetic firm can command respect in the marketplace unless it is “cosmeceutical.” And all the pharma firms have become “life science” outfits. And who knows what’s in store for Amazon.com?

Not to fall behind, some industries are proving that they can be equally daring. For example, Swatch, the watch manufacturer, has just launched the Smart car in Europe, manufactured by Daimler Chrysler (see chapter 10). Richard Branson has long capitalized on this trend, offering under the Virgin label such diverse products and businesses as soft drinks and record stores; trains, airlines, and balloon flights; life insurance; and, as of October 1997, a collection of skin care, toiletries, hair care, fragrance, cosmetics, and aromatherapy products under the Virgin Vie label.

So what’s next? Mr. Branson explains: “My vision for Virgin was ultimately summed up best by Peter Gabriel, who once said to me on a ski lift: ‘It’s outrageous Virgin is becoming everything. You wake up in the morning to Virgin Radio; you put on your Virgin jeans; you go to the Virgin megastore; you drink Virgin Cola; you fly to America on Virgin Atlantic. Soon you’ll be offering Virgin births, Virgin marriages, Virgin funerals. I think you should rename Virgin the In and Out Company. Virgin will be there at the beginning and there at the end.”9

In the world in which the brands rule, products are no longer bundles of functional characteristics but means to provide and enhance customer experiences.

The Ubiquity of Communications and Entertainment

No more hiding. Just as everything is becoming branded, so will everything—you, your business, and every part of your products—become a form of communication. Communications will be ubiquitous, and they will all be linked to the brand.

These communications will have the potential to affect others (your customers, your investors, the press, and the community). They will have the potential of being publicly exposed and scrutinized. They will have the opportunity to do good or harm; to grow business or destroy it overnight.

What’s more, communications will no longer be one-way. Customers and other constituencies of a company will be able to communicate directly with the company, thus influencing its image. Communications will be globally available.

In a global environment, the tone of communications is changing as well. Communications are no longer mostly information. “Everything is entertainment,” writes high-tech management consultant Regis McKenna.10 Companies and customers seem to be following the dictum of a recent ABC ad campaign: “Scientists say we use 10 percent of our brain. That’s way too much.” Café intellectuals and cultural anthropologists may sniff at it, but “capitalists” are getting better and better in dressing themselves as “customer-,” “value-,” and “community-oriented” and spare no efforts to provide fun and entertainment for their customers. Open the latest annual reports or browse the corporate information listing on a company’s web site, and you will find terms like “value,” “customer,” “connection,” and “stimulation” orbiting around you in bright colors. Or open the newspapers and turn on TV. Newspapers and TV programs that used to be packed with politics, economics, and highbrow culture are thick with dumb but entertaining stories on sports and Leonardo DiCaprio. But, as The Economist noted, “If Mr. DiCaprio makes you despair at breakfast, remember that ‘dumb’ is not necessarily stupid, and news that entertains may also be news that informs.”11


ARE WE ENTERING A NEW CENTURY OF MARKETING?
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What’s going on here? What do all these trends have in common? What do they tell us about marketing in the years ahead? Are they indications of things to come, indications that we are entering not only a new century but also a new century of marketing?

In this book, I am proposing that these phenomena represent the early signs of an entirely new approach to marketing, if not to business as a whole. These phenomena provide the outlines of a type of marketing and management driven by experience. And within a short period of time, this new approach will replace the traditional approach to marketing and business.



ABC ad dismissing rational appeals

Scientists say we use 10% of our brain. that’s way to much.



As we enter the new century, companies have reengineered themselves and defined their core competencies, and they are now ready to capitalize on their newly acquired strengths and leverage their assets. The focus is on growth, revival, and expansion. Companies want to capitalize on the opportunities provided by the information revolution. They want to build their brands and create globally integrated, two-way communication with customers.12

“Welcome to the Experience Economy,” write B. Joseph Pine II and James H. Gilmore, cofounders of Strategic Horizons LLP, a consulting firm based in Aurora, Ohio, in the Harvard Business Review. Using a long-term perspective, these authors have distinguished four stages in the progression of economic value: commodities, goods, services, and experiences. They write: “As services, like goods before them, increasingly become commoditized—think of long-distance telephone services sold solely on price—experiences have emerged as the next step in what we call the progression of economic value”

As long as you sell coffee as a commodity, you can charge $1 per pound. When you sell it as a packaged product, it is 5 to 25 cents a cup; in a coffee shop you serve it for 50 cents to a dollar. At Starbucks, coffee sells for several dollars per cup.13 (And wait unil you read about waters in chapter 9.)

Unfortunately, traditional marketing and business concepts offer hardly any guidance to capitalize on the emerging experiential economy. Traditional marketing was developed in response to the industrial age, not the information, branding, and communications revolution we are facing today. Let’s take a look at some of the assumptions and practices of traditional marketing.


TRADITIONAL MARKETING: FOUR KEY CHARACTERISTICS
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I use the term “traditional marketing” to refer to a canon of principles, concepts, and methodologies that marketing academicians, practitioners (marketing directors, brand managers, communication managers), and consultants have amassed throughout this century and, in particular, during the last thirty years. Strangely enough, these concepts have been around in marketing, essentially unchanged, for decades. Marketers are fond of saying, “Pay attention to the changes in the environment.” Yet they themselves have mostly ignored the changes that directly impact their discipline.

The principles and concepts of traditional marketing describe the nature of products, the behavior of consumers, and competitive activity in the marketplace. They are used to develop new products, plan product lines and brands, design communications, and respond to competitive activities. Figure 1.1 and the following sections outline the key features of such traditional marketing.

1. Focus on Functional Features and Benefits

Traditional marketing is largely focused on functional features and benefits. Traditional marketers assume that customers (business customers or end consumers) in a variety of markets (industrial, consumer, technology, service) weigh functional features in terms of their importance, assess the presence of product features, and select the product with the highest overall utility (defined as the sum of weighted features). Everything that does not fit into this framework gets labeled at best as “image” or “brand” effect, without any conceptual understanding of what that means. Or, in the worst cases, it is counted as “irrelevant,” “meaningless” error variance.

FIGURE 1.1
Characteristics of Traditional Marketing
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FEATURES. What exactly are features? According to Philip Kotler, features are “characteristics that supplement the product’s basic function.”14 Because customers are assumed to make choices based on features, product features are viewed as a key tool for differentiating a company’s offerings from competitive offerings. Indeed, strategist Michael Porter describes product differentiation in a competitive context as developing a unique position on an attribute that is “widely valued by buyers.”15

BENEFITS. Benefits arise from functional features. Benefits are performance characteristics that customers seek from products: For toothpaste: cavity prevention, tartar control, and whitening; for airlines: schedules, destinations, and frequent flyer miles; for personal computers: speed, connectivity, and portability.

The relation between features and benefits is typically not one-to-one, i.e., one feature offering one benefit. Typically, several features are necessary to provide one benefit. For example, picture clarity (a benefit in a TV set) may be the result of several product features (screen size, brightness, and contrast quality). Many marketers propose to start with benefits, then trace them back to product features and thus build a “House of Quality” that puts the customers’ voice into the manufacturing process. While competing in the marketplace, the same manufacturer may stress different benefits for different users, thus engaging “in a powerful form of segmentation [that] involves classifying buyers according to the benefits they seek from the product.”16

As Philip Kotler explains, using Procter & Gamble as an example, “P&G makes nine brands of laundry detergents (Tide, Cheer, Gain, Dash, Bold, Dreft, Ivory Snow, Oxydol, and Era) which are differentiated on the basis of the benefits that customers seek from laundry detergents. For example, Tide is ‘so powerful, it cleans down to the fiber.’ Ivory Snow is ‘99 and 44/100 percent pure’ and therefore mild for diapers and baby clothes. Bold is the detergent with fabric softeners; it ‘cleans, softens, and controls static.’ Dash is P&G’s value entry; it ‘attacks tough dirt,’ and does it ‘for a great low price.’”17

Ask yourself: Are products simply the sum of all their features and benefits?

2. Product Category and Competition Are Narrowly Defined

In the world of a traditional marketer, McDonald’s competes against Burger King and Wendy’s (and not against Pizza Hut or Friendly’s or Starbucks). Snapple competes against Minute Maid and Tropicana (and not against Arizona Iced tea or Nantucket Nectar, much less all the waters on the market). Chanel fragrances compete against Dior fragrances (and not against those of Lancôme or L’Oréal, or fragrance offered by a mass market retailer). Fine china manufacturers see their competition in other fine china manufacturers (and not in Crate & Barrel or Williams-Sonoma). For a traditional marketer, competition occurs primarily within narrowly defined product categories—the battleground of product and brand managers.

Ask yourself: Is this the right way to view categories and competition today?

3. Customers Are Viewed as Rational Decision Makers

Throughout this century, economists, decision scientists, and marketers have viewed customer decision-making processes as straightforward problem solving. As Engel, Blackwell, and Miniard explain, problem solving refers to thoughtful, reasoned action undertaken to bring about need satisfaction.18 Customer decision-making processes typically are assumed to involve several steps.

Need recognition. The customer perceives a gap between an ideal state of need satisfaction and the current state, which motivates him or her to reduce the gap. (“Aha. Toothpaste is running out, and I like to have clean teeth.”)

Information search. The customer searches for information, either externally by comparing alternative products in a store, by reading catalogs or other information, or by retrieving from memory previous satisfactory choices. (“Let’s see. Here’s Colgate. There’s Crest. And what’s that? Let’s take a close look at how they differ.”)

Evaluation of alternatives. The customer evaluates the ultimate choice set by performing a computation that resembles a multi-attribute model. He or she determines the importance of each attribute or benefit, assigns an importance weight, assesses and rates the degree to which the attribute is present in a brand, then multiplies the weight with each rating. The customer then compares the overall utility of each brand against each other brand. (“Hmm. Toothpaste cleans, may prevent cavities, tastes minty, and may have baking soda in it these days. Let’s see how important each one is, and then look at whether a brand’s got it. And then multiply the two for each attribute …”)

Purchase and consumption. The customer purchases the best alternative (if available) and uses it. Out of usage, the customer derives satisfaction by comparing expected performance with actual performance. If the customer is satisfied, he or she will purchase the product again.

Ask yourself: Is this how you buy toothpaste, a car, even a house? Is this how you buy anything?

4. Methods and Tools Are Analytical, Quantitative, and Verbal

Traditional marketing methodologies and tools are analytical, quantitative, and verbal. Consider the following frequently used methods:

Regression models. The input to a regression model (and its stepchild, the logit model) typically consists of verbal ratings collected in interviews or surveys. The purpose is to predict purchase or choice based on a number of predictors and to assess their relative importance weights.

Positioning maps. Input to a positioning map (and its stepchild, the correspondence analysis) consists of verbal pairwise similarity ratings among brand names and/or ratings on a number of mostly functional-features scales. Output consists of two-dimensional or three-dimensional spaces (quality vs. value; or functionality vs. luxury) in which one brand is positioned against another brand.

Conjoint analysis. This type of analysis is used for assessing the monetary value of individual functional features within a bundle of offers. To arrive at the result, customers are asked to evaluate several products consisting of features or benefits bundles.

Clearly, there are situations in which these methodologies offer useful insights. The issue is not to critique individual research techniques but to think about the purpose and function of research within a corporation. Ask yourself: Do you expect to gain a competitive advantage by tweaking the customer importance weights used in a regression? Do you expect to gain strategic insights by examining the position of your brand against another along the broad, general dimensions of a positioning map? Can you justify a price increase or decrease after examining the “part worths” in a conjoint analysis?

Or consider the focus group. This sacred cow of market research is qualitative but almost entirely verbal. The focus-group facilitator walks in, presents a positioning statement or new product concept on an index card, and asks everyone to free-associate. Is this the right way to generate or test new product ideas?


TRADITIONAL MARKETING IS F&B MARKETING
[image: Image]


After considering the essential features of traditional marketing, let us briefly consider the interrelations among them. Traditional marketing is first and foremost functional features-and-benefits (F&B) marketing. Everything else follows from there. That is, all of the above characteristics of traditional marketing (the narrow definition of categories and competition; the rational information-processing view of the consumer; the verbal-analytical tools) may be traced back to one fundamental assumption: for marketing purposes, products can and should be described in terms of functional features and benefits.

Because of F&B marketing, traditional marketers define product categories and competition in a narrow fashion. It is easy to compare one toothpaste against another because most toothpastes share the same features and benefits. They differ only in terms of importance to consumers and in terms of the degree to which a feature is present or a benefit is delivered.

Because of F&B marketing, consumers are viewed as rational information processors. Features and/or benefits (as rows) and the various brands (as columns) become the input matrix for an information processing system that performs various operations on the input—e.g., it weighs the features or benefits, assesses the presence of features/benefits in each brand, computes the overall utility of each brand, compares it against a standard (e.g., a necessary benchmark), and uses a formula to reach a decision. Anything other than functional features and benefits could not be processed in such a systematic, rational step-by-step fashion.

Finally, because of F&B marketing, marketing directors dedicate numerous hours, days, and weeks every year together with marketing consultants, researchers, and advertising managers to figure out the output of regression analyses, positioning maps, correspondence and conjoint analyses. The purpose: to find out the importance of weights and underlying dimensions of functional features and benefits.

Cole-Haan Shoes is running a print campaign that explicitly repudiates features-and-benefits marketing in favor of an emotional, experiential appeal. Under the headline “No factual mumbo jumbo please,” the copy reads, “Ah, the heart. The emotional storage bin. Immune to all data and humdrum practicality. Not to mention it’s a pretty darn good judge of greatness. At Cole-Haan, you can see its influence in the way we do things. Where just as many decisions are based on feelings and heartfelt intuition as mechanics and hard data. Of course, that’s just our way of doing things, but we encourage you to give it a try. Pick up something with the Cole-Haan name on it and see how quickly your emotions get all stirred up inside. Cole-Haan. Stand for something.”


TRADITIONAL MARKETING: THE GOOD, THE BAD, AND THE UGLY
[image: Image]


Traditional marketing focusing on factual mumbo jumbo presents an engineering-driven, rational, analytical view of customers, products, and competition that is full of untested assumptions. It is not a psychologically based theory about customers and how they view and react to products and competition.



Cole-Haan advertisement debunking F&B marketing

NO FACTUAL MUMBO JUMBO PLEASE.

Ah, the heart. The emotional storage bin. Immune to all data and humbrum practically. Not to mention it’s a pretty darn good judge of greatness. At cole haan, you can see its influence in the way we do things. where just as many decisions are based on feeling and heartfelt intuition as mechanics and heart data. Of course,that’s just our way of doing things, but we encourage you to give it a try. Pick up something with the cole • Haan-name on it see how quickly your emotions get all stirred up inside.

COLE HAAN

Stand for something.



But let’s not throw the baby out with the bathwater. There are definitely several positive attributes to traditional marketing that are worth preserving.

For example, a fundamental set of strategic concepts apply to traditional F&B marketing and will also apply to any other form of marketing. They are the backbone of good marketing decision making. Indeed, they have become part of business strategy in general and are used by strategic consultants and management strategists as well as in corporate decision making. They include, most importantly, the concepts of objective setting (e.g., do we go for profits or market share? are we focused on current users or do we intend to attract new users or competitors’ users?), market segmentation (e.g., geographic, demographic, or psychographic), and strategic positioning.

But then, there’s the bad. The almost exclusive use of F&B. The analytical focus; the obsession with measurement precision; doing things right rather than doing the right thing. The myopic view of competition. And all this at a time when the marketing environment is changing drastically from week to week.

Even traditional advertising leaves an unpleasant aftertaste. Traditional ad campaigns are a kind of trial-and-error approach to marketing and branding—run one campaign after the other until one sticks. As Nick Shore, a former adman and now CEO of nickandpaul, the brand agency, put it: “There is a mature and complex dialogue going on between consumers and brands, one that has evolved exponentially since the very concept of brand was invented. But advertising and its agencies have essentially stood still, rigidly insisting that brands are uni-dimensional entities communicable only in unidimensional ways, relying on formulas like ‘unique selling proposition’ or ‘primary product benefit’ that were developed by firms that hardly resemble their present day mega-merged ad factories.”19

Finally, there’s the ugly. Meaningless talk about strategy without considering implementation and focus on customers’ true needs. Useless positioning statements that focus on broad dimensions like quality, innovation, service, product leadership, which by now are so commonplace that they mean nothing to customers anymore. That is, the ugly results from combining the good of strategic thinking with the bad of the F&B approach. This, however, is the essence of traditional marketing.

When I step back, when I leave the comfortable environment of theory and of marketing textbooks, when I consult for high-tech or cutting-edge service companies, when I stay at a W hotel, when I enter a Pottery Barn, visit Sephora cosmetics stores, or the G-Factory store in Soho (set up by Casio), when I use a Palm VII Organizer, look at the new Beetle, or pick up a Clif Bar in the supermarket, or when I watch the Budweiser lizard ads or the Gap khaki commercials on TV, I have a sense that traditional marketing has been left behind the times. Despite its methodological sophistication, traditional marketing has missed something very essential.
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