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OVERVIEW 

What’s the book all about?

Welcome to the definitive compendium of everything you need to know from the best minds in modern marketing – abridged, condensed, and ready for immediate action. Modern marketing is a blur of jargon with thousands of books all purporting to hold the key to relentless success. The working reality is often very different, so here you will find everything distilled and summarised so that you can become an authority yourself.

As well as saving hundreds of hours of reading time, you will be able to grasp ideas with pithy accuracy, explain them authoritatively to colleagues and, crucially, avoid being hoodwinked by those who claim to understand a concept when in fact they have got the wrong end of the stick.

You need no longer be afraid of getting to the point quickly. Six short chapters draw together the most important ideas using some basic unifying principles such as:



• Big theories are not necessarily complicated – this book makes sense of them for you.

• Simple ideas always work – you can apply them immediately to your business.

• Broad and often misused concepts can be clarified and demystified.

• What is strategy? There is no mystery and plain language reveals all.

• Treat case studies with extreme caution. If they were that easy, everyone would be doing it.

• Marketing for big and small businesses – anyone can ‘do marketing’ if they are well guided.

• Make sense of all the jargon and buzz words.



At the back of the book, all 40 books are presented as one-minute summaries to give the reader an immediate feel for the subjects.

How is it organised?

I have corralled 40 of the most interesting books into six sections covering the big themes, marketing principles, branding, consumer behaviour, creativity, and personal organisation. If you want to get to grips with one of these areas in particular, then head straight to that section. If you prefer a more sequential approach, then work your way through from the beginning. Although marketing is never chronological, you will at least be able to absorb the most popular current concepts, take a view on marketing, branding and consumers, examine the vexed area of creativity and then decide how to get sufficiently organised to enact some of it.

The six sections 

There’s no such thing as right and wrong in marketing. It’s all a matter of opinion. As a result, there are potentially only two ways to determine what the ‘right’ strategy is:

• the most senior person in the room says so; 

• the person writing the case history retrospectively decrees that it was, when in fact it was probably luck.

In the spirit of the second point, I have used a healthy dose of my own opinion to decide which books make the cut to appear in the book. I have chosen them either because they are widely acknowledged to be seminal works, or because they represent a particular stance or counterpoint to the prevailing view. As such, they may not all be the most famous, but they will offer contrasting views so that you can be aware of all the angles in a particular debate. I will be delighted if you disagree with my selections because this will mean that you are already reading widely and forming your own opinions.

Long Tails and Pirates: the big themes 

In Chapter 1 we will examine some of the big themes that have affected modern marketing. For years people only ever paid attention to how brand leaders worked, on the grounds that they were the most successful, so you could simply copy their behaviour and become successful yourself. That’s all very well, but what if you don’t have those resources and power? That’s where Adam Morgan’s Eating the Big Fish comes in. It was arguably the first book to propose how the also-rans, or challenger brands, should behave. We’ll look at what he suggests.

Corporations are simply clusters of individuals, so how do you enact these findings when you have carefully identified what needs to be done? Morgan’s follow up book, The Pirate Inside, explains precisely that. He identifies all sorts of personal behaviour that could make it a lot easier to effect corporate change.

We then move on to examine the idea that, far from wanting to be a market leader, in fact the pursuit of market domination is old hat. You can make huge profits from tiny increments, according to Chris Anderson in The Long Tail. 

Having committed customers is another crucial area, which is why, in Commitmentled Marketing by Jan Hofmeyr and Butch Rice, we scrutinise why the customers you think are most committed to you may not be.

Having a superb company profile is the goal of many top marketers, but Public Relations doesn’t work any more, or does it? We look at the ins and outs of this tricky debate by examining Flat Earth News by Nick Davies.

And lastly in Chapter 1, we ask the question: have we made it all too complicated? In Search of the Obvious by Jack Trout rather suggests that we have. So we draw together all the themes, disentangle and rebuild them to create a basis for moving on to the next chapter.

The end of marketing?

In Chapter 2 we grapple with the vexed question: what is marketing anyway? Using Marketing Stripped Bare by Patrick Forsyth, we strip away all the jargon and get down to the bare bones of this strange alchemy. Is it that complicated? Not really.

There has been much talk in associated literature about whether marketing as a discipline is dead, much of it generated by one Sergio Zyman, author of The End of Marketing as We Know it. Since you are reading this we can reasonably assume that there is some life in the subject yet, but the debate rumbles on. As early as 1999, efforts were being made to relaunch marketing in a new guise, so we examine the thinking of John Grant in The New Marketing Manifesto to see if it is still very much present but back in new clothes.

Advertising has been the whipping boy of the marketing world for some time – accused of being outmoded and superseded by more modern media. We examine whether the old model is still working with Meatball Sundae by Seth Godin, and then revisit this circular debate with a look at The End of Advertising as We Know it by our old friend Sergio Zyman.

Finally, there are many who claim that marketing is now all about the Internet, and very little else. One of the first gangs to do so was Levine, Locke, Searls, and Weinberger in The Cluetrain Manifesto, first published in 2000, so we examine their thinking and see what effect it has had over the subsequent decade.

Lovemarks and Buzz: brands and branding 

In Chapter 3 we are chasing another Holy Grail and trying to answer the elusive question: what is branding? This can be a bit like categorising snowflakes, so we begin with a thought-provoking look at The Philosophy of Branding with Thom Braun.

Then we get into the detail of how your brand should behave, looking at Brand Manners with Pringle and Gordon. You are going to have a brand image whether you like it or not, so you might as well Manage Your Reputation. We’ll take some important advice from Roger Haywood.

Can you create a buzz around your brand and, if so, how do you do it? We examine the role of Public Relations and word of mouth with Salzman, Matathia and O’Reilly, in their book Buzz.

Can you engender loyalty beyond reason? This is a question posed and apparently answered by Saatchi & Saatchi. Brands that transcend the normal properties of trademarks become Lovemarks, according to their worldwide chief Kevin Roberts. We look at the implications.

And finally for this chapter, there is a school of thought that those involved with brands need to stop being control freaks and let consumers have a far greater influence on what brands are, so we rifle through a series of new ways to allow your brand to do this with John Grant in The Brand Innovation Manifesto, seven years after his effort in the previous chapter. 

Affluenza, Herds and Quirkology: mysterious consumer behaviour

Chapter 4 looks at the mysterious world of consumer behaviour. Why do people do what they do, and what bearing, if any, can marketing have on their actions? People do some very strange things, as explained by Richard Wiseman in his book Quirkology. They panic when they are told to, particularly about things they do not understand (Panicology, Briscoe and Aldersey-Williams), and, in Western society at any rate, they always buy far more than they really need. This may be good for marketers but less so for the purchasers. We study Affluenza by Oliver James and Enough by John Naish to see what we can learn.

Are we all individuals, or do we simply copy each other all the time? Mark Earls, author of Herd, believes the latter – an idea explored further in The Wisdom of Crowds by James Surowiecki, who argues that the collected view of groups is usually more accurate than that of one supposed expert.

We finish the chapter by looking at two related concepts from the highly popular Malcolm Gladwell. In Blink, he asserts that people are usually right if they trust their instincts – something marketers could learn from as they labour over mountains of data and research. In The Tipping Point, he shows that small things can make a big difference, thereby somewhat puncturing the bubble of those marketers who are always looking for the next big thing, the big idea or pushing for a larger budget. None of these may be necessary for success.

Creativity: can you learn it?

By Chapter 5 we are grappling with the tricky area of creativity. Can you learn it if you do not believe that you are naturally creative? We are all born to play and create, according to Pat Kane in The Play Ethic, and he should know because he also sings in the band Hue And Cry.

That’s fine, but creativity is pointless without a purpose, argues Mark Earls in Welcome to the Creative Age. This is a fair counterpoint, since one of the greatest criticisms of the communications industry is random creativity for the sake of it, with little commercial result.

One way to embrace creativity is to try to emulate creative companies, so we look at that possibility with Fallon and Senn in Juicing the Orange, and with Barnes and Richardson in Marketing Judo.

This may all be a bit more complex than it looks. You can try applying some universal rules such as The 22 Irrefutable Laws of Advertising by Michael Newman, or you can try a range of techniques to stimulate creative ideas, which we  look at with John Adair’s The Art Of Creative Thinking and Pease and Lotherington’s Flicking your Creative Switch.

Finally, modern thinking suggests that you can try to create something by involving lots of people, in what is often called co-creation. The classic example of this is We-Think, by Charles Leadbeater, who effectively wrote a best-selling book by getting 257 other people to help him write it on the Internet.

Personal organisation: how to get on with it 

In the last chapter we concentrate on how on earth you can get all this thinking applied to your business. Keep it simple, says John Maeda in The Laws of Simplicity. Articulate yourself well, says Richard Heller in High Impact Speeches.

Presenting your company or brand well is crucial. We look at the art of pitching and presenting an argument with How Not to Come Second by David Kean, and Perfect Pitch by Jon Steel.

If you have trouble getting on with something, there is always the possibility that you are not the right person to do it. There is a knack to working this out that is well articulated by Michael E. Gerber in The E-Myth Revisited.

But really what it all boils down to is that you need a system to get anything done at all, says Fergus O’Connell in Simply Brilliant. Things either are or they aren’t, so stop making excuses and get on with it. Sound advice indeed. Let’s get on with the book then.

And finally… 

Although the points in the books are often contradictory, we draw all the one-sentence summaries together to form an intriguing new marketing manifesto to inspire your approach. 
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CHAPTER 1.
LONG TAILS LONG TAILS AND PIRATES: THE BIG THEMES 

What do you do if you are not the brand leader?

Eating the Big Fish ADAM MORGAN 

For years people only ever paid attention to how brand leaders worked, on the grounds that they were the most successful, so you could simply copy their behaviour and become successful yourself. That’s all very well, but the logic is flawed for two reasons. First, if everyone could simply copy the principles of a successful brand leader, then they would all be brand leaders, which is impossible. Secondly, what if you don’t have those resources or that power? You would have to do more with less. That’s where Adam Morgan’s Eating the Big Fish comes in. It was arguably the first book to propose how the also-rans, or challenger brands, should behave.

The book was first published in 1999 and recently reissued in a tenth anniversary edition. Its fundamental point is that most marketing books are written about brand leaders, but most marketing people don’t work on leading brands, and so cannot apply the wisdom they contain. Challenger brands (that’s everybody who isn’t a brand leader) need to behave differently if they are to compete with the big boys – effectively doing more with less resource.

He proposes eight credos that might help:

1. Break with your immediate past 
Forget everything you think you know and think again. Far too many companies keep referring back to the past. This does not create the right attitude or preparation for a truly distinctive strategy.

2. Build a lighthouse identity 
State what you are insistently and emotionally – don’t just reflect what consumers say they want, or base your approach on echoes of what your competition does.

3. Assume thought leadership of the category
Become the one everyone talks about. If you haven’t got the funds to swamp an audience with your message, then come up with an inspiring idea that they will all talk about.

4. Create symbols of re-evaluation
Do the unexpected to get noticed. A change in company attitude can be conveyed rapidly by appearing in unusual places and saying unusual things. 

5. Sacrifice
Work out what you are not going to do. The ability to enact such a strategy relies on disciplined behaviour. Companies always want to be seen to be doing lots of things, when in fact doing one thing well could be more effective.

6. Over-commit
Karate experts aim two feet below the brick to break it. It takes more effort than they really need but it guarantees the job gets done. This is the attitude that challenger brands require when enacting their marketing. Half-hearted attempts don’t work, especially when you lack brand leader resources.

7. Use advertising/publicity to enter popular culture
Playing by the existing rules in your sector or category won’t work. You need to attach your brand to something that resonates in popular culture and make it stick.

8. Become ideas-centred, not consumer-centred
Constantly re-invent what you are doing. Successful challenger brands are not static, so you cannot invent something clever and rest on your laurels. Keep coming up with ideas and enacting them.


The one-sentence summary 

Ignore what you have done before, decide on something distinctive to do, and do that one thing with full commitment.


This advice is helpful because it concentrates on the practical things that pretty much any marketer can do. Most of the credos can be used to overcome company inertia and get things underway. It can certainly help small, under-resourced marketing teams to mobilise a single idea, if they can be clear enough about what that one thing is. One of the great temptations in marketing is to do too much. As the old joke goes:



Q. What does a Marketing Director do when a campaign doesn’t work?

A. Another campaign.



Brand leaders can also benefit from thinking like a challenger to stay number one – the Avis ‘We try harder’ principle. If you have trouble persuading colleagues of the value of this approach, the book tells you how to run a workshop and apply all the thinking.

If there is one pitfall, it is that it is far too easy for people to grab the gist of the argument and then walk the corridors talking about ‘building a lighthouse identity’ or ‘sacrifice and over-commit’, without actually realising what they are saying and without the actions to follow it up (we will look at this in the next section).

Corporations are made up of people. How are you supposed to behave exactly?

The Pirate Inside ADAM MORGAN 

Eating the Big Fish suggested how corporations should behave in order to be more competitive, but by 2004 Adam Morgan was developing another related theme. Corporations are simply clusters of individuals, so how do you enact these findings when you have carefully identified what needs to be done? His follow up book, The Pirate Inside, explains precisely this – he identifies all sorts of personal behaviour that could make it a lot easier to effect corporate change.

This is an issue that top management has been grappling with forever. The Chief Executive has just decreed that the company will now behave in a certain way, but how on earth does he or she make sure that employees actually do it? It’s a problem worse than herding cats, and many good people and companies have gone to the wall trying.

The book suggests that powerful brands are built by people, not by proprietary methodologies. So the real issue is not so much the strategy, but how people need to behave when an organisation’s systems seem more geared to slowing and diluting, rather than spurring and galvanising. In short, employees need permission to get on with change or, at the very least, they need to be given clever approaches to behaving differently so that they can make things happen. 

To achieve this, Morgan says that you need to be a Constructive Pirate. This is not the same as anarchy where there are ‘no  rules’, but requires a different set of rules. He explains nine ways of behaving that stimulate challenger brand cultures:

1. Outlooking
Looking for different kinds of insights using a range of techniques including:

• emotional insertion – putting a new kind of emotion into the category; 

• overlay – overlaying the rules of a different category on to your own; 

• brand neighbourhoods – radically re-framing your competitive set; 

• grip – finding a place for the brand to gain traction in contemporary culture.

2. Pushing
Pushing ideas well beyond the norm. An idea that is only good enough and on-brief may not be enough.

3. Projecting
Being consistent across far more media than the usual is essential.

4. Wrapping
Communicating less conventionally with customers via customs, rituals and iconography that go much deeper than any overarching campaign theme.

5. Denting
Respecting colleagues whilst making a real difference. Good Denters treat the answer ‘no’ as a request for further information.

6. Binding
Having a contract that ensures everyone comes up with the idea is important. This is a common purpose that makes teams get on with delivering it.

7. Leaning
Pushing harder for sustained commitment, or leaning into it, is a necessary piece of personal exposure. Faint-hearted approaches are less successful.

8. Refusing
Having the passion to say no. For example, refusing to accept that a particular issue cannot be overcome.

9. Taking it personally
A different professionalism that transcends corporate man, this type of taking it personally means that projects and ideas are pushed further by those involved in them. 


The one-sentence summary 

To make corporations change effectively, the people who work in them have to behave differently, or be told how to do so.


Even in big organisations, you need challenger sub-cultures to create the sort of energy and forward motion that is more common in smaller operations. The book shows you how to write your own ‘articles’ in your organisation. These are the new rules that encourage change to happen.

The Three Buckets is a good exercise whereby you have to categorise all your existing projects into Brilliant Basics, Compelling Difference and Changing the Game – usually with poignant results. If you only have initiatives in the first box, then no major change will occur.

Biting the Other Generals is a good concept based on an anecdote from the Seven Years War. A brilliantly unconventional General, James Wolfe, proved himself one of the most talented military leaders under King George III. When some of Wolfe’s detractors tried to undermine him by complaining that he was mad, the king replied: ‘Oh, he is mad, is he? Then I would he would bite some other of my generals’. Morgan believes that good Pirate behaviour should be infectious and beneficial.

Market domination is old hat. You can make huge profits from tiny increments 

The Long Tail CHRIS ANDERSON

Wanting to be a market leader is all very well, but there are those who believe that the pursuit of market domination is old hat. Endless choice is creating unlimited demand and you can make huge profits from tiny increments, according to Chris Anderson in The Long Tail. In 2006 he claimed that traditional business models attest that high-selling hits are required for success. These are at the high-volume end of a conventional demand curve.

But in the Internet era, the combined value of the millions of items that only sell in small quantities can equal or even exceed the best sellers. This is the now much-coveted long tail.

Modest sellers and niche products are now becoming an immensely powerful cumulative force. In this respect, many ‘mass’ markets are turning into millions of aggregated niches. You no longer need huge warehouses, retail outlets, or big inventory. Many products can be delivered online or on demand without any of these costly overheads.

The nine big rules of The Long Tail are:

1. Move inventory way in…or way out
Either make your products available from the central warehouse and bypass the retail network, or outsource their storage in the same way that Amazon does.

2. Let customers do the work
Customers will happily do for free what companies often spend millions on – reviewing and sifting the relative merits of products. This so-called ‘crowdsourcing’ tells you all you need to know about market demand. 

3. One distribution method doesn’t fit all Make your products available in as many channels as possible that are viable. The best Long Tail markets transcend time and space.

4. One product doesn’t fit all
If possible, divide your products into ‘microchunks’ so that customers can customise them for themselves, without you going to the heavy cost of doing so.

5. One price doesn’t fit all
One of the best understood principles of microeconomics is the power of elastic pricing. Different people will pay different prices for a variety of reasons. This maximises the value of your products and the size of the market.

6. Share information
Information about buying patterns, when transformed into recommendations, can be a powerful marketing tool. Think Amazon.

7. Think ‘and’, not ‘or’
Thinking that everything is an either/or choice is a mistake. The more abundant the storage and distribution system, the less discriminating you have to be in how you use it. It is worth noting that this is not a new concept – it was originally raised by Collins and Porras in Built to Last in 1994.

8. Trust the market to do your job
In abundant markets you can throw it all out there and see what happens, letting the market sort it out. Online markets in particular are highly efficient measures of the wisdom of crowds (see Chapter 4).

9. Understand the power of free
Because their costs are often near zero, digital markets can get as close to free as anyone can. In this respect, ‘free’ doesn’t have to evoke visions of piracy or the evaporation of value.


The one-sentence summary 

Endless choice is creating unlimited demand so you probably need to re-think your business model: make everything available and help customers find it easily (online).


All of this can be summarised as: lower your costs, think niche and lose control to the market. This is a very original and thought-provoking book. It takes a while to get into, but it’s worth it. It introduces reasonably complicated mathematical theory in a user-friendly way, particularly micro-analysis of the very end of what is a very Long Tail. This is where helpful truths about the economics of your market can be seen properly.

Contemporary examples from music, books and films lend a populist slant to the theory, which should appeal widely. Meanwhile, old theories such as the 80/20 rule receive a thorough going-over. The author points out that it’s never exactly 80/20, that the percentages can apply to different things (products, sales or profits) and that they don’t necessarily add up to 100 either.

The Long Tail model works best with true Internet and digital products that do not take up any storage space. For example, Amazon books still require storage space that has a certain cost, even allowing for a high proportion of approved sellers. iTunes, however, does not. So careful thought is required as to the nature of the market you are analysing, and whether the observations can find useful application to your product.

Why the customers you think are most committed may not be 

Commitment-led Marketing HOFMEYR & RICE 

In 2000, a book came out with a rather unremarkable title, but a fairly remarkable finding. Commitment-led Marketing, subtitled The key to brand profits is in the customer’s mind, discovered that some customers appear to be loyal because they habitually buy a product, but this does not mean to say that they are committed to it. When a new player comes into the market offering a suitable alternative, they could actually be the first to defect. If the majority of the marketing world had read this, they would have been running to their market share figures and panicking, because having committed customers is hallowed ground for all brand custodians.

The findings go something like this. Customer satisfaction is a poor predictor of behaviour – commitment is better. Loyalty is what customers have, and commitment is what they feel. This means that your research information can be highly misleading, because customers can appear deceptively loyal but actually be uncommitted. They might only use your brand because everyone else does (such as with the ubiquitous Microsoft), through lack of choice, affordability, distribution, or a range of other factors. Given half a chance, they might move to a competitor straightaway.

As such, the key to brand profits lies in the customer’s mind. The conversion model in the book allows you to segment users by commitment to stay, and non-users by openness to adopt your brand. By applying this to your brand and to your competitors, you can identify the right strategy to defend market share (if you are a large brand), or steal it (if small).

There is a useful segmentation element to the model. Users are entrenched or average (committed); shallow or convertible (uncommitted). Non-users are available or ambivalent (open); weakly or strongly (unavailable). Few clients correctly measure these features for all the brands in their market – if they did, they could make better informed decisions. The idea that ‘satisfied’ customers may be very prepared to leave your brand immediately is both clever and alarming. Are you measuring the wrong attribute? Can you identify a competitor’s Achilles heel?

Even more frightening, a ‘last straw’ can make a committed user snap and switch to another brand. The moment is hard to predict, the decision is usually irreversible, and to cap it all they tend to become a missionary against your brand. That’s a scary thought for marketers the world over.


The one-sentence summary 

The customers that your data says are your most satisfied may be the most likely to leave tomorrow, so are you asking the right questions and measuring the right dimensions?


The book also contains a level-headed review of the most common mistakes that marketers make. They are:

1. Unnecessary price-cutting
It erodes the total brand equity in the market and seldom results in long-term share increases.

2. Unnecessary new product development
Ignoring commitment to existing brands overestimates the success of new ones.

3. Too much advertising
Advertising for small brands is less effective than for large.

4. Too little advertising
A brand leader should behave like one.

5. Inadequate management at point of purchase
Uncommitted users do not go out of their way to find brands.

6. Believing that advertising can change perceptions
Advertising works best at reinforcing current beliefs.

7. Spending according to value instead of commitment
Relationship managers are wrong to lavish attention just on high-value customers who are already very committed.

8. Spending too much on customers who are unavailable
Resistant potential customers would have to move from strongly to weakly unavailable to ambivalent to available. This road can be too long and unrealistic.

9. Trying to have a relationship with customers who don’t want one
Lots of customers simply don’t want relationships with your brand, so they shouldn’t be forced to.



The problem with most database models is that they only use hard data. Adding commitment significantly enhances their value, and integrating behavioural and commitment measures with lifetime value enables the best decisions. The technology now exists to do this easily.

Wastage in direct marketing can now be reduced hugely because it is relatively easy to identify those who are not interested in your product, but it is important to realise that if a customer has a low value to the brand it does not mean they have a low value to the category. Do not make the mistake of automatically discarding all low-value customers. 

The authors argue that using commitment in databases allows customised communication strategies, allowing marketers to vary tone, content and weight to increase profitability. In order to benefit from this thinking you would have to endorse the philosophy completely, invest heavily in implementing what it proposes, and be very patient whilst the data become apparent.

PR doesn’t work any more, or does it?

Flat Earth News NICK DAVIES 

Having a superb company profile is the goal of many top marketers, but Public Relations (PR) doesn’t work any more. Or does it? Nick Davies waded in to this tricky debate in 2008 with his controversial book Flat Earth News. A journalist who started investigating his own colleagues, his industry-shocking accusations included:

1. Global media is full of falsehood, distortion and propaganda
The whole system is rotten, he claims. It is merely collusion between the press and the PR agencies.

2. The business of reporting the truth has been slowly subverted by the mass production of ignorance
Many stories are little more than loaded propaganda or near-fiction.

3. Many stories are no more accurate than claiming the earth is flat
The Millennium Bug and Weapons of Mass Destruction in Iraq are classic examples. These have the power to taint government policy and pervert popular belief.

4. Most reporters do not have time to check what they are sent
Instead they rely on the Press Association or PR stories to generate ‘churnalism’, a strand of journalism that verifies very little and merely recycles material from other sources.



His research shows that 70 per cent of stories are wholly or partly rewritten from wire copy, without further corroboration. With the help of researchers from Cardiff University, who ran a very detailed analysis of the contents and sources for the nation’s daily news, he found that most reporters, most of the time, are not allowed to dig up stories or check their facts. This is because they are under intense pressure to release stories immediately, usually on the Internet. Once we realise this, he suggests, we effectively have a new model for understanding news.


The one-sentence summary 

Most news stories are planted by PR agencies without verification and cannot be believed – everybody knows this, so the whole system is discredited.


This is a very ballsy, well-researched book, as you would expect from an investigative journalist. Revisiting the cosy relationship between PR and the media caused a significant stir, with PR agencies and newspapers up in arms about it. Had it been a broad-based polemic, railing against the system generally, it might have been less remarkable. However, it named names, in a specific and authoritative way, and although there is a tinge of ‘chip on shoulder’ about it, neither industry really had any decent answers to the allegations. ‘Finally I was forced to admit that I work in a corrupted profession,’ he claimed.

This whistle-blowing broke Fleet Street’s unwritten rule because he also investigated his own colleagues. Working with a network of off-the-record sources, he uncovered a series of damning stories, including:

1. The prestigious Sunday newspaper which allowed the CIA and MI6 to plant fiction in its columns.

2. The daily newsroom where senior reporters casually refer to ‘nig nogs’, and where executives routinely reject stories about black people.

3. The respected quality paper that was so desperate for scoops that it hired a conman to set up a front company to entrap senior political figures.

4. More than one paper that supports law and order while simultaneously paying cash bribes to bent detectives and hiring private investigators to steal information.



He also examines the parameters set by the media moguls and outlines the rules of production that they dictate:



1. Cut costs by running cheap stories
This involves selecting safe facts and ideas, and making them sound more remarkable than they truly are.

2. Avoid the electric fence
These are the regulatory bodies that can hurt the press, who must never be crossed to the point where they impinge on the way the papers operate. They can usually be appeased by always giving both sides of the story.

3. Increase revenue by giving the readers what they want to believe in
The more nonsense they lap up, the more you give them. This has little to do with breaking genuinely new information that may be in the public interest. We will return to other aspects of the PR debate in later chapters. This book represents one extreme. As a layperson, you might find it rather alarming. As a marketer who wishes to deploy PR, the fact that many stories apparently run pretty much unchallenged when they are fed in by agencies could mean that PR has greater influence over editorial policy than ever before. But if it is running in media that are discredited, does it retain its potency?

Have we made it all too complicated?

In Search of the Obvious JACK TROUT 

And finally for this chapter, we ask the question: have we made it all too complicated? In Search of the Obvious by Jack Trout, published in 2008, rather suggests that we have. Subtitled The Antidote for Today’s Marketing Mess, this is a pointed polemic about the state that marketing has got itself into – or should that be, into which it has got itself? He gives marketing, advertising, research, Wall Street, the Internet, and several named companies a thorough pasting.

In his opinion, instead of concentrating on segmentation, customer retention, search engine optimisation, and scores of other over-complex techniques, marketers should be looking for that simple, obvious and differentiating idea. Particular culprits here are people and organisations that deliberately put complication in the way of the obvious – and shoot themselves in the foot as a result. He also believes that because many people fear the activity of thinking, they simply follow suggestions made by others to avoid having to think for themselves.

The main points are:

1. We seem to have no time to think any more
Many meetings are little more than gadget envy sessions. If you really want to solve a problem, try some of the angular thinking techniques in the next list.

2. Marketing people overcomplicate everything
‘The art of being wise is the art of knowing what to overlook.’ William James 

3. Mission statements are bunk
A survey of 300 mission statements revealed that the words used in them are all the same: the most common were service (230 mentions), customers (211), quality (194), value, employees, growth, environment, profit, leader and best.

4. Sales, technology and performance leadership are all valid concepts
Thought leadership is not – it doesn’t mean anything (compare this with Adam Morgan’s stance at the beginning of this chapter).

5. The marketing world is full of blunders these days The biggest culprits are: ‘me too’ products or ideas, being unclear what you are selling, untruthful claims, and arrogance brought on by success.


The one-sentence summary 

Marketing is a mess, so stop overcomplicating everything and do some simple thinking based on your brand’s obvious differentiating characteristics.


Some helpful thinking techniques based on the obvious:



• Substitute – what could you substitute in the approach, materials, ingredients or appearance?

• Combine – what could you blend with an existing idea? 

• Adapt – what else is this idea like? What could you copy?

• Magnify or minimise – what if you added, lengthened, strengthened or subtracted?

• Put it to other uses – in what other ways could you use what you already have?

• Eliminate – what could you get rid of?

• Reverse or rearrange – what could you transpose or look at backwards?

• Shift audiences – is there a segment being ignored to whom you can pitch your product?



His main targets for criticism are:



• advertisers who look for the creative and edgy, not the obvious; 

• marketing people who get hopelessly entangled in corporate egos and complicated projects; 

• research people for generating more confusion than clarity; 

• big companies for their ill-fated marketing programmes or lack of proper strategy; 

• Wall Street for putting too much emphasis on growth that is unnecessary and can actually be destructive to brands.



Trout believes that the search for any marketing strategy is the search for the obvious. We are in an era of pervasive competition. Category after category is perceived as a commodity. This is the central reason that the critically important function of marketing is in such a mess. It’s also why the average Chief Marketing Officer barely lasts beyond two years in the job.

Marketers should be searching for that simple, obvious and differentiating idea. This search should begin with what Trout considers the best book ever written on marketing – even though it was published in 1916 and isn’t about marketing. Entitled Obvious Adams: The Story of a Successful Business Man, it lays out the five tests of an obvious idea that will lead you to the right marketing strategy for any product.

The fundamental problem is that effective marketing is both complicated and extremely simple – so simple that professional marketers overlook the most obvious and effective ideas entirely, in an attempt to be clever or creative. But if an idea is obvious to you, it will be obvious to your customers, which is why it will work.


CHAPTER 1 WISDOM 



• Ignore what you have done before, decide on something distinctive to do, and do that one thing with full commitment.

• To make corporations change effectively, the people who work in them have to behave differently, or be told how to do so.

• Endless choice is creating unlimited demand so you probably need to re-think your business model: make everything available and help customers find it easily (online).

• The customers that your data says are your most satisfied may be the most likely to leave tomorrow – are you asking the right questions and measuring the right dimensions?

• Most news stories are planted by PR agencies without verification and cannot be believed – everybody knows this, so the whole system is discredited.

• Marketing is a mess, so stop overcomplicating everything and do some simple thinking based on your brand’s obvious differentiating characteristics.







End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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