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			“Grant Leboff has carefully considered the current approach of most organizations to marketing their products and suggests that companies must no longer ‘shout at’ or mass market their products to a wide range of potential customers, but use word of mouth and social media to gain an outstanding reputation. 

			Grant has shown his clients that this approach even enables the producers of ‘boring’ products to boost their reputation and sales by using new forms of communication with their potential customers, such as YouTube. If you follow Grant’s advice I am sure that you should see an improvement in your company’s reputation and sales.

			I recommend that you take a look at Grant’s new book...” Nigel Adams, Programme Director BSc Business Enterprise, University of Buckingham Business School
			

			“Sticky Marketing is one of those books that captures perfectly how effective marketing has changed. If you want a no-nonsense insight on how to engage effectively with your customers and would be customers this should be on your reading list.” Duncan Cheatle, Founder, The Supper Club, www.thesupperclub.net, The UK’s foremost club for high growth, innovative entrepreneurs
			

			“I first heard Grant speak at a networking event and was struck by the eminent common sense of what he had to say. In this book Grant has given us a view of how the world is changing and written a very simple, clear and practical guide as to how marketing strategy has to adapt in order to respond to the new empowered consumer. Whether your business is – global or local – Sticky Marketing is relevant. Walter Zanre, Managing Director, Filippo Berio UK Ltd
			

			“There is a gap between the latest marketing philosophies (eg behaviour economics) and what marketers do every day. In Sticky Marketing, Leboff makes sense of cutting edge marketing thought as well as the latest technological innovations in marketing in that plain talking, anecdote rich way that we’ve enjoyed in his public speaking appearances for years.” Steve Barton, Global Brand Partner at OgilvyOne Worldwide and inaugural President of WOMMA UK (the word of mouth marketing association in the UK)
			

			“Marketing has changed in very complex ways. Grant explains the changes in ways that are easy to comprehend. He also shares what you need to do to succeed in this new world, and communicates this in a powerful, entertaining, and motivational way. Step one is reading this book!” Dave Clarke, CEO, NRG-networks.com
			

			“Finally, a book that brings marketing into the new world. Sticky Marketing is a must for all marketers and business owners. Grant lays out in a very sensible and practical way what marketing in the new economy should be about, and gives some very clear examples to illustrate his points. Whatever your industry, whatever size your business is, if you want to succeed where others are failing, then read this book.” Steve Gilroy, CEO, Vistage International (UK) Ltd
			

			“In an era of information overload, engaging with customers becomes critical. Grant Leboff’s book provides a critical perspective on marketing and addresses topical subjects such as social media and behavioural targeting. An excellent read for marketing practitioners as well as scholars.” Dr Dan Alex Petrovici, Lecturer in Marketing, Kent Business School
			

			“In the Digital Age many have still to cotton on to the fact that it is not about technology, it is about a shift in culture and a shift in the way transactions are achieved. The role of business leaders has changed. Transactional leaders are being left behind, while leaders who focus on the customer’s lives, challenges and needs are building ‘followers’. Grant has an incredible sales and marketing brain. In the book he shares practical tips and skills that will help business leaders to shift their thinking and build communication strategies that are right for now.” Penny Power, Founder, ecademy.com
			

			“Grant Leboff’s new book comes at an important time when marketers have the once-in-a-lifetime opportunity to reclaim the boardroom and put the customer at the very top of the business agenda. As such Sticky Marketing makes the compelling case for creating lasting value in the eyes of ‘more demanding’ customers who live in the ‘more demanding’ world.” Darrell Kofkin, Chief Executive, Global Marketing Network
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			What the Sex Pistols taught me about marketing

			It was a mild autumn day in 1999. I was in the UK, in Brighton, at a recording studio belonging to a friend of mine, Paul Mex.[1] We were having a chat about the state of the music industry, because in the summer of that year Shawn Fanning had started Napster, a music file-sharing site, giving people the ability to share music with each other all around the world.

			The music industry later had Napster closed down. At the time, however, there were many people who were infuriated that consumers were now sharing music across the internet, for free. The music industry’s business model was based on the fact that they controlled the distribution of music and charged the public to access it. In 1999, this was mainly by way of CDs.

			We were having a discussion about the future of the music industry, and how they were going to approach this new development. While we were having this debate, Paul suddenly stopped the conversation and told me he wanted me to listen to a recording he had. At the back of the studio was a cupboard full of tapes, records, cables etc, and Paul rummaged in there for what seemed like an age. He eventually returned waving a cassette. He sat me down and told me to have a listen.

			He explained that it was a tape of a live phone-in with Paul Cook and Steve Jones from the Sex Pistols, Paul’s favourite band, which took place in the summer of 1978 on KSJO Radio in the United States. He pressed play on the tape recorder and we sat back and started to listen. About two minutes into the recording, Paul indicated that the section he wanted me to hear was coming up.

			At that moment, a woman listener came on the air. She was decidedly unimpressed with the Sex Pistols and had phoned in to tell them so. She was given her opportunity to speak and started, ‘I just wanted to say that I don’t think the Sex Pistols have any right to cut down the Queen until they learn how to be musicians first.’ At that point Steve Jones interrupted, replying: ‘It’s got nothing to do with music, you silly cow!’ Paul then stopped the cassette player.

			I looked at him, puzzled. ‘Did you get it?’, Paul asked.

			‘I think so’, I replied, decidedly unsure.

			Paul made an MP3 file of the interview. I saved it to my desktop and every so often I would have a listen. As broadband became ubiquitous, and the internet was having a greater influence on our lives, Steve Jones’s comment back in 1978 seemed to resonate with me more and more. Eventually, I could not get it out of my mind. I soon realized that this one comment seemed to summarize much of what I was trying to say in the speeches I was presenting, and in the work I was undertaking with clients.

			It may have been a flippant comment made 12 years before the invention of the internet, but Steve Jones had opened my eyes to what I observed was happening at the dawn of the 21st century and he was right... ‘It’s got nothing to do with music, you silly cow!’

			Sticky marketing is not about how to conduct an e-mail marketing campaign or the intricacies of search engine optimization (SEO). Rather, it is a new way of thinking. This book will present a narrative as to how and why the old rules of marketing are no longer relevant. It will uncover the ‘new rules’ by which companies must now operate in order to be successful.

			By changing their mindset and adopting these new principles, businesses will be able to adapt their marketing in order to be effective in this web-enabled technological age. Sticky Marketing will explain how companies can become attractive, which in turn will lead prospects to their door. It will detail how to create competitive advantage in a world where customers seemingly have a plethora of choices, and where standing out appears to be increasingly difficult. Ultimately, Sticky Marketing will explain the principles, and the steps that need to be taken, in order to become ‘sticky’. In so doing, a business will emerge with which prospects and customers alike will want to engage. The result is that a company will acquire one of the most precious resources available, and the one that all companies require in order to be successful. That is: customer attention.
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			Printing press to internet

			When I became President in 1993, there were only fifty sites on the worldwide web – unbelievable – fifty. When I left office, the number was three hundred and fifty million and rising. (President Bill Clinton, 2001[1])

			As alluded to by President Clinton, it is the pace at which change has taken place since the invention of the internet that has made understanding its effects so difficult. Many established companies failed to grasp quickly enough how the landscape was altering. Consequently, they have been left behind by new companies that have filled the void.

			For example, Yellow Pages was a concept and brand known throughout the world for over 100 years.[2] In whichever country you lived, it was often your first point of reference when looking for a product, service or supplier. Quite simply, Yellow Pages dominated search. Surely, therefore, any of the major companies that owned Yellow Pages were in the best position to establish themselves as the major search tool on the internet. In the UK, Yellow Pages was owned by British Telecom,[3] a huge company with vast resources. Yet, it was Google that became the major search brand online: a company with no history, launched in 1998 from a garage in California by two computer graduates.[4]

			Similarly, Loot (Magazine), first published in the UK in 1985,[5] was a market leader if you had unwanted items that you wished to sell. Therefore, one could argue, certainly in the UK, that it was in the best position to establish this market online. However, it was eBay, founded 10 years later in 1995,[6] that established itself as the major provider of this service.

			Whether it is Amazon, usurping all major book retailers, or the failure of any large telecom provider to be the first to develop a service like SKYPE, now the biggest carrier of international calls in the world,[7] there is a litany of examples of established companies failing to grasp the opportunities, or seeing the risks to their business, that the revolution in technology and communication has brought.

			It is the old analogy of the frog in water that is put on to boil. As the water heats up, it cannot ascertain the subtle changes in its surroundings. By the time it realizes the water is boiling, it is too late. Similarly, many companies have failed to grasp the changes that are taking place around them. They have tried to bolt the internet onto their existing business model, failing to realize that the internet is not merely a new communications vehicle, but rather represents a fundamental change in the rules of engagement.

			Sticky Marketing explains how the rules have changed, and the new principles that companies need to embrace in order to thrive in the current business environment.

			The development of communication

			It is unbelievable to think that when Bill Clinton was being inaugurated as the 42nd President of the United States, there were only 50 sites on the internet. In fact, it was only in December 1990[8] that the first web client–server communication took place over the internet. Yet, despite its relatively short existence, Sir Tim Berners-Lee’s creation is now proving itself to be the biggest revolution in communication since the invention of print.

			Having invented the technique of printing in the 1450s,[9] it was Johann Gutenberg who published the first real book, a version of the Bible. Gutenberg introduced the world to the first one-to-many mass medium of communication. In other words, from the pen of one, the written word could be distributed to the many. This allowed for the wider dissemination of knowledge.

			Printing enabled people to publish their ideas throughout the world. Once the power of this communication was unleashed, life was never the same again. The Protestant Reformation, the Renaissance and the Scientific Revolution are unlikely to have occurred without printing allowing ideas to spread. Thus, the revolution in communication, signified by Gutenberg’s first printed book, helped to change the course of history.

			Of course, there have been many other developments in the world of communication that have impacted on our lives. The 20th century saw dramatic changes in communication as new inventions started to affect the way we live. The influence of cinema, radio and television[10a, 10b, 10c] can in no way be underestimated. In its heyday, families would schedule their week around the popular TV programmes of the day. It was these shows that also set the tone for many of the conversations that took place around the coffee machine at work the following morning. Cinema, radio and television, however, still represented the transmission of ideas from one to many.

			It was print that changed all the rules, by making mass communication possible. The other developments merely made the one-to-many medium more efficient. For example, television made it possible to communicate with a much larger audience, simultaneously. However, although cinema, radio and, in particular, television did change the game of communication, they did not change the rules by which the game was played.

			In other words, print allowed for the mass marketing of products via advertising, mail order catalogues and direct mail pieces. Using television, the mass marketing model may have reached a bigger audience than traditional direct mail. This was because many of the big TV shows would have larger audiences than an average direct mail campaign. One could also argue that having sound and pictures delivered directly into people’s homes gave those communications greater influence, although this is certainly debatable. However, the reality is that the principles were the same. The audience were still passive receivers of communication, with no right of reply. These broadcasts were generated by those who had the money to utilize the distribution channels available.

			Let me explain, using a tennis analogy: the game of tennis changed when players migrated from the old wooden racquets to those made of graphite.[11] The new racquets gave players power with unprecedented accuracy. The game became faster and the serve became harder to return. These developments undoubtedly changed the game. They did not, however, change the rules by which tennis was played.

			Similarly, print was the revolution in communication because it changed the rules. It made mass communication and the spreading of ideas possible. Meanwhile, cinema, radio and television, like our graphite racquet, merely changed the game by creating an increasing variety of potent channels through which to reach the audience. The game may have become faster and more furious, but nevertheless, the rules of mass communication remained the same.

			The invention of print and the other forms of one-to-many communication both changed the world in which we live and influenced the way our society has developed. However, the limitations of these forms of communication have been as important to our development as the benefits.

			The limitations of traditional communication channels

			Because these vehicles of communication are one to many, they did not allow for mass discussions to take place. Authors, producers and programme makers could put their message across to millions, but the majority of their audience did not have the means with which to reply. Of course, people could discuss a particular message with friends. Certain individuals, such as journalists, could react when writing reviews. Books, television programmes and films could even inspire other authors and creators to write something new in reaction or reply to a piece of work. However, the number of people who were able to respond and be heard was severely limited. The one-to-many form of communication in itself is not capable of facilitating a discussion.

			For example, when the Beach Boys released their groundbreaking album, ‘Pet Sounds’, in 1966, individual journalists could write reviews and reactions to the album. Paul McCartney himself acknowledges that ‘Sgt. Pepper’s Lonely Hearts Club Band’ was, in part, the Beatles’ reaction to the ‘Pet Sounds’ album.[12] Meanwhile, although millions of music fans may have had one-to-one conversations regarding the record, they were unable to be heard by a wider audience. This left the average fan a mere passive observer in the discussions taking place between the few voices with the means to grab their attention.

			This highlights another limitation of the one-to-many platform, in that distribution was in the hands of relatively few. Anyone could write a book or record a song, but without access to a publisher or record company and its distribution network, it was unlikely that many others would know of its existence.

			Whether it was newspapers, films or TV, it was media conglomerates that owned the distribution channels necessary to reach a wider audience. Therefore, few voices would be heard. Meanwhile, those who had control over the distribution of the information exerted enormous influence on our lives. Certainly in the arts it was the big film, record and publishing companies, and those they employed, that chose which acts were financed and which were never to see the light of day. Without being signed by one of these large companies it was unlikely that an artist, author or filmmaker would have any success at all.

			We can acknowledge the existence of pirate radio stations, independent filmmakers and underground magazines that have been successful. However, these are exceptions rather than the rule. In the main, those with the means of distribution were heard, with everyone else unable to communicate their message beyond friends, colleagues and family.

			In business, companies would gain access to distribution through money. For example, a company could produce television or radio advertising and buy airtime. Alternatively, it was possible to design messages for newspapers, billboards and magazines and purchase space. Companies could also go to the expense of designing, printing and posting their own direct mail. Whatever the vehicle, without money, it was impossible to obtain distribution and, therefore, to be heard. Generally, it was the larger companies that could afford to take advantage of these tools of communication. Smaller businesses would have less access to the media, owing to lower budgets.

			Consequently, our lives were shaped by the big media magnates and companies that could control the means of distribution and the large companies that had the money to buy access to that distribution network. In the main, the individual was reduced to being a passive recipient. While one-to-many communications inspired billions of one-to-one discussions between friends, family and colleagues, most people had no means by which to be heard beyond their immediate circle.

			The internet’s impact on communication

			The creation of the internet is now changing all the rules of communication. As with the invention of print, it has radically altered the way in which we react to, and disseminate, information. Just as print was the first one-to-many form of communication, the internet is the first many-to-many medium.

			No longer do individuals need to own a large media network or have access to money to be heard. Using the internet, anyone can broadcast their message. This, in turn, means that individuals are no longer reduced to the role of passive recipient. Everyone is now able to react to others’ messages in real time. As this process escalates, a conversation ensues between tens, hundreds or even thousands of people, as comments and reactions can be added to a discussion on an ongoing basis. Thus the internet is capable of facilitating a dialogue between potentially millions of people in a way that no previous media outlet could.

			While it is possible to use the internet as a one-to-many communication tool, it is impossible to prevent your audience from having a right to reply. Therefore, although many companies have tried to use the internet to broadcast their one-to-many messages, these have often turned into many-to-many communications, as empowered individuals take it upon themselves to exercise their right to react. For example, even if a company broadcasts its message without allowing a direct reply on that page, anybody can post a comment in a relevant forum, chat room, blog or on a social network.

			Before the invention of the internet, the majority of the public had very few vehicles with which to voice an opinion. For example, we could write a letter to a newspaper column, but few would ever be published. Also, the time lag between writing and posting a comment, and it subsequently being received and printed, meant that often it would lose some of its potency.

			Compare that with today, when we can send a message from our mobile phones, reacting immediately to a story we have just seen. Moreover, many of us now have our own distribution networks. Whether these are our friends on Facebook, connections on LinkedIn, subscribers to our blog or newsletter or followers on Twitter, an increasing number of us have a ready-made audience to which we can impart our thoughts and feelings. Media such as YouTube, iTunes, Squidoo and Dailymotion offer anyone the chance to distribute their message to a mass audience. The proliferation of digital technology has meant that individuals can now make video and audio recordings with relative ease. In other words, people can now voice their opinions and broadcast a message in written, audio and visual formats and enjoy immediate distribution with virtually no cost at all. What we have witnessed is the empowerment of the individual and the democratization of information.

			For example, we no longer solely rely on the established news networks to deliver us information about current events. During the hotel terrorist attacks in Mumbai (November 2008), we received more potent and current information from people posting messages on Twitter, from the hotels that were under attack, than any news network could deliver. Similarly, some of the most powerful and interesting videos from the post-election demonstrations in Iran (June 2009) were posted on YouTube by participants.

			Forums and discussion groups that proliferate on the internet invite us to comment and be heard. For example, while watching the 2009 inauguration of President Obama, there was an average of 4,000[13] status updates every minute through the CNN.com live Facebook feed. These were people commenting and reacting to each other’s observations, in real time, throughout the entire broadcast.

			This ease of distribution also means that we no longer react to information in the same way. We are often willing and able to share with our friends messages that we find particularly interesting or funny. Before the creation of the internet we might have torn an article out of a newspaper or magazine and shown it to a few select people, or mentioned a particular programme to a few friends. Now we can share content with our entire address book, or social network, at the touch of a button.

			It is not just the ease with which we can contribute and distribute ideas that has empowered us. It is also the access to information provided by the internet that has been liberating. Before the internet, finding information was often a time-consuming, laborious and difficult process. Now, we can go online and find the knowledge that we require, almost immediately. Whether it is news, reviews, products, facts, instructions, schedules or reports, there are very few situations where we are unable to find the information we require.

			However one chooses to define marketing, at its core is the communication of ideas. The internet is the biggest revolution in communication since the invention of print. This being the case, if the rules of communication have changed, doesn’t it make sense that the rules of marketing must also change?

			The internet’s influence on global change

			The internet has also helped accelerate other game-changing factors. There is no doubt that even before the internet, the world was becoming a smaller place. Trade amongst many nations was becoming increasingly free; for example, the creation of the Common Market,[14] which subsequently became the European Union, brought the nations of Western Europe closer together both politically and economically. Meanwhile, the fall of the Berlin Wall[15] had opened up the world and the phenomenon of globalization was emerging.[16]

			However, the internet has broken down borders even further. We can now read newspapers, listen to radio and watch news broadcasts and TV programmes from many different countries. We can have discussions with people throughout the world via blogs and forums or through communities and social networks with common interests. In this way, information and ideas can now be shared globally with ease. We can also source products and services internationally. The internet means that geography is no longer the boundary it once was.

			In order to save costs, technology has also made possible the outsourcing of labour to other places in the world. For example, you can staff a call centre in India and be taking calls from customers in the United States or United Kingdom. The internet makes it easier for people in different countries to access the same piece of information. Culturally, the internet is also breaking down barriers, as we are increasingly engaging with people from all corners of the earth. This has resulted in people becoming more comfortable dealing with other countries than perhaps they once were.

			Technology has also made it easier for people to work for themselves. The capital outlay that was once necessary to start a business is no longer required. Online access is all you need. The internet, together with e-mail, allows you to engage and communicate with prospects and customers relatively inexpensively.

			This has led to a proliferation of small businesses, with an increasing number appearing all the time. Not everyone today is an entrepreneur, although there are many more than there once were. However, with capital outlay no longer a barrier, and in a knowledge economy, people no longer see the need to work for others. This is especially true as one of the major reasons for seeking employment was job security. In today’s market, this is something that even the biggest corporations do not seem to be able to offer in the way they once did. Big businesses still exist, but the dynamics of the marketplace have changed. Whereas in the 1970s or 1980s you might not have considered buying from a one-person business working from home, you probably would now.

			In short, we live in a world where people have been empowered. Anyone can produce content relatively cheaply and easily and have the means with which it can be distributed. Companies, however small, can communicate directly with their customers in a way not previously possible. Meanwhile, consumers can now give direct feedback to companies, and perhaps more importantly, can talk to each other, cutting the company out of the communication completely. These peer-to-peer conversations have given the general population a voice they never had before.

			Sticky Marketing takes into account the changes that we are experiencing. It provides a new set of rules for effective communications in a world which has been impacted by advancements in technology and the internet.

			Customers have changed.

			Communication has changed.

			Marketing must change.

			Sticky Marketing provides you with a compelling response to the change.
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									The internet is the biggest revolution in communication since the invention of print. It is not merely a new communication vehicle but represents a fundamental change in the rules of engagement.

									The internet is the first many-to-many medium. It is capable of facilitating a dialogue between potentially millions of people in a way no previous media outlet could.

									Using the internet, anyone can broadcast their message. Therefore, individuals are no longer reduced to the role of passive recipient.

									Today, many individuals have their own distribution networks, whether these are friends on Facebook, connections on LinkedIn, subscribers to a blog or newsletter or followers on Twitter.

									The access to information that the internet provides is liberating. Information and ideas can now be shared globally with ease. Geography is no longer the barrier it once was.

									The internet has resulted in the empowerment of the individual and the democratization of information.
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			Scarcity to abundance

			As technology and the internet play a greater part in our lives, we are seeing a shift in the dynamics of scarcity and abundance. Think back to 1990, the year the first-ever communication took place over the internet.[1] At the time, most people probably thought that they had a lot of choice and access to information. Yet, relative to where we are today, this was not the case. For example, here are some of the ways in which UK consumers were limited in choice at that time:

			
					Sky TV was less than one year old, having started on 5 February 1989.[2] It had only one million subscribers, leaving virtually the entire UK population with a choice of only four terrestrial television channels.

					The European air industry was going through deregulation, a process that did not finish until 1 January 1993.[3] EasyJet was not to launch until 1995[4] and although Ryanair flew its first low-budget flight in 1986,[5] the choices in low-cost air travel that we enjoy today were not available.

					There were only two landline telephone providers, BT and Mercury, with the latter enjoying only 3.5%[6] share of the residential phone market. Therefore, almost everybody’s telephone was provided by British Telecom.

					The only gas supplier was British Gas.[7] Full competition in the gas supply market did not exist until 1998.

					Full competition in the electricity supply market did not exist until 1999.[7]

					The financial services market had only been deregulated in 1986;[8] therefore, the array of choices we have today were only just starting to emerge.

			

			In 1990, we had relatively little access to information:

			
					Only 1.14 million[9] people owned a mobile phone, representing only 1.9% of the UK population.[10]

					There was no SMS text messaging. This wasn’t introduced until December 1992.[11]

					There was no internet and so it was not easy to find potential suppliers of products and services. Most of us relied on the Yellow Pages or specialist and trade magazines.

					The adoption of e-mail in business, and later by consumers, did not take place until providers like Demon launched in the UK in 1992 and AOL started to connect their proprietary e-mail systems to the internet in 1993.[12a, 12b]

			

			So in 1990, compared with today, there was a scarcity of both choice and access to information. However, it was relatively easy to grab our attention at that time, as there were only four terrestrial TV channels in the UK. On coming home from work, many people would be switching to one of the four channels on their TV sets. Since 1990, viewing figures for the top 10 TV programmes in the UK have been in steady decline, as they have in other countries where the media have fragmented, such as the United States.[13] This has led to many reports indicating that television advertising is becoming less potent as a medium for communication. For example, in the McKinsey report ‘Profiting from proliferation’ it was estimated that by 2010 television advertising ‘could be only 35 per cent as effective as it was in 1990[14]’.

			In the UK, in 1990, of the four terrestrial television channels available, only two were commercial stations. Therefore, if a company wanted to relay a message to the wider public, paying for advertising on one of these two channels was deemed good value for money, as it would reach an extremely wide audience. Moreover, viewers did not have the array of distractions and variety of channels to which to flick during the commercial breaks. Whether it was advertising on television, direct mail through your door or individuals calling on a telephone, essentially, companies would pay to shout messages at us. This proved an effective form of communication.

			In a world before the internet, consumers did not have easy access to information. Therefore, while companies would shout to enable them to sell their products and services, consumers were prepared to listen. Where did you go to find out about a better mortgage product, the latest technology or a new service that might be available locally? In this environment, when direct mail shots were posted through your door, the telephone rang from a sales call or the advertising came on television, then, assuming it was well written and well put together, we were willing to pay attention. Although consumers were well aware that companies were trying to sell to them, these messages were often a valuable source of information. It was in their interest to give time to these messages as much as it was in the company’s interest to create them.

			In a world scarce of both choice and information, the old marketing model worked on an unwritten contract between company and consumer. A business would pay money to interrupt what we were doing and shout their message at us, but if the messages were well presented and of good quality, consumers were prepared to watch, listen or read, as there was value in it for them. Now, if you look at where we are today, there is an absolute reversal.

			The abundance of choice and information

			In most facets of our lives, rather than a scarcity of choice, we are now presented with an absolute abundance in almost everything. Whether it be food, clothes, suppliers for our business requirements or ways to spend our leisure time, we are usually faced with a plethora of options. Obviously there are exceptions. For example, there has traditionally been a shortage of housing stock in the United Kingdom. We also have the challenge of the limitations of many natural resources.

			I sometimes think that a contributory factor to our cynicism about politics is the fact that it is one of the few areas of our lives where we are limited in our choice. For example, both the United Kingdom and United States operate what is essentially a two-party system, limiting our alternatives. However, our normal experience in our day-to-day lives is having a vast array of options.

			Not only do we have more choices than ever before, but the web gives us the wherewithal to identify them both locally and globally. For example, think about buying a television. Before the internet, you would most likely visit a few local stores in order to make a purchase. If the model you required was unavailable, it would have to be ordered and another visit to the shop would have to be made, often weeks later. Moreover, the selection on offer was often limited by what we saw on the shelves in the few places that served our locality.

			Today, via the web, we have easy access to almost all the choices available. We are no longer limited by the stock that our local provider carries. In fact, in many cases, we can research, choose and pay for items and have them delivered within 24 hours, without ever leaving the comfort of our homes or offices.

			The access to information that the internet provides allows us to compare products and services from a larger array of providers than previously possible, thus enabling us to make a more informed choice. Rather than physically having to make contact with every provider, today most of the information we require is at our fingertips. The abundance of both information and choice means that in most areas of our lives we are now confident that we will not only be able to find what we want, but that we will also be able to make the purchase at our convenience.

			However, the one resource that has always been scarce, and has become increasingly so, is our time. We have a finite number of hours in any given day and it is widely accepted that technology has made our lives busier than ever before. People now attend to e-mails on the train, text friends while queuing and make telephone calls from their cars. The natural downtime that existed in the normal ebb and flow of life has all but disappeared.

			With time so scarce, our lives so busy and an increasing number of messages and amount of information making demands upon us, we are having to become more efficient at screening out unwanted and unnecessary communications. It is this reality that has meant that our unwritten contract with those companies that are shouting at us has been broken.

			How many people:

			
					regularly read their direct mail?

					take cold calls and are pleased to receive them?

					frequently watch and remember TV commercials?

					don’t flick to other channels when advertising messages appear?

					watch their programming on digital recorders or online, enabling them to bypass advertising?

			

			Many companies still perceive that there is value in shouting at their potential customers as a way of encouraging them to buy their products or services. The problem for these companies is that there is little value in consumers receiving this information any more.

			The ‘shouting’ lost its value

			Although it is impossible to prove, I have substantial anecdotal evidence that years ago many of us would have a cupboard in the hallway, or a drawer in the kitchen, where we would store useful direct mail pieces and leaflets. With access to information so difficult, it seemed worth while keeping literature that might be useful at a later date. With the possible exception of takeaway menus, who keeps this material now? With all the knowledge that we require available to us at the stroke of a key, most direct mail finds its way straight into the bin.

			As customers, we have all been empowered. We are now confident that when we require a product or service, we will be able to find it and make a purchase. Previously, we were prepared to put up with the shouting and unwanted messages because they often proved to be a useful source of information. Frequently we did receive value from these communications. When messages were not useful, we were fairly ambivalent about them. However, today this has changed. We have plenty of access to the information we require, which we can obtain at our convenience, rather than when it suits a company to shout at us. These communications, therefore, have become a major inconvenience. Because they no longer provide value, they now, for the most part, have become irritating.

			We are now:

			
					irritated by the amount of direct mail that we receive;

					irritated by the number of spam e-mails that monopolize our inbox;

					irritated when we answer a cold call;

					irritated when we are interrupted by advertising when we are busy trying to do something else.

			

			Because this kind of marketing works on repetition, continually e-mailing, continually cold calling or continually advertising, companies that still pursue this form of marketing are set to continually irritate their potential customers. Not, perhaps, the best way of communicating their message.

			Any form of direct communication – for example e-mail, direct mail or telephone calls – that can be considered intrusive by a prospect and has not been requested, will damage your brand. In a world where customers have both the access to knowledge and the array of choices to make their decisions, at their convenience, these communications, far from being welcomed, are likely to be seen in an extremely negative light. Of course, there will always be exceptions to the rule. However, it is an extremely tenuous marketing strategy to spend valuable resources attempting to be one of the exceptions.

			While it is possible that an advert may resonate with a prospect and over time lead to a sale, one has to question whether this model is the most efficient way of reaching potential customers. With the fragmentation of the media and subsequently the declining reach that any single piece of advertising has, we are moving towards a world where the return on investment does not make sense for all but the biggest brands and companies within their sector. When observing companies that still insist on shouting at their potential customers, I am reminded of something Robert Stephens[15] said: ‘Advertising is a tax for having an unremarkable product.’

			Consumers no longer use advertising in the way they once did: as a major resource for gaining knowledge regarding new products and services available in the market. Today, customers have all the access to information they need, at their time of choosing. Moreover, when advertising was used as an information source, it had a great influence on our thinking as it was a form of social proof. This is because we give a certain amount of credibility to sources providing us with new knowledge. In other words, we believed that the adverts reflected what our contemporaries thought.

			Where customers now go for information

			Today, as we have become more cynical, sophisticated and savvy, and live in a more connected world with mobile phones, text messaging, blogs, forums, wikis, instant messaging and social networks, we take more of our social proof directly from each other, thus reducing the influence that advertising once had. Word of mouth from our peers is now much more influential than any single piece of advertising. Think about it. If you want a new product or service today, there are probably only two places you will go: you will search on the web or you will ask your network.

			By network, we are talking about family, friends, colleagues and connections in the online communities to which you belong. Between your network and the information available on the internet, you will probably have all the information required, regarding possible suppliers, to move your purchasing decision forward. It is unlikely that you will need to go anywhere else. This being the case, does it mean that the only marketing that matters now is online and word of mouth?

			Both these forms of marketing put the customer firmly in control. It is up to people themselves whether they aid your word-of-mouth marketing by talking about you or referring you to others. Meanwhile, when prospects search online, they will browse and explore the sites and information of their choosing. In fact, the internet is the worst vehicle for finding a new customer. If you enter into the Google search bar ‘I would like a new customer’, nothing of value will be produced. The key to being successful online is for you to be where prospects look. At that juncture, you can communicate with them, providing resources and information of value, and, in this way, hope to start a worthwhile engagement.

			Whether it is word of mouth by referral or online search, both these routes require your customer to come to you. This is in contrast to the old model of marketing where you shouted very loudly at prospects to grab their attention, hoping to gain a worthwhile response.

			Today, customers have created barriers. They screen out the shouting because it no longer provides them with any value. With an abundance of choice and easy access to information via their networks and the internet, customers will find you at a time of their choosing. This being the case, is it not time we created a new marketing model to embrace the new world of technology and the internet?

			[image: ]

			
						
									As technology and the internet play a greater part in our lives, we are seeing a shift in the dynamics of scarcity and abundance.

									In a world before the internet, consumers did not have easy access to information. Therefore, while companies would shout to sell their products and services, consumers were prepared to listen as these messages were often a valuable source of information.

									Consumers now have access to the information they require at their convenience. Consequently, receiving intrusive communications from companies, at the convenience of a business, has become increasingly irritating.

									As consumers live in a more connected world, with mobile phones, text messaging, blogs, forums, wikis, instant messaging, social networks etc, they take more of their social proof directly from each other. This reduces the influence that advertising once had.

									Most people today will rely on only two sources when looking to make a purchase: searching on the internet and asking their network. Both these channels of online and word of mouth rely on customers approaching your business at a time of their choosing.
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