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MAIN IDEA

Marketing is not an act of magic to be practiced solely by those who have taken an oath of secrecy. It is a strategic business activity
focused on just one goal -- selling more product to more people more frequently than before.

In the old days, marketers used to preach that image was everything -- before you could sell, you had to spend loads of money
creating an image in the mind of the consumer. However, that style of marketing is dead -- killed by the advent of "consumer
democracy" which simply means consumers today have a bewildering array of choices for everything they want to buy. Therefore,
they can’t be forced to buy whatever a company wants to sell them -- consumers have to be provided with reasons to buy, and
those reasons to buy had better be becoming more and more compelling over time, or else a competitor is going to win them over
by adding more value to his product than you add to yours.

New marketing is all about sales, conversion rates, targeting customers, and creating value for shareholders. It proposes that at
the end of the day, the only criteria by which marketing should be judged is how profitable was it for the company -- not how many
awards did it win, how "warm and fuzzy" did it make consumers feel or how much did the company enjoy that marketing.

Marketing is a serious business discipline, lying at the heart of business productivity, not artistic creativity.
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Traditional marketing was all about establishing an image so consumers would buy in mass whatever the
marketer wanted to sell. How to achieve that was a mystery only the high priests of marketing knew, but
it took lots and lots of money.

New marketing has grown out of the fact a consumer democracy now exists -- everybody has loads of
choices for every product category. Therefore, new marketing:
- Speaks to individuals rather than the masses.
- Ignores image, and concentrates on providing reasons to buy.
- Builds brands that create value in the minds of the consumer by creating common ground with customers.
- Focuses on making sales -- and profits.

2. The Essential Strategies of New Marketing  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . Page 4

To succeed in the new marketing discipline, marketers must...
- Build their brands to create an identity.
- Position their products advantageously, while simultaneously positioning their competitor’s products.
- Create images for brands and products.
- Understand what’s going on in the world -- and how that will affect consumers.
- Ask consumers to buy the product or service.
- Keep thinking about tomorrow.
- Stay focused on achieving local success in order to create global awareness.

...and each of these activities must be done differently from the way marketers have done them in the
past if the company is to stay competitive in the future.
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To take the plunge and apply the techniques of new marketing, you have to build a new marketing team.
The best, most effective way to do this is:

- Find the best available marketing professionals, and create jobs around them instead of trying to make
them fit the existing organizational chart.

- Make certain every person in the organization understands the strategy you will use, the destination
you’re trying to reach and the business objectives. Then get out of their way and let them execute -- and
hold them accountable for what they achieve.

- Reward excellence and punish mediocrity.

- Pay advertising agencies very well so they will use good talent -- but don’t let them dictate strategy.
That’s your job.

- Find people with fire in their bellies -- so they work with a sense of passion and urgency.
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