T?J'C

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

NEW ZEALAND

Contents

Contents 1

Editorial 2

Nothing more certain during an @CoNOMIC AOWNTUIT .......iiuuiiie et e e e e e e e ee e eeanes 2
Quotations 3

From the Media 4

HEWIETE-PACKAIT SUITES ... ettt ettt ettt ettt e et e et e e et e et e e eh e e et e e e tab e e e e e e en e e eaeeeaanas 4
SArah LEE — NOT SO KOSNEK ...ttt ettt e e e et e e et e et e e et e e eaa e et aaan s e ean e eta e e eaneeenns 4
Plugging AuUStralia With OPrah ........couiii e e e e et e et e et e et e e e e e s e et e et e et e eaaetnaes 4
N L] = PR 5
(0= L oL o= AT =T o (o] PP 5
A ot Of BOOMErS dONT WANE T0 FELINE .. eeui it ettt e e e et e e et e e e e et e e ee it e e aaeeenneeeannns 6
Roy Morgan ConsuMEr CONTIAENCE ... ... i et e et et e e e e e e e ee e e e e e e e e et 6
Obama Wins Ad Age's Marketer Of the YN ......c...iiiiiii e et e ee e e eeas 6
DoAY o] o I T g g T e [0 111V T = 1 T o | 7
New Book: Marketing Calculator: Measuring and managing your return on marketing investment......................... 8
(€70 To T BN Lo L=T= T A 1= o 111 PP 9
Is globalisation hurting 10Cal Brands? ....... ... et e e e e e e e e e e e e e e e eaaaennas 10
Survey identifies barriers t0 banking [0Yalty ..o 10

Is better analytics the Key t0 DUSINESS SUCCESS?. ... ittt et e e e e e e e e eaaas 11
What is Killing Drand IOYAILY? ........ooeieii ettt et e et et e e e et et e et e e e e e aean 12

JLIL L 01 550 = Lo L= S 12

Luxury consumer trends fOr 2009..... ... ettt e e e e eaaas 13

(CToToTe Mo (oo I o] ¢S] o] 114 T ISP UPPTTPPPTPRTN 14
1Y =10 o = e L= LN T = 14
R AT = T T =T [ PP 15

D7) {1 1A Lo g ISR =T e 1] o 1= - t- o LU 16

Strategic decisions--made better and faSTer. ... 16

QLI T2 LT XS 17

IS your firm 0rganised t0 INNOVATE? ...... ... ettt et et e e e e e e et e e e e et e eat e eaaeaaeaaeanas 18

Good ideas — The new face Of ME&M'S (IS YOU) ...c.uniinn it e e e e e e e 18

Tips for becoming a more gentlemanly EXECULIVE. ... ... et e e e e e e e e e e e ens 19

2= Lo Y (T 20

Is loyalty due for @ Major reVOIULIONT ... ettt e e et et e e et e et e e e en e eaaeanas 20

Good ideas - Health and wellness store in France focus’ squarely 0N SENIOIS ........c.uvveieeiiineiieee e 22

Alleys and lanes the making of Melbourne retail ...........oouiiniiii i e e e e eaa e 22

(€ToloTo Mo [T I €T T= T - 11 PR 22

Articles 23
1Y E=TaT=To [T o Lo TU T (=T U g I T = e (0111 oY 1 o o 23

HOW 10 Stand OUL IN The CrOWE. ... .cuuiiiie et e e et e e e e et e e et e e et e e e e e e et e e et e e e e e e eneeennns 27

Why Turning the Customer Experience into Emotional Engagement Adds Value to a Brand .............ccc.ociviennnneee. 29

How to motivate a channel partner 31
[ LoV T g TR = oY o I (o T o0 g ] o1 ] (0] =70 32

Keys t0 MArketing OPEIaAtiONS SUCCESS . ... . cuutu ettt et e et et e ea et e e e e e e eaa e ea e ea e enaen e eea e eanaeaaseen e et aeanaetaennns 34

The importance of understanding buyer behaviour 37

www.marketing.org.au 1 info@marketing.org.au



T?J'C

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

NEW ZEALAND

UNerstanding Drand ©SSENCE ... ....uu ittt e et et et et et et e e e e e e e e ee e e e e e et aeaaeen 41
Workable marketing strategy, to create competitive advantage to achieve the businesses objectives”.................... 42
Developing your people 46
Email Marketing Disobedience: Six laws of proper e-Newsletter creation, and why you should ignore every one of
them 49
Back to top
MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ
Editorial

Nothing more certain during an economic downturn
I am prepared to bet serious money (do | have your attention?) that as soon as it started to become obvious that
an economic downturn was with us, that you started to notice more promotion from the folks who can save you.

There is nothing more certain — according to Mongers Laws of Human Behaviour — that when times get tough, the
snake-oil salesmen start to breed. It is not that they aren’t around generally, but the dimming light seems to favour
their rapid population expansion.

Another of Mongers Laws of Human Behaviour relating to why people buy is that the common factor is always “to
feel better”. This of course covers feeling better during bad times. During past recessions and even during the
Great Depression, folk increased their visits to the cinema; they drank more — anything to lift themselves up and
away from the dreariness of the day to day reality.

So the key factor to identify the snake-oil sales people is the appeals to hope and the entertaining factor.

Nothing wrong with feeling good — except when you actually need to improve performance to at least keep afloat.
Simplistic approaches do not work. The world is complex. You may like to think that hidden away in a seminar, a
book or a bottle of Dr. Sam’s Patented Solution is the ingredient that will solve all your woes.

Sorry — it won't work. Situations that are complex have complex solutions.

Sure there may be an understandable and apparently simple centre point — but the rest is complex and hard work.
Perhaps the reason there are problems in many areas is that the folks managing these areas rejected “complex
theory” and went for the “simple practical solution”.

Good luck and keep your wits about you. Money is tight and you need to watch out for the flim flam.

Also:

Noticed a comment from the honcho at the AIM a few days ago in response to the news that Financial Institutions
were tending to cut back on marketing staff.

Basically honcho said ‘it may not be a good idea because what will happen when things get better?’.
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Sir, | have some understanding about what actually goes on in most financial services marketing departments — it
isn't marketing management as is taught in marketing courses. Mostly it is about making brochures, direct mail etc.
In short the focus is primarily on the Promotional P. Very little beyond that in terms of strategy. So a lot of these
folk are probably quickly replaceable.

I tend to think that any Fin Service institution that is actually market (customer) focussed would be doing better
than the vast number who don’t understand the concept and are internally focussed on their treasury dept.

Despite what ads for banks and similar say — customers know (we are not stupid) that customers do not come first.
St George Bank not withstanding.

Brian Monger
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Quotations

"The eye of a human being is a microscope, which makes the world seem bigger than it really is." - Kahlil Gibran

"Few people are capable of expressing with equanimity opinions which differ from the prejudices of their social
environment. Most people are even incapable of forming such opinions." - Albert Einstein

I never met a man so stupid | could not learn something from him -Galileo Galilei
"Fix your eyes forward on what you can do, not back on what you cannot change." - Tom Clancy

"New opinions are always suspected and usually opposed, without any other reason but because they are not
already common." - John Locke

I'm in a wonderful position: I'm unknown, I'm underrated and there’s nowhere to go but up. - Pierre S. DuPont IV
Don't waste life in doubts and fears; spend yourself on the work before you, well assured that the right

performance of this hour’s duties will be the best preparation for the hours or ages that follow it. - Ralph Waldo
Emerson
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From the Media

Hewlett-Packard surges

Hewlett-Packard rose the most in six years in New York trading after posting profit that beat analysts' estimates and
forecasting growth in 2009, signalling that the personal-computer maker will withstand a global slump.

Fourth-quarter earnings were $US1.03 a share, excluding some costs, Hewlett-Packard said. That beat the $US1
average of projections compiled by Bloomberg. Profit in the next fiscal year will advance to between $US3.88 and
$US4.03, with the midpoint of that range surpassing estimates.

The projections show that chief executive Mark Hurd's cost cuts have helped squeeze more out of sales, even as
they're weighed down by the recession, said Toni Sacconaghi, an analyst at Sanford C. Bernstein & Co. That puts
the world's biggest PC maker ahead of Cisco Systems, Intel and other technology firms dragged down by the
slowdown.
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Sarah Lee — Not so Kosher

Sara Lee announced plans to close its kosher meat-processing facility in Chicago by the end of January, 2009 and to
discontinue its kosher meat brands, Best's Kosher, Sinai Kosher, Shofar and Wilno. The company has been shedding
brands lately to concentrate on its most profitable divisions. “The Kosher meat business is really a smaller, niche
business for us, so it's not something that we're going to be able to focus on going forward,” said spokesman Mike

Some Jewish bloggers are fretting over what this might mean for the availability of kosher meat, which is facing a
serious supply crisis. But according to Cummins, Sara Lee’s effect should be negligible.

The shortage stems from the legal problems of the country’s largest kosher meat supplier, Agriprocessors, Inc. The
company has struggled with heavy fines and criminal charges since a May immigration raid on one of its plants. The
company halted production at certain plants and filed for bankruptcy earlier this month. Some observant Jews have
gone vegetarian or even turned to slaughtering their own meat.
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Plugging Australia with Oprah

Nicole Kidman appeared on the Oprah show a few days ago, plugging Baz Lurman’s "Australia”. Oprah claimed that
she had seen the film and it was wonderful, etc, etc. She could not have seen it as absolutely nobody outside the
studio has done so yet.

However, more interesting is that Oprah accepts paying guests. $50,000 was paid to Oprah to have Nicole Kidman
on the show.

Guess who paid? The Australian government.
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Nestle

Nestle cuts sugar and dropping advertising of products including Uncle Toby's Fruit Roll Ups

The world's largest food manufacturer has reduced sugar levels of some of its top-selling kids' foods - such as Milo
cereal and chocolate milk - and will stop advertising non-nutritious products under a plan to improve its image
worldwide, The Australian reported.

Nestle unveiled the global marketing initiative in response to growing concerns about the role of food manufacturers
and their marketing practices in rising obesity rates.

The new "global marketing to children principles™ will be underpinned by a nutritional profile system that will define
which foods will be allowed to be marketed and which will need to be reformulated to meet marketing guidelines.

Products that will have advertising stopped because they don't meet guidelines include Country Cup Noodlers
Alphabet Chicken Soup, Uncle Toby's Fruit Roll Ups, Nestle Stars In-cred-i Bites and Wonka Bertie Beetle.

The global shift in marketing practices by the company, which has annual global sales of $US120billion, has been
largely driven by Nestle's Australian operations in response to rising community concerns about food marketing.

The responsible marketing guidelines will be enforced in every market where Nestle operates by the end of the
year, with marketing required to encourage healthy, active lifestyles, not undermine parental authority and for no
advertising to be directed to children under six.

Advertising aimed at children aged six to 12 will be allowed for foods helping them achieve a healthy, balanced diet.

Back to top
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Cafes target seniors

Originally launched back in 2004, Mather's—More Than a Café is a chain of three Chicagoland cafes operated by
lllinois-based Mather LifeWays, a nonprofit dedicated to helping seniors age well. Offering a combination of
restaurant, gathering place, fitness and educational centre, each Mather's locale is essentially a neighbourhood
being space for seniors that aims to help older adults remain connected to the community while living at home. The
modern cafés serve free coffee and reasonably priced food and aim to provide a vibrant alternative to large,
regional senior's community centres. Services designed for older adults include cardiovascular and weight lifting
machines, health screenings, walking groups, computer workshops, wellness seminars and more than 116 low-cost
fitness classes per month. A variety of social and cultural lectures and programs are also held at the internet-
connected cafés, making for a schedule that's packed with offerings ranging from pilates to digital photography.
springwise.com

www.matherlifeways.com

Back to top
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A lot of Boomers don’t want to retire
A lot of baby boomers plan to work as long as they can, although what they choose to work at may change.

A Merrill Lynch study concluding that seven out every ten adults plan to work in some capacity past age 65, with
almost half of those adults never planning to stop working completely.

People certainly want to work in different ways — with more flexibility and control. Most do not want to work as
hard or as long as they are in their 50’s for another thirty years. But most want to work.

Of course some will continue to work because they don’t have a choice; more Boomers than not have failed to save
enough gold for their “Golden Years.” But the study shows that most folks in this generation will work because they
want to, not because they have to.

The demographics are in their favour too because a worker shortage is forecast over the next few decades. Many
firms are now figuring out how to entice their older workers to stay rather than ushering them out the door.

Back to top
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Roy Morgan Consumer Confidence
Weekly Roy Morgan Consumer Confidence for November recovers - up 5.5pts to 95.8
On November 8/9, 2008 the weekly Roy Morgan Consumer Confidence rating was up 5.5pts to 95.8. The rise came

after a larger than expected 0.75% interest rate cut by the RBA and also came days after the election of Barack
Obama as the new US President.

The rise in the Roy Morgan Consumer Confidence rating has been driven by more positive feelings about the
Australian economy over the next year.

Australians are more positive about their financial situation over the next year with 37% (up 3%) of Australians
expecting to be "better off" financially in a year's time compared to only 20% (down 5%) that expect to be "worse
off."

Full Details: http://www.roymorgan.com/news/polls/2008/815/

Back to top
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Obama Wins Ad Age's Marketer of the Year

Not only has he demonstrated his campaign's blend of grass-roots appeal and big media-budget to convert the
American electorate, Sen. Barack Obama has shown he's already won over the nation's brand builders. He's been
named Advertising Age's marketer of the year for 2008.

www.marketing.org.au 6 info@marketing.org.au
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Sen. Obama won the vote of hundreds of marketers, agency heads and marketing-services vendors gathered here
at the Association of National Advertisers' annual conference.

Sen. Obama won the vote of hundreds of marketers, agency heads and marketing-services vendors gathered at the
Association of National Advertisers' annual conference. He edged out runners-up Apple and Zappos.com. The rest of
the shortlist, selected by Ad Age's editorial staff, was rounded out by megabrand Nike, turnaround story Coors and
Mr. Obama'’s rival, Sen. John McCain.

"l think he did a great job of going from a relative unknown to a household name to being a candidate for
president,"” said Linda Clarizio, president of AOL's Platform A, the sponsor of the opening-night dinner attended by
750 where the votes were cast.

"l honestly look at [Obama's] campaign and | look at it as something that we can all learn from as marketers," said
Angus Macaulay, VP-Rodale marketing solutions "To see what he's done, to be able to create a social network and
do it in a way where it's created the tools to let people get engaged very easily. It's very easy for people to
participate."

While Apple's strong second-place showing in the voting surprised no one, lesser-known Zappos' third-place finish
probably caught a few off guard. But the online shoe seller is a sexy story because of its practice of pumping the
budget it would spend on advertising into its customer service, leading to strong retention.

"Zappos has great customer service, a great business model and it's smart to use the internet as a platform," said
Maria Luisa Francoli, CEO of Havas' media agency MPG. "And I love the name."

Back to top
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Develop home grown talent

Many firms struggle to fill key positions. There is a talent shortage which is putting an enormous strain on their
potential to expand into new markets.

Talent shortages have two causes: Firms’ talent development strategies are out of sync with their strategic goals.
Also senior executives lack a deep-seated commitment to talent management.

To create a free-flowing pipeline of current and future leaders, researchers Ready and Conger recommend marrying
"functionality" (rigorous talent processes that support your company's strategic objectives) with "vitality" (a passion
for talent cultivation among executives). At Procter & Gamble, for example, the CEO and senior team personally
teach all the leadership development courses for the company's top 300 executives.

Building Functionality

Ready and Conger recommend these processes to help you put the right people with the right skills in the right
place at the right time:

Help people understand your strategic objectives. For example, financial services giant HSBC holds conferences to
educate employees about the firm's strategy for increasing cross-unit collaboration and to highlight collaborative
initiatives. At one conference, some general managers explained how they transferred a client from the commercial

www.marketing.org.au 7 info@marketing.org.au
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banking unit to the private banking unit. Previously, the first unit to "own" that client wouldn't have shared him with
other units, because the original unit wanted to still be associated with that client's revenues. After each conference,
participants are asked to commit to doing one or two things differently to strengthen the firm's collaborative
capabilities.

Groom people for complex, challenging jobs. Consumer products company P&G's growth strategy hinges on winning
in emerging markets. To help high-potential employees advance, the company moves them through a portfolio of
senior-level jobs categorized according to strategic challenges, size of the business and complexity of the market.
First-time general managers might initially take a relatively small country-manager position and then be placed in
charge of larger countries and, later, of regions.

Fostering Vitality

Build commitment to talent development. P&G hires 90% of its entry-level managers straight from universities and
grows their careers over time. It also sponsors a college intern program that offers participants chances to assume
real responsibility by working on important projects. The company takes on former interns as full-time employees at
a percentage well above that of most competitors, modelling commitment to talent development.

Encourage engagement. HSBC requires each unit to have a talent implementation strategy. These plans explicitly
link a unit's growth objectives to its people development activities. The corporate head of talent works closely with
each unit to develop its proposed strategy and presents the aggregated plans to the group head office, highlighting
any talent gaps that could threaten the firm's growth objectives. This process keeps talent management high on the
agendas of line and corporate leaders and prevents them from getting distracted by seemingly more pressing
problems.

Ensure accountability. Hold all managers and executives accountable for doing their part to make talent processes
work. P&G's CEO A.G. Lafley claims ownership of career planning for all the general managers, vice presidents and
talent pools involved in the company's top 16 markets, customers and brands.

Douglas A. Ready

From the Harvard Business Review

Purchase the full-length Harvard Business Review article at Harvard Business Online.
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New Book: Marketing Calculator: Measuring and managing your return on marketing investment

“Finally marketing investment has a consequence. An every day practical guideline for marketers and controllers.
With this book effective marketing becomes a learnable skill with clear rules. Guy Powell provides an excellent road
map for practitioners that need and want to bring much more transparency into their every day decisions in
marketing. A must read!” - Vice President, International Consulting Company

Revealing methodologies and a step by step approach to deliver marketing accountability for marketers in all
industries, Marketing Calculator:

Measuring and managing your return on marketing investment, a new book published by John Wiley & Sons
(September, 2008) written by Guy R. Powell, CEO of DemandROMI, a marketing consulting firm helping marketers

www.marketing.org.au 8 info@marketing.org.au
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make better tactical and strategic decisions, shows through a wealth of case studies how marketers across the
globe can improve their marketing effectiveness to grow revenue, profit and share.

Marketing Calculator is the first book to support marketers in providing a vision for the entire marketing team to
deliver results. Marketers must now become a critical component of corporate success, not just an expense that
must be tolerated, or can easily be cut. It provides three key concepts that any marketer can use to develop a
marketing effectiveness improvement program.

1. The Marketing Effectiveness Framework to help marketers talk the talk of marketing effectiveness within
marketing and with the C-Suite.

2. The Marketing Effectiveness Continuum to help marketers understand the organisational issues and change
management associated with delivering long lasting enhanced marketing effectiveness.

3. The Marketing Accountability Framework to help marketers begin to collect data that is meaningful to improving
their marketing effectiveness and to become accountable for their results.

Offering case studies from four continents in many industries, Marketing Calculator offers all types of businesses -
consumer, business-to-business, industrial and OEM, channel and other firms - keys on how to apply each of the
concepts to drive improved accountability and better results.

For more information, please visit: http://www.Marketing-Calculator.com

Guy R. Powell is the CEO and Founder of DemandROMI and is one of the leading authorities on driving improved
marketing effectiveness to support better strategic and tactical marketing decision making.

Marketing Calculator: Measuring And Managing Your Return On Marketing Investment (John Wiley & Sons:
MAANZ will have a special offer for this book in the next issue of MExpress.
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Good ldeas - AlertMe

Home security is an age-old need, but that doesn't mean it can't be addressed in a thoroughly modern way. To wit:
AlertMe, a service that combines home security and energy monitoring for automatic delivery via the web or a
mobile phone.

Originally released in January, AlertMe is a wireless system whose security component monitors doors and windows
and detects motion or other potential emergencies within the home. Users can self-install the technology without
the need for wires or drilling; rather, they simply place a set of sensors around their home. Those sensors then
communicate wirelessly with a hub that gets plugged into the home broadband connection. Then, in the event of a
burglary or a smoke detector going off, a sensor is triggered to alert the hub, which sends the information to the
AlertMe servers; those, in turn, send an instant alert to the user via mobile phone. The system is controlled via key
fob, with battery backup and GPRS connection in case broadband goes down.

www.marketing.org.au 9 info@marketing.org.au
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In September, AlertMe announced a new application for its platform that will add energy-monitoring capabilities to
the security system. Called the Smart Plug, the new technology plugs into any outlet and uses the same AlertMe
hub to monitor and control the energy use of any appliance that's plugged into it. Customers can see both live and
historical consumption and control appliances remotely through the web or phone. The device can automatically
turn on lights, for example and it can also alert users remotely when key appliances fail. Perhaps even more
compelling, it can automatically turn off appliances when users leave the house and then turn select ones on
again—say, a kettle readying water for tea—when they're on their way home.

The energy-monitoring Smart Plug is due to be released soon, the company says. Heating control and meter-
reading features are due to launch next year.

Website: www.alertme.com

Contact: info@alertme.com
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Is globalisation hurting local brands?

Many ‘influential’ consumers believe that global brands have a negative effect on local cultures in developing
markets, according to research from YouGovStone commissioned by SABMiller. Seventy-six per cent of respondents
agree that local culture is affected negatively by multinational brand operations, with just 10% claiming a positive
effect.

The perceived positive effect of multinational activity in developing countries is seen most strongly in product
availability and accessibility, where 67% claim a positive effect compared to just 19% suggesting a negative one.
Overall, consumers seem to take a dim view of globalisation, with 63% concerned that globalisation harms national
culture in developing markets, rising to 74% in developed markets.

Download the full report, the methodology used and its results from here. It makes fascinating reading for anyone
connected with either a global or local brand.
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Survey identifies barriers to banking loyalty

A survey from Secure ldentity Systems and Harris Interactive reveals that more than half of bank customers who
are worried about the current state of their bank are concerned that their money and identity are not safe.

According to the survey, bank customers with concerns regarding financial institutions are more worried about
identity theft than other banking issues, such as bank fees or financial reimbursement if their bank fails.

Among adults who have worries about their bank or financial institution:

40% are worried that they might be subject to identity theft.

39% are worried that their bank might fail given the current financial crisis.
329% feel their bank charges fees that are too high.

31% are concerned that they will not be reimbursed should their bank fail.

www.marketing.org.au 10 info@marketing.org.au
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35% of bank customers are only "somewhat" or "not at all" confident that their personal information is secure at
their bank or financial institution.

When it comes to customer loyalty to their bank:

57% of bank customers surveyed would be at least somewhat likely to switch to another bank if it offered free
identity theft protection services.

52% would switch for lower account fees.

26% of bank customers said that they would likely make the switch for free identity theft protection.

28% would switch banks for a US$100 deposit made into their account.

23% would switch for lower account fees.

2% would switch for a digital camera.

6% would switch for an entry into a raffle for a free vacation.

According to Bryan Ansley, CEO of Secure Identity Systems, "This is a tumultuous time for many financial
institutions throughout the country, but it's important for banks to recognise the concerns of their customers. The
results of our research show that identity theft continues to be an important issue for consumers, even during the
strain of the current economic conditions. Bank customers want security for their money and their personal
information."

Morelnfo: http://www.secureidentitysystems.com
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Is better analytics the key to business success?

In his “The Halcyon Days of Analytics,” Steve Finikiotis of management consultant Osprey Associates argues that
firms should be using analytics more effectively. It's an intriguing post, but a little thin on specifics. To wit, this
statement:

it is increasingly feasible for enterprises to tap information to handle more granular segmentation, low-cost
experimentation and customisation. New technologies, like data mining and speech analytics tools are increasingly
affordable and are levelling the playing field, even for mid-range players. The quality and availability of information
are both rising while the costs of managing information are falling.

How about some price points? Or an example of why he thinks data mining is new — Teradata is almost 30 years
old, after all. Maybe he’s looking at the fact that data mining has gone open source . That must be cheaper than
going to SAS or BusinessObjects. Of course, data is big now (pun intended). Wired magazine is pronouncing the
Petabyte era in practically every issue now. George Gilder had an essay an issue or two ago and it's on the cover of
the issue that just arrived in the mail.

As Finikiotis says, “surprisingly few firms are taking advantage of the opportunities afforded by new tools and
technigues. Many firms that collect information obsessively and are paralyzed by the reams of data.”

Yet business intelligence tools have been outgrowing the overall software market. So it would be valuable to hear
him give some examples of firms that aren’t taking advantage of the new tools and techniques and talk about what
they should be doing, even if he changes the names to protect the guilty.
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What is killing brand loyalty?

Consumers' traditional loyalty to brands didn't change for just one big reason - there are lots of factors involved,
each of which needs to be addressed in each company or product's brand development strategy. To highlight just a
few:

1. There is much more choice today: the number of products within most categories has increased dramatically;
2. Many "me too" products have been launched, with most looking very similar to the originals;

3. The number of ads seen by consumers daily has increased enormously, especially since interactive channels like
the internet, email and SMS have arrived on the scene;

4. Modern consumers are more sophisticated and more likely to think for themselves and to try new products;

5. There is more comparative information available, on web sites and in consumer magazines and the national
press;

6. The standard of service (and of products) has in many cases improved to the stage where there is not much
difference between brands;

7. Price competition has increased - a major factor in all but the most non-elastic of categories.

Back to top
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The persuaders

All our lives we encounter persuaders. Those who were successful are largely responsible for the way we are.
Because some of us are exposed to some positive persuaders we are drawn to become positive persuaders. |
believe all successful persuaders are a result of having been successfully persuaded at some time in their lives.

Life is one continuous series of persuasions. At home it is the parent persuading the child, the child persuading the
parent, the salesman persuading the prospect, the lawyer persuading the jury, the boy persuading the girl or the
politician persuading his constituency.

To be a persuader you must be persuaded and in order to continue to grow we must practice the art of persuasion.
The old saying, "Nothing succeeds like Success," fits the persuader perfectly. The earlier in life you begin, the fuller
your life will become. It is only in sharing and giving that we realise what we have and we can give nothing better
than persuading others to worthwhile goals, right motives and eternal values.

It is safe to say that sometimes in our lives we will be persuaded to become positive persuaders seeking to give and
share, or we'll not be persuaded and spend the rest of our lives waiting for a break, taking and keeping.

Back to top
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Luxury consumer trends for 2009

In troubled times many will predict the death of luxury products, but true luxury marketers will work with and
execute the fundamentals as defined by customers' needs and desires, consistently and extraordinarily well.

Genuine luxury is and always has been, a cyclical business. 2009 can be seen as a golden opportunity to deliver on
the luxury fundamentals, to radically innovate, continuously adapt offerings and business models and position
brands for long-term leadership.

It is largely due to the resilience of luxury brands that many of them span centuries, while most other industries'
brands don'.

The Luxury Institute predicts for 2009 and beyond:

1. Accelerated internet activities: the Luxury Institute has been presenting the empirical case directly from the voice
of the wealthy consumer for luxury brands to make their websites the centrepiece of their online and offline
strategies since 2006. The traditional luxury industry has been slow to adopt Web 2.0. The economics of this will
become much more compelling as the downturn makes opening stores and traditional advertising economically
challenging.

2. A move toward recognising the influence of Generations X and Y. According to a Luxury Institute Wealth Survey
of luxury consumers and mobile device usage, 22% of consumers have executed a transaction via a mobile device,
while 21% have made a payment via mobile. Those doing so tend to be under 45 years-of-age, but significantly
wealthier, with household net-worth of more than US$5 million.

3. Price matters. The idea that more expensive items, regardless of quality, service and functionality, appeal more
to wealthy customers that cheaper equivalents, will be shown to be wrong. Most of the wealthy are self-made and
have sacrificed to earn every cent while delivering great quality and service to their own customers. They will use

both sides of their brains while shopping.

4. High-end philanthropy will increase. The Luxury Institute expects that many discredited Wall Street executives
will turn a new leaf in an effort to save family legacies and reputations and get into the high-end philanthropy
game.

5. The Luxury Institute's research has documented the rise in relevance of Corporate Social Responsibility. Wealthy
consumers have increased their preference for socially responsible brands from 51% in 2006 to 57% last year.
Expect that number to rise dramatically by 2009. Luxury consumers will demand that luxury brands serve not just
them, but society as a whole. They will require luxury brands to be ethical with all constituents; charitable in ways
that make a difference to their beneficiaries; and eco-friendly in ways that can be documented. It might mean we
will see, among other changes, a reversal in luxury charity events where 80% of proceeds go to lavish fun for the
attendees and 20% to the beneficiaries.

6. In the midst of the current financial crisis (and the populist backlash on unearned financial services wealth) many
wealthy consumers are a bit confused and feeling a bit defensive about luxury, even if they have money to spend.

Consequently, many wealthy consumers will opt for classic luxury that is unique and exclusive, with exquisite artistic
design, craftsmanship and quality, delivered with impeccable service. Personal shoppers, travel agents, realtors, car
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dealers, interior designers and others who have earned the ironclad trust of clients over the years will have the
advantage of creating customer experiences that indulge, but don't overreach, for their loyal clients.

7. The financial meltdown has its roots in a crisis of confidence that began in real estate as far back as 2006. Trust
in formerly trusted institutions has declined precipitously. Luxury too, is down, partly because some purveyors have
forgotten what true luxury means to the customer. As online communities, social networks and ratings hubs dot the
Internet landscape, expect luxury consumers to look extensively to their own trusted peers for guidance on what is,
and, what is not, true luxury. These now-wiser consumers, who are reeling from loss of net-worth and income, will
scrutinise luxury brands far more carefully going forward and will rely on authenticated, validated and certified
ratings to make purchasing decisions. They will expect luxury brands to be transparent and to independently
authenticate claims, such as country of origin, quality, customer referrals and social responsibility, like never before.
Morelnfo: http://www.luxuryinstitute.com
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Good ideas - Workspring

Situated within walking distance of Chicago's Magnificent Mile, Workspring is the brainchild of a team of work
experience experts at Steelcase who imagined a network of extraordinary spaces designed to inspire and support
creative collaboration, productive retreat and transformative exchange. Workspring is surrounded by the quiet
natural beauty of an urban courtyard, with bright modern studios and a raft of collaborative tools. Five work studios
are available with ergonomic seating, in-room storage, natural lighting and a ready supply of paper, pens, sticky
notes and other supplies. Lighting can be adjusted to complement changing activities and all studios are equipped
with Springboards, or layered movable planes of tackable and writable surfaces that encourage teams to create,
share and rearrange content. Common areas, meanwhile, include a cafe, forum and oasis space, with services
including healthful food and beverages and a resource library stocked with inspirational books and objects, printouts
and photocopies. Finally and perhaps most interesting of all, Workspring will also serve as an ongoing “lab” for new
products from Steelcase designed to enhance communication and collaboration among teams, the company says.
Launching in mid-November, Workspring can be booked for morning, afternoon or evening sessions, with pricing of
USD 140 per person per session.

There's no doubt the time was ripe for the meetings industry to be reinvented and what better agent to make that
happen than a firm that's already involved? Never mind killing two birds with one stone—this is reaping two profits
with one venture. A concept to emulate whenever possible!

Website: www.workspring.com

Contact: info@workspring.com
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Making a deal in China

1. Never criticise the government.
In most western countries, taking verbal shots at the government isan accepted practise. Not so in China. Openly
criticising the government, or even being on the scene of criticism, is not a good thing. “

2. Understand the limitations.
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There are still many industries in China where the organisation and ownership structure reflects the old communist
system. The government is reluctant to restructure and privatise these firms, possibly creating unemployment.
When dealing with such bureaucrats, you need to understand the constraints under which they are working in
order to understand how to work most closely with them.

3. Don’t assume the deal is final.

In general, the Chinese place greater reliance upon personal connections and personal commitments than on what’s
written on a piece of paper. As such, terms that are discussed prior to the signing of a contract often are only
distantly related to the actual terms under which the deal will move forward. After you sign the contract, there will
likely be multiple requests to change the terms in order to make the deal more advantageous to the Chinese
suppliers

4. Try to cultivate the younger executives.

There is growing professionalism among younger Chinese executives, many of whom have earned MBA degrees
from Western universities. Unlike their predecessors, such young executives are more likely to view business ethics
and performance in a way that more closely reflects attitudes in the United States or Western Europe. They can
help you understand what's going on in more traditional enclaves of their firm,

5. Be sure you're speaking with the real decision-maker.

It's not at all unusual for a Chinese business owner to remain in the background and let his negotiator pose as the
decision-maker. This gives the real decision-maker the flexibility to deny any concessions that he doesn't like and
dictate better terms using your concessions (which you thought were mutual) as a baseline.

6. Beware of double-dipping.

Local representatives frequently position themselves to get paid both by the company that they represent (meaning
you) and the company with which they’re negotiating. But don't get too heated if you discover an apparent conflict
of interest. In China, this is not considered a violation of professional ethics but a natural consequence of being in
the advantageous position of being an intermediary.
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Wrap Rage

As the holiday season approaches, parents around the globe are surely dreading the inevitable return of a
phenomenon that shadows the giving of gifts of many shapes and sizes, but especially toys. Leaving in its wake a
trail of victims with puncture wounds, bruises and lacerations—or simply in tears, Wrap Rage results from the
virtually impenetrable packaging often used in shipping new products.

Amazon aims to do something about it. Thanks to a new, multi-year global initiative, Amazon is working with
manufacturers to eliminate the causes of Wrap Rage while also minimising the impact of packaging on the
environment. The effort is focusing first on two kinds of items: those enclosed in hard plastic cases known as
"clamshells" and those secured with plastic-coated wire ties, commonly used in toy packaging.
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As a result, 19 best-selling products are now available through Amazon in the US packaged in smaller, easy-to-open
and recyclable cardboard boxes that protect the products within just as well, the company says. New, eco-iconic
packaging on the Fisher-Price Imaginext Adventures Pirate Ship, for example, eliminates 36 inches of plastic-coated
wire ties, 1,576.5 square inches of printed corrugated package inserts, 36.1 square inches of printed folding carton
materials, 175.25 square inches of PVC blisters, 3.5 square inches of ABS moulded styrene and two moulded plastic
fasteners.

Along with Fisher-Price, Mattel, Microsoft and electronics manufacturer Transcend are among the firms Amazon
worked with on this first batch of products and many more will follow in the years to come, it says. The project will
expand across Amazon's international sites beginning next year. In the meantime, Amazon has also put together a
"Gallery of Wrap Rage" featuring videos and photos of the phenomenon and customers are invited to upload their
own.

Eco-minded initiatives are all very well, but when they also eliminate a major source of customer frustration? Then
they become a no-brainer. Manufacturers around the world: follow this example!

Website: www.amazon.com/gp/help/customer/display.html?nodeld=200285450

Contact: www.amazon.com/gp/help/contact-us/general-questions.html
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Definitions - Bosberaad

a think tank, strategy, or long-term planning meeting.
a meeting of leaders at a remote place to avoid distractions. The word means literally "bush summit." Also known
as Lekgotla
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Strategic decisions--made better and faster.

Most leadership teams spend just three hours per month making strategic decisions. That translates into less than a
week per year. Worse, many teams fritter away those precious hours on unfocused, inconclusive discussion rather
than rapid, well-informed decision making.

The consequences? Delayed decisions that lead to wasted resources, missed opportunities and poor long-term
investments. One global firm spent more time each year selecting its holiday card than it did debating a vital Africa
strategy.

How can your leadership team avoid such pitfalls? Spend your limited time on issues exerting the greatest impact
on your company's long-term value. Deal with operations separately from strategy. Put real choices on the table,
evaluating at least three viable options for every strategy. Use meeting time for decision making--not just
discussion--and agree on what was decided. And move issues off your agenda as quickly as possible.
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Make the best use of your leadership team's time:

Deal with strategy and operations separately
Holding separate meetings for each prevents day-to-day operations from dominating your team's agenda and
liberates time for substantive strategy debates.

Focus on decisions, not discussions

Enhance the quality and pace of your team's decision making, for example by distributing reading materials in
advance of meetings. Specify why participants must read them (e.g., for information only? discussion and debate?
decision making?) This readies participants to devote precious meeting time to deciding crucial issues.

Measure the Real Value of Every Agenda Item

Prioritise meeting agenda items according to each issue's impact on your company's long-term value. Address high-
value issues only and delegate low-value issues to lower organisational levels.

Develop clear timetables detailing when and how participants will decide each issue and who will approve final
strategy.

Put Real Choices on the Table

Evaluate at least three viable alternatives (not just minor variations on one theme) before approving any strategy.
This encourages teams to choose the best course of action, not just the most obvious.

Make Decisions Stick

Explicitly agree on what was decided in the meeting. Then specify the resources (time, talent and money) required
to execute the strategy, as well as the financial results you've committed to deliver.

Visit Harvard Business Online. www.hbsp.harvard.ed

See more on Leadership and Managing People at Harvard Business Online.
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Top sales skills

Skills” that every sales rep must possess in order to reach the pinnacle of sales success:

. Researching prospects and organisations prior to first contact.

. Asking questions and listen more than you talk.

. Focusing on a few top prospects and contacting them frequently.

. Cultivating insider “coaches” to understand customer requirements.
. Solving problems and overcoming objections as a consultant.

. Creating long-term relationships with prospects and customers.

. Communicating appropriate messages (e.g. value propositions).

. Recognising when the prospect is ready to buy.

. Knowing how to close the sale when the time is right.

O©CoO~NOOUThA WNPF
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10. Getting referrals and then following up on them.
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Is your firm organised to innovate?

Although every company needs to create new growth products and services to prosper, not all firms are on sound
enough footing to boldly go where no company has gone before.

Judge the situation at your own firm by answering these three questions:.
1. Are you rarely surprised by your financial performance?
2. Are your revenues and profits growing above the average for the categories in which you compete?

3. Do you frequently lead the industry in the introduction of new products or service offerings, as opposed to always
having to play catch-up?

“If you find yourself answering ‘No’ to these three questions,” says Anthony, “it might be the wrong time for you to
focus on creating new growth business. It might make more sense to focus on tightening core processes, improving
the process by which you introduce close-to-the-core improvements, or even selling or shutting down a business
line or two.”

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

Good ideas — The new face of M&M'’s (Is you)

M&M's has had a personalisation service since about 2003 which lets customers pick colours and have texts and
logos printed on M&M's. It's a great example of mass customisation. M&M's has now taken the concept a step
further by allowing customers to have their own likeness printed on the candy: M&M's Faces.

Ordering is done online: customers upload one or two photos, pick their colours and add up to two different texts to
be printed on separate M&Ms. Using a simple interface, they can zoom in or out to select which part of a photo they
want to use. A ‘graphic specialist' then tweaks the photo file, creating a sketch-like rendition that looks good on
small pieces of candy (example here). M&M's Faces are available in 7-ounce bags at USD 14.95 per bag (minimum
order: 3 bags); a 5- or 10-pound bulk box for USD 162.50 or USD 312.50; or a variety of 1.6- to 1.75-ounce party
favours (minimum order: 20 bags), priced at USD 4.99-6.19 per bag.

M&M's hopes its new personalisation option will entice even more customers to tell their stories using candy-coated
chocolate and to share their ultra-personal M&M's at weddings, graduations and birthdays. Given that most people
love to see themselves or their loved ones in print, that seems like a pretty safe bet.

Springwise.com

Website: www.mymms.com/customprint_faces

Back to top
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Tips for becoming a more gentlemanly executive

In an article in the London Times, William Drew asked, “Is the gentleman a dying breed?”In the piece, Drew quotes
Yann Debelle de Montby, brand director at Alfred Dunhill, the tony men’s outfitter. “Being a true gentleman,” he
says, “means being gallant and generous. One can be gentle but remain firm, determined and retain a great sense
of humour.”

But does the gentleman have a place in today’s go get-'em business world?

Drew thinks yes. “Old-fashioned good manners — holding open doors, standing up when someone enters the room,
asking questions of others rather than talking about yourself, ensuring that you compliment your host generously
and so on — are an entry point for respectful behaviour ,” he notes. “But it's more about your overall manner
towards others: how one conducts oneself not only socially, but also in business, in relationships and in public.”

But being a modern-day gentlemen in business is about more than just being nice for nice’s sake, especially when
the chips are down. Says luxury goods retailer, Trevor Pickett: “When your back’s against the wall in any industry
you fall back on the relationships that you have built with people. You can’t do that if you've just screwed them on
price, for example. That's just not the way we do things.”

Drew offers 10 tips for the aspiring modern-day gentlemen (which go equally well for the modern-day
gentlewoman):

1. Some things don’t change: say please and thank you and ask questions about other people rather than talk about
yourself.

2. Be punctual. Tardiness does not make you look important, it turns you into an arrogant incompetent who thinks
that his time is more important than other people’s.

3. The modern gentleman cares about the planet. Be environmentally aware (but not obnoxious about it).

4. Open doors for people and stand up when they enter a room, but do this for men as well as women. The modern
gentleman doesn’t treat women like porcelain.

5. Be modest. Bragging is distinctly ungentlemanly.

6. Be a good father. Nothing is less charming than a man who leaves childcare to women.

7. Be honest about wherever you have come from in life. Pretension is spineless.

8. Flirt — with everyone. Good flirting is a form of politeness. Pay compliments and put your companion at ease.
9. Do not phone/text/check your BlackBerry incessantly.

10. Dress tidily. Whatever style you are going for, scruffiness just isn't in.
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Beating stress

Stress is a reality and in fact a necessity in life.

Everyone gets stressed from time to time, usually at the office. The question is, do you send stress packing or let it
upset your whole day? If you fall into the latter category, here are some tips on relaxing at work when stress
strikes. For starters, breathe:

All you need to do is sit down and very slowly bring your attention to your breath. Focus on the feeling of the
breath going in and out of your nose. If other thoughts enter into your mind just let them pass. Don't judge them or
try to force them out. Just notice them and then bring your awareness back to the breath.

Now we are going to count 10 rounds of the breath. A “round” is one inhale and one exhale. This is a lot harder
than you think because the stressed mind will jump around like a monkey whose pants are on fire! If you lose count
before you get to 10 simply start again.

Go outdoors for awhile. Have a cup of tea, listen to classical music and tell yourself to “just relax.” Try distracting
yourself for 5-10 minutes, meaning giving your brain a chance to focus on something other than what's stressing
you. Best bet — make it preferably something funny.
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Is loyalty due for a major revolution?

Something radical is happening in the loyalty industry according to Oracle Corporation loyalty expert Natalie
Kouzeleas, who warns that widespread internet adoption and the social networking phenomenon, coupled with the
decline of television, means that loyalty program owners and operators already need to re-evaluate their programs
to innovate at the same pace as consumers.

Just as when Curt Carlson created Gold Bond stamps in the 1930s, or when American Airlines created the first
frequent flyer loyalty program by compiling a database of 150,000 frequent flyers from Sabre in 1981, or when
Tesco launched its Clubcard and showed that understanding customer data can bring significant value, today's
trends are also creating ripple effects in the market that will shape the loyalty industry of tomorrow.

Competitive climate

A McKinsey's study in 2000 noted that the loyalty market has already shown signs of fatigue from consumers over a
period of several years, firms continue to need to find ways to remain attractive in a fiercely competitive climate.
The problem is now so widespread, Kouzeleas warns, that many customers can no longer differentiate between the
various loyalty cards in their wallet or purse.

Technology innovation and consumers' reliance on technology gives loyalty program owners the opportunity to truly
reach new levels of intimacy with their customers. But are they ready and - perhaps more importantly - are they
able to do so? They are certainly trying, as evidenced by the current and ongoing surge in loyalty program creation,
including high levels of activity from relatively new sectors.

Technological challenges
Marketers wanting to launch loyalty programs in the early years had only a few choices when deciding how to use
technology to enable their programs. They could either invest in building their own IT solution, or outsource the
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program to a specialist loyalty agency. As a result, agencies such as Carlson Marketing and ICLP grew out of the
direct marketing industry to offer a clear niche and specific loyalty service and experience.

Such specialist agencies can help marketers through the conception of a loyalty program, devising the strategy,
segment analysis, program set up and of course running and developing the program in conjunction with their
clients. Naturally, these agencies have developed their own platforms and systems to help their clients dramatically
increase customer loyalty.

However, the up-front investment needed has created a barrier to entry within the world of loyalty marketing
agencies, often restricting other traditional direct marketing agencies from entering this relatively lucrative market.
But this problem may be about to change.

In recent years, the market has also seen some logical extensions into loyalty solutions from some of the key
industry specialists, including Amadeus and Sabre (in the airline industry) and Fujitsu (in retail). However, up until a
few years ago, there was little available in the way of cross-industry, off-the-shelf, enterprise-level packaged
software. At the time, Siebel Systems (now part of Oracle) announced a multi-industry loyalty platform, integrated
with its CRM system and Oracle saw an opportunity to offer marketers the creativity and insight they needed to
make their loyalty programs successful.

The implications of that change in the market were to be quite far-reaching. First, the entry of Oracle with an
integrated loyalty solution helped to drive the emergence of system integrators, with Accenture being the first to
make a significant investment with Oracle. Many others quickly followed suit to address the growing loyalty market,
also based on the Oracle/Siebel system.

As a result, there are now many out-of- the-box packages available for firms that want to set up a loyalty program,
as well as a set of experienced implementers, allowing traditional direct marketers to also enter the field.

According to Kouzeleas, one of the key benefits for a traditional marketing agency entering the field of loyalty is
that the average contract period for below-the-line accounts is annual, while loyalty programs tend to have three
year contracts. This in itself provides a good incentive for strong data-driven marketers to move their brands into
the loyalty market.

Oracle is certainly not alone in seeing the growing opportunity in providing enabling software for the loyalty
industry. In fact, the company predicts that there will be some heavy-weight new entries in the very near future.

With consumers now having more choice than ever before, the bar is being raised for loyalty software - and that
means the industry needs ever-faster program innovation, technology that's more integrated with the whole
enterprise and programs that are more strategic than ever and all without high costs.

This all combines to suggest, at best, an uncertain future for traditional loyalty providers who simply can't compete
with the R&D budgets of the software giants. Indeed, Kouzeleas believes that lean times are coming for providers
that have not yet decided how they are going to position themselves. In the near term, then, the conclusion is
simple: the success or failure of a loyalty program is likely to depend mainly on the limitations of the marketer.
http://www.oracle.com
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Good ideas - Health and wellness store in France focus’ squarely on seniors

Around the world, the number of people aged 65 and over is expected to almost double in the next 22 or so years,
going from just over 500 million now to just under a billion in 2030. Little wonder, then, that a brand-new health
and wellness store in Lyon, France, has set its focus squarely on seniors.

Whereas many existing senior-focused merchants tend to focus on disabilities HOJO offers a more holistic variety of
about 400 lifestyle products dedicated to keeping senior citizens happy, healthy and independent for as long as
possible. Inspired by Spain's SeniorStore, HOJO groups its products into categories including wellness and health,
daily living, leisure and comfort, communication and security and they go far beyond disability aids to include
aromatherapy treatments and stylish salt and pepper balls designed for one-handed use, for example. On a brick-
and-mortar level, the company's Lyon shop is tailored to its target with such features as wider aisles, price tags with
larger lettering and a staff trained in senior issues. It also offers one-off events for seniors on such topics as
massage, cooking and computers. HOJO hopes to expand to cover 35 French cities with franchised shops within the
next five years.

www.hojo-generationseniors.fr
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Alleys and lanes the making of Melbourne retail

CBD and suburban mall retailing is full of the usual. Myer, DJ, Sportsgirl, Country Road, Witchery et al.

Melbourne CBD retailing is a little different. It is the product of a planned approach that has produced great
diversity — and theatre. The usual suspects are accompanied by others in small arcades and lanes or in low rent,
above awning real estate. Down alleys and up stairs are stores offering young designers and recycled clothing
(Brotherhood St Laurent). Other precincts, like Sydney Road Brunswick, provide similar offers. The product is often
small run, innovative or rare. There is an element of a treasure hunt and there is often passion and theatre.

Just as in Chapel and Lygon streets, eventually the customer traffic created by these innovators draws the majors
and the chain stores; rents go up, the designer streets become gentrified, anodyne and dumbed down as the
designers move to the next precinct.

Back to top
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Good ideas - GreenGraffiti.

Much like UK-based Street Advertising Services, GreenGraffiti creates advertising on dirty city streets and walls using
the clean, green power of plain water. Armed with just a template and a high-pressure water sprayer, the company
has "cleaned" advertising messages out of the dirt on behalf of clients including Elle, Telfort and Universal Music. No
paper, no ink, no printing process—GreenGraffiti's ads are completely carbon-neutral, it says. They last up to six

months, depending on foot traffic and cost a fraction of the price of traditional outdoor media, the company asserts.

GreenGraffiti was launched in 2006 by sustainable brand design firm Hemshaven and creative guerilla marketing
bureau Jack Liberties and is available to conduct campaigns of any size throughout Europe and North America.
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Website: www.greengraffiti.nl
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Articles
Managing your team in a downturn

Lindsay Blakely

Layoffs have truncated staff; cost-cutting measures are threatening projects and morale is in the toilet. From the
manager’s perspective, getting the most out of employees in this kind of environment can seem like a Sisyphean
task. In fact, it's a perfect opportunity to rejigger processes and fix what's broken — and managers are uniquely
positioned to do just that. Here's how being candid with your employees, rewarding them in creative ways and
enlisting them to help make hard decisions can not only keep your team motivated but pull your company out of its
slump.

Things you will need:

Any additional cash that can be set aside to reward the top-performing members on your team.
Constant attention. It's your sole task right now to improve the mood in the office so that everyone can get back to
work.

Informal Meetings:
Give employees frequent opportunities to openly discuss — and ask questions about — the business situation the
company is facing.

Employee Buy-In:
Now is the time to leverage the expertise of your team. Motivate and engage employees by including them in the
problem-solving process.

Transparency:

The middle manager plays a crucial role in communicating messages from senior leadership. Maintain loyalty from
direct reports by giving them what they deserve: honest explanations for what went wrong and how the company
plans to move forward.

Set the Tone

Lower the anxiety level in the office by being candid about the challenges — and opportunities — ahead.

It's easy to blame the economy for all the reasons a firm is suffering: Customers are cutting back on their expenses,
advertisers are trimming their budgets and stock prices are sliding. These problems may, in fact, be attributable in

part to the downturn, but going with the “It's the economy, stupid” defence sends a subtle but potentially
dangerous message to employees: It implies that the situation is totally out of the company's hands and left in large
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part to fate. This is exactly the kind of attitude that raises anxiety levels in the office and disrupts employees’ focus
on the problem at hand: turning business around.

“Have the confidence to not completely blame the economy,” says Stanford business professor Bob Sutton. “If
employees believe that leadership can break things, they'll believe that leadership can fix things, too.”

Don't just rely on the CEQO’s message. An e-mail from the top explaining why the company is in the red can't tell
employees much, which means mid-level managers need to be the interpreters. Speak to employees in small groups
and be as candid as possible about where the company stands. This is also a good time to suss out any rumours.
“Organise quick events to ask what people have heard and to answer any questions they have,” says Dave Logan, a
senior partner at Los Angeles-based consulting firm Culture Sync.

Open the books. Giving employees the numbers behind company performance clarifies where the business needs to
change and how their jobs connect to the bigger picture. But be warned: “If you're going to be transparent, take
the necessary time to teach employees about how the business works,” says Rich Armstrong, general manager of
the Great Game of Business, a coaching firm that teaches open-book management. He advises managers to start
with what employees probably already understand, like operational numbers and then connect the dots with how
those numbers increase gross margin and generate cash flow. Above all, keep finance jargon to a minimum.

Focus on the future. There’s no need to sugar-coat it: Pulling the company through the downturn isn't going to be
easy, but emphasising the challenge can have its benefits. “It's a great time for [your employees] to realise that
they can play a role in discovering opportunities for the company,” says Vince Thompson, a former manager at AOL
and author of the book Ignited.

The You in Team

If a firm is going to stay resilient, the staff's collective commitment and collaboration are essential. In this
environment, simply making an effort to be more visible and available to employees can spark productivity and
bring the team together.

For example, if you normally work within the confines of a walled office while your team toils away in the cube
farm, grab your laptop and set up shop in a cubicle near them — even if it's only a couple of times a week. Start
showing up to the smaller meetings that you usually skip, or rearrange your travel schedule to cut down how much
time you spend out of the office. In short, don’t wait for employees to take advantage of an open-door policy. Go to
them first and ask how their work is going. This isn’'t about micromanaging — it's about knowing firsthand what
they need.

Enlist the Team to Fix What's Broken

Goal: Motivate employees and find out how and where the business needs to change.

Traditionally, the top execs decide the strategy and let it trickle down. The problem with this tactic is that it rarely
makes the emotional case needed to mobilize employees around a common goal, says Paul Bromfield, a principal at
Katzenbach Partners, which has advised firms like Aetna, Credit Suisse and Pfizer. “This is about problem-solving
and discipline and that's where employees come in,” he says. “Firms should be harnessing employees in the effort
to identify where to cut costs and how.”

Not only will utilising workers’ expertise make them more invested in the company’s success, it also gives
management a more honest look at what's not working. Senior leadership tends to focus on just one area of cost-
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cutting, Bromfield says, like products, headcount, or moving operations off-shore. Employees, on the other hand,
can use their collective wisdom to eliminate clumsy (and costly) procedures across divisions.

Here are four guidelines for involving staff in the process:
1. Identify key influencers.

“If you're really going to mobilise people, you can’t do it from the top,” Bromfield says. Find the key employees who
hold sway in their departments and get them to embrace and spread the change effort. These are the people who
know how things really work (not just the way they’re supposed to work) and have a way of bringing together the
right people to get things done.

2. Let teams do the problem solving.

Form groups around the influencers and motivate (rather than mandate) employees to identify what’s slowing down
business. Often the best place to start is to look for processes and bureaucracies that annoy the team. Set a basic
timeframe to achieve cost savings, but let each group work at its own pace.

3. Make it a conversation.

Schedule brown-bag lunches or other informal venues to talk to employees about their findings and where they
might be hitting roadblocks.

4. Follow through.

Many cost-savings programs fail because management implements the initiative only halfway or lets inefficiencies
creep back after meeting short-term goals, which won't sit well with employees. Adopt the changes wholesale or not
at all.

Big Idea - Keep Top Performers Moving

In an ideal world, the upside of a downturn is that recruiting qualified employees becomes easier. With more
candidates in the job market, now could be the time to find new talent if your company has the resources to
continue hiring. But managers shouldn’t forget about the top performers already on staff, say Monster executives
Steve Pogorzelski, Dr. Jesse Harriott and Doug Hardy, authors of a recent paper on how firms should invest in
employees when business slows down.

When the economy’s bad, it's easy to think that employees are grateful to have jobs at all. But layoffs and budget
cuts may cause good workers to look for better opportunities. Give them a reason to stay by making room for them
to keep advancing their careers. “Keep critical talent moving — not necessarily up, but growing in experience,
responsibility, money, or other tangible and intangible ways,” say the authors of the study. If promotions or raises
aren’t possible, give good workers the chance to make a lateral move or to take on a struggling department.

Get Back to the Work That Matters
Make sure your team is tuned in to growth opportunities.

The problem with a downturn is that while cost cutting is absolutely necessary, it can make everyone gun-shy about
pursuing new initiatives and opportunities for investment. However, if your department and in turn the company, is
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going to emerge from the slump in a competitive position, there are a few key investments you can't afford not to
fight for now:

Customers

Learn about the customers of your weakest competitors, writes Michael Roberto, a blogger for Harvard Business
Publishing and management professor at Bryant University. While competitors are busy shoring up their
relationships with large, established clients, it could be the perfect time to swoop in and court their smaller
customers.

Research and Development

Take a cue from Apple’s Steve Jobs. When asked by Fortune magazine recently about Apple’s strategy for the
downturn, Jobs pointed to how the company survived the 2001 tech bust by upping its R&D budget. “It worked and
that’s exactly what we’ll do this time,” he told the magazine.

Separate the value-added activities from the wheel-spinning exercises, Thompson suggests in Ignited. Instead of
giving up on new projects in a downturn, shift focus so that the team is investing time in identifying and prioritising
the projects that will generate the most benefit for the company. Even if the final product will have to wait until
more resources are available, doing the legwork now means the product will go to market faster when the time is
right — and employees will stay engaged in the meantime.

Vendors/Partners

“There are two ways to run a business,” says Fred Mossler, senior vice president of merchandising for online shoe
retailer Zappos, “adversarily or as a partnership.” Considering that the company relies on about 1,500 partners to
provide its customers with a diverse selection of shoes, Zappos has chosen the latter option. To that end, the
company built an extranet, so that every partner can see how its brand is performing. “They get to see everything
our buyers see,” Mossler says. “This way we have about 1,500 other sets of eyes looking at our business and
helping to improve it.”

Acknowledge and Reward Deserving Employees
Utilise achievement, even if resources are scarce.

Employee bonuses and raises are among some of the first expenses that upper management cuts during a
downturn. But even if extra compensation isn't in the budget, that doesn’t excuse managers from rewarding
employees. “Lack of recognition — both financially and verbally — is one of the things that does the most damage,”
says David Sirota, founder of the management-consulting firm Sirota Survey Intelligence. “I worked with an
investment bank some years back where bankers were earning bonuses from $100,000 to $1 million a year,” he
says. “You know what they complained about? They didn’t know if the chairman thought they were actually doing a
good job, because he never spoke to them about it.”

One easy, no-cost way of recognising valuable employees is to improve their quality of life. “The best reward you
can give people is autonomy over how they spend their time,” says Jody Thompson, a former Best Buy human
resources manager who, along with Cali Ressler, helped create the company’s Results-Only Work Environment
program. That means giving employees your trust and the flexibility to work at home (or wherever suits them)
whenever they want to — without any judgments. This gives workers more control over their time and sometimes
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even a little extra cash. Sun Microsystems has found that employees who worked an average of 2.5 days at home
each week saved $1,700 a year in gas and vehicle wear-and-tear.

Save Rewards for the Worthy

Keeping your employees engaged doesn’t mean rewarding them just for doing their jobs. The most effective
rewards are significant but well deserved.

See Lindsay Blakely bNet -http://www.bnet.com/2403-13059 23-208896.html

Back to top
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How to Stand Out in the Crowd

In the world of marketing and branding, sticking out like a sore thumb is not necessarily a bad thing, advises brand
innovation specialist Chandran Dharmarajan, a co-founder of I-morph, a marketing innovation consultancy based in
Singapore. Dharmarajan, who has worked for over a decade with Unilever in India and Thailand followed by a stint
with Kraft Foods Asia Pacific, was speakingat a recent seminar, “Transform Your Business By Being Remarkable”,
organised by the UOB-SMU Entrepreneurship Alliance Centre of the Singapore Management University.

The seminar also featured guest speakers Ting Choon Meng, chairman and CEO of HealthSTATS International and
president of the Fellowship of Inventors and Donald Dalderup, managing director and innovation catalyst of the New
Business Development Academy (NBDA).

“If there’s any way a product could stand out in a sea of similar products, it's through differentiation”, says
Dharmarajan. Many firms, such as Proctor & Gamble, have stayed ahead of the game over the years because of
their differentiation strategies. Dell, for example, was the first computer manufacturer to differentiate itself by
allowing customers the flexibility to configure their own computers, a win-win situation for both parties. There are
many ways by which to differentiate a product or service -- branding and advertising, packaging design, distribution
channels and retail outlets.

Dharmarajan believes that at the root of differentiation lies an invention, i.e. “a new idea made into reality but not
in the marketplace yet”. The flying machine invented by the Wright brothers is an example of an invention which
initially had no economic value. Other entrepreneurs subsequently innovated -- transformed the invention into an
innovation -- by turning the machine into a commercially viable and marketable mode of transportation, the
airplane.

Innovate or Evaporate

Another fundamental concerning differentiation, says Dharmarajan, is the need to "innovate or evaporate".
Differentiation is essential to survive and grow because products and services are increasingly similar.

Differentiation strategies can take any form -- be it technology, performance, design or personality -- but a great
deal of effort needs to go into setting one’s own product apart from others. “It's not enough to have some little
differences in the product or service,” says Dharmarajan. “Very importantly, the sum of the whole product or service
must look different.” He quotes Albert Einstein who said, “There is nothing that is more certain a sign of insanity
than to do the same thing over and over and expect the results to be different”.

Innovation is born when rules are broken, a new need is created, or when the world is perceived from a different
angle. Some examples of innovative products include square watermelons, digital dumbbells, multi-purpose hand
phones and butter stick-type applicators. No idea is too small, emphasises Dharmarajan, who feels that a healthy
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portfolio of ideas should consist of a good balance of big brilliant ideas and smaller ideas. “It's the sum of the whole
idea that counts,” he said.

Where do the insights for innovative ideas come from? He suggests looking up data, observation studies, research
and even engaging in intense dialogue with people. “To get somewhere, talk to people,” he said, “and don’t worry if
it drives them nuts.”

Above all, Dharmarajan urges businesses not to be complacent. “Don't just stay in your comfort zone,” he said.
“Anything can happen. Competition is always knocking on the door and competition can come from anywhere.” For
example, he describes how Toshiba — a manufacturer and marketer of household and office automation products
and computer systems — came out with the W62T Sportio hand phone with value-added features such as an
acceleration sensor, GPS and calorie counter.

“So we have to stay ahead. To do that, we don't just innovate for growth. We have to innovate while growing too.
Innovate with everything from product to processes to services.Very importantly, innovate now,” said Dharmarajan,
“and do it yourself.”

Mining Your Own ‘Oil Field’

I-morph guest speaker Ting Choon Meng, president of the newly created Fellowship of Inventors in Singapore and
an inventor of medical devices himself, provided more insights on inventors and inventions. “The man who invented
the wheel is an idiot. The man who added another three wheels is a genius,” he said. Turning a one wheel invention
into a mode of transportation was the innovation here.

Whether invention, innovation or differentiation, Ting’s take on these concepts is that “China can do it better, India
can do it cheaper and both can do it faster!” In fact, he predicts that, at the current rate of acceleration, half of all
MNCs (multinational corporations) globally will be Chinese or Indian owned in 20 years’ time. A small country such
as Singapore could not match these giants in terms of critical mass and volume, but could draw on its own ‘oilfields’,
innovative ideas and inventions. He points out that a Singaporean company invented the ubiquitous thumb drive,
for example. Ting also emphasises the need to systematically explore and exploit intellectual property (IP) strategies
to build and maintain competitive advantage.

Catalyst for Innovation

Anotherl-morph guest speaker, Donald Dalderup, managing director of the New Business Development Academy
(NBDA), believes that ideas and insights for innovation can come from many sources -- demographics, industry
markets and structures, process employees, changes in public perception, new technologies, scientific findings and,
even, the unexpected and incongruous. Once an idea is born, one can move an innovation along by strategising,
brainstorming, formulating and fine-tuning concepts, testing its business viability and, eventually, launching it into
the market.

Dalderupis convinced that good ideas are not hard to find. Instead, the real problem is implementing the ideas due
to the lack of funding. While good ideas can surface from anyone at any level in a firm, getting support from top
management is vital for ideas to materialise. And, "like it or not", he says, “no innovator is self-sufficient”. Group
thinking is necessary and a good ecosystem is integral to successful innovation and differentiation. As the saying
goes, two brains are better than one.

According to Dalderup, an ecosystem is comprised of a vision and mission, process, talent and culture. Firstly,
innovators must know specifically what they want to do and hope to achieve. Secondly, they must bear in mind that
an innovation is an ongoing process and, therefore, reinvention is necessary for the product or service to stay
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competitive. Thirdly, no ecosystem is complete without talent — i.e. the brains behind the innovation. To maximise
the potential contribution of talent to the company, it is vital to “nurture them and not to tell them what to do, as
many bosses are guilty of doing”, says Dalderup. Last but not least, a healthy innovation culture overall is necessary
in the company for the whole ecosystem to function effectively.

Published: July 04, 2008 in Knowledge@SMU
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Why Turning the Customer Experience into Emotional Engagement Adds Value to a Brand

Harley-Davidson knows how to build ownership. For decades, the motorcycle company has attracted and retained a
client base that shows no signs of waning. People purchase its products without solicitation and they gladly spend
millions of dollars to wear its advertising on clothes, attend national and international H.O.G. rallies and even tattoo
the Harley-Davidson logo on their body. As the tagline goes, Harley owners “live by it.”

For decades, Harley-Davidson has been “engineering” customer expectations, says Lou Carbone, founder and chief
experience officer of Experience Engineering, a Minneapolis-based consulting firm. Carbone recently presented,
“Clued In: Managing Experience as the Value Proposition,” to members and friends of The Emory Marketing
Institute (EMI).

What Harley-Davidson gets—as do Starbucks and Disney—is that it is selling more than motorcycles (or coffee or
entertainment). “It is all about understanding the psychology of the customers,” Carbone begins, launching into an
entertaining and informative spiel. “It requires getting into the mind and heart and head of customers,” and
ultimately, discovering the clues that make them loyal, sometimes irrationally so, to a brand.

“What we've done at Experience Engineering and | say experience engineering, not customer engineering, is focus
on how to turn the customer experience into value,” he says. “Whether it is an employee experience, a shareholder
experience, or the customer experience, all of these experiences are the totality of creating valuable personal
relationships.”

Several key principles are necessary to engineering customer experience, says Carbone. “You are moving from
making and selling to really sensing and responding. We create an emotional by thinking and looking at everything
from the customer back. It's understanding and leveraging the role of the unconscious mind, becoming clue
conscious and developing a rigorous system that manages those clues.”

Carbone fondly remembers the travels of his childhood, a time when the Howard Johnson’s restaurants and motor
lodges were a habitual stop off the fledgling interstate system (eventually the chain boasted more than 1,000
restaurants and 500 motor lodges in 42 states and Canada). In the 1950s and 1960s, the United States was a
country of budding Baby Boomers and, for the first time, disposable income. “HoJo’s” empire of orange-peaked
roofs was as familiar a sight as the Golden Arches are today. The chain wooed children and adults with its
dependability, always featuring 28 flavours of ice cream and special menu caps for the kids. It became a pop culture
icon. Supposedly, the Watergate burglars gathered in the HoJo's restaurant across from the infamous building
before perpetuating their crime.

“l got to work with Howard Johnson’s in the last six months of its existence,” Carbone jokes. “I was very
impressionable. | was going to work with this organisation that created franchising, which founded one of the first
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restaurant brands,” he excitedly remembers. “I'm in meetings with these folks and we're talking about cutting a
sixteenth of an inch off a straw in order to save $17,000. We're trying to go from four-ply napkins to two-ply to
save thousands of dollars. It was all about efficiency—how much value can we extract? They had three flavours of
ice cream that took too long to produce. There was talk of getting rid of Frozen Pudding, because it had rum
flavouring.”

Slightly overwhelmed, Carbone quietly questioned the vice president for marketing. “But you're known for 28
flavours; that's how the brand is known. He said, ‘Don’t worry about it, we’ll just tell people we are out.”

Not long after this discouraging incident, he began to work for an organisation called Disney. “lI was never the same
again,” he continues, excitedly. “Here we were talking about the temperature of the velocity of the wind blowing in
your face at Spaceship Earth. They were talking about the temperature at where an ice cream bar melts, because in
summer it will melt at a very different rate in California than in Orlando. The scent of chocolate chip cookies is
actually pumped out onto Main Street.”

Many have looked to mimic Disney’s success, but only a few have reached that nirvana. “What we miss when
looking at Best Practices is what Next Practices are. The ultimate beginning of next practices to me is in the genius
of a man who understood a very essential question: ‘How can you make that emotional connection.” He built a story
with a set of clues and then it clicks.”

“l became fascinated by the power of the mouse. Peter Drucker said years ago that the purpose of a business is to
create value and the reward is profit. We lose sight of the richness and the robustness and the palate that we have
to draw on to create value when we become so focused on the manipulation of the dollars to generate profit.”

To understand the value, Carbone stresses, you have to understand people. “Customer satisfaction isn’t a predictor
of customer loyalty,” he adds. "Most defectors are actually satisfied customers. It's really based on the need for
emotional engagement.”

To prove his point, he reaches to another personal experience, this one with Northwest Airlines. Carbone hails from
Minnesota and regularly flies to and from the Minneapolis airport on Northwest “which has 87% of the lift in
Minnesota,” he notes.

“I've been platinum as long as they've had it, with almost four million actual air miles?. They think I'm loyal.”

But Carbone says there is a distinct difference between necessity and likeability. “I hate [Northwest]. I feel they
have to reward me for the pain that they inflict on my life and how they cause me to feel.”

Is this rational? Experiences have nothing to do with the rational side of your brain, Carbone says. “There are
experiences that we accept and experiences that we prefer. Then there are those we prefer with such a passion
that we don’t even understand. How loyal do you have to be to tattoo someone’s logo on your body?” he asks,
referencing Harley-Davidson.

Here in the twenty-first century, we are witnessing a dramatic shift in how and why people spend money. “The
tools, perspectives and the way we think and form our firms are still built off the model of making and selling in the
industrial age,” Carbone says.

“The world has changed dramatically into a world of sensing and responding. Sensing things that we don’t even
know we don't know. So it is fundamental to understand how customers behave. We begin to become very
concerned about attitudes. How they feel about us as a firm. How they feel about our products and our brand. But

www.marketing.org.au 30 info@marketing.org.au



T?J'C

Marketing Extr@

ASSOCIATION
o

AUSTRALIA Newsletter of The Marketing Association

of Australia and New Zealand

the ultimate value is how it causes them to feel about themselves,” Carbone contends. All of a sudden, marketers
are studying neuroscience.

“Customers consciously and unconsciously filter a barrage of clues and organise them into a set of impressions—
some rational, some emotional,” he continues. These clues involve all five senses. Some clues are relayed from
human behaviour (voice tone, body language) and others are mechanical (design, colour, temperature). Thus,
without consciously knowing it, we are aware of the comfort of a chair in Starbucks or how our hotel folds towels
and half-empty toilet paper rolls.

In fact, says Carbone, it is impossible to NOT have an experience. The server’s choice of words, the layout of a
room, the music in the background while shopping all scream “experience” to a customer.
Unfortunately, most of the time it's not the one you want your customer to experience.

Lou Carbone, founder and chief experience officer of Experience Engineering, a Minneapolis-based consulting firm.
Carbone recently presented, “Clued In: Managing Experience as the Value Proposition,” to members and friends of
The Emory Marketing Institute (EMI). EMI is based in the Goizueta Business School at Emory University. Carbone’s
lecture is just one of the many offering of Emory University’s Emory Marketing Institute (EMI). EMI is a research
group that focuses on the advancement of brand-driven business performance. Visit the EMI webpage to learn more
and to access free managerial articles.

http://expeng.com/lou-carbone.htm
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How to motivate a channel partner

1. Understand the Relationship. You are using a channel because you want the channel to carry the cost of sales,
while the channel wants you to minimise their sales costs by getting you perform services for them. Because your
agendas are different, you must craft a relationship that makes sense and works for both firms

2: Limit the numbers. It's a big mistake to recruit too many channel partners. It's not true that the more channel
partners you have, the more they will sell. When you have too many partners, you can't support them adequately
and they’ll start competing with each other and may even create a price war for your product.

3: Create joint ventures. Create a relationship that takes into account the resources that both companies can bring
to bear in order to make the relationship successful. You will need to invest resources in training, marketing and
sales support, while the channel must commit resources to training and actively promote the solution within its
target market.

4: Get team consensus. If you sell your products both through direct sales and channels, you'll need to keep the
two groups from treading on each other’s toes. If the direct sales team sees the channel as competition, you can
end up fighting a price war with your own product as each group tries to undercut the other.

5: Target your markets. Figure out exactly where your product is most likely to sell and what kind of person or
organization can sell it most successfully. The more you understand your customer base, the easier it will be to
ensure that the channel focuses on the customers who are most likely to generate revenue and profit for both you
and your partner.
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6: Recruit a top manager. Most firms assign a low-level drone to work with the channel. Wrong. Channel managers
need to be heavy hitters so that they can influence and direct channel strategy and behaviour. Be sure you treat
channel managers well, or they could end up working the partner’s issues inside your firm, rather than the other
way around.

7: Train, train, train. Channel sales training must go beyond the sales training that you would normally supply to a
direct sales force. Your channel partners’ sales reps will need top quality selling tools, such as competitive data
sheets, sales scripts, selling videos, testimonials as well as the usual brochures and specification sheets.

8: Support, support, support. If the channel partners are using your product in new ways, such as customizing it for
a particular industry, they’ll need MORE support than your direct sales force. Frequent and ongoing communication
is vitally important to the health of a channel relationship.

9: Provide cool incentives. While your partner’s sales staff may already be well compensated, they’ll be far more
likely to sell your product is they feel that there’s “something in it for them.” For example, you might give a channel
sales rep credit towards a personal purchase for attending a regional training session.

10: Spend some money. A good way to ensure channel loyalty is to help with the channel's marketing efforts, such
as through joint funding of advertisements. However, don't just throw money at them. Be sure that there’'s some
way to measure the impact of the money, through higher sales of your product.

Back to top
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How firms respond to competitors:

A McKinsey Global Survey

Management theory suggests that firms facing serious competitive threats should extensively analyze how to fight
back. Actual managers, however, say they are satisfied with the results of a less active approach, according to a
McKinsey survey. Firms that understand how their competitors really react may be able to gain an edge.

When a competitor strikes—introducing an innovative new product, for example, or slashing prices—management
theory suggests that firms should immediately dive into complex analyses of their possible moves and countermoves
across the whole competitive landscape, assess these potential responses with sophisticated financial metrics such
as net present value (NPV) and promptly mount a response.

The real world is much simpler, according to a McKinsey survey of executives from around the world and from a
variety of sectors, including financial services, manufacturing and high tech.1 On the whole, as firms determine how
to respond to a competitor's moves, they generally assess three or fewer options and don't look forward more than
two years. About half don’t examine more than one round of countermoves by any competitor. A significant number
rely on intuition to determine a response. And firms most frequently respond with whatever counteraction is most
obvious in the moment—answering a price cut, for example, with a cut of their own, which often doesn't hit the
market until at least one or two sales cycles after the competitor's move.

Even so, most respondents to the survey say they were able to counteract at least some of the reduction in
earnings they expected when they found themselves facing a competitor’s price change or innovation. Overall, they
say they expected earnings to fall by an average of 7 percent and only 22 percent of respondents felt they could
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offset at most 25 percent of the expected decline.2 In addition, a majority would conduct their analysis the same
way—or even less exhaustively—if they faced the same situation again.

Knowing that responses to competitive moves are generally straightforward and relatively slow—and that firms are
unlikely to change in this respect—gives managers new ways to think about how they might gain competitive
advantage from their own moves.

Monitoring the competitive landscape

This survey asked executives how their firms responded to a specific competitive situation: either a significant price
change or a significant innovation. Answers about both were strikingly similar in most cases, as were the answers of
executives across regions and industries.

A majority of executives in both groups say their firms found out about the competitive move too late to respond
before it hit the market. Thirty-four percent of those facing an innovation and 44 percent of those facing a pricing
change say they found out about the competitor's move either when it was announced or when it actually hit the
market. An additional 20 percent of the respondents facing a pricing change didn't find out until it had been in the
marketplace for at least one or two reporting cycles.

These findings suggest that firms aren’t conducting an ongoing, sophisticated analysis of their competitors’ potential
actions. That view is supported by the executives’ responses to questions on how they gather information about
what competitors might do. Executives most often say they track information from news reports, industry groups,
annual reports, market share data and pricing data). Far fewer respondents obtain information from more complex
sources, such as the reverse engineering of products or mystery shopping.

Yet the threat is real. Respondents say the competitive move they were answering questions about had the
potential to cause a noticeable reduction in their annual earnings—an average of 7 percent. Among those who
answered the questions about innovation, 50 percent say they expected a drop of 6 percent or more and 9 percent
a drop of 21 percent or more. Among respondents facing a price change, 45 percent expected a drop of 6 percent
or more and 6 percent a drop of 21 percent or more.3

Making the obvious move

Despite the potential for serious earnings drops when a competitor introduces a significant price change or
innovation, executives say their firms assess surprisingly few options for responding: half, only one or two and just
11 percent, five or more.4 The most common option assessed—by more than half of the respondents—is the single
most obvious counteraction, such as matching a price change or offering an imitative product. Other common
sources of ideas are what a firm did the last time it faced a similar competitive move and advice from board
members or external experts.

When firms choose a response to a competitor's move, their approach is equally straightforward. The most
frequently chosen response comes from the same source as the response most frequently considered: the single
most obvious counteraction. For price changes and innovations alike, the other top two responses were making
intuition-based decisions and not responding directly at all.

Firms also tend to overlook complex metrics such as NPV when thinking about how to respond in a competitive
situation. Instead, they focus on earnings and market share . Indeed, they could not rely on NPV over the long
term, because most look no more than two years into the future when assessing the potential effects of their
response to a competitor's move.
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Although executives usually don’t spend time on an exhaustive analysis of the options for responding to a
competitor's move, any response tends to be rather slow. Indeed, 20 percent of those facing an innovation and 11
percent of those facing a price change say they are still planning a response. Firms in the high-tech and telecom
sectors are, on the whole, faster to respond.

Not changing their ways

Although firms are not pursuing a notably exhaustive or sophisticated competitive analysis, executives indicate that
they are pleased, overall, with the results they obtain. First, respondents report, on average, an actual drop in
earnings of 5 percent—better than the 7 percent they expected when they learned about the competitive move. In
addition, some 15 percent of the respondents who expected earnings to fall by 21 percent or more saw no effect on
earnings or even higher earnings. Among those who expected an earnings reduction of 11 to 20 percent, half saw a
drop of no more than 10 percent.

Further, around 40 percent of all respondents—and almost half of all the C-level executives—say that if they faced
the same situation again, they would conduct their analysis in the same way. An additional 20 percent of all
executives say they would conduct their analysis less exhaustively, for various reasons. Among executives
responding to innovation, those who say they would act in the same way are more likely than others to say either
that their response was the obvious counteraction or that they didn’t respond; they were a bit less likely to rely on
intuition.

Management theory says the first concern of firms facing a significant competitive move is to protect their position
or to try turning the situation to their advantage. However, only a quarter of executives facing a price change say
they intended their responses to deny their competitors any benefit. Only 7 percent say they intended their
responses to damage their competitors’ earnings—a proportion that rises to 13 percent among respondents from
the developed countries of Asia.6 Among executives facing an innovation, only 11 percent say they hoped to deny
their competitors any benefit from it. Seven percent report an intention to damage their competitors’ earnings; only
a negligible number of respondents from the developed countries in Asia gave that response, perhaps indicating
that they see themselves as less able to compete on innovation than on price or just that price competition is more
acceptable to them. Regardless of the nature of the competitive move, executives in the high-tech and telecom
sectors are the likeliest to say that their response to it was intended to damage their competitor’s earnings.

Firms that can take into account when their competitors are likely—or unlikely—to react strongly to a competitive
move and what the competitors’ responses are likely to be can give themselves a competitive advantage as they
plan strategy.

About the Contributors

The contributors to the development and analysis of this survey include Kevin Coyne, an alumnus of McKinsey’s
Atlanta office; and John Horn, a consultant in the Washington, DC, office.

www.mckinseyquarterly.com
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Keys to marketing operations success

Gary M. Katz
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What does "best practices"” in Marketing Operations (MO) look like and how do industry-leading firms operate and
integrate this highly valuable function? Marketing Operations Partners recently polled more than 80 marketing
leaders to find out.

Key Findings
Four factors that survey participants say have contributed significantly to their MO success:

1. Clarity and consistency across the organisation—shared practices, a well-defined road map and enabling
infrastructure, reinforced by clear and pervasive communications that keep everyone on the same page.

2. Executive advocacy and support to champion the value of the MO function in achieving the organisation's
objectives.

3. A culture of accountability and alignment that fosters buy-in at all levels and rewards productive behaviour s
consistent with the desired vision.

4. Processes and technology that are fully leveraged to achieve and sustain operational excellence.

To get an in-depth understanding of current MO functions, Marketing Operations Partners' benchmarking study
solicited feedback from more than 80 technology firms. Participants were primarily CMOs, VPs of Corporate
Marketing and Marketing Operations Directors with high-level marketing responsibilities at some of Silicon Valley's
most recognised Fortune 100, 500 and 1000 enterprises.

What Is Marketing Operations and Why Is It Important?
Marketing operations (MO) is a term that is sometimes used differently across organisations. We define MO as a
thorough, end-to-end operational discipline that leverages processes, technology, guidance and metrics to run the

marketing function as a profit centre and fully accountable business. The goal is to do two things exceedingly well:

1. Drive the achievement of enterprise objectives by reinforcing marketing strategy and tactics with a scalable and
sustainable enabling infrastructure

2. Nurture a healthy, collaborative ecosystem both within and outside the marketing department that optimises
Marketing's value and fuels enterprise wide success

Question: To what combination of factors do you attribute your MO success to date?

Clarity and Consistency Fuel MO Excellence

To achieve "best practice" status, clarity and consistency across the organisation are critically important. All key
players need to be operating with a common vision and road map that fosters consistent business practices,
relevant metrics definition and audience-appropriate reporting.

The best-performing firms have an enterprise wide dashboard at a corporate level, with each functional area setting
goals and measuring performance for their key deliverables that cascade up to the enterprise strategic objectives.
In short, success is driven by integrated processes, an enabling infrastructure, clear and pervasive communications

and ongoing metrics that are consistent and meaningful to the organisation leadership.

2. Executive Buy-in and Advocacy
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Clearly, survey respondents feel that their MO function can thrive only in an environment of executive advocacy and
support. In the best-case scenario, MO is tightly integrated with Sales Operations and is highly regarded within the
organisation for its value and contribution.

Ideally, an organisation's CMO or top-ranking marketing executive views himself or herself as the internal client for
key strategic as well as tactical MO deliverables and these are considered an essential part of the overall
management team's agenda.

To achieve "best practice" status, constant reinforcement by the CEO and other members of the C-team is key. The
MO function needs to be recognised as a valuable strategic asset at the company level (which is an earned role). It
needs to share companywide visibility with other core functions and be an integral part of quarterly reviews and
dashboards that are managed by the CMO and rolled up to an enterprise level.

With full executive buy-in and support, the MO function should be sitting at the table with other functional
executives, actively participating as new directions are being debated, new product ideas are being developed and
strategically important projects are being funded.

3. Nurturing a Supportive Culture

Along with an enabling infrastructure and strong executive advocacy, respondents also credit a supportive culture
for their MO success. Support is often a function of how effectively Marketing "cleans up it's own act” first and then
branches out to interdependent functions to role-model effective collaboration and educate groups such as Sales,
Finance and IT on the "What's In It for Them" in supporting key MO initiatives.

In "best practices" organisations, the MO team is highly regarded and fully supported and its contributions are
widely recognised. A culture of accountability and celebration steadily builds momentum and grassroots support. MO
and Sales Operations are tightly integrated and work synergistically to achieve mutual successes and deliver bottom
line results.

In the words of one survey respondent, "Business units appreciate MO's proactive stance and contributions...and
milestones are both celebrated and widely promoted as points of success."

4. Process Refinement and Automation Bring Bottom Line Benefits

As "best practice" firms implement or refine their Marketing Operations processes, they see increasing opportunities
for cost savings and efficiency gains. They can identify and eliminate sources of waste resulting from poor planning,
redundancies and expedited execution. They can break the inertia around bottlenecked programs and get
sponsorship to move strategically important efforts forward.

In their own words, survey participants report:

"Things are smoother because we're all on the same page."

"We've implemented an annual operating plan and strategy with bottoms-up and tops-down forecasting, creating
common repeatable processes and templates."

"We're becoming more effective and efficient and have a good process for stopping what does not add value."
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Process automation also plays a key role in streamlining Marketing Operations in many organisations:

"We are fairly aggressive compared to our competitors in our integrated marketing approach regarding Web, print
and face-to-face customer contact."

"With Salesforce.com, we can show Sales exactly which campaign generated the lead, what was sent, etc."

"We have been putting in backend infrastructure like a lead management module on top of PeopleSoft CRM that
collects and tags 80%-90% of leads generated."”

With MO process refinement and automation, marketing operations' contribution can be positioned to grow steadily
over time.

If your company is facing challenges in any of the areas discussed in this article, or if you are thinking about
creating a marketing operations function or increasing the effectiveness of the one you already have, you should
start with a "current state assessment" that will help you evaluate the overall health of your marketing (and/or)
Marketing Operations today.

Doing so will help you zero in on those areas that represent your most difficult challenges as well as your greatest
opportunities for bringing the significant benefits of MO best practices to your organisation.

Gary M. Katz is founder and CEO of Marketing Operations Partners (www.mopartners.com), a ready-to-go COO and
change management team helping marketing executives and their teams run marketing as a profit centre and fully
accountable business.
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The importance of understanding buyer behaviour

Brian Monger

The task of marketing is to identify consumers’ needs and wants accurately, then to develop products and services
that will satisfy them. For marketing to be successful, it is not sufficient to merely discover what customers require,
but to find out why it is required. Only by gaining a deep and comprehensive understanding of buyer behaviour can
marketing’s goals be realised. Such an understanding of buyer behaviour works to the mutual advantage of the
buyer and marketer, allowing the marketer to become better equipped to satisfy the buyer’'s needs efficiently and
establish a loyal group of customers with positive attitudes towards the firm’s products.

Marketers need to be aware of the contribution that an understanding of buyer behaviour can make to the long-
term success of their organisation's brand(s). Understanding, and therefore learning to anticipate, buyer behaviour
is a key to planning and managing in today's ever-changing marketing environments

An understanding of buying behaviour is very important to the success of any organisation.

Of all of the new products offered to buyer s by marketers, many are short lived. Sometimes the reasons become
clear: the price is simply too high in relation to the perceived benefits, the formulation has changed, or there was
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simply little need for the product in the first place. Sometimes, however, the causes are less obvious, and it may be
possible to take remedial action.

The key to successful marketing strategy is based on a thorough understanding of buyer behaviour-that is, on an
understanding of how and why buyer s purchase (or don't purchase) value propositions. A knowledge of buyer
behaviour is relevant to all types of enterprises business firms, non-profit organisations and government agencies.

Why do people buy? What makes them say yes to some value propositions and no to others? Why do people
behave as they do?

If marketers could only know in advance of each decision what the answers to these, and similar questions would
be, then their task would be much easier.

Buyer behaviour includes observable behaviours such as the amount purchased, and when, with whom, by whom,
and how purchases are consumed. It also includes non-observable variables such as buyer s' values, personal
needs and perceptions, what information they have in memory, how they obtain and process information, how they
evaluate alternatives, and how they feel about the ownership and use of various products.

Unfortunately, it is difficult to predict people's buying behaviour. This is the main reason why so much skill is
required in marketing. Luckily, there has been much research on why people act as they do and from this we are
able to see a general pattern of buying behaviour.

Buyer behaviour can be defined as: the acts of individuals and organisations directly involved in obtaining and using
economic goods and services, including the decision processes that precede and determine these acts. (MAANZ
Glossary 2006)

Buyer behaviour includes the study of

What they* buy,

Why they buy it,

When they buy it,

Where they buy it,

How often they buy it, and

How often they use it.
individuals and organisations

*h0 00T

Buyer behaviour research also considers the uses consumers make of the goods they buy and their subsequent
post-purchase evaluations and also in how individuals dispose of their once-new purchases.

Depth of understanding

Good demographic (quantitative) data on the number of people living in each geographic region, how many are
graduates, what their incomes are, and so on may be available. This is scarcely enough to develop the sort of
meaningful profiles needed to segment and target. These factors alone do not explain the variations in personal
buying behaviour.

Buyers and Consumers or Users

The person who makes a product purchase is not always the consumer or user, or the sole user, of the product in
question.

Buyers are not always the users, or the sole users, of the products they buy, nor are they necessarily the persons
who make the product selection decisions.
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Marketers must decide at whom to direct their promotional efforts: the buyer or the user.

Personal Consumers versus Organisational Consumers

1. The Personal Consumer buys goods and services for his or her own use, or as a gift for a friend.
2. The Organisational Consumer encompasses profit and not-for-profit businesses, government agencies, and
institutions.

Personal Buyers/Consumers and Organisational Buyers

The Personal Consumer buys products - goods and services (the value propositioning) for his or her own use, for
the family or as a gift for a friend.

The Organisational Buyer acquires products as part of their own value creation activities (i.e. to make or supply
products) Organisational Buyers include profit and not-for-profit businesses, government agencies and institutions.
Understanding a Buyer’s Motives

Buying motives can be grouped on three different levels depending upon the consumers' awareness of them and
their willingness to divulge them.

At one level, buyers recognise and are quite willing to talk about their motives for buying certain value propositions.
At a second level, they are aware of their reasons for buying but will not admit them to others.

The most difficult level of motives to uncover are those at the third level, where even the buyers themselves do not
know the real factors motivating their buying actions. What Do Buyers Like?

In order to succeed in marketing it is vital that we understand some of the thinking and psychology behind the
reason why buyers like things. The following suggestions will help you succeed more often in your dealings with
your customers:

1) Buyers always like things that represent value — that is what they perceive they are getting is greater than
what they have to invest. This is much more relevant than a simple low price.

2) Buyers want as much quality as they can get for their investment.

3) Buyers like to feel good as often as possible. When you feel good you smile.

4) Buyers often like things which they associate with past good feelings, and nostalgia.

5) Buyers like things when they represent the next natural stage in their ongoing relationship with what they
want to be.

6) Buyers like things that appeal to (all or some of) their senses.

7 Buyers like things which are a demonstration of their preferred lifestyle and/or of the ideological stance they
have taken or which they wish they had.

8) Buyers tend to like things to agree with what their friends and other peer groups expect.

9) Buyers tend to like things because they are already familiar and comfortable with them.

10) Buyers also like things because the buyers they dislike don't like them.
Some general points about buyer behaviour:

* Buyers are influenced by many intangible factors - cultural, social, personal, and psychological.

* When needs become powerful enough to prompt action, they become motives. How a person responds to
motivation depends on his or her perception of the situation in question.

* It's more effective (and easier) to communicate value in ways that work with existing behaviour (perceptions and
attitudes) rather than trying to change those behaviours.

* Buying behaviour varies depending on the situation and the kind of products (value propositions) in question.
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Basic expectations
Every time customers do business with an organisation, they are, expecting to fulfil some basic needs:

Safety.

Products that do what is expected

Minimal Risk

Friendliness: The most basic of all customer needs, friendliness is usually associated with being greeted

politely and courteously.

e Understanding and empathy: Another basic customer need. Usually associated with being treated politely
and courteously.

e Fairness: The need to be treated fairly.

e Control: Control represents the customer’s need to feel they have an impact on the way things turn out.

e Options and alternatives: Customers need to feel that other options are available to getting what they want
accomplished.

e Information: Customers want to be informed about the product benefits and features as well as other key

factors involved in the exchange with your organisation.

Is Buyer Behaviour Always the Same?
As we will see Buyer Behaviour changes according to the situation or context.

Buyer behaviour also changes over time due to learning (experience) and these changes are clues to the future.
These changes over time are known as the Customer LifeCycle.

Customer profiles tend to be a "snapshot” of the customer, their characteristics or behaviour at a single place in the
LifeCycle and time. Are you the same person now as you were last year? You have had experiences and thoughts
and triumphs and downfalls in the past year that has changed the way you think and behave?

Even though activity-oriented human behaviour can be modelled at a particular point in time, it is far more powerful
to look at it over a time period. People buy for basic reasons and, like all marketing fundamentals, the reasons
appear simple and clear cut. At the base, all buyers buy to achieve value. (This is rarely just a low price!) Value is
all you get in return for your total investment.

Under the heading of value, buyers buy for reasons including:

* Profit, gain or economy/savings

* Design or appearance

* Pleasure, comfort and pain avoidance (physical and emotional)
* Safety or security

* Convenience

* Love and affection

* Sex appeal

* Social approval

* Pride, prestige/status

* Speed of Operation

* Ease of Operation

* Compatibility with Present System
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* Availability/Delivery Speed

* Absolute Price/Price Flexibility

* Service/maintenance support/Software support
* Broad Line of Equipment Supplier Stability

* Competence of Personnel

* Personal Interaction — Liking

* Personal relevance

* Situational factors/Immediacy

* Curiosity/Discovery

* Creativity

* Exclusivity

* Empathy with brand

* Consistency of Delivered Value

* Performance/dependability/ Reliability of Operation
* Reliability of supply

* Environmental concerns

Rational or Emotional Decisions?

When considering “rational reasons” Marketers need to be aware that, as a generalisation, people buy emotionally,
and then justify their decisions logically. People are not machines or computers.

Back to top
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Understanding brand essence

Any marketing initiative you undertake will be most successful if it builds from your existing brand strengths. To
achieve this it is essential to really understand the essence of your brand.

To illustrate the point, let's look at some famous examples:
Sometimes the essence of the brand lies in the product itself...

The Mars brand is about chocolate and energy. From Mars bars to Mars ice-cream bars was a small step to take.
The new product was true to the essence of the brand. (And it is also an effective way of boosting sales during hot
summer months, when chocolate sales are slow). Looked at the other way, would you ever have a Mars fruit bar?
Of course not, it would fail as a product and weaken the brand, because consumers know Mars as ‘chocolate and
energy'.

For other brands the essence lies not in the product, but in the function...

BIC is a French brand that is probably best known for its cheap disposable pens. They could have extended their
brand into premium pens, but they understood that the essence of their brand was 'quality, affordability &
disposability'. They successfully leapt from disposable pens to disposable razors, because consumers trusted BIC to
produce a good quality, value for money disposable product, whatever the product. This brand is built on function.
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Sometimes the essence of a brand is its personality...

With the UK brand, Virgin, the personality of the brand is a reflection of its founder, Richard Branson. In this case
the brand is 'anti-establishment, innovative, a consumer champion'. This is reflected in Branson's business strategy:
he moves the brand into any category that he feels he can shake-up and offer better value to consumers. This
might be airlines, condoms, music, mobile phones or mortgages. The essence of the brand remains the same and
remains highly motivating to its target audience.

These are just a few examples of strong, well managed brands that have successfully created new sources of
revenue for their business - based on a clear understanding of the brand essence.

The keys to their success (and the key to your success!):

» Understand the essence of your brand

« Deliver it consistently across existing products and services

e Ensure new products and services live up to your brand essence

Colin Bates - BuildingBrands Ltd - www.buildingbrands.com
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Workable marketing strategy, to create competitive advantage to achieve the businesses objectives”

Julia Reynolds

The purpose of this paper is to trace the origins of the sustainable competitive advantage concept, provide a
conceptual definition of SCA and discuss how it has been applied to theories and ideas related to marketing
strategy,

Introduction:
When a firm sustains profits that exceed the average for its industry, the firm is said to possess a competitive
advantage over its rival. The goal of much of business strategy is to achieve a sustainable competitive advantage.

A competitive advantage exist when the firm is able to deliver the same benefits as competitors but a lower cost
(cost advantage), or deliver benefits that exceed those of competition products (differentiation advantage).Thus, a
competitive advantage enables the firm to create superior value for its customers and superior profits for itself.

Sustainable means to keep in existence, to maintain and affirm the validity of, to support the spirit, vitality and
resolution of, to encourage, enduring and withstanding. Only through your continuous understanding of what makes
your business competitive can your business survive and prosper.

http://www.zeromillion.com/marketing/ten/compete.html

The fundamental basis of long-run success of a firm is the achievement and maintenance of a sustainable
competitive advantage. Indeed, understanding which resources and firm behaviours lead to sustainable competitive
advantage is considered to be the fundamental issue in marketing strategy (Varadarajan and Jayachandran, 1999).
A competitive advantage (hereafter CA) can result either from implementing a value-creating strategy not
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simultaneously being employed by current or prospective competitors or through superior execution of the same
strategy as competitors (Bharadwaj, Varadarajan and Fahy 1993). The CA is sustained when other firms are unable
to duplicate the benefits of this strategy (Barney 1991). Because of its importance to the long-term success of firms,
a body of literature has emerged which addresses the content of SCA as well as its sources and different types of
strategies that may be used to achieve it.

A resource-based view emphasises that a firm utilises its resources and capabilities to create a competitive
advantage that ultimately results in superior value creation.

The examples of the resources are:

Patents or trade mark

Proprietary Know how in marketing.
Installed customers base

Brand equity.

Capabilities: refers to the firm's ability to utilise its resources effectively. An example of capability is the ability to
bring a product to market faster than competitors. Such capability is the ability to bring a product to market faster
than competitors. The firm’s resources and capabilities together form its distinctive competencies responsiveness, all
of which can be leveraged to create a cost advantage or differentiation advantage.

Proper applications of marketing’s “Four P’s” apply to everyone making and selling products and services. An
attempt has been made to very briefly summarise the importance of each here:

Product: Marketers are actively engaged in developing products that their customers truly need. They pay careful
attention to the features and benefits of the product as it is being developed and ensure that it is adequately
differentiated from alternative offerings so that they can present a “value proposition” or at the very least a good
reason to purchase the product in the first place. Suppliers must apply the same principles when marketing
ingredients, as manufacturer/marketers must do for their end-user brands.

Price: Marketers can further differentiate products through application of a variety of pricing strategies and it is true
that many natural personal care players are not able to achieve the volume levels necessary to be the low cost
leader. Yet, there are dozens of other ways to position a product strategically via pricing and firms must pay careful
attention to the target market and the competitive environment, as well as a variety of external factors including the
regulatory, economic, technological and social inputs when choosing the strategy that best fits their product.

Place: Distribution channels are also an important way to achieve sustainable competitive advantage. Some
products are available only in specific channels while other products are available in multiple channels. Where the
marketer chooses to offer the product often dictates what happens with the other elements of the marketing mix
and can provide further differentiation.

Promotion: Marketing communications (MARCOM) strategies, mediums and particular vehicles serve to convey these
advantages and points of differentiation to the target in the form of words, images and other symbols. The
preferred result of this process is a distinguishable brand identity and image, which must be established, enhanced
and defended at all costs (Darrin C. Duber-Smith.2004).

How do we measure the sustainability of competitive advantage in the market place of a firm?
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Day and Wensley (1988) suggest using perspectives of both the customer and the competitor to assess the firm'’s
performance. Measures of customer input such as satisfaction and loyalty balance the competitor focus and help to
complete the assessment of SCA of a firm.

How we source the competitive advantage:

Day and Wensley (1988) focused on two categorical sources involved in creating a CA: superior skills and superior
resources. Other authors have elaborated on the specific skills and resources that can contribute to an SCA. For
example, Barney (1991) states that not all firm resources hold the potential of SCAs; instead, they must possess
four attributes: rareness, value, inability to be imitated and inability to be substituted

In the present environment, one might question whether personnel could truly be considered a sustainable
competitive feature of a firm. But if these personnel truly understand customers’ needs and are able to foster
business-intimate relationships with them, then they most certainly qualify as an SCA (Srivastava et. al., 1998). As
an example, Treacy and Wiersema (1995) point to successful firms such as Home Depot and Nordstrom who have
embraced the idea of customer intimacy in order to deliver a highly customised end product to customers.

Market Orientation:

Market orientation, then, presumes an outward focus on customers and competitors. For example, through a
customer orientation, firms can gain knowledge and customer insights in order to generate superior innovations
(Varadarajan and Jayachandran 1999). Also, through inter-functional coordination, teams may be formed and
empowered to respond to specific customer requests and solve complicated problems that span across functional
areas (Tansik 1990). Because a market orientation employs intangible resources such as organisational and
informational resources, it can serve as a source of SCA (Hunt and Morgan 1995).

Customer Orientation:

Day and Wensley (1988) suggest using perspectives of both customer and competitor to assess firm performance;
this outward focus links the SCA construct to the concept of market orientation. Through a customer orientation,
firms can gain knowledge and customer insights in order to generate superior innovations (Varadarajan and
Jayachandran 1999).

However, it is the external focus — the focus on competitors — that allows a firm to recognise and/or create unique
resources. This uniqueness is what gives a firm the advantage. The advantage (or superiority) is sustained (or
prolonged) as long as the unique strategy provides added value to customers and as long as competitors cannot
find a way to duplicate it.

Customer Value:

Woodruff (1997) also sees the next major source of CA coming from a more outward orientation, specifically toward
customers. He suggests a customer value hierarchy in which firms should strive to match their core competencies
with customers’ desired value from the product or service.

Under this theory, the reason that the firm exists is to satisfy the customer; the focus on providing customers with
value forces firms to learn about their customers, rather than simply from their customers. With respect to
performance differences, this theory suggests that those firms that provide superior customer value will be
rewarded with superior performance as well as an SCA.

Relationship Marketing:
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Morgan and Hunt (1996) examine the role of relationship building as a means of obtaining resources in order to
create an SCA. They propose that resources can be combined in order to form higher-order resources, or
competencies, from which the firm can eventually achieve a CA. For example, it is difficult for outsiders to replicate
the process of building a long-term relationship. Resources such as loyalty, trust and reputation are immobile and
cannot be purchased. Therefore, Morgan and Hunt (1996) state that relationships formed to acquire organisational,
relational, or informational resources will commonly result in sustainable resource-based CAs. (Janice spark.2004)

Logistic:

Make competitive advantage through logistics excellence your strategy. Exploit logistics service and performance to
set you apart from your competitors. Now it's time to exploit and incorporate Place, i.e., Logistics, as the base for a
marketing and business strategy to grow the business and to gain market share. Customers would perceive that you
provide a competitively superior value and service. That is a strong foundation for growth.

Strategic Sales Planning Selling of two main functions: tactics and strategy. Sales strategy is the planning of sales
activities: methods of reaching clients, competitive differences and resources available. Tactics involves the day-to-
day selling: prospecting, sales process and follow-up.

Tier 3red strategy, customer: Work directly with your customer and ask them what their needs are and if your
business may offer a possible solution

Increased closing ratio by knowing clients hot buttons

Improved client loyalty by understanding needs

Shorten the sales cycle with outside recommendations

Outsell competitors by offering the best solution

Conclusion

Significant progress has been made over the years with respect to construct definition, operationalisation and
measurement of concepts in the marketing strategy field. However, there is still a lack of research that maps how a
particular strategy can influence performance by providing firms with an SCA (Varadarajan and Jayachandran 1999).
This paper has traced the origins of the SCA concept and has linked it to other concepts in the strategy field,
including market orientation, customer value, relationship marketing and networks. A conceptual definition has been
provided, along with suggestions as to how it might be achieved in network relationships.
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Developing your people

Don Wilson

The emphasis of this topic is on the individual manager's responsibility for developing the people who report to
him/her and less on what the personnel or training department can or should provide for those people

The suggested route towards this support is by demonstrating how the implementation of such policies throughout
an organisation will contribute to the effective achievement of that organisation's aims and objectives. This is as
true for traditional manufacturing companies pursuing increased turnover, profitability or market share, as for
service companies, non-profit making organisations, local government, community service bodies, charities or any
other type of organisation which is concerned to produce a quality product .

Obviously, it is much easier for a manager who has the support of senior management to implement effective
policies and programmes for developing his/her own people. However, this topic does set out to demonstrate that
even without the resources of a training department or the wholehearted support of senior management, it is still
possible to reap many benefits for the department and the organisation from assessing training and development
needs and taking action to meet them within one's own department.

The political issues
An organisation which sees its education and training programmes as its sole contribution to employee development

would not see development as a political issue at all. It would be likely to view expenditure on apprenticeship
schemes, induction courses or external refresher courses on technical matters in the same way that it views
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expenditure on the maintenance of its buildings, that is, as a recurring item which could be cut in the face of
financial pressure.

However, an organisation which sees education and training as one part of the organisation's strategy for achieving
its objectives will have another view. This organisation may consciously group together training activities and the
much wider development activities (and describe them as Human Resource Development (HRD). Whether it
explicitly labels its activities HRD or not, the organisation which views training and development as an essential
activity harnessing potential to achieve goals will not be so ready to cut its budget in times of financial difficulty.

Seen in these terms, the HRD budget competes directly with that of other functions for scarce resources (even
though it is distributed across many departments to be spent). Some companies are so committed to the
importance of their HRD strategies as vital contributors to business success, that their reaction to financial 'hard
times' is to increase the amount they spend on it.

Decisions about how much to spend and what types of HRD will be supported therefore become inextricably tied up
with organisational politics and cannot be considered in isolation from the culture and traditions of the organisation,
its philosophy, and its aims.

Why bother to develop employees?

Many senior executives in business, commerce and public administration will put their hands on their hearts and
agree that 'people are the most important asset in the organisation'. They may even, in their business plans and
strategy documents, make some reference to manpower and management resources. However, it is highly unlikely
that there will be any links between business objectives and people development which are articulated in terms of
performance. This is quite different from financial, production, sales and marketing, pricing, capital investment and
other objectives which will probably have quite clear performance outcomes as targets. So, if HRD were to have
specific outcomes or targets, what might they be?

Managing other people

Competence, Commitment and the Capacity for change (the 3Cs) can best be demonstrated by looking at specific
goals linked to business objectives. One of these might perhaps be the introduction of information technology.

For example, one well known company decided to invest in an extremely expensive system of computerised stock
control. The board realised that not only would the hourly paid workforce need considerable training in the
mechanics of using the new system, but also that a fundamental shift in attitudes was required throughout the
production function if implementation of the system were to be successful. Supervisors, foremen, and managers
were going to have to liaise more effectively within their own function, and communicate closely with other
functions.

So, along with specific training to give employees the knowledge and skills to use the new system, they also
instituted 'interdepartmental problem groups' of foremen and middle managers. These groups examined both 'old
chestnut' problems and anticipated new ones arising from the new system. They worked out for themselves the
need for better communications and changes in attitude and had prior board commitment that their problem group
solutions would be implemented. Thus those managers took on ‘ownership' of the problems and generated a
commitment to their solutions.

This example is a good illustration of how HRD can contribute to the fostering of the 3Cs - Competence,
Commitment and the Capacity for change. Competition from other organisations is often a reason for bothering to
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develop employees. This may be in the form of intensified competition for the available recruits at any level - the
brightest school leavers, the best qualified graduates, or the senior people with the most relevant experience.
Increasingly, applicants are interested not only in salary and associated benefits, but also in what a prospective
employer has to offer in terms of personal and career development, appraisal systems, and criteria for promotion.
An organisation might suddenly realise that, in spite of competitive benefits packages, it was not managing to
attract and retain high calibre employees.

This could be because there is no evidence of succession planning, the appraisal system is a mechanical procedure
used principally for the airing of grievances, and criteria for promotion take little or no account of an employee's
overall performance in a job. They rely solely on easily quantifiable achievements.

In this sort of case, the competition could be coming from an enormously wide range of organisations; the only
similarity need be that they are seeking to recruit a comparable type of staff.

However, competition can also provide the motivation to undertake some systematic HRD if it is seen that a
competitor is gaining some advantages through its HRD policies. For example, your company may begin losing
market share to a competitor whose in-house seminars on how to get close to the customer are beginning to bear
fruit. Or, the competitor's well established quality circles may have given way to 'zero-defect groups' which are now
achieving their objectives. Of course, if your company has no mechanisms, either formal or informal, for finding out
what competitors are doing on any front, then it is unlikely that it would know of such developments.

A company which attached importance to 'scanning its environment' would, on the other hand, pick up these things
quickly and be motivated into doing something itself.

Whose responsibility is it anyway?

Reality often falls far short of the ideal - in organisations as in all else. However, it is helpful to look at an ideal
situation in order to assess what is, or what should be, the right answer to this question in any particular
organisation.

In an ideal world, the short answer to the responsibility question is that everyone in an organisation is responsible
to some degree for identifying and then articulating his/her own development needs and to a varying degree for
identifying the development needs of others.

Stimulus for HRD activity will come from at least three directions. It will come from the bottom where those closest
to the manufacture of the product or the delivery of the service are best placed to have innovative ideas for
improvement, and to notice problems associated with existing procedures and practices.

Competitive Pressures

Stimulus will also come from the top and cascade down through a management structure in which managers know
that they have support in developing employee competence, commitment, and capacity for change. In this ideal
world, the top stratum of management will have articulated clearly the organisation's aims and philosophy so that
no employee has any doubt about where the organisation is heading and what values it holds most highly. In
American and Japanese companies these intentions are often encapsulated in a very concise paper known as 'The
Mission Statement'. This almost invariably includes statements summarising the company's HRD aims and relating
them to its strategic aims.
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Statements such as these can leave no doubt in an individual manager's mind about the strength of commitment
from above to positive policies for the development of human resources.

The third direction from which an organisation can experience pressure for effective HRD policies is the external
environment. The activities of competitors have already been mentioned, but in addition to these there are many
other forces at work of which an organisation sensitively tuned to its wider social, economic and political
environment will be aware. For example, government exhortations to improve efficiency may be linked to grants
from government agencies for training. Or customer tastes and preferences may be shifting towards those
companies which provide 'the personal touch' as well as a reliable product .

So, in the ideal world, a departmental manager knows and accepts that the effective development of people at work
is an important part of his/her job. This is fully recognised by senior managers, fellow line managers and functional
specialists, as well as by subordinates. The role of the personnel, training or HRD department in this sort of
company is likely to be that of a facilitator, enabler and specialist resource to be drawn on by departmental
managers.

In reality the situation may not look remotely like this. A manager who is already convinced of the benefits to
his/her department and to the organisation as a whole may well wonder how and where to start.

If s/he detects little or no support, enthusiasm or resources from above, receives few positive signals from
subordinates, and is unused to considering external factors in relation to his/her job, an indirect strategy is probably
most likely to succeed:

* The first step might be to identify an operational problem within the department. ldeally, this should be
one which is not totally specific to one department, but might be mirrored elsewhere in the organisation.

* Propose a solution to this problem utilising one or more of the elements suggested in the section called
‘Nuts and bolts' below.

* The benefits of employee development are likely to be indirect as well as direct and these can then be
demonstrated to appropriate senior managers as but small examples of what could be achieved with organisation-
wide programmes.

Don Wilson is a MAANZ member working in Canada
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Email Marketing Disobedience: Six laws of proper e-Newsletter creation,
and why you should ignore every one of them
by Gary Levitt

Nobody loves email marketing more than | do. But even | admit that within the grand taxonomy of consumer
touchpoints, e-newsletters hold a sorry position.
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They're the longwinded busybodies who never get invited to the cool parties. Porcelain-skinned print campaigns
turn up their perky, sans-serif noses at e-newsletters' frumpy templates and canned copy. Super Bowl spots kick
sand in e-newsletters' bespectacled faces.

Yet, these boxy embodiments of mediocrity move product and build loyalty. Marketing people are aware of this—
they've proven it with charts and everything. You need an e-newsletter and you know it.

Before rolling up your sleeves, cranking up the REO Speedwagon, and cooking up some long-form creation-wizard-
based love, please review the following six bromides from a recent how-to article phoned in by a reigning email-
marketing magnate.

After each, I'll explain how to do the exact opposite so that you can avoid polluting the e-cosystem with mediocre e-
newsletters.

1. Share expertise
Wrong—share ignorance. Consider the old Zen adage "the more | know, the less | know." It means the more
expertise we have, the more we're dazzled by just how little we currently understand.

Pick something you're marvelously clueless about and confess the fact to your readers. They won't fault you for it—
but they just might love you for it. As long as the topic you're "ignorant" about is something they didn't even know
they were ignorant about until reading your enlightening e-newsletter.

2. Tell a success story

Wrong—tell a failure story. It humanizes your company and demonstrates your high standards. Example: a
legendary 1960s ad for the Volkswagen Beetle showed just the car, with "Lemon" in bold type. The copy explained,
"The chrome strip on the glove compartment was blemished and needs to be replaced."”

While other car companies waxed self-congratulatory about success, Volkswagen cornered the market talking about
failure. You can do the same with your e-newsletters—simply master the art of strategic self-criticism. It never fails.

3. Conduct a relevant interview

Wrong—conduct a gloriously irrelevant interview. Approaching a topic head-on can be a headache—especially if it's
been done to death. Try a sideways approach. What can your design firm glean from interviewing a homeless man?
How might a chat with a priest spice up your women's fashion newsletter? Why would a software developer pick a
farmer's brain about emptying grain bins into semi trailers?

I don't know the answers to these questions, but I'm willing to read your e-newsletter to find out!
4. Take an in-depth look at a product or service you offer

Wrong—take an in-depth look at a product or service you refuse to offer. As the visionaries of 37signals say in
Getting Real (sort of a Thomas Paine's Common Sense for the digital generation), "do less than your competitors in
order to beat them."

Embrace I'esprit du moment by poking satirical fun at the superfluous features common to your industry. Waving
the simplicity banner while it's still in vogue is smart—and your next e-newsletter is a smart place to wave it.

5. Springboard off of current events

Wrong—springboard off of that which is timeless. Your readers are suffering from information overload—spare them
the latest trope on gas prices, politics and Paris Hilton. Realize that the guys reading your scrap metal e-newsletter
probably don't give a rat's ass that it's Halloween.
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And while you're at it, throw away the springboard. Relying on convoluted conversation-starters is a milquetoast
way to win friends and influence people—both in life and in e-newsletters.

6. Ask your readers

Wrong—listen to readers. In the words of Louis Armstrong, "if you have to ask what jazz is, you'll never know."
Same wisdom applies to knowing the hearts of your readers. Get in sync with customers' needs by observing their
riffs in natural online habitats built around your company. Replace pre-fab surveys with improvised forums. The
intuition you gain will free you up to follow the inspiration of the moment and hit the high notes needed to create
authentic brand loyalty.

Rebelling against clichés will keep your customers reading, and it'll keep you writing—without falling asleep. This
matters. Readers can sense when you're just going through the motions. That can't be good for your brand,
regardless of what the stats say.

So ask yourself: Am | excited about my e-newsletter? Does it express my voice and vision? Did | have fun creating
it? If you have to ignore an army of email experts' advice (including mine) to get to where you can answer "yes" to
those questions, so be it. That's called employing the virtues of e-newsletter disobedience.

Gary Levitt is the inventor of Mad Mimi (madmimi.com), a Web-based email marketing utility. He can be reached at
gary@madmimi.com.

Back to top

MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ MAANZ

www.marketing.org.au 51 info@marketing.org.au



