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Preface

The most captivating momentsin any Olympic games are not in the athletic endeavors—most runners
and swimmerslook pretty much the same while performing—but what happens after the event. The
emotions of the achievers, winning or losing, often transcend the actua accomplishments.

This book is about emotions and achievements—marketing achievements.

Y ou can't separate the selling of aproduct, any product, from the emotions that come with buying that
product. That's why successful companies, even companies with such unglamorous products astires,
base their marketing strategies on emotion. Those Michdin commerciads featuring babies area great
deal more effective than just listing dull factoids and factory specs. People who sl time-sharesand
vacation properties spend agreat dedl of time learning about their customers emotiona wants and
needs before they show the property they are hawking. They sell adream rather than redlity.

Emotioniscritical to every phase of business, from product planning and development to marketing to
R&D. It should be built into every marketing plan. Even when one pitches an idea to management and
stockholders, it's necessary to push the correct emotional buttons aswell asto talk about numbers and
potential markets.

Thisbook isbased on interviews and work |'ve done with consumers and the companies that sell to
them. When | say consumers, | include busi nesspeople. I've spoken to agreat many people over the
yearsin both consumer and busi ness-to-business market segments, and this book is the outgrowth.

Thetools for achieving marketing success are spread throughout the book, but | suggest you read
Chapters 1 to 3 as a complete unit, for they are the foundations of the book.



A basic premiseisthat whether one appearsto be salling aproduct or aservice, oneisredly selling a
service—the ability to do something or provide something for someone else.

Marketing is not a science, despite the proliferation of business books and technobabble that would
have you believe differently. Marketing is alearned, applied analysis of human behavior. Thisbook
does not in any way pretend to be scientific. But the methods have been tested and proven time and
timeagan.

—Barry Feig
newmex@aol.com
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1
What Is Share of Heart? How Can It Work for You?

It was abig day for this particular American business. The decision was a decade in the making.
Workers fought about the move, both in boardrooms and in after-work taverns. The CEO of the
company; one of the most prestigious in the world, had the find say, and he would not hesitate to vote
down the move. He knew that the decision affected millions. He did not take his responsibility lightly.

When the decision to make "the change' was announced, it made news on al the mgjor networks and
inadmost every big-city newspaper. The change affected dmost everyone, from two-year-oldsto
grandparents—no matter what their vocation, race, or sex.

Wasit anew type of computer?

Nope.

Was Ford introducing a new prototype vehicle?
Not a chance.

I'll giveyou ahint. It was blue, about haf the Size of a penny, and oh, yes—it melted in your mouth,
not in your hand.

Y es, the blue M& M's made marketing history. Thisis especidly fun when you consider that blue
M& M's taste the same as the late lamented tan ones they replaced, which tasted the same asthered
ones, which tasted the same as the yellow ones. And blueisn't even considered a good color for food.
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Why dl the fuss? Why did it take Mars years to make what seemed like an ordinary, and sound,
businessdecison?

Because Mars knew that when it tinkered with its product, it tinkered with our most important
part—our heart. Mars knew that M& M'swere a part of our growing-up experience. They were an
emotiond tieto the past.

Win the hearts of consumers and their mindswill follow.

Marketing success starts with the heart. The supreme challenge is not merely to market a better
product but to build into your marketing plan a message that speaks to consumers on a persond,
emotiond level.

Y ou're not sure how strong the pull of emotion is? Than flash back to amemory you have of an
important moment in your pagt. It could be something from your youth—amemory from college or
high schoal, or even from before you entered your teens.

Y ou're probably flashing back to an emotional moment. Y ou might have laughed. Y ou might have
cried. But you remember that moment above dl others because it triggered an emotion inyou. The
emotiona pull was o strong thet this event overcamein your memory the millions of other eventsthat
have made up your life to this point. It may have had no great impact on your life, but you sill
remember it asif it happened afew minutes ago.

Behind every number on a spreadsheet isaliving, breathing human being who wantsto be dazzled by
aproduct or service. But you see, there's a problem. These people are skeptical. Who can blame
them? They see new products and new pitches come and go every day. They have heard every
marketing spidl. Y our potentia customers get up in the morning and are accosted by ads on their
cered box. They fdl adeep to the perverse lullaby of infomercids about the latest abs-blast machine.

But even in the jumble of pitches and products, people will react to the product that says, "1 know
who you are. | know what you want."

The pull of emotion. The power of the heart. It's apower that we as marketers can harness. A product
that triggers emotion isaproduct that will be remembered. Learn the hearts of your customers and you
can build brands and businesses.



Consumerswon't admit it, and most often they don't even redlizeit, but the heart overrulesthe head in
amost every purchase decison amost every time. Can you buy affection? Yes.

The Importance of the Emotional Hook

Vest your product with emotiona interest and you can have awinner in the marketplace. The good
taste or performance can last six seconds or less, but the good fedling it provides can last along, long
time.

Here are some examples.

The acohoalic beverage industry learned long ago the power of the emotiona sdll in the product. In the
liquor business, a"call" brand should look and sound good when being requested (aswell astaste

good).

Why? Because consumers want to feel specia for being smart enough or cool enough to order it. A
short time ago, Seagram's marketers decided that they were in the luxury, fashion, and entertainment
businesses, not the booze business. So they jettisoned awhole host of brands that they felt no longer
emitted aluxury aura. Thered profits werein the premium prices they could charge for brandswith
well-devel oped emotiond strengths.

Pet food producers and baby food producers have (or should have) learned a specia marketing trick:
big eyes. The mogt effective packagesin this category feature babies and puppieswith eyesthat are
wide, large, and open. There's something in our genetic programming that makes big eyes effective and
irresstible. Want proof? Check out any Steven Spielberg movie. The eyes of the good guys, usudly
diens, arelarge and vapid, while those of hisvillains, eg., the shark in Jaws and the monstrous
cregtionsfor Jurassic Park, aredl tiny.

What's pink and white and cleans your toilet? Why, it's Toilet Duck. S.C. Johnson wanted to enter the
toilet-bowl cleaning market. It could have competed by using atough-sounding name like Bully or
Vanish. Instead, it went adifferent route and added an element of fun to the product. Although
cleaning thetoilet will never riva sex or Nintendo for good times, using a product called



Toilet Duck with afunny-looking neck on the bottle doesliven up (for amoment anyway) the worst
jobinthe house.

In service industries, the best sales- or account people do much more than sall business services. They
create relationships. Just being skilled in aspecific area or tradeis not enough. An important facet of
the job is understanding your customers so that you can relate to them on a persond level. One owner
of asuccessful midsize businessfired her highly respected accounting firm not because of the qudity of
the work or the price, but because the accountant intimidated her. He made her fedl embarrassed
because she did not understand number juggling or the intricacies of the tax laws. Smart service
marketers bond with customers. They make them feel comfortable and gain their trust.

Thisisespeciadly important in adownsizing environment. If amanager decidesto take you on and buy
your product, one of hisor her first thoughts may be, "I hope this guy doesn't get mefired. | hope he
or she makes my boss gppreciate me." There are many, many insecure managers out there. It's safer
not to hire anew supplier because anondecison iseaser to explain to management than awrong
decision. Y ou have to reinforce the fact that you're on the manager's side and that you're going to
make her or him look good. These people are usuadly buying trust and security as much asthe actua
goods and services.

Shareof Heart
| cdl thisemotiond involvement with a customer the product's Share of Heart.

Share of Heart is how consumers respond to your product emotionally, as opposed to intellectually.
It's the connection you make with your consumers—an emotiond state in which the consumers
respond through fedlings, rather than through cold, hard facts. It'swhere you put dl the elements of
your product together and create a product that's more than the sum of its parts.



Y ou achieve Share of Heart when you infuse your product with something of great emotiona and
persond valueto theindividua consumer. It'sthe vital right-brained message you send to consumers
that causes them to make a commitment to your product. Share of Heart is how consumers perceive
that your product relatesto their needs. This al-important aspect is the one you can't photograph, but
can control.

Share of Heart answers the two key questionsthat are part of dmost every purchase: (1) How isthis
product going to "reach out and touch” the respondent, and (2) how isit going to improve the buyer's
life? It's about adding atouch of salesmanship to your product through subtle cues.

Despite what agreat dedl of research suggests, consumers want to believe your product works. Share
of Heart givesthem abasisfor believing.

The power of the heart is universa, transcending geopolitical and cultural boundaries. In China, which
likesto consider itsalf the most egditarian of countries, there was a black market for counterfeit [abels
of the most prestigious bicycle manufacturer. People wanted to show oft their new "top of the ling"
bike as we like to show oft our Mercedes.

The power of the heart iswhy Americacared when M& M's brought out its blue candy.

In the over-the-counter drug business, unique, to-the-heart positionings have adlowed manufacturersto
remain extremely profitable despite the Straitjacket of stringent FTC regulations and the strategic
bombardment of private-label knockoffs. TheraHu, from Sandoz, is an excellent example. TheraHuiis
acold medicine that is meant to be taken hot and at night. It's sort of like a 1990s update of chicken
soup. Although there's no scientific proof that TheraFlu works better than room-temperature cold
concoctions or tablets made with the same ingredients, the imagery is strong and unique. Mothers can
relate to the steamy hot ingredients soothing a cold away. By appedling to the emotions, TheraHu's
astute marketers have parlayed this ssmple product into abusiness that threatens NyQuil—thefirst on
the block with anighttime cold medicine.



Share of Heart for Continuous and Continuing Sales

Y ou can't create an ongoing business on one sale. It's how the product performs after the sae that
determines repeat business. The sdlling venues may vary, but to be successful, a product must be sold
four times.

Inaretail Stuation:

1.0nthe shelf

2.At the checkout counter

3Inuse

4.After it runsout

Inaservice Stuation:

1.When you wak in the door and make your presentation
2. After your presentation

3.When your product or serviceis used

4.After the product or serviceisused

Inadirect mail Stuation:

1.0On thefirst page of your mailing or catalog (or magazine ad), or even on the envelope
2.In the response mechanism

3.When they get the product

4. \When you're ready to sdll to them again

Share of Heart in One-Shot Sales

In some circumstances, you have only one opportunity to sall. Thisoccursin certain direct sales of
products that a customer does not buy frequently, such asrea estate and other large-ticket items, and
in telemarketing pitches and infomercias. To betotdly crass, thisis called the take-the-money-and-run
mode. In these Stuations, if you don't make the sdeimmediately, the emotion of the moment isgone as
soon as you walk out the door. Y ou won't have another opportunity to make the sdle. Here's how
Share of Heart can close one-shot sales:



Pique your prospects interest by learning about their needs.

Sdl them on how your product can enrich thelr lives.

Excite them throughout the pitch by showing what the product has done for others.

Reinforce the emotion of the pitch.

Successful infomercia producers are masters of emotion. Hard-sdll inserts are placed into their
"programs three or four times at approximately sx-minuteintervas, usudly at the commercid's most
uplifting moments. They smply wear you down with their enthusiasm.

When you don't reinforce your product's benefits each of these four times, you open the door to your
competition. Thisistrue whether your product isalightbulb, insurance, or advertisng services. The
principle of constant emotiona reinforcement isthe same. If you're asupplier and you don't return
phone callsto reassure the buyer that you're constantly on the job, you're going to be out of business.
One supplier of business servicestells me he forces himsdlf to cal clients at least once aweek. He may
have nothing of great importance to say, but he knows his cusomerswill losefaithin himif he doesn't

sy something—anything!

Sdlling to the heart does not make up for abadly designed product or one whaose time has not come.
Infact, it will hasten the demise of apoorly conceived product because the product will disappoint and
never be bought again.

Share of Heart Comes Before the Product | s Built, Not After

The way you want your product to be perceived by consumers should be determined while the
product isin the development stages—not later. Y our emotional commitment to consumersiscritica in
every phase of the business, from product planning and development to marketing to research and
development. It should be built into every marketing plan.

The positioning and core emotiona benefits should be determined asafirst step in marketing and
product devel opment. They should determine most aspects of the product. Y our product should be
engineered around your Share of Heart. Of



course, many products that were built the opposite way—say, driven by engineering—have worked
out. But dmost every company has an extensive archive of products that looked truly exceptiona on
paper, but were ignored by consumers. These products became a solution searching for a problem.
For ingtance, interactive TV, which was proclaimed the industry of the 1990s, has faded because of
lack of consumer interest. People want to veg out in front of mindless TV shows, not talk back to
them. People do, however, respond to the home selling networks like QV C and the Home Shopping
Network. The pitch-people have built arapport with the home audience. Gimmicks like ingant cdl-in
testimoniasemotionaly involvethe viewer a home. The home shopping networks are entertainment.
Interactive TV takes thought—a chore best reserved for people who are using computers.

Share of Heart should be manifested in dl parts of your product, from the packaging to the product
itself. When you change the emotiona hook in your product, you're actualy creating anew product in
the consumer's mind. Thiswas proved by Coors Brewing Company—usualy a savvy marketer. When
draft-style canned beers became big, Coors changed its package design and the name of itsflagship
product to Coors Draft Style Beer. Bad move. Sales dropped. The consumer perception was that the
product had changed.

How to Graph Share of Heart—Surprise, You Can't

So why, if Share of Heart is so important, do most companiesignore it? Because:

* You can't pull Share of Heart out of a quantitative research study (usudly).

* It'shard to sell Share of Heart to management because it's difficult to back up with hard numbers.

» And they almost never teach about Share of Heart in business school because it can't be quantified.

Somewhere, somehow, it became common to think that emotion in selling isanebulous, airy
proposition that should be |€eft to advertising agencies—after the product is created. That's



wrong. Advertisng agencies are in the business of selling mediaspace and air time. They don't build
products. What agencieswon't admit isthat the rationalization for a crestive strategy often comes after
the strategy is developed. It'slike building ahouse around a nail. The standard procedure isto come
up with three advertisng campaigns. one that the agency likes, one that the clientswill like, and one
because three is a nice number. What about the consumer? Does the agency care? Canyou, asa
marketer, afford not to care?

Logic Versus Emotion

Consumers buy products for two reasons.

1. Thelogical reason. One product provides better benefits or services than another.
2. Thereal reason. The product provides emotiona satisfaction.

That'swhy branded items are preferred, on average, ten times more than store brands. Arm &
Hammer baking soda outsells dl the other brands combined even though baking sodaisasmple
chemical. The brand conveystrust and authority. The generic brands seem amost naked and
impersona on their shelf next to the Arm & Hammer product. Perhaps we saw the Arm & Hammer
product in our refrigerator so often that it made a permanent dent in our neural synapses. AsK
consumers what they think about Johnson & Johnson products (Band-Aids, Baby L otion, and others),
and they'll tell you that Johnson & Johnson cares about you. It'sasmple premise, but it's enormoudy
powerful and profitable. That's why the company can offer line extension after line extension and know
that the product will betried.

Logic IsNot Enough

If you're looking for logic in the marketplace, you're on the wrong career path. Consumersfollow their
own convoluted logic. Actudly, it's convoluted only to amarketer who doesn't



understand what's going on in consumers minds. The problem is, just when you think you've got it,
you really don't. For example:

» Loading an orange juice with extra vitamins seemsto be a sure thing—consumers are going to be
drinking it anyway. But it's never been highly successful in the marketplace.

» The same peoplewho eat Total, MUedix, and Bran Flakes are d so steady buyers of Froot Loops,
Lucky Charms, and Cap'n Crunch.

» Consumersfed it's okay to et rich desserts, but those same consumerswill turn up their nose at
mogt high-calorie drinks. That'swhy Mars flopped with Milky Way Milk Shakes.

» Consumerswill givelip serviceto recycling and fighting pollution, but in the real world most won't
pay extrafor arecyclable container.

« If aproduct looks too good on the package, people will buy it, but represent the product faithfully
on the package and nobody will buy it. In aweird way, people expect to be. deceived. Themovieis
never asgood asitstrailer made it seem.

* If toothpaste or medicine tastes too good, peoplewon't believeinit or let their kidsuseit. (This
drove the people at Colgate crazy.)

* Richtastein acigarette or beer isgood, but mention it in the context of food and it's considered
unhegthy.

» Women will purchase a product positioned for men, e.g., razors, racquets, and menswear, but men
will not purchase a product positioned for women.

Logic, Rationalizations, and Psychological Rewards
Buyers are neither consistent nor sensiblein their purchase behavior. Not aways, anyway.

Next door to my office are both a health club and adessert bar. The bar has every pie, cake, pudding,
and ice cream imaginable. The desserts are outrageoudy fatty and unhealthy. The dessert bar feeds oft
the health club. People spend an hour on
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exercise bikes (God knows why; you don't go anywhere) and head right to the dessert bar for coffee
and whipped cream pies. Why? Because they fed that they earned the treat. Of coursg, if they didn't
go to the dessert bar so often, they probably wouldn't have to torture themselves on the bike for so

long.
They rationdize their indulgence by saying, "I just worked out for an hour. | deserve atrest.”

Sure, dl of Americaison adiet. But agood percentage of these dieters buy Haagen Dazs. And the
people who won't allow themsealves the fatty ice cream can buy Haagen Dazs Sorbet. It may not be as
rich asthe regular ice cream, but the buyers enjoy the same kind of psychologicd rewards. When
people want to treat themselves well, they often turn to the most prestigious, and usudly priciest,
brandsin a category. Haagen Dazs meetsthis criterion. It is considered one of the most salf-indulgent
of frozen desserts. The foreign-sounding name contributes to the experience. By the way, the name
Haagen Dazsis grictly amarketing ploy. Do you know what Hdagen Dazs means? Nothing. Do you
know why Héagen Dazs puts the two foreign-looking dots over the a? Because it looksforeign. And
inwhat smal Scandinavian town do eves zedoudy guard and make the Haagen Dazs flavors? The
product is made in Woodbridge, New Jersey, and other sitesin the United States and Canada.

It's human nature to want more than we have. That'swhy alow price can sometimes actudly hurt
sales. Consumers usudly want the best they can buy. Noticel didn't say the best they can reasonably
afford. Car sdlespeople usuadly show their prospective customers a higher-priced car than the buyer is
looking for. The salesperson is hoping that the emotion that the car eicitswill cause the customer to
trade up to a better mode than he or she originally wanted. The salesperson, of course, will help the
customer rationalize the cost by talking about reliability and resde vaue.

Share of Heart can be a sensud tie-in, something you can see, fed, or hear. Or even smell. These can
al be consdered rewards. Y es, you can smell emotion. Part of the excitement of owning anew car is
the new car amdll. The smel comes from the evaporation of plagticizersin the vinyl dashboard, but no
meatter. The smell partially camouflages the fact that the buyer is
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going to be making obscene car paymentsfor the next five years. And does anyone redly buy a
Mercedesfor its"enginesring"?

Per ception Is Reality

The principle behind Share of Heart issimple. If consumers think something works better or tastes
better, then it doeswork better or taste better. Asthisis being written, the hottest hair products are
those that were originally crested for horses. Y es, horses. It seemsthat 80 percent of the sales of
Equine Shampoo, by Jheri Redding no less, is sold to women of the human persuasion. Bath & Body
Works has a new Stables shampoo. The messageisthat if it's strong enough for horses and is made
by awell-known company, it must be pretty good. Another hot consumer product is Udder Cream,
sold by Wal-Mart, Walgreen's, and a host of other mass marketers. | don't even want to think what
consumers are doing withiit.

The consumer's perception of your product is everything, even when it'swrong. | was one of the
creators of Lucky Dog dog food for Ralston-Purina. All dry dog foods from major companies are
nutritionaly just about equd. If you're adog, they dl taste about the same. (I'm guessing on that claim.)
Our winning strategy was to develop afood with avariety of different shapes and textures. To be
frank, when a dog dobbers over itsfood, it probably doesn't give ahoot that one shapeis different
from another or that the product has arainbow of colors. Remember, dogs are color blind! But
consumers care. Lucky Dog made the boring daily feeding routine alittle more fun for the dogs
owners. The ownersthink that if they were dogs, thisiswhat they would like. These peopleliketo
think they treat their dogs better than other dog owners do.

Supermarkets are now facing amarketing crisis brought on by this sort of consumer psychology. A
large proportion of pet owners are buying their pet food at so-called pet food boutiques, like
Petsmart. Because the sal espeople wear badges, they are considered experts. Raston hastried to
fight back by creating a"serious’ dog food called Onethat is sold in the dog food aide of the standard
supermarket. It'snot selling well. People
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think, "If it's sold in a supermarket, how specia can it be?' They would rather buy from a store-
proclaimed "expert.”

On the other end of the perception spectrum isthe D.A.T. recording system. Back when compact
discs became the standard of audio quality, the D.A.T. tape system was introduced. These were
magnetic tapes, smaler than audiocassettes. They rivaled CDsin quality, but they failed to attract a
large consumer audience. Because the medium was. tape, consumersdidn't fed that the D.A.T.
system could deliver the same audio quality that they could get from the bright, shiny compact discs.
Consumerswereincorrect, but it didn't make adifference. Only ahandful of sound engineersbuy the
product today.

Emotion: TheKey to Impulse Sales

In an impulse product, the whole rationdity of the purchase decision is short-circuited. The consumer
has no timeto think, only to react. Y ou have to do everything you can to trigger that reaction. That's
how L'Eggs pantyhose, with its cute plastic egg-shaped container, became the dominant forcein the
women's hosiery market. Share of Heart conquers the information overload we talk about by
subdtituting images and fedings for words.

Animpulse product must sell itself once—but big-time. Y ou have to grab the browser with a searing
emotiona hook. Three of the contributors to the emotiona hook area strong name, the package, and
positioning. They must get the product concept across and cut through the repetitive blather of other
products on the shelf. The name should trigger an emotion with consumers. The package should act
like abeacon on the shelf. Packaging is not the place to be subtle. The name and package should hit
consumerslike abrick.

If aproduct connects with consumers lives at the key moment of decision, they're interested. Y our
positioning should call out the consumer's name and lifestyle, and your product sdll should flow from
this pogtioning. Say Godiva, and you ingtantly cal up chocolate imagery. Godivasglitzy foil and
ribbons obscure the fact thet it is an average-tasting confection. Say
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Chivas Regd, and you are talking about a prestigious drink. The price, the packaging, and the
advertising dl add up to the image of afine Scotch.

Having anew product that works better or does a new consumer trick is not enough anymore. Y ou've
got to feed the ego. Consumers need to fed good about themsaves and fulfill their self-images. It'sa
basic human need.

Overintelectudizing your product features can be a deadly marketing flaw. Consumers are not buying
features, they're buying benefits—but only asthey percelve them. Adding anew gizmo to aproduct
may send your engineering department into ecstasy, but it doesn't mean athing if consumers can't find
areason for the feature—if they can't rationalize the extra expense.

Shareof Heart in Low-Interest, Parity, and Commaodity Products

Products like lightbulbs, toilet paper, and aspirin are often referred to aslow-interest or low-
involvement products. But in redlity, there are no low-interest products, only boring writers and
marketers. Parity products may actually be a safe way to marketing success, because thereis aready
an established need. Y ou don't have to test the waters. What you must do is give consumersalittle
something extrato differentiate your brand from the other brands. Toilet paper has been around
awhile. Charmin gaveit alittle twist by making its paper softer than others.

Cole daw and potato salad were considered commodity products, until the Orville Kent Company
added anew Share of Heart to the category.

Supermarketing: From Salad to Salad Days

But, you may say, we are not selling branded goods. We are selling acommodity, like potato
sdlad. A commodity can have a Share of Heart like a branded item when you offer consumersan
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emotiond point of difference. That'swhat the Orvd Kent family did. It was sdling addli sdad
product line to stores. Y ou know the products: typical potato salad, cole daw, etc. But Orval
Kent came up with an ingpiration: "Let's make our product sound better than the typical store
product. Well call ours Signature Sdlads . . . and we'll work with the store to make amore el egant
presentation.”

Competitors laughed. "Who cares? Potato salad is potato sdlad." But the retailers cared, and so
did their customers. And it created arevolution at the deli counter. Orville Kent is now one of the
biggest ddli providers and has successfully branched out into other areasin which its store brands
can be looked upon asjust alittle better than competitors. The company can't keep up with the
demand.

If you can add emotiona panache to alow-priced category, you have awinner.

Consumers have to make a decision about every product they buy. For the brief ten seconds or so
that they consider it, your product isthe most important thing in their life. What could be of lessinterest
than atoilet bowl cleaner? Y et Toilet Duck added persondlity to the category. S.C. Johnson has even
created a drop-in-the-tank product shaped like (what else?) a duck.

We now have more tools available to us than ever to sal our product—packaging, research,
promotion, technology. But we can Learn about our customers only through the most advanced tool
known our minds. All it takesiswell-placed questions and some stimuli, which well go over in detail in
the next chapter.

Turning a Negative I nto a Benefit

The word negative proclaims avaue judgment. Somebody's negative can be someone e se's positive.
Natural foodsisahugeindustry created on anegative. Products aren't standardized. Prices are higher
than for products grown and marketed to mass market stores. Fluid products like peanut butter sepa-

15



rateinthejar. But thereis ahuge, targetable audience that wants only natural foods and iswilling to
pay ahigher price. The hottest distribution outletsin the United States today are the giant health food
emporiums. Prices are dmost twice as high as a traditiona supermarkets—even for the sameitems.
People are patronizing these storesin droves because they believe that if the health food store carries
the product, it must be something specid. Perceptions belie redity—again.

Product negatives area particular battlefront in the war between the marketing and research and
development (R& D) divisions. Marketing wants R& D to create a perfect product. R& D says, sell
what | can make. The proper way isto compromise and create a product that someone will buy. If
you can't fix aproduct in manufacturing, you can often do it in the product's positioning.

For ingtance, an gpparent consumer negative can be turned into a positive when we create a positive
fantasy around it. Lightly flavored seltzers have been around since the 1960s. (Thiswas what makers
of no-caorie soda had |eft when the government made them remove cyclamates.) Smart marketers
learned how to position their product as aclean, upscale, natural aternative to sugar-laden sodas.
Same product, new perception. It was the alteration of consumer perceptions of what is refreshing that
made it work. Caffeine, which was once consdered a negative, is now being added to new soft drinks
for an extra"kick."

While Share of Heart can't hide a product'stragic flaw, it can help you put a positive spin on your
product's wesknesses. Larry's Itdian fruit ices, sold in New Y ork, have pits|eft by the manufacturing
process. Larry pointsto them proudly: So fresh and fruity, it even has pits.

The Recipefor Success

Here's the recipe for asuccessful Share of Heart attack: 1/4 cup of redlity, 3/4 cup of perception, then
stir until blended. Most companiesfind a product, then identify the consumer perception and try to
create a positioning around it. | say, find the consumer's hot button and perception of a product cate-
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gory first. Then build a product or marketing program around that perception and hot button. Find a
need first and then il it.

If apositioning is effective, it can even generate a product. Plugraisanew kind of butter. It hasathird
more artery-hardening cholesterol than traditiona butters. Y et the maker found a market in the people
who can't get enough of therich taste of butter. It defiesall logical reason, but it works as amarketing
opportunity because its marketers have tapped into an emotiona vein.

Y es, Share of Heart is something specid. It's marketing magic—especidly to the bottom line.

Aware companies know that. That's why some brands have been around for amost a century. The
good newsisthat smaler brands can overcome the power of the tried and true by using Share of
Heart. AriZona (iced tea) and Mistic (juice beverage) achieved successin the face of intense
competition from the megabrand soft drinks like Coke and Peps. Both AriZonaand Mistic have
created a countercultureimage. It looks good and cooal to carry around a bottle of either drink.
They're fashion statements as much as cooling drinks. As of thiswriting, both companies are planning
to go head-to-head against Coke and Pepsi in the carbonated beverage arena. 1t will be fun to seeif
either company can keep up the momentum and successfully compete.

A reverse Share of Heart scenario is happening with Snapple beverages. Snapple was created by a
trio of marketersfrom Long Idand. Since the three didn't have the financia clout of the big guns, they
marketed mainly to mom-and-pop stores. Along the way, their beverage devel oped cachet among
trendies. This sought-after cachet was encouraged with clever advertising and the constant introduction
of new, offbeat flavors. Snappl€e's audience was never dlowed to get bored. Then the business was
peddied to Quaker. This corporate monolith was totaly out of touch with Snapple's consumer base.
Sdes plummeted 15 percent dmost immediately. Although Quaker continues to toss money into the
Snapple venture, the brand will never be as powerful asit was two short years ago. New competition
iscontinually eroding the loydty of Snapple's customers.
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Marketing Miscues: What |s Sara L ee?

Most of us grew up assaulted by the buttery taste of Sara Lee pound cake, chocolate cake, or
cheesecake. Absolutely sinful. It was aworld-class product. Y et something happened aong the way.
The company hired a series of managers who cared little about the brand name. They milked the
brand with any line extension they could think of.

A funny thing happened after that: SaraLeelost its brand equity. Ask aconsumer what SaralLee
standsfor and you'll get blank stares. The Sara L ee people continue to launch one dud after another
and wonder why they can't get afoothold in any particular category. It's not that the new SaralLee
products are bad. For a company not named Sara Lee, they are acceptable. It's that the new
products they've come up with don't stand for anything. They have no emotional link to the mother
brand. The Pavlovian response, "Thisis going to be good because it's made by SaralLee," isgone.

If you want to keep your emationa involvement with consumers, you have to develop a product that
won't lead consumersto say, "Why did they come out with this?' They should say, "That'swhét |
expect from SaralLee”" Is SaraLee specia to today's consumers? Nah. It's just another company in
the store. Y ou don't go to McDonad's for steak au poivre. Y ou don't patronize the Sara Lee brand
for adry piece of fat-free snack cake.

Putting the Pieces Together to Create a Blockbuster

| wasin animmensdly crowded restaurant the other day. It looked so easy: Serve decent food with a
pleasant atmosphere and people will come rushing to your door. But in the real world, it doesn't work
like that. Before the restaurant opened, the owner had to decide who her target market was, what
kind of food she had to prepare, and what to charge. She had to make key decisions about such
matters as decor and even the appropriate bathroom fixtures.
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Even then, the restaurateur was not finished. She had to keep tabs on her customers to make sure they
were satisfied. If they weren't, they would never be back.

It wasthetotality of the dining experience that would create repeat customers. It isthetotdity of the
buying experience that will keep your customers coming back for more.

That isyour Share of Heart.

Y es, Share of Heart is something specidl. 1t's marketing magic—especidly to the bottom line.
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2
Fifteen Hot Buttonsto Push

American Indians have used objects caled fetishes for more than athousand yearsto help reshape
their inner selves. A fetish isahand-carved depiction of an animd. It isasymbolic carrier of a
message. Indians would carve the symbol of the animal whose attributes they aspired to possess. The
badger is aggressive and industrious. The eagle represents a soaring spirit. The mountain lion
symbolizes resourcefulness and leadership.

The power and strength of afetish isobtained by placing the nostrils of the fetish to one's mouth and
taking deep bresaths.

Werarely use fetishes anymore. Instead, we use brands and products as symbolsfor the qualitieswe
wishto atain. Now it's Corvettesinstead of mountain lions.

Images and emotions are your source of power in the marketing world. Create a strategic product
model by learning what your customers want and fulfilling those desires. Thisisyour emotiond
prototype. The emotiona prototype should be written down and used as a guide for marketing and
R&D. It should be created before you spend money on the whole product or marketing program.

Our wants are great motivators. It may take alittle digging, but if you discover what customers want,
then you can work hard to provideit. A human being isawanting animal. As soon asone need is
satisfied, another one comesto takeits
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place. This processis unending. It continues from birth to death.

When you learn what motivates your market, you can create the images or pictures you need to send
to make buyerswant your product. Y ou'll usualy want to find logical reasons behind the motivations.
It's not dways possible. In fact, these motivations may go againgt your best marketing ingtincts. Don't
worry about it. Y ou don't need to personally agree with the message to make it effective.

Stay an arm's length from your product. In marketing, managers tend to get too close to the products
they manage or sdll. The product and positioning come to seem too smple. They thentry to
overcomplicate the product or strategy by looking past the smple solution. They provide long-winded
rationdizationsfor physical product benefits because they bdieve consumers want them. Y ou know
what? They don't. Marketers are afraid that consumerswill look past the blatant emotiona sdll. They
won't. That the product works for them is enough reinforcement for consumers.

A product should be treated as a superhero. Speak to the quaities your customers aspireto asif your
product aready hasthem. Y ou can solve aSituation by identifying it and symbolizing it (like the Indians
with their fetishes) far better than you can with alot of copy emphasizing features.

This chapter isnot about basic survival needslike food, shelter, and water. It's because these needs
have been met quite well in most countries that we have to shoot for emotiond bull's-eyes. Many times
we put our emotiona needs even before our health requirements, e.g., by smoking, heavy drinking,
overedting.

There areagreat many psychologica needsthat people aspire to fulfill—far too many tolist in one
chapter. But the following turn-ons have worked time and time again. They've created opportunities
for agreat many marketers.

The only consumer interest is self-interest. Y ou'll find that some of these hot buttons overlap. Despite
the marketer's penchant for categorizing things, marketing in the real world is not aways cut-and-
dried.
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The Fifteen Hot Buttons
Hot Button 1; The Desire for Control

Many peoplethink their lives are out of control. They don't know where they're going or how they're
going to get there. Thisisnot good. Fedlings of loss of control are synonymous with afear of the
unknown. People equate loss of control with loss of power over their own destiny or the destiny of
their loved ones.

Cdlular phones are one of the hottest products today. Of course, many are sold to businesspeople
whose egos are so overdevel oped that they believe they can't be disconnected from their businesses
for more than aminute or so.

But the growth of the product is not being driven as much by business sales as by the ordinary
consumer. A cdllular phone offers unparalleled access to control by users: control over their families,
control for their family. For example, when | bought my cellular phone (OK, I'm the egotistical type),
my daughter wanted one. "All right,’ | said, "give meareason." She said, "When I'm driving home from
college, | may have abreakdown on adark highway." Thiswas a superb rationalization. She got the
phone the next day.

Further research into the cellular phone business shows that control over difficult Stuationsisthe
driving force behind sales. Buyers often are paranoid about their vulnerability to bad stuations (e.g.,
strange men waiting on one's doorstep). With amobile phone, the scared consumer can call the police
or anearby friend. The cellular phone user feelsthat he or she will never betotaly isolated ina
precarious Stuation. In an auto accident, people can cdl the police, ahospitd, or afriend to help dedl
with sometimesirate and irrationa drivers. By offering basic rates (about $19.95 per month), cellular
phone providers have fulfilled thisbasic need for control and safety.

The control issueis aso driving the home busi ness industry, which has grown by leaps and bounds.
People no longer think of "company as provider.” They want to be their own provider. They are
learning that they have to look out for themsalves and their own interests because corporate America
won't look out for
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them. They are purchasing mini-officesin the home and sca ed-down office equipment for persond use
in hopes of starting abusiness and creating an income that is not at the mercy of irate bosses and
corporate layoffs.

Airplane pilots give out information on what's delaying things and where you are in the sky to make
you fedl you have control even when you are 30,000 feet above the ground.

Even a carpet cleaner can help solve acontrol dilemma. While the person who cleans the house can't
stop dogs from doing things on rugs that they're not supposed to do, he or she can practice damage
control by using arug protectant or a cleaner positioned for "dogs, cats, and rambunctiouskids." The
ultimate control in degling with acat's bodily functionsisanew dectronic device that automatically
cleanslitter and sedls cat droppingsin aplastic bag.

Hot Button 2: Revaluing

Inthe early 1950s, they toddled. In the 1960s, they marched. During the 1970s and 1980s, they built
careers and families. Now, the baby boomers are entering yet another phasein 'their lives: revauing.

Baby boomers are approaching fifty, and they're taking stock of their lives. Findly they're saying, "I
have a chance to be happy." They are beginning to think that looking to past comforts and happiness
may help them find happinessin the present. They're returning to products and entertainment that offer
them contentment and familiarity. It's part of an overdl revauing of thelr lives,

Thisrevauing by boomersis creating boom markets for familiar products.

Thetrend islargely responsible for the growing success of Nick at Nite on Nickelodeon, with comfort
programming like The Mary Tyler Moore Show, The Dick Van Dyke Show, and Bewitched.

This"revauing" hot button will drive behavior and purchasing decisonsin this country for the
remainder of this decade and into the next century.

Baby boomerswill gravitate toward products that are familiar (and therefore comforting), but often
with acontemporary twig, like sodas with amore sophisticated apped. But they will
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still harken back to older favorites like Cheerios, Cap'n Crunch, and Froot Loops or older flavors with
anew twigt, like Frosted Cheerios or Cinnamon Life.

These people also want greater control over their lives. They have learned that they have to look out
for themsalves and focus on what'simportant in their lives—family, financid security, and hedth.

Homes are being downsized in favor of smdler, equally expensive propertiesfilled with creature
comforts like elaborate multimedia centers. Baby boomers striving for amore smplelifewill continue
their exodus from urban locations to the Southwest, Florida, and Montanaas away of smplifying and
improving the quaity of their lives.

As baby boomers age and their children leave the net, the divorce rate will soar because "revauing”
baby boomerswill put their persona happiness first and choose to end difficult marriages.

Y et baby boomers are the lost generation as a marketing target. Even Peps admitsthat it has no plans
to target thishighly affluent market. That's because most of Pepsi's marketers are not part of the baby
boomer generation.

As baby boomers continue to revalue their lives, emotiona connectionsto purchases should drive
manufacturers to develop products and strategies that enhance the consumer's perception of a better
lifestyle, such as educationa toysfor grandchildren and hedlthier foods. The trend towards
neutraceuticas (nutrient-based food products) is driven by the motive of preventive maintenance for
old bodies.

Hot Button 3: The Excitement of Discovery

They say atrueintelectua isonewho can listen to the William Tell Overture without thinking of the
Lone Ranger. My idea of agourmet is one who can dig into a Cracker Jack box without first checking
out the prizeingde. Thejoy of discovery isuncovering the unexpected and finding asource of physica
and emotional power.

The new product businessistotaly based on discovery. Thisiswhy new products are so exciting to
consumers. Words likeintroducing, at last, and new in ads are far more than bro-
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mides. They bring increased atention to dmaost any new product or positioning.

Thejoy of discovery meansthat dmost any new product or service will generate at least passing
interest. The chance of discovering something unique iswhy consumers prowl supermarket aides
instead of just grabbing the one product they came into the store for.

It'srelatively easy to enhance your product when you factor in "discover” points. It can beassmpleas
giving your product a new benefit the other guy hasn't thought of yet or adding an extraunit of a
product. Cereal manufacturers now offer prize collectionsin their boxes rather than smple premiums.
The buyer never knows exactly what she or hewill discover.

When aconsumer unearths something, it also generates strong word of mouth. When a person talks
about something he or she discovers, that person getsto fed important for exposing this new find.
Avon's Skin So Soft was found to be effective at repelling bugs (it's also a decent paint remover). The
message traveled quickly from customer to customer. Sales spread faster than they would have if
Avon had rel eased anew bug repd lent. Some time ago, WD-40 was discovered to be an effective
arthritispain rliever aswell as ahousehold lubricant. While WD-40 would never admit it or publicize
thefact, it gave the brand anew sdlling appedl.

A discovery isaso anew way to beat the system. Kerosene heaters were abig item afew years ago.
Peopl e discovered the enormous heat output they generated and rushed out to buy the product. They
loved not having to pay the ail, gas, or eectric company.

Hot Button 4: I'm Better Than You

Y ou are what you buy. That's aprimary tenet of marketing to the heart. Overwhemingly, the means of
choicefor gaining status is consumer goods. People are willing to pay dearly to enhance themsdvesin
the eyes of their peers.

Prestige or status sales cut through all income levels. Whether your customers are considered upscale
or downscaleisno barrier to making a product apped through pretige. It's all relative. In some
socioeconomic groups, large flashy gold jewe -
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ry isconsidered astatus symbol. In other groups, small antique (vauable, yet understated) gemstones
may be derigueur.

The Optima card was supposed to be a Visa card with an attitude—the first rolling balance charge
card from American Express—a charge card that gave usersrevolving credit. But consumersfelt that
it was nothing specia—just about anyone with any kind of American Express card could get one. It
wasn't even asclassy asaVisaGold.

American Expresslost an immeasurable amount of prestige when it introduced the Optima card. It ran
diagnodtic interactive consumer groups to learn how to make the Optima card more helpful to various
cardmembers. The respondents were Green Cardmembers (the basic membership), Gold
Cardmembers (the advanced membership), and Platinum Cardmembers (the super-advanced
membership—you have to own asmall country). The Platinum Cardmembers actudly sat separately
from Green Cardmembers.

Whether you approve or not, status seeking isadynamic part of our lives. Products are worn like
ties—to be displayed and to exert power. Most people have a basic human need to stand out from the
crowd.

Create products and positionings that put consumers on a pedestal for trying your product. Ligquor
companies have long known that. VVodka, for example, is, by definition, neutral and tasteless. Y et
consumers, especialy in low-income areas, will go for the name brand.

The move toward generic brands continuesto die adow, lingering death as supermarkets marketing
techniques become more sophisticated. Supermarkets are creating their own brands—super store
brands. They've learned that apositive, upscae brand perception can be more appeding than alow
price. Loblaw's, in Canada, has devel oped a unique private-label program that offers a premium
version of products to enhance the supermarket's store brands and their image.

In amarketing strategy based on status, it'simportant to reinforce the product benefits and let
consumers rationalize the extra cost. People buy Mercedes cars because they think such acar gives
them prestige, and they justify the expense by talking about engineering. Membership in aprestigious
country club can berationalized by saying that it may lead to new business contacts.

26



Hot Button 5: Family Values

Thispalitica hot button isaso adriving consumer force. The continuity of family relationshipsis one of
the strongest consumer motivations. But today's vision of family togethernessis based more on media
treatment of the fantasy of family lifethan on any redity. Reruns of Leave It to Beaver and The Brady
Bunch define our idedl of family life. Beaver'sand Wally's big crises came when Wally couldn't ger a
prom date or when Beaver tried to hide anewly found frog from his mom.

But thereistroublein familyland. The family breskfast is dead, and the family dinnerissoonto bea
casudty. While 40 percent of Americansfamilies share dinner a the end of the day at least oncea
week, the economics of the two-paycheck family meansthat at least one of the dinner providersis
going to betoo tired to do much cooking or socidizing.

Family problems encompass more serious matters than what to do with afrog. According to Why
They Buy, by Robert Settle and Pamela Albeck, only onein twenty familiesfitsthe stereotype of a
single-marriage, two-parent, two-child household.

But as usud, you must market to the dream—consumers want to close their eyesto the redlity. The
dream isthe nuclear family sharing family dinners, not vying for timein front of the TV or the computer.
Actudly acase can be made that the media that have so implanted false family vauesin the minds of
Americans have helped keep ustogether. In the 1950s and 1960s, families had only one TV and were
forced to wetch it together (anew definition of quaity time).

Qudlity timewith familiesisill of utmost importance to Americans, evenif the family ismore myth
than actuality. Marketing to this myth iswhat has made Disney so successful and has givenriseto the
Sunday family brunch at the locd Shoney's.

The New York Times commented on the widespread trend of taking more than the kids on the family
cross-country drive vacation. Increasingly, cars carry three generations of family members—which
probably leads to an increased number of bathroom stops. People (but not the older baby boomers)
aremaking agreat effort to spend quality time together asafamily.
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Consumers are trying to re-create the image of family vauesthough artificid means—for example, by
reproducing the types of food they remember from childhood. But the meals they remember are not
mom'’s twel ve-hour homemade chicken soup or grandmals homemade pasta sauces. Memories of
childhood meals are attached to processed foods, not the made-from-scratch dinners of ageneration
before. That means you can sdll the pleasure of a processed food as bringing the family together. The
processed nature of these products might actually increase their appeal to some shoppers.

A Gallup poll asked: "If you were offered adice of pieto share with anyoneintheworld . . . who
would you choose?' The answer most given was—surprise—my husband/wife.

In arecent study on developing and positioning anew fireplace insert, it wasthe vision of the family
gtting in front of the hearth that turned most consumers on.

Thefamily unitisfar from dead. It isevolving. Marketers must sell avision of thefamily, not asit is,
but as consumerswish it would be.

Hot Button 6: Need for Belonging

When James Taylor wrote ™Y ou've Got a Friend,” an anthem of asort in the 1970s, he didn't know he
was writing amarketing essay.

Many people play team sports for the camaraderie of the sport and the desire to belong. Recently
severa groups of adult consumers were asked if they would rather be on awinning team of gung ho
persondlities who went their separate ways after the game, or alosing team that got together after the
gamefor good times. Most of the people chose the latter.

Americans are the joiningest people in the world. Proof is probably in your wallet. How many clubs do
you belong to? How many associations? Do you have aGold Card or aPlatinum Card?

We want to be among people who are like oursalves. Developing an affinity group is an effective way
to market your product. If you have agroup, you have atargetable audience.

The enormoudy successful computer bulletin board America Online cdlsitsef acommunity. Over 6
million people
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make up this community; they have started many subgroups where they communi cate with people who
sharethe same interests.

The strongest affinity isage. At aparty or an event, people will gravitate toward other people of the
same age. That'swhy dl the peoplein dl of your communications work should be screened for the
right age profile.

The desire to belong isaso the reason for the upsurge in licensed athletic wear. People are showing
their loyaty and affinity to the people wearing the same gear and declaring the same loyalties.

Hot Button 7: Fun, Novelty, Stimulation

Among the toughest gppedalsto sall to management is the desire to have fun with a product. Marketing
is serious business. Who has dollars to waste on frivolity? Y o, lighten up. Don't take yourself and your
product so serioudy. Asyou saw with Toilet Duck, you can have fun with your product and make
money. Almost any product can be fun if we get back to the child within us and apped to the childin
the consumer.

The whole reason for adding fun to a product is to enhance the buyer's perception of pleasure and
satisfy her or hisneed to be stimulated. That's the marketing explanation. The red explanation isthat
funis. .. wel, fun. Consumers need a bresk from everyday lifesroutine. If your product can provide
afew moments of pleasure, this can make it sand out from the others.

This can be as ssimple as adding a scent (provided you've found arationdization), anew taste, anew
texture. The more senses you can get involved in a product, the more emotionally involved a consumer
gets. Even something as deadly dull asriding an exercise bike can be fun when you add a computer-
generated race game to the handlebars. (Nah, it's still apain.)

With dl the bad news on the front pages, most newspaper readers turn to either the sports section (the
adult toy store), the comics, or the crossword puzzle. The desire to have fun isits own motivation.

Fun can be in the alchemy your product provides. Who doesn't like the addition of magicto life?
Products that change color, atablet that magicaly effervesces—even atoilet bowl that

29



turns blue. These dl add fun to the product and can add up to hefty sales.

Fun can aso be manifested in the name of the product. The name Gobblestix, aturkey product
targeted to kids and moms, may be smplistic to us marketing mavens—but not to moms and kids.

Fun isimportant in business-to-business scenarios too. Companies often choose a supplier because he
or she seemslike "one of us'—you can have agood time with this person after work. Why does this
matter? Having agood time with asupplier hel ps businesspeople bond together. 1t helps build
relationships.

J. Barry Golliday is senior vice president of Information Resources, one of the largest compilers of
consumer purchasing data. He makes many presentations to marketers. He says one of the biggest
issuesin brand management is how marketers can have fun at their job—it's an even bigger issue than
how they can be successful. That means you can add fun to business-to-business products and
presentations. An accountant friend—a right-brained sort—just bought a multicolored keyboard for
his computer. It lookslike it was made by Barney the Dinosaur. But to the accountant, it adds a bit of
novelty to the workday and thusisworth the money.

When you add fun or amusement to your product, you have abetter chance of bonding with your
customer. That resultsin increased business.

Hot Button 8: Time
Timeis of the essence. So isorganization. Y ou can't create time. But you can sureloseit.

What most marketers see as convenience products are actually time management tools. Poverty of
timeisahuge handicap in the 1990s. Saving timeis one of the biggest motivators of men and women,
agestwenty-fiveto forty-five. Thisis particularly true for women in their childbearing years. Taking
care of thekids and putting dinner on the table is fill considered the woman'sjob. It doesn't matter if
the woman works forty hours aweek, atends PTA mesetingsin the evening, and iswriting computer
software in her spare time. Even prominent women
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executivesin so-called liberated homes are trying to play super-mom. These women, despite their
business standing, consider parenting their prime job and proof of their importance and worth.

For men, freeing hours means more quality time with the kids or being able to work harder and longer
and make more money.

But saving someone time means more than just putting cheesein an aerosol can. Y our product hasto
perform as well as—or even better than—products that don't save the customer hours of preparation.
Tom Bush and Mark Schweiger created a product called Ready Crisp Fully Cooked Bacon for the
microwave. These were bacon strips that cooked up in amicrowave in about five seconds. Inthe
1980s, several companies had failed with this concept. One obstacle al encountered was that the
package s lighter than most uncooked bacon packages. It gave the false impression (remember,
perception is everything) that consumers were not getting their money's worth. Schweiger and Bush
solved the problem by putting tempting product photos and alarge 20 dices’ descriptor on the
package. For reassurance, they put aclear window on the back, so that people could see the quality
of their product.

If your product can save someone time and deliver quality the way our bacon makers did, you can
have ahit on your bands. The paucity of time has created a major market for books on tape. People
can ligten in the car and turn downtime into useful time.

Closdy related to saving time is the organization motivation. For some reason, people have aperverse
need to sort, categorize, and stow. It makes them fed that they're in control of their lives (check out
bot button 1 again). If you have a product that organizes, the most effective way to show the benefit is
with asimple, dramatic, before-and-after product shot on al of your sales materiad—and on the
package itsdlf.

The Day Runner and Filofax people have built their businesses on time saving, organization, and
control. Whether these organizers actually make a person more productive, | can't say. But
businesspeople lore to show off their fully scheduled Day Runner to show how busy they are—status
seeking again. (Hot button 4—notice how motivationstie together nicely?)
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Hot Button 9: The Desire to Get the Best That Can Be Got

Thereisacertain mystique about buying the best one can reasonably afford. It's different from the
desrefor status because it involves owning atreasure gtrictly for the persond satisfaction of owning
the best. In every category thereisan "est” factor. It isthe brightest, fanciest, fastest product in agiven
category—the quintessentia . Buying the best isatool of one-upmanship. Y ou can't be one-upped if
you have the finest. Asamarketer, you must provide cuesthat demonstrate why your product isthe
finest inits category.

When Sony invented the compact disc, it revolutionized the recording industry. The disk is bright and
shiny. Now record companies are further enhancing the CD by offering gold-plated specia
editions—for the people who want the best, naturally.

The Harley-Davidson is the quintessential motorcycle, evenif, asaHarley engineer said in Business
Week, "the new Japanese knock-offs are as good as, if not better than, Harleys." Japanese motorcycle
makers know what they're up againgt. Said Robert Moffitt, vice president of salesfor Kawasaki
Motors, USA, "The Harley audience buys on emotional and lifestyle issues." Harley-Davidson even
has patents on the digtinctive sound of its engines.

The older people get, the more willing they become to splurge on things thet they denied themsdalves
while the kidswere at home. A brand new owner of aHarley, awoman of about sixty, gavethe
reason behind her purchase smply and cogently. "I got me aHarley. Now I'm classy.”

Hot Button 10: The Desire to Be the Best (You Can Be)

Therewas aheadlinein arecent issue of Inc. that was exceptiona. It was"Picture Y ourself a
Success.” It wasthe personification of the rewards of sdlf-achievement.

Sdlf-achievement isamagor goal for most people. "Be the best you can be' is more than adogan—it's
astatement that many people take serioudly.

The saying goes, "It's not whether you win or lose, it's how you play the game." Not so. It'swhether
youwinor lose The
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real phrase should be, "It's not whether you win or lose, it'swhether | win."

There's areason teachers gave us gold stars and ratty paper certificates when we did atask well. It
made usfed that we had accomplished something. Business psychologists know that we seek praise
from our bosses as much as we want a good paycheck.

Intringc rewards, such as a compliment from aboss or a coach, spouse, or mother, are far more likely
to motivate people for the long term than extrinsic rewards, such as money. That's why many people
hesitate to retire, even though the bills have been taken care of. They need the intrinsic rewards of
working and applying themselvesto atask.

In the popular TV-series-cum-movie-series-cum-more-TV-series, Sar Trek, therewasan implied
message: Man has the ability to explore new areas and do thingsin away in which they have not been
done before. It's amessage about self-achievement. It's a strong message.

A whole dew of products can be positioned as offering to make users the best they can be, whether
it'son thejob, on the sportsfield, or a home. A cake mix that offers anew texture or flavor, anew
kind of craft or hobby, or anew software program that promisesto enhance ajob all offer ways of
making the buyer the best he or she can be.

A subset of thisisthe desire to break a bad habit. A bad habit can be doth, poor eating habits,
smoking, or amyriad of other things. (Actudly, abad habit is anything your partner doesthat you
don't like.) Bad habits are considered character imperfections. Diet plans and smoking cessation
programs are gill proliferating as more peopletry to rid themselves of bad habits. In fact, 90 percent
of al diet programsfail. But the desire to break abad habit and improve ourselvesin someway isa
goad most of usaspireto. A consumer who gets the results he or she wants gets aspecid satisfaction:
"Geg, dl that work paid oft."

Hot Button 11: Love of Cosmo and All That It Stands For

According to The New York Times, even blue-green algae do it. Do what? Bond with each other to
have baby agae. According to the article, blue-green algae have to get together in order to repro-
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duce. Of course, wedl know that blue-green algae are asexua and reproduce by cloning themselves.
When they want to do this, they gather together as a group—sort of aone-celled singles bar.

We may have come along way toward sexua equdity, but you'd never know it by reading some of
the articles at the supermarket checkout counter. (Speed reading redly pays oft when you're on line to
pay for aquart of milk.) Men's magazines talk about getting women, and women's magazines talk
about getting men. They dl talk about how much weight Oprahislosng.

In the magazines, sex and love are strongly correlated. These magazines must have their pulse on how
to attract their readers because sales at the checkout counter are impulse sales.

Whileitisnot paliticaly correct to say it, sex ill sellsand will dways sdl.
Hot Button 12: The Nurturing Response

What do the following have in common: Lucky Dog dog food, Band-Aids, and abowl of hot,
seaming cered? They al have to do with nurturing. The nurturing ingtinct is one of the great pulls of
life. The desireto give careis strong, probably even stronger than the urge to get care.

Who does not fed guilty when he or she passes over the numerous ads for charitiesto feed hungry
children? (Look at the ads—big eyes again.)

How you tiein the nurturing aspect of your product depends on the age and sex of your target group.
For instance, singlewomen in their thirties are concerned about their biologica clocks. Many products
should betied into thejoy of having children.

The 1990s man in histhirtiesis aso atarget for a nurturing approach. According to The New York
Times, 90 percent (most of these probably passed out) of married men witness the birth of their
babies, and 80 percent of men want to have a better relationship with their children than they had with
their own dads. In the 1990s, men are supposed to be enhancing their feminine side, whatever that
means. To be politicaly correct isto embrace one's sensitive side.
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Products to be considered under the needs for nurturing are:
» Thosethat give care—products like TheraFlu and Vicks.
* Those than can provide comfort—foods like potatoes and pasta.

» Thosethat provide growth to any living thing. Miracle-Gro plant food is, in away, anurturing
product.

Even a mundane fabric softener can be tied to nurturing. Lever Brothers created the name Snuggle for
itsfabric softener and gave it anurturing apped. Lever then devised itsteddy bear symboal to continue
to play right into our hearts.

The baby boomers, agrowth market, area prime target for products of a nurturing type, snce many of
them are or soon will be grandparents. They are prime targets for a"grandma purchase.” A grandma
purchase is a product that istoo expensive, or even too esoteric, for the parents of achild to buy
themselves. It can be an expensive toy, abook, or even avideo game. Toymakers have learned to tie
the sdll into alearning experience, which is part of nurturing because it's the nourishment of the mind.

Travel can be viewed as anurturing experience. Club Med started out asasingle swingers haven.
These singles eventualy married and had children. (Cause and effect of Club Med?) Club Med now
positions some of its clubs as places for families to come together. These clubs feature crafts, movies,
and the opportunity to learn aforeign language. Thisistravel asalearning experiencefor the entire
family.

PPP isacompany run by Judi Cohen. She markets many products under the nurturing banner. She
has developed little stickers astoilet training aids. The child getsthe sticker when he usesthe toilet
correctly. (M&M's have often been used as bribesto foster potty training.) One of the ways she
marketed the product was to give out coupons for the product to toilet manufacturers. Sales proved
excdlent. She has since expanded into behavior modification products that allow parentsto gently
correct a child'sinappropriate behavior and isworking with Wa-Mart to devel op a parenting section
initsstores.

Even aproduct as mundane as shoelaces can be marketed as a nurturing product. Ms. Cohen also
markets elastic shoelaces,
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which she bills as being so easy, children don't get frustrated tying their own shoes.
Hot Button 13: A Chanceto Start Over With a Clean Slate

A person who has no regretsis a person who has not yet left the womb. Consumers and business
buyers carry agreat ded of physica and emotiona baggage with them. A product can help a person
dart over, or it can be asymbol of starting over.

The credit card people and the mortgage people are playing the start-over card with extreme success.
Many banks are offering secured cards that alow people with a negative credit history to have the
same convenience as those with traditiona credit cards. But the sall doesn't stop there. The people
who obtain these cardsfed that they are dso rebuilding their past credit history—getting a second
chance.

But getting a chance to start over isnot limited to financia products. Weight-reducing clubsand
nutrition products al promote the feding of "discovering anew you." Cars can be promoted as being
symbolic of starting anew way of life.

Cosmetic companies have long embraced the desire to Start over. Each day offers people achanceto
reinvent themselves with anew look or achance to remove wrinkles and blemishesfor a"new you."

Ads for home business products can stress the need to start over by working for oneself. Our whole
financia system doesthistoo; bankruptcy gives both businesspeople and consumers away of rebirth.
By theway, this book endswith a Chapter 11 (the most common kind of business bankruptcy). I'm
not sureif | like the way that sounds.

Hot Button 14: Reason and I ntelligence

Thiswhole book is about emotion and the irrationdity of the human purchase decision, and now were
talking about appealsto the intellect? Y es. Because people want to think they're smart.

Knowledge comes in many forms. While educating consumersis expensive, it can be donein ads, on
the package, and even in hangtags. A casein point isthe American Pork Council. Prior to the
introduction of itsdogan, "The Other White Mest,"
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pork saleswere hitting the skids. Consumers equated pork with fatty bacon and greasy spareribs. The
Pork Council then set out to educate consumers. It repositioned pork as alight meat with agreat ded
of protein. Sdleswent (I can't resst) hog-wild. Consumers were proud of themsdves for learning
something new.

Frank Perdue also did amarvelous job of educating consumers. He created afrenzy in acommodity-
style category by convincing consumersthat the natura color of a chicken should be yelow. When
consumers placed a Perdue yelow chicken next to the whitish chicken from a competitor, the other
chicken paled by comparison. The Perdue buyer knew that he or she was buying the best. (By the
way, Perdue chickens are yellow because they are fed crushed marigold petas.)

According toaU.S. News/CNN Galup poll, 67 percent of American adultsvisited apublic library at
least oncein the past year. Motivating most of these visitorsis adesre to learn more than they
currently know—the knowledge to get more out of life than they are dready receiving by educating
themselves about some aspect of their lives.

Hot Button 15: Self-Nurturance and the Ability to Stay Ageless and | mmortal

Thisis perhaps our oldest motivation. It becomes more effective, naturdly, as people age. Older
people are more willing to spend money on things that make them fed good about themsalves. They
have been raising families and working hard for so long; now they are ready to say; "Hey, how about
me?'

Products and positioningsthet offer physica, mentd, or biologica pathsto making aging easier will
aways be effective.

When you market to older people (an older person is anyone older than me), thetrick isto avoid at
any cost making them fed old. Every generation resists aging, but the baby boomers are going to rage
againg it. Playing the youth angle too hard also misses the mark, It's not so much about being young as
it isabout adesreto maintain acertain lifestyle. People are getting older, but they don't want to
change the way they live because of it. An example of amarketing campaign that playsto this"l wont
age' mentdity isaTylenol commercid depicting a
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fortysomething man jogging after knee surgery. That's what mature people are like: finding themselves
getting older but trying not to let their age dow them down.

In an episode of the classic TV show The Twilight Zone, an aged man was given the opportunity to
get anew, more useful body. He turned it down because his equally old wife could not get one. He
might have wanted to get younger, but he didn't want to leave his past life totally behind.

Givethe Power to Fly

This chapter was about marketing successtully by giving consumers the power to fly. This can mean
the ability to upgrade one's lifestyle for greater rewards. It can mean the ability to do one's job better.
It can mean the ability to get just alittle more out of life.

There area great many emotional needs you can satisfy when you look beyond the basics of your
product. People build their lives around consumer products and sometimes use them to reinforce their
entire emotiona foundation.

Y ou can build a business when you offer your customers the chance to fly with your product by
learning and pushing the right emotiond hot buttons.
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3
Straight-to-the-Heart Marketing Resear ch

The soldier stood at the airport gate. He was going to meet his soul mate. Although they had never
met, he and Abigail had corresponded for over ayear, exchanging their degpest thoughts and fedlings.

He had never heard her voice or seen her picture. She had steadfastly refused to send a picture, saying
in her letters, "If you love me, my looks won't matter. If | am beautiful, I'd dwaysfear that you loved
me only for my looks. That kind of love | do not want. If I'm homely and you rgjected me, | would fed
that you corresponded with me only as an amusement for your lonely days.”

They were to meet at noon today. She was to wear ared rose on her coat.

When the plane pulled in, the first woman out was awoman of classic beauty, with golden tresses. She
was resplendent, beautifully dressed in agreen coat and suit. She turned to the soldier. "Going my
way, soldier?" she asked. He wanted to.

But then amatronly woman, about fifty—much older than he—followed her. Plump and grey, she
wore arose on adowdy, moth-eaten coat.

He was torn. Which woman would he go to?
"I'm Lieutenant Smith, Abigall," he said to the woman wearing therose.

The woman smiled. "I'm sorry, young man. | don't know what you're talking about. Thegirl in green
asked me to wear
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thisrose." She pointed to the beautiful young woman. " She said it was somekind of test.”

This chapter isadso about testing. Like Abigail'stest, it isabout uncovering the secrets of the
consumer’'s heart. A successful marketing effort begins with keen probing into the hearts of your
customers or progpective customers. It climaxes with fulfilling aneed. Thiswill become your
preemptive market benefit.

The Trouble With Research

Corporate researchers have a great many high-tech tools at their disposal. These are about as
accurate in determining the future asif you called the Psychic Friends Network. As one manager told
me, "Mogt research islike looking through arear-view mirror." Y ou know where you've been, but you
don't know what's around the bend. Modern research techniques are quite ineffective at dealing with
the hearts of consumers. They generate a great number of reports (and acetate decks for overhead
projectors), but generating these reports is the sole purpose of much research. Few of the reports are
actualy read, except by fellow researchers or brand managers who search with magnifying glassesfor
the one sentence in the report that supports their preconceived idea.

Even so-called perceptud mapping, whileit looks good on paper, is not effective at getting into the
hearts of specific consumer segments. Perceptua mapping isaway of graphing consumer emotions
about your product. It's much too abstract to connect with the real world of marketing. All the
modeling and mapping in the world is not going to do you any good if you can't generate key insghts
into your customers buying psyche and connect them with your product.

Time als0 lessens the value of research. Most research is outdated six months after areport isfinally
produced. The changing marketplace seesto that. Consumers are fickle. They may love you one day
and ignore you the next. A project can take six months or more, and areport can take three to Six
monthsto prepare. After the research project is completed amonth then goes
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by before amanager gets around to reading it; we can betalking about alag time of asmuch asa
year. That'salong timeto basicaly ignore your customers. In that time there will be new products
solving customer needs that hadn't even been thought of when the research was started. That means
you have to start the entire research cycle again—to produce yet more outdated findings.

Changing attitudes means you haveto carry out constant dialogs with your target consumers. Thisis
something your competitors know. (Or maybe your competitors don't know it, but can you take that
chance?)

But what's worse than using week or outdated research is doing no research at al and relying on
"common knowledge" about your customers and their needs. This happens quite often with novice
entrepreneurs. They spend their life savings developing a product for which there is no need.
Surprigngly, previoudy successful managers dso fdl into the" I know dl aout my customers' trap.
They're S0 heady after their first success, they think they can do it again by the seat of their pants. Few
entrepreneurs capture this lightning in the bottle a second time. (One entrepreneur who has succeeded
in severd business venturesis Gino Paolucci, who founded Chun King, Jeno's Pizza Rolls, and
Michelinas. He's just launched another Chinese food venture called Yu Sing.)

Y ou may bethinking that I'm abit negetive here, but in the past twenty years, with dl of the aleged
research innovations at the businessperson's disposal, the 90 percent new product failure rate has
remained unchanged. Something iswrong here.

Stimulateand You Shall Find

Effective to-the-heart research does not have to be much more sophisticated than Abigail's smple and
informa method in the opening story of this chapter. A cardind mistake that many marketers makeis
to fidld aquestionnaire survey in the faint hope of determining the reasons consumers make the choices
they do. Buyers genuine motives are not usualy uncovered by direct questioning because consumers
usudly aren't aware of thered
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reasons they purchase something. Many consumers don't know that they buy on emotion or would
never admit to it. Thisdoesn't prevent you from measuring consumer mativation. It just meansthat you
have to pry the information out of them by showing them various kinds of red-world stimuli.

The stimuli—also called probes because they help you probe into the consumer's heart and
head—should consist of real-world "faux" ads (or other reaction devices) (see Figure 3-1), couched in
alanguage your target market understands.

The reason behind using these stimuli isssimple: They get consumersto react to your product and your
product's message rather than intellectualize about what they think are their buying motives. Mogt of
the brain deal swith perception—the input of materia we sense and organize. This perception remains
latent until we stimulate the brain to make the perceptions come to the surface. The stimulus becomes
alink, or trigger, to the person's heart.

For instance, you can ask aperson if he wants aswimming pool in his backyard. He might say no,
they're too complicated and expensive to maintain. And besides, it doesn't make financial sense
because there's a community pool right down the road.

Makes sense, right?

But show the person the swimming pool in an ad that shows awhole family having fun, and he might
sdivate "I've got to have one' or "If my neighbor gets one, then I'm going to get onetoo."”

Did you ever think about the first guy who tried to explain the concept of beer to abanker who'd
never tried it before?

"It'smade from grain. It's sort of yellow with bubbles going through it. When you pour it too fagt, it
getsdl foamy and spillsal over thetable. It tastes sort of bitter, and when you drink it you get dizzy
and sometimes forget things.”

It probably didn't work too well. Until our first brewmaker et the banker try it (they didn't have adsin
those days), the banker didn't want it. The more he had, the more he wanted it. My God . . . thisis
good. Thepaint is, it'seasier to sall aproduct that one can see and taste and empathize with than to
sl anaked idea
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Show people things they might want and suggest reasons they might want them. Then listen to the
choices they make. Use interactive consumer groups or focus groups (or whatever nameistrendy
these days) to round up your target audience. They're agreat deal more convenient than Abigail's
method of attaching flowersto people on airplanes.

The basic premise of interactive consumer groupsissmple.
 Gather potential customersin aroom.

* Present stimuli to make them react.

* Ligtentowhat they say.

In agroup setting, consumers—business consumerstoo—will tell you anything if you ask the right way
and make them react. They'll tell you where your product islacking and whereit's strong. They'll tell
you who your competitors are. In the case of some businesses, they'll spell out secret dedlings they
have with not-so-ethica suppliers. Ask theright way and use the right stimuli and consumerswill tell
you what they're willing to pay for an item and where they'll get the money to pay for it. Most of all,
they'll tell you their wants and needs and whether your product or positioning will satisfy them. That's
what you want to hear.

Assmple asinteractive groups are, they can be abused. Marketers sometimes say, "We ran two
focus groups, and the people liked the product.” That's not how you should use consumer groups.
Marketers should find out why the respondents liked the product, whether they would buy the
product, and how your offering can be made into a more viable selling proposition. Successful focus
groups are not about anaysis, they're about making decisions.

What does liking aproduct mean? It could mean that the respondents are too embarrassed to tell the
moderator the product isadud. It could mean that they would like someoneto give it to them as a gift
(which they would never use). Saying that they like a product usualy meansthat they are neutral. The
idea doesn't turn them off, but it doesn't turn them on either. 1t's not bad enough to repel them, but that
doesn't mean they are going to buy it.

It's not enough to get consumersto say that they like a product or service. The god isto have
consumers make an emotion-
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a commitment from the stimuli you bring in and the products they represent. Stimuli can be more than
faux ads. They can be package prototypes, sdes materia, even your competitors materia—anything
that might dlicit areaction.

One research company started off itsfocus group questioning for atravel product by asking why the
respondents take vacations and how they choose their particular travel destinations. There are so
many psychologica factorsthat go into avacation that even the vacationers can't pinpoint them. But if
you show them stimuli that they identify with, they'll say, ™Y eah, that'swhy | go." Don't ask consumers
what they want. They'll dl say they want their own little hut in Tahiti, dl expensespaid. Instead, show
them what they can have and force them to make choices.

Groupswill dso tell you whenit'stimeto rethink a strategy and cut your losses. Recently alarge grain
company ran groups for a proposed cered. At the end of the groups, the respondents were shown a
commercia for the ceredl. The response from eight groups was unanimous.

"Gregt commercid.”

"Super, it realy communicated a strong message.”
"Wonderful—the imagery was fantadtic.”

"Wow, that's strong.”

The agency was delighted—until afollow-up question was asked: "Would you buy the cered based
on thiscommercid?'

The answer was equaly unequivocd: "No way."

"Why not?" was the moderator's response.

"Thet's not mein the commercial.”

"l don't see mysdf asadriven hunk, likethe guy lifting weights."

The commercial waswell produced, but it never struck an emotiona chord with consumers. It wasfun
to watch, but the message spoke to the wrong people.

Using Consumer Feedback

This can be cdled the "what if" reactive route to product and marketing success. Y ou keep changing
your product and sdlling proposition and ask your target audience:
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* What if we did this—would you buy the product?
» What if the product |ooked like this—would you buy the product?
» What if we said this—would you buy the product?

Y our variablesinclude your positioning, your target market, and just about every aspect of your
product. The processinvolves stimulating consumers with your product's putative messages and
learning their buying preferences from ther gut-leve reactionsto the stimuli. It isan evolutionary
processthat is built totally on consumer reaction.

The premiseissmple: You dig for emotional biases and use thisinformation to create new product
and positioning aternatives. This process will aso uncover marketing weaknesses or problemsin the
field so that you can make corrections. Consumerswill be none too sparing when they attack your
company or product. Don't take it too personaly. The results, as unpalatable asthey may beto the
weak-kneed manager, will supply the necessary information for the development of amore effective
and efficient marketing program. They can aso lead you to a better business misson because the
information comes directly from the people you will betrying to sdl to.

The method starts off with theory (afancy word for guesswork) and evolvesinto key findings. At the
end of aproject, you will have synthesized strong, winning, advertisable products and positionings.
These can be readily implemented in the marketplace because you know that your products and
strategies have struck atargetable nerve. Moreover, these concepts are ready to use. They will have
been devel oped from expressed consumer needs and tested to make sure that they met these needs.

ToolsFor Getting Into Consumers Hearts
Tool 1: Real- World " Faux" Advertising Concepts

Now, not only do you not clumsily attach roses to people who step off airplanes, you also don't
produce commerciasfor possible products or positionings as your advertising agency
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would like you to do. It would be grest, but it's too expensive and time-consuming. In place of
commercias, use concept boards. Every board and every component of the boardsisa"what if"
gtuation.

Create actud full-color ads (in layout form—don't hire an expensive photographer) for hypothetica
products or services. Then present them to target consumers, not to find winning ads but to discern
true motivation in ared-world setting. Here are two examples. Although the material was produced in
color, it isshown herein black and white (Figure 3-1).

Don't use white card concepts like the one in Figure 3-2. (The concept isred, by the way; and the
company that used it bit the dust.) White card boards don't licit an emotional response. There'sno
motivating trigger. Unfortunately, thisisthe kind of materid that's usualy brought to interactive groups.
It'sbland, dull, and mind-numbing. It's fascinating that an advertisng agency that would never present
toitsclients materia that did not look asif it had been rendered by Michelangelo won't think twice
about foisting dipshod concepts on unwitting groups of consumers.

Y our ads should have the positioning built in. Ads are twentieth-century communication. They're what
people respond to every day of their lives. If you can't create asmple ad around your product on a
board, you won't be able to communicate the benefits to consumersin the real world. If you can't
communicate your ideasmply and convincingly, you don't have a product.

Study the concept boardsin Figure 3-1. They include:
» The product, fully packaged

Possible physica benefits

Possible emotiond benefits

Lifestyleimagery
Possible product names

These add up to your product's positioning.

Thisbrings usto akey question that for some reason often befuddles marketing managers. How do
you separate the product from the positioning? The answer: Y ou don't. Consumers don't separate the
product from the positioning, so why should

(text continues on page 52)
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you? In the store, consumers look at the product, the packaging, and the positioning as a complete
unit. If the respondents want to buy your product because the nameis cute, go with it. Any part of
your product can function as a consumer hook. Make the consumer group amicrocosm of the store
experience.

Each concept board—and each component part of each concept board—is atrigger to unleash the
minds and emotions of consumers. It doesn't matter whether consumers react to the whole selling
proposition on the board or to an individual part of the concept board, aslong asthey react
spontaneoudy, the way they do in the red world.

An emotiona foundation can make even so-called parity products and low-interest products specid.
When you find an interesting hook; it makes your product seem specid—even whenit'sonly dightly
different from any other product in the store. Y ou'll aso be amazed at how much consumer excitement
you can generate in alow-interest or supersaturated product category. Way back when calculators
wereintroduced, Texas Instruments separated its product from the mass of caculatorswith asmple
device. Big green numbers and little rubber feet—it made agrest jingle. It did nothing for the
caculator's effectiveness, of course, but it was catchy to consumers, and Texas Instruments jumped to
aleading market share.

For each concept, try to find a particular market or market premise. It's atria-and-error approach.
Y ou try your ideas on consumers, and you make errors. What works, you leave alone. What doesn't
work, you throw out or make better. Thereis no limit to the number of boards you can teketo an
interactive group provided they're well produced. Consumers have no problem digesting as many as
thirty boardsin atwo-hour session and giving their reaction to each. In the supermarket, consumers
are bombarded by over 10,000 products. They till gravitate to the one that fitstheir needs.

Thesnisnot developing enough ideas—not running the gamut of human emotions. When you runthe
emotiona gamut, you'll uncover unpleasant emotionstoo. That's okay, because once you solve the
unpleasantness, you can create a marketing opportunity. A product can be hated but still bought.
Consumers despised the name Bully for the successful toilet bowl cleaner

50



but admitted that cleaning the toilet bowl "bullied" them, so it was agood name.

Asmentioned in the previous chapter, Toilet Duck took the opposite tack by adding € ements of
novelty and whimsy to the toilet-cleaning chore. Both toilet bowl cleaners are on target. There can be
diverse consumer hooksin admost any category. The key isto develop ato-the-heart positioning that
you know substantia groups of customerswill embrace.

The opposte of loveis not hate—it'sindifference. If consumers are indifferent to your product, they
won't buy it. If they love or even hate aproduct, at least they'll remember it.

Where Do the ldeas on the Boar ds Come From?

People ask how long it takes to write a concept board. For me, the answer is forty-seven years.
Almost ahaf century of living has taught me everything | need to know about consumers, behaviord
patterns, and marketing. Y eah, right! I'm wrong every time, & first. That's why you should develop a
huge inventory of mini-experiments. The ideas should come from everyone—your secretary, your
boss—ven the people who clean your house. Y ou'll find that once you come up with astarter group of
idess, your people will react to them and add more.

The creative inventory should expand to fit the project, with absolutely no limitations. Of coursg, it
takestimeto do anew ad for every idea, so one ad can function for agreat many consumer premises.
All it takesisalittle piece of tape, some markers, and voila—you have anew ad. Once again, these
have been reproduced in black and white instead of color (Figure 3-3).

To force consumersto react, al creative work should be developed from al aspects of your products.
Don't ask them if the product would look better in red, show them the product in red. Often what
sounds good in theory looks just lousy when you finaly make the product, and vice versa. | ran some
groups on anew seafood dinner. | asked the consumers, more out of curiosity than anything ese, if we
should make the package black. Most consumers didn't liketheideaat all. Then | showed consumers
amocked-up black package. Most of them quickly decided that black wastheir favorite color.

(text continues on page 57)
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Y ou never know what the response to your concepts will be until you show them to consumers.
Consumers fedings and perceptions will always surprise you, especialy when they differ from yours.
Did you know that American Airlines getsloads of requests every year for the recipesfor itsairplane
food? Consumer perceptions are not always right—»but that's just my perception.

Tool 2: Consumer Groups That I dentify Preferences and Your Target Market

| nteractive consumer groups can also be used to find your target audience. Most projects start with a
vigon or gpeculation of who your target audienceis. Thismay beright or wrong. Aswith your initial
concept boards, choosing the initid group makeup involves alittle guesswork and alittle knowledge.
Magjor factorsto consider are the purchasers and the people who influence the purchase.
Demographics and income levels are a so important. Whileit's obvious that you should include pet
ownersif you're doing a study on anew pet food, whom you should include may not be so obviousfor
afireplace product or acar. Whose emotiona strings do you have to pull—the husband's or the
wifes?

When anew toothpaste was developed for Colgate, an abundance of products and positionings for
teenagers was created. They included products that spanned the gamut of teenage emotions. Severa
groups of teenagers were involved in the project, and many of the kids loved the concepts. Then they
were asked the key question again: "Would you buy the product?' The response was a unanimous and
resounding no. Even though these were typicaly independent teenagers, they Ousted their mothersto
make the toothpaste choice. When my kids and my relatives kids went off to college, they al asked
their motherswhat kind of toothpaste they should buy. (At least they need us for something!)

Alternativesto I nteractive Groups

Sometimesit's hard to bring in a concentrated number of people who may buy your product into a
group. This can happen in abusiness-to-business Stuation where there are ardatively smal number of
customers scattered around the country. An aternative isto take your boards to the respondent's
place
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of business and use the same stimulus-reaction game plan. Some marketers are put off by this. They
say that businesspeople won't take the time or won't be honest. Thisisusually not the case.
Businesspeople take pride in their expertise and like to show off. Just assure them that you are not
trying to sell them anything, you just want them to help you make better productsfor their business. A
trick to get respondentsto talk to you isto fax them aletter in advance, stating your research purpose.

Tool 3: You and Your Marketing Crew

By the time you read a consumer-group report, it's secondhand information. Few reports can
communi cate the excitement the respondents show when they're in tune with an idea, and no report
can make you as exasperated as you're going to feel when you see your pet ideablow up in your face.
And make no mistake, thiswill happen to most of your ideas at first. Nothing beats sitting in the back
room and learning firsthand how your ideas play or don't play.

Let'sdigressalittle here and talk about poker playing. If you get nothing e se from this book, at least
you may be able to sted the pot at your next weekly game.

The conventiond thinking isthat a person who is bluffing will reved the fact with nervous twitchesand
shaking. Gamblers cal such body language "thetell." Observation shows the opposite. The shaker is
the person who has what he or she considers a great hand. The person suspicioudy eyesthe other
player's exposed card to see what chance thereisto win. The person conscioudy questions whether
or not to stay in the pot. The player is excited because he or she has a chance to win—and can dmost
tasteit. Hisor her face shows that the person would love to ask questions, but obvioudy can'.

The bluffer, on the other hand, conscioudy reinsin hisor her emotions, because he or she knowsthe
only chanceisto bluff. The bluffer is uninterested in the other peopl€'s cards because he or she knows
hisor her hand isweak.

It'sthe same way in interactive groups. The people who want your product will ask questions and get
excited. They'll tell you what'swrong with your concepts and what'sright with
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them. The disinterested consumer will st stoicdly like our bluffer, say that he or she likes the product,
and hurry out to get the incentive money you pay for coming to the groups.

When you ded with consumers, it's the emotiona outburst you want. Y ou should hope that consumers
care enough about the product to get truly excited. The concept boards may not be right yet, but
something in thereisturning the customers on—whether it's the name, the product, the visud, or even
aword or two in the body copy.

It should be the concepts, not the moderator, that do the job of turning on the respondent. The
moderator's job is to probe for loose endsin the concepts and a o to tie in what the respondents are
saying to the real world of marketing. In thistechnique, it isimportant to leave moderators somewhat
ungtructured in their gpproach. A good moderator will |et the ads and the client's goals guide him or
her at the group's own pace and interest.

Thekey in working with respondentsis, don't ask them to theorize or intellectualize. Make them react,
just asthey do in the real world. Don't expect consumer participants to be marketing experts or to do
amarketer'sjob. Let them be consumers. Force them to tell you what they want based on what they
are seeing. Stimulate them with the proper concepts and they'll divulge their secretsin detail.

The concept board reactive approach creates a climate that opens the door to amuch more dynamic
interaction between people. Thinking becomesless linear and more diverse—some might even say
chaotic. Individuas become more productive. Theideais not to narrow down your idess, but to
aways expand your knowledge with new thinking based on how the consumers are responding.

But the response to each idea, whether good or bad, should lead you to insights about your marketing
strategy and customer base. If you're developing anew product or business, you can take bankers
and investors to your groups. Y ou could, of course, furnish videotapes or transcripts, but nothing isas
dramatic as being there. It'simportant to have people listening who are or will be emotionaly involved
inthe project. They'll get turned on by the enthusiasm of the consumers. It's become an axiom that the
magjor complainers on a project find waysto avoid attending groups. They're dmogt dwaysthefirst to
judge your
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findingswrong. Have adtrict rule with your staff: If you weren't at the groups, you can't criticize the
findings

Build Your Ingights

Those were the tools. Here's how to build your insights.

Y ou should run groups wherever you expect to have amarket. If you're thinking of anationa product,
you should hit geographically diverse areas. On the Colgate project, atoothpaste with calcium was
offered.

In New Y ork, they loved it. The Colgate team was excited.

Then, off to the Midwest—America's heartland. Consumers were skeptical. "How isthe calcium going
to soak into my teeth?' they asked. "Uh, oh," the Colgate team thought. "Werein trouble."

Findly, to Charlotte, North Carolina. "What's calcium?' the respondents asked. The product ideawas
shelved fast. Right after that, Procter & Gamble launched Gleem toothpaste with calcium. Paranoia set
in. Had something been missed in the study? It hadn't. The product was adud.

Y es, there will be wondering. Y ou'll think that your answer wastoo smple. The key to the consumer's
heart isamost dways disarmingly smple. It's so smplethat you'll try to make your product or
message more complicated than it redly is. Resist the urge to make constant improvements after your
find groups evenif your consumer feedback goes againgt current marketing theory or your own
preconceived notions. If consumers say they will buy your product, take them at their word.

Most projects need three rounds of consumers. Try to hold them about three weeks apart so that you
have timeto revise your cregtive output. If you don't have the luxury of that much time, that's okay too.
Y our program may work even better. A time-intensive program often gets better resultsthan along-
drawn-out one. Time actualy spent on a project expandsto fit thetime alotted for aproject. An
intense, concentrated program gets the adrendine flowing. But no matter how you space out thetime
framesin your program, try to put in one- or two-day pause points. These are short periods for
reflection in which you
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can digest al that you have heard in your groups. It takes time to make sense when you're speaking to
the heart.

ThePlan: Putting It All Together

Thefollowing isabasic timeflow plan. The averagetimeit takesto devel op key consumer-driven
srategies, new products, or motivationd insghtsisthreeto four months. If thereisatime pinch, the
research can be completed in six weeks or less.

First Wave: I nitial Concept Devel opment
Use two or three consumer groups.

Objective: Identify broad-scale areas that have potentia. Eliminate red flags. Get apreiminary reading
of your market and consumer composition.

At thisfirst step, you can let your mind go free. Because nothing has been shown to consumers, no
one can bewrong. Y our faux ads can be devel oped about almost anything remotely related to the
product. Try packaging variations, copy lines, product formulations—anything that makes reasonable
senseto just about anyone. Thisisaso agreat timeto try out your management's pet idess. Even if
they're bombs, you can honestly say that you tried them. At thistime you should have started with a
totally blank date—an open mind. Theseinitia concepts are directiond indicators—core ads. They
are starting points that may or may not be modified or regjected at later stages. All concepts, of course,
should have an emationd viewpoint built in.

Y our recruiting isaso very generd. Y ou should be careful not to whittle down your target market too
soon. Y ou want to spesk with different market segments and be careful to listen to what turns whom
on.

Second Wave: Creative and Concept Reevaluation

Usetwo or three interactive groups. The god isadditiona concept devel opment and evolution.
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Objectives. Expand on areas that have merit. Further define areas of opportunity.

The origina adswill be modified and new ads, based on your findingsin the first groups, will be added
to the creative inventory.

The god of the second phase isto get more down to earth with your concepts based on consumer
feedback. What worked in the first groupsis|eft alone to serve as abenchmark. What didn't work
you either throw out or revise. New concepts must best your best concepts from thefirst group. Now,
it'snatural to want to whittle down your concepts to a more managesable number, but that's
counterproductive. Because of what you have learned from thefirst groups, you may have even more
concepts (Figure 3-4).

Third Wave: Continuing Creative Modification and Refinement

Usetwo or three interactive groups.

Starting Concepts

Learnings—Modify, delete, and add
on basis of learnings.

New Concepts Shown

Learning—Mainly modify and delete.

Concepts Shown

Learning—Hot buttons and/or products

established.
Strongest
Concepts
Figure 3-4.

How concepts evolve.
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Objectives. Continue the evolutionary process. | dentify the specific consumer hot buttons and target
market. Optimize concepts and consumer triggers.

By the third round of groups, you know what your product is, and who's going to buy it. Almost
aways, by the end of the groups, you'll find out something sickening: The solution to the problem was
obvious. The answer isaways obvious after the work is done. The keysto consumers hearts are
smple—once you find your target market's hot button.

Don't Use Your Advertisng Agency

Even the best-motivated advertising agencies have trouble with this kind of research. Many creetive ad
people resent having to do the down and dirty work of speaking with consumers, even though these
are the people who will actualy buy the product. They find it demeaning for geniuseslike themsdlves.
The thought process of the crestive hack goes something likethis: "If the ad doesn't motivate the
consumer, it'sthe consumer'sfault for not understanding it."

The agency, despiteits"sncere" devotion to the project, hastrouble justifying the investment. It can't
put its more talented creative people on the project because that would take too much time away from
mediawork, which generates agency income. Also, thereis no incentive. Agency cregtive people are
aways building their portfolios, and concept work does not generate compelling four-color print ads
or commercias.

So agencies assign the work to juniorswho have neither the skills nor the incentive to do a bang-up
job. Agenciesexist primarily to create and place media campaigns. WEIl get into how to make your
agency and your advertising work harder and more effectively in Chapter 9.

Now Use the Results

It takesintelligence to useintelligence. All the reportsin the world won't do any good unless someone
actualy usesthem.
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Good marketers take the time to go out to the real world of people and listen to what they say.
Discipline comesinto play when you use these findings even when they contradict your preconceived
notion.

| don't know how Abigail's and Lieutenant Smith'slives went after their meeting, but by exploring each
other's hearts, they probably got off to agood start.

In Chapter 6, well discuss how this method—with afew variations—an be used to create new
products and marketing opportunities and dramatically increase the odds of asuccessful launch.
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4
Staking Your Claim to Your Target Market: Theto-the-Heart Mission
Statement

It was destined to become the biggest company in its category, with one of the most recognized brand
names on the planet. Although the product was given many awards and proclaimed the best of its
kind, it was not thisthat made it the success it was soon to become.

It was acommitment to acertain principle by an entrepreneur that made the product so successful.

The entrepreneur behind the company was Eberhard Anheuser. In the mid-1800s Anheuser and his
son-in-law, Adolphus Busch, teamed up to brew and sell anew beer from a brewery that Anheuser
had acquired as payment of a debt. Anheuser was the businessman. Busch was, well, agregarious sort
with limited busi ness experience. Making beer was not his talent. Making friends was.

Busch had a smple gpproach to sdles. Anheuser thought it was too smple. "Our businessis not just
making beer," Busch would say. "Making friendsis our business."

So making friends became the Anheuser-Busch mission. Thosefivelittle words, "making friendsis our
business" quickly set Anheuser-Busch gpart from the competition. Of course,
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the beer—Budwei ser—was of high quality, but Busch dways said, "It's not beer. Our friends are our
business.

To thisday, Budweiser is sold as aproduct for convividity. Anheuser-Busch has remained trueto its
beginnings and true to its mission statement. To the Anheuser-Busch founders, this was more than just
an empty-headed advertisng dogan, it wasaway of doing business. It was away to get into the
customer's heart.

A clear, customer-based mission satement isvitd to afocused business, divison, or product. That's
why this chapter is devoted to what amounts to a mere handful of words. The key isto find out what
your customers want and build your mission stlatement around satisfying their needs. A concise,
consumer-driven mission Statement is a stepping-stone to winning the hearts and minds of consumers.

A mission statement isa superbrief proclamation of your business intent—your business plan written
on the head of apin. It'sas brief and pithy asaclassified ad. If you can't describe your missonina
few sentences, then you don't have aclear handle on your customers needs. The mission statement
functions as the heart and soul of your marketing strategy and provides avivid checkpoint to make
sure your product or service stays focused. As statesman Benjamin Disradli said, " The secret to
successis consistency of purpose.”

Strangely, most companies operate without a mission statement. They don't search into the hearts of
their customers before they come up with their grandiose business plans. Thisislike building ahouse
without a blueprint. Most businesses do have some sort of plan to show bankers and to please the
accountants and stockholders, but few have a clear-cut mission statement engineered to win the hearts
and minds of their customers.

In start-up companies, managers are S0 busy that they think they have no time for aforma mandate.

In established companies, even if someone had the forethought to develop amisson satement, it is
usudly hidden away inacloset.

Downtrending companies are so wrapped up in creating salesin order to pay bills, that they think
they have no time to worry about amission statement.

64



When companies do formulate amission satement, most of them define their mission in product terms
or technological terms. The mission goa should be people-oriented, not product-oriented. No matter
how specia your product is, you don't have acompany unless someone wants to buy your product.

Y our products are going to change over the lifespan of your business, but your customers are dways
going to have needs that must be met. The world can go on without your product, but your company
can't go on without your customers.

A mission statement should be written down, for asimple reason: Sometimes you forget it. In the day-
to-day running of abusiness, it's easy to forget what you're setting out to do in thefirst place.

The makers of CD-ROMs, mediathat can hold tons of computer information and large computer
games, arein serioustrouble. Sales are dow, and many companies have shut down or laid off
employees. That's because thereisalack of software products that sufficiently arouse consumers.
Because there are so many bland offerings, anew product gets only afew weeksto proveitsdf inthe
marketplace—if it makesit onto the shelves at all. CD-ROM producers have forgotten that their
businessmissonisnot to sell plastic disks, but rather to generate games and programsto titillate the
imagination and amuse. The CD-ROM isonly aholder of fun and mystery—essentidly the envelope
the fun comesin. Thereislittle market for the carrier of the message.

Enlightened Companies Always Put the Customer First

Here's a product-based mission statement for a discount department store:

W e're in business to sell a wide variety of products to people and earn profits for our stockholders.

What does that say? Nothing. What is there that leads to action? Nothing. Of courseyou'rein
busi ness to make money!

Here's the mission satement for Wal-Mart:
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To provide a range of products that deliver value to Middle America.

Thisbrief sentence says everything. It offers consumers emotional and practica benefits. On the
emotiond sde, people are comfortable in knowing they're getting agood deal. On the practica sde,
Wal-Mart's execution of the mission statement meansthat consumersredly are getting agood dedl.
The statement aso targets the customers: Middle America.

Y ou can build ahuge business on that Smple mission statement. And that's what Sam Walton, Wal-
Mart'sfounder, did. The premiseis so strong that Wal-Mart's managers have been able to keep the
company running profitably since his death. The mission statement is part of Walton'slegacy.

A forma mission statement encourages managers to forge ahead systematicaly. It helpsthe managers
focus on environmenta business changes and prepare for sudden devel opments.

The very search for amission statement will lead to greater productivity if you get everyoneinvolved.
Very often—in most companies, actualy—divisons are at cross purposes. For instance, many
companies have new venture groups. Their mandate isto create new businesses, but when the venture
group asksfor funding, the request is usually shot down for some vague reason, such asthe new
business not being a good fit. If thereis no al-encompassing consumer mission, how can anyone judge
whether anew businessisagood fit?

Marketing tedlsR&D to make what it can sdll. R& D, inturn, gripesthat marketing can't sell what R& D
makes. Hey, guys, you're supposed to be on the same side.

A mission statement should integrate dl departments. Get dl the key groupsinvolved in creating and
executing the misson statement. This eliminates many conflicts between departments because
everyone knows what goas are to be set, and that |leads to these goals being met.

The mission statement guides every department, especialy marketing, to achieve your corporate goals.
A to-the-heart mission statement inspires as well as directs. Mission substatements keep your divisions
highly targeted.

Here's a corporate mission statement for acereal company:
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To provide American consumers with the knowledge that they're getting a nutritious breakfast every day.

Heré's asubstatement for the company's new product division:

To provide interesting new products and choices that ensure consumers a day's worth of energy in every
bowl of our cereal.

A clear mission statement helps keep your organization focused. When management senses that the
organization is drifting and getting away from your customer's needs, they can refer back to the misson
Satement.

Four Requisitesfor Your Mission Statement

1. It should be real-world-oriented. It's nice to dream about your company over afew beers, but it's
more important to make your misson statement practical and workable—and in tune with your
prospective customer. Redligtic goals cannot be set unless your mission statement isfeasible.

2. It should be specific. Making amission statement sound like an advertisng dogan istempting, but
an empty dogan islike one of those trendy motivationa speakers. It pumpsyou up for afew minutes,
then the feding isgone. Y our business mission statement should contain exact goals and explain how
you are going to meet those gods. Y ou can be specific by identifying exactly what consumer needs
you're going to be satisfying and how you're going to satisfy them. Her Interactive, acomputer
software company, found through research that girls ages thirteen through sixteen were not playing
computer games as much as boys because they did not like the same games boys did. Boys liked the
shoot-'em-up, conquer-the-aliens games and other action titles. Girls wanted more emotion. So Her
Interactive crested amission statement focused on devel oping software specificaly for teenage girls
and found anichefor itsef in the market.

The Anheuser-Busch mission statement doesn't go into too many details, but it specificaly governs
how the company advertises and markets its products.
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3. It should be flexible. Being flexible means you're ready to change to meet your customer's needs.
It means you can change Strategies to meet the competitive conditions and change your ways of doing
business to meet changing consumer needs.

Go back to the Anheuser-Busch statement. As the company's customers change, new ways of
"making friends" can be devel oped. The successful mission statement creates new opportunities by
broadening the company's executiond toals.

Hexihbility dso means having an expansve vison for the future. Intuit created Quicken software for the
home computer market and could have been content to handle just the consumer end of the software
business. But Intuit gracefully satisfied other markets, going into computer banking and developing new
business-to-business markets for its products—and creating new products for its markets.

4. 1t should be simple. Thereisatendency to make amission statement complicated by adding one
sentence after another. Y ou shouldn't. Brevity makes dl the difference between afocused strategy and
adiffused one. Remember, the Ten Commandments were written on two plagues.

Supermarketing: Wired to Success

No more "What's your sign?' The new topic of party conversation is, "What's your AOL screen
name?"' In the past two years, America Online has grown from 350,000 members to more than 6
million members.

America Online started as a smple message service for Apple computers, but its strict adherence
to making on-line communication accessible to the "technologically chalenged” gaveit licenseto
venture into new aress. It now dwarfs IBM-driven Prodigy and the one-time market |eader
CompuServe.

AmericaOnlineis seen as cutting edge, whereas Prodigy is considered old, dull, and stae.

Thedifferenceisin the way the two services were positioned in their formative stages. Prodigy
was concaived of asan information service, America Online as acommunications facilitator.
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America Online was a new medium where people could meet other people, stay informed, buy
products, and learn new things.

The company wasthefirst to makeits service user-friendly, so that people with no knowledge of
computers could communicate freedly and easily. Steve Case, CEO of America Online, talks about
his company as acommunity, rather than an on-line service.

People meet on-ling, talk on-line, and even get married. (Y ou can't do that on-line—yet.) They
console one another viacomputer and congratul ate one another through the same medium.

Case talks about the Six Csthat make up his mission statement: content, community, context,
connectivity, commerce, and cost. All growth has centered on improving these elements.

By the way, my screen name is Newmex. What's yours?

Look Hard at Your Mission Statement—Often

While the mission statement is for long-term growth, it should be looked at annuadly to make sureit's
mesting your needs and responding to changesin the marketplace.

A natural skin care store, The Body Shop, had amission god that was so strong, the store advertised
it:

To sell natural products that you can feel good about and are not tested on animals.

Recently, amagazine aleged that some of the company's products had, indeed, been tested on
animas. Although The Body Shop was eventudly cleared, the negative publicity could have caused
untold harm. That'swhy you have to continually look a your mission statement and update it as
conditions come about that play on your customer's psyche.

A new misson statement can aso help you reinvent the company. Thisis called aparadigm
shift—changing the way you look at things, adjusting your business focus. Paradoxicaly, thisisequaly
important in astagnating old-line industry and a high-tech company where consumer needsevolveina
nanosecond. Y ou may be bringing aglorious new
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computer or computer periphera to market and find that someone has beaten you. When that
happens, it'stimeto rethink your plans and go on to something more profitable, or sl your product to
adifferent market. The people who made WordPerfect found that the market for word processors
was saturated. Since the company had no aternative plans, it was forced to agree to be acquired by
Cordl, another computer software company.

Thefollowing tells about mistakes of omisson made by acompany that lost its way because it had no
preemptive misson.

American Cyanamid owned Shulton (aftershave and colognes) and Pine-Sol (cleaning products).
American Cyanamid's management was adamant about not marketing anew product or line extension
unlessit had somekind of physical hook. Thisistough in the fragrance and cleaning businesses.
American Cyanamid ignored the emotiona needs of its customers. This caused both Shulton and Pine-
Sol to flatlinein the growth category.

Procter & Gamble bought both product lines and immediately created highly successful new products
and line extensions based on emotiona attributes. American Cyanamid could have achieved the same
success with the brandsiif it had learned about the brands emotiona equities, built astrong misson
statement for the brands, and executed the statement.

The lack of astrong emotional statement aso sank amajor new product for American Cyanamid. It
launched an underarm deodorant that came in a dispenser that was new to consumers. The advertising
talked only about the new dispenser and ignored the emotionality that is so necessary to the deodorant
category. The product died. By the way, so did American Cyanamid. The do-little company was
eventually bought by American Home Products.

Creating Your Mission Statement

A clear mission statement functions as alaser beam, focusing on the key aspects that can make your
business grow. It should answer severa vital questions.
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What |I's Your Business?

Of course you know what you make or sell and eat and breathe, but many executives get caught up in
the day-to-day running of their businesses. They lose sight of the corporate mission, whichisusualy
more than just pleasing the stockholders. Deciding on your businessisnot as cut and dried asiit
sounds.

John Whiteis president of Hudson Foods, a poultry producer in Rogers, Arkansas. Most chicken
producers would say that their corporate goal isto grow and sall chickens. That's the product-oriented
mission. It may betechnically right, but that's not where the money is. Mr. White tekes alarger view:
the consumer "to the heart" vision. He says that the company's mission isto deliver good-tasting
productsto satisfy his customers needsfor protein. So he has come up with fgjitakits, new chicken
products, and avariety of fun, value-added medls. All of these products icit higher pricesfrom
consumers.

The beef people could take some lessons from Mr. White. Beef purveyorsthink their businessis
sling dead cows and ins st on the "that's the way we've always doneit” commodity way of doing
business. They need a clearer understanding of the consumers emotional needs. Once they find those
needs, they can create and execute a clear mission statement. Thiswill creste higher demand and lead
to higher pricesfor their products.

American Express definesiits business not as charge cards, but as hel ping consumers manage their
financid resources.

Tom'sof Maine (anatura hygiene products company) says, "Back in the sixties, you were either for
business or for the environment. Y ou didn't know you could be for both. At Tom's, our missionisto
provide people with effective products that are fun and don't harm the environment.”

Thisisan effective, Smple play to the heart.

Deciding on your mission statement requires looking at the big picture. An advertising agency might
say it'sin the business of producing ads and brochures. That's not the customer-orient-ed way of
looking at things. The agency's mission should be creating business for its clients and providing a
comfort level for these clients.
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A bookbinding company thought it wasin the business of binding booksfor its customers. It thought
al of its customers were after the lowest price. Meeting these cost objectives dried up profits. Then
the company rethought its business and wrote a mission statement. It concluded that its business was
guiding customers through the entire publishing maze. This guidance saved the customers money and
made the binder a source to be relied on. Profits skyrocketed.

A fireplace company spent ayear trying to find out whether it was sdling anew kind of fuel or anew
fireplace gppliance. Sure, it was salling hegt. But the consumer was buying romance. It soundslike
semantics, but when the company findly created the mission statement, awhole new product category
opened up. It'sthe classic case of the chicken and the egg. Are you sdlling expensive widgets because
you can make them, or are you satisfying your customers need for widgets? If you find out you're
satisfying customers, than you can add to your product line by solving even more problems.

What Does Your Customer Want From You?

Don't ddliver what you can make because that'swhat is currently available. Find out what your
customers want and create amission statement that will deliver those wants. A strong marketer takes
the path of least consumer resistance. That path coincides exactly with how your customers think
about themsalves. Do your customers consider themselves upscale or more down-to-earth? Do they
consider themselves conservative or trendsetters? The Mazda Miatawas a sports car invented for the
midlife crigs. Mazda knew its customersintimately. The misson wasto design acar that harkened
back to a period when people remembered life as being gay and carefree.

Tom'sknowsthat its customers are naturally oriented. They shop in both supermarkets and health
food stores and are prepared to pay extrafor aproduct they perceive as natural. So Tom'stellsthem
what they want to hear. It's manifested in just about everything, from the mission statement to the
product's package.

Customers and their product choices will evolve to meet the changing marketplace, and it isthe job of
your mission statement to ensure that your company keeps up with thisevolution.
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Fred Smith had a notion that he could get any package from any point in the country to any other point
in the country in one day. He had a plan—amission that he never lost sight of. Smith went out and
built Federd Express.

Federa Express promotesits product line based on its Smple mission statement of fast, secure
overnight delivery. Everything flows from the mission of getting a client's product to the destination
when the client wantsit. When other companies, even (yipes) theinept U.S. Post Office, challenged
hisidea, he came up with new twigts, which he gpplied as soon as competitors came near. Federa
Express now hasawhole laundry list of marketing strategies that keegps other companies continually
guessing—and the consumer continualy satisfied.

Federal Express usesthe hot button of "security” in developing package-tracking productsthet |et the
user know exactly where apackageisat al times. Y our package may be somewhere in a Fedex plane
over WalaWalla, Washington, but at least you know it'sthere.

The mission statement laid the groundwork for short-term and long-term success.
How Focused Are You With Your Assets?

A mission statement can also help you focus on where your equities should be expanded. Many
companies have made acquisitions and developed new products that were outside of their sphere of
equity. Gerber developed aline of dinner entrees for adults that was a huge businessfailure. Sears got
involved with Prodigy, which drained its cash resources. Even Anheuser-Busch had to jettison its
Eagle snack business because it wastoo far afield from its beer equity.

Using the Mission Statement

Now that you have this small collection of words, what do you do with it? Of course, you could
bronzeit, post it in your reception room, and forget abouit it, as many companies do. But it should
redly drive your advertising, your promotion, and even your supplier relations.
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Here's another example of a marketing opportunity gone wrong because of alack of aclear misson
Satement.

Charlie's Specialty Meats makes anumber of products. The one the company ismost excited about is
Partially Deboned Chicken and Stuffing. That's the actua name—as romantic asit sounds. The
product isawhole chicken with an assortment of rice dressings.

If Charlie's, out of Franklin, Louisiana, had used alittle marketing savvy and packaging help, this could
have been areal winner.

But Charlie'sis struggling. It obvioudy doesn't have amission statement that it uses, nor doesit have
any psychologica hook. Customers have to stumble over the product and create their own uses.
Thereisalso little reason for a supermarket to stock the product because there is no salesmanship on
the package. This could have al been avoided if Charli€'s had looked at its market, created amission
god, and named and promoted the product with a Share of Heart that played off the mission
Satement.

Advertising

Y our advertising should flow from your mission statement, not vice versa. All advertisng should be
based on executions derived from the statement. Y our advertising will work more effectively and be
more on target when you explain to the agency the entire corporate mission and how the advertisng
creetive product should fit in.

Promotion

All promotion should likewise play off the mission statement. Besides increasing short-term sales, dl
promotion should reinforce the basic misson goa. McDonald's and other fast-food companiestake a
lot of flack for spending their ad dollars on toys, trinkets, and contests at the expense of hard-core
image advertisng. But every promotion contributes to McDonad's long-term mission of being thought
of asfamily restaurants.

A good mission statement can help you develop cross promotions and help you license the good
feding your products
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provide. Nabisco has taken SnackWedl's "good taste, low fat" fedling and licensed it to anumber of
companieswith "good for you" products.

The Product Mix

It'srelatively easy to cull your products and develop new ones once you have devel oped amission
satement. It's like sculpting a statue of an elephant: Just chisel away dl the partsthat don't ook like an
elephant. If your products don't enhance the mission statement or aren't enhanced by the misson
gatement, either fix them or get rid of them.

Working With Suppliers

When you share your mission statement with suppliers or work with them on devel oping the mission
statement, they will become more helpful. That's because they'll know the whole story, rather than just
bitsand pieces.

Recently, acompany that was developing anew dough product called an R& D development company
to help.

Instead of saying to the R& D company, "Thisiswhat we want," the whole marketing misson was
discussed: "Thisisour mission; wed like your team to help usfulfill it.” The R&D company, looking at
the whole picture, suggested things that never would have been thought of if it had been given only the
partia picture or atypica "make-the-product” scenario.

Adding Life to Your Employees

J. Barry Galliday of Information Resources adds one more point: A mission statement should also
have meaning to employees, for they are the people who are going to execute the statement. A mission
statement should both inspire and challenge employees. Employees want to be chalenged to work
better. As mentioned in Chapter 3, people cherish intrinsic rewards. Unless your people care about
your business and are akey part of your mission statement, your business objectives will probably not
be fulfilled. Employeeslike being part of agrowing firm. It'sexciting having amgor part in the birth of
asuccess. Golliday also men-
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tioned that a good mission statement should appeal to the stockholderstoo, but if you create ato-the-
heart mission statement and follow through on it, your saleswill make your investors very happy.

The Corporate Vison

The mission statement may be just ahandful of words, but it describes the entire corporate vison in
shorthand terms. It hel ps keep you and your departments fully focused on what needs to be done and
why it needs to be done.

A strong mission statement playsto the hearts of your ultimate consumers and functions asaguideto
achieving product and corporate goas. Why should a mission statement be written down? Simple.
Because sometimesyou forget it.
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5
Developing the Marketing Strategy

The Santa Fe Natural Tobacco Company markets additive-free natural cigarettes, called American
Spirit. Cigarette marketing isaminefield of government regulations and antismoking prejudices. The
market is dominated by billion-dollar multinational conglomeratesthat can swat a potential competitor
as swiftly asthey can extinguish amatch in aglassful of weter.

Launching anew cigarette under these conditions seems abit (to be palite) ludicrous. But Robin
Sommers, president of Santa Fe Natura Tobacco Company, likes being an ash flick on the cuff of the
corporate egomani acs.

Once he had identified and explored the competition, Sommers found his massive competitorsto be
emotionaly dysfunctiona. More important, because of the Zeitgeist of the times, he could exploit the
dysfunctions. The Stuation was asfollows:

1. Themgjor playersin the cigarette industry were, and dtill are, in afight to the desth with the
government for their right to pollute the lungs of Americans without discriminating asto race, sex, or
creed. They were equa opportunity destroyers.

Sommers knew that they were distracted. They would ignore the bite of a marketing mosguito (which
Sommerswas). That made them vulnerable to anew cigarette launch, particularly if it wastargeted to
anew audience that they had not identified.

2. Exigting cigarettes were loaded with additives, essentidly making them nicotine delivery machines.
But manufacturers
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could not admit thisto the general public. Sommers product was additive-free. If the cigarette
manufacturers fought Sommers on the additive issue, they would be forced to admit to millions of
smokersthat their own cigarettes were loaded with chemicals.

3. Cigarette companies were |oathed by multitudes of Americans, so many counterculturish people
werethrilled to buy an dternative cigarette. They rationalized the cigarettes as being hedlthier than
conventional smokes.

4. Cigarette companies were large and unwieldy beasts that were not able to market nimbly to atiny
niche market. They were used to dedling with hundreds of millions of dollars. The comparatively smdll
amount of money that Santa Fe Natural Tobacco could earn would hardly pay for adinner and ahotel
room for the mgjor tobacco companies lawyers.

Taking al these emotiona and marketing issuesinto consderation, Sommers knew he had awinner.
He would effectively develop his own niche market. Sommers could tackle the cigarette industry head
on. Wéll, not exactly head on. He could sort of dip into their deep pockets for loose change.

There was one factor that Sommers wasn't sure about: pride. How would the corporate
megal omaniacs react to this person taking market share away from them?

Emotions Drive Corporate America, Too

Y es, companies make many of their marketing decisions based on dollars and cents, but they also
react to motivationd variables. Cigarette manufacturers had to decide emotionally whether to ignore
the minuscule bite that Robin Sommers might inflict or gather their resourcesto fumigate the whole
bog. Corporate pride and esprit de corpsis an important part of company makeup. Some marketing
companies actudly get angry when another company invadesthair turf—sometimesirrationally so.

So Sommerstook al steps necessary to avoid rousing these deeping or inattentive giants.

He advertised in media the mgors had never heard about, such asthe Utne Reader and other
counterculture but upscale
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magazines. He offered free samples by mail and advertised for distributors and customersin the same
ad. He made persond visitsto progpective retailers. He made his salling trips so often that he became
aprofessona guest.

He now has an established business.

Sommers product actually sdllsfivetimesingtead of the four mandatory times (on the shelf, at the
checkout counter, in use, and after it runs out) mentioned in the first chapter.

* Inads, itisobviousthat American Spirit isnot like traditional cigarettes.

* Inthe store, its Native American imagery isunlike that of any other cigarette. The product isalso
more expensive, So Smokers percave it as something special.

» Becauseit is somewhat of an impulse product, its very uniqueness makes it pass the consumer's cut
lig.

* Inuse, the product lastslonger than traditional cigarettes, reinforcing the dl-natural claim.

 And, after trying the product and comparing it to traditional cigarettes, the customers want
more—and they tell their friends about it.

Marketing to the heart works the same way for small playersasfor large players. And it'sredly not a
function of how much money one has. It can be just as easy to blow a $20,000 stake, as hundreds of
would-be entrepreneurs do each week, asit isto blow $500 million, as RCA did with its Sdectavison
videodisk player.

Smaller entrepreneurs-to-be seem to work extra hard at separating themsalves from cash. Asarule,
they smply don't do their homework. They only think they do. They ask friends and family what they
think of anew business venture. Friends and family politely say, "That'savery niceides, honey. Why
don't you et your dinner." They want to be supportive even when it'snot in their own best interests.
Alternatively, friends may say, "It'snot really agood idea," but the entrepreneur plugs on nonetheless,
thinking, "What do they know?" Unlessyou're asking for money, it's wise to adopt the don't ask, don't
tell attitude with regard to your bus ness venture with people you know. They'll give you emationd
biases that you don't need.
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But you do need a strategy—one that will take you into the hearts of your customer. Like amission
Statement, it should be written.

Push-Button Marketing to the Heart

Think of amarketing strategy as a collection of buttons on your computer. Each button, or key;
triggers certain events. If you pressthe keys at random, eventualy you'll come up with aword. But if
you press the keysin a predetermined order, you'll come up with the exact word you want—one that
has meaning and substance; one that will get you to the heart of your business.

Spending time at the beginning of your marketing foray in the planning stages (steps 1 through 3) will
save you money when you actuaize the plan (steps 4 and 5) and get you that much closer to success.

Thekeysare:

1. Identify.

2. Segment.

3. Focus.

4. Attack (adapt and adopt).
5. Evolve.

See Figure 5-1.

The I dentify Key

Marketing an existing or new product is an opportunistic profession. But marketing opportunities don't
reach out and bite you on the behind. Y ou have to probe for them. Marketing is a process of
identifying things and pouncing on them. "Seek and ye shdl find" isthe biblical shorthand for research.
Many marketers and entrepreneurs are so excited by their product, they think the world isjust waiting
for it. But when you do your homework in advance, you'l find flaws that you can correct before you
spend big bucks or look foolish to your corporate colleagues.

There are agreat many things you have to identify to make a marketing foray successful. It'slikea
scavenger hunt for clues
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O Product.
Positioning.

Consumer Motivations.

Identify -
Competition.
O Heartfelt segmentation.
Target your audience.
Segment
O Concentrate your resources on your target.
Focus

Adapt and adopt.

O

Attack
O Change to stay ahead of your competition
and on top of your market.
Evolve

Figure 5-1
Push-button marketing to the heart.

to apuzzle. The differenceis, asyou find these clues, the puzzle becomes even more complex. Each
clue brings up anew puzzleto decipher. Solve dl the puzzles and you can achieve your competitive
advantage—marketing nirvana.

Identify Your Product

Divine how it fulfills your customers needs. Y ou should be able to predict your customers reactions
when they buy the service or product. Are consumers going to fed that thiswill maketheir lives
somewhat better, and in what way?

| dentify Your Positioning

The old newspaper rulefor thelead sentencein an articleisthe 5 Ws and the H. They arethekeysto
awinning, relevant, emotiona relationship with your customer, too.

* Whoisthe product for?
» What will the product do for the customer, psychologically and physicaly?

» Why would the consumer want it?
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 When should the consumer useit?

» Where should the product be found?

» How isit going to affect the consumer'slife, for the better?

| dentify Your Target Consumers—and Their Expectations

The purpose of identifying your customers lifestyle preferencesisto build an ongoing relationship with
them. Y ou do this by identifying their expectations and the satisfactions they seek.

When a person finally commitsto buying a product, he or she expectsto receive certain performance
cues. If there are no performance cues, consumers have no reason to buy the product again—even if it
works.

Let'stake atypica lightbulb, for example. Most consumers don't know how long alightbulb lasts.
They naticeit only when it goes out. They may buy long-life bulbs and totally forget that they bought
them. There are no performance cues. But if the shape of the bulb is changed, or perhaps the bulb
dimsfor abrief second when thelight isturned on, that becomes the cue that the product isindeed

Specid.

Consumers buy end results, naturaly. But determining what the end result of using your product
actualy is can be problematical. There can be afine line between physical and emotiona product
benefits.

* Flavor may not be considered an emotion, but the anticipation of a positive sensory experienceis.
So isthe satisfaction of having your thirst quenched in anew way.

* A scent isnot an emotion, but the anticipation of asmdl is. Two of the most remembered scentsare
Crayola crayons and Noxzemaskin cream. They immediately recal childhood memories.

A scent may aso be areinforcement that a particular job has been doneright. A residua bleach
smell might reinforce to the person who washes clothes that the laundry is as clean as can be: "So
clean| can actudly smdll it."

* Saving money is not an emotion, but saving money on a superior product shows consumersthat
they're smart.
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 Anticipation of an event isan emotion. The mgjor theme parkstry to make sure people are waiting
onlinesat al the attractions. That isthe performance cue. If visitorsdon't seealine, they think arideis
weak. If they don't see other people queued, they don't anticipate that the ride will be exciting.
Anticipation of atrip or awedding is usualy more emotiond than the actua experience. Watch for the
next airline commerciad. The planes are usudly taking off, rather than landing. Trave isnot an emotion,
but wanderlugt is. Part of the funisthinking of getting there.

A low-budget movie by anew filmmaker will often get better reviews from its audience than afilm
made once the filmmaker becomes much better known. The audience doesn't expect much thefirst
time. The next time, the audience has higher expectations, and the film hasto ddliver.

In abusiness-to-business situation, particularly on along-term project, the performance cue and
expectation reinforcement is ademonstration of ongoing progresstoward agod. Don't wait Sx weeks
before you show storyboards or whatever your assignment is. Constantly show the progressthat is
being made. Even smple memos can comfort your customers by showing that you are on top of things
and thinking of them every waking moment.

Identify Your Customers Mind-Set

Use psychology, not statistics. Someone, probably Mark Twain (he said everything else), said that
there are three kinds of lies: lies, damned lies, and statistics. Customers are not statistics. They areyou
and your loved ones. They are the people next door.

Just aswetrain circus sed s to jump through hoops of flames, we can do amazing things with numbers
when we put our mindsto it. Satistics are the junk food of marketers, especialy those who are too
insecureto sdll their own critica judgments to management and need a prickly hedge to hide behind.
They're gphrodisiacs to novice marketers who so much want their ideas to succeed that they ignore
vital and obvious consumer Sgnas.
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Don't get caught in the " customers as digits' syndrome. Many marketers get excited about an idea
through the sheer power of numbers. Typica of thisisabusiness plan for abeverage or snack food
that hasto capture only 1 percent of amarket to survive. That'sright, the marketer shouts—"If only
one out of every hundred people buys our product once aweek, well have a$25 million business”
Thetroubleis, it doesn't work that way, even though it looks good on the premarket report or
business plan. It doesn't work that way because your competitors are probably pitching the same
product to the same consumers.

Numbers are often merely abstract information about the past. They are raw datafor interpretation,
more areflection of the interpreter than of hard redlities.

For instance, Pepsi Co took an enormous financia blow when it introduced that fabulous fiscdl failure
Crystd Peps. Therationale for marketing what was to become a clear loser was explained thisway:
"Wedid intensive consumer testing and uncovered agroup of consumers that wanted an dternative
cola" Consumers are adso againgt pollution and junk foods, but that doesn't mean that they are going
to pay to get rid of ether of them. It's more financialy rewarding to watch people sdlivate at the idea
of cookie dough ice cream than to read lists of numbers on an attribute table that show that on ascae
of 1to 100, people rate cookie dough aminus 20 in perceived healthfulness.

| dentify the Distinguishing Char acteristics of Your Product

These can be emotiond or rational. They can be assmple asalogo. That'swhy Intel seesto it that the
phrase"Intd ingde” is plastered on computers that feature its chips. People may or may not know who
Intel is, but it soundsimpressive. The computer companiesthat put the Intel logo on the machine are
telling consumersthat what ison theinsdeis asfoxy aswhét ison the outside.

| dentify Your Leadership Postion

Every company does something better than anyone else. At least it should make that claim. Make your
product stand out by being number one in some aspect of your category that con-
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sumers care about. "My company isbest at (fill in the blank) because we do
(fill in the blank), and we proveit to our customers by (fill in the blank).”

Louis Rich, ameatpacker, hasaline of turkey cold cuts. The company was stagnating by positioning
itsdlf againgt other makers of cold cuts with a higher-qudity image. But Louis Rich made agresat turkey
hot dog. It proclaimed a superior health positioning for its hot dogs over hot dogsin generd. The
positioning benefited the wholeline.

Everybody likesto be number one. And most people like to buy from number one.
I dentify Your Competitorsand Know How They Will React

Entrepreneuria companies often creete intriguing products for niche markets, then watch helplesdy as
the big guys steal them. That's because the conglomerates treat the niche markets as the minor leagues.
They let the minors devel op the product niche the way a minor-league team develops raw pitching
talent. As soon as a product area becomes big enough to achieve major-league status, the big
companieswill take over, just asthe mgor-league team spirits avay the pitching talent the farm team
has devel oped.

This doesn't have to happen. If you factor in the big guns when you develop the marketing plan, you
can stay one step ahead of them with new enhancements to your product. Share of Heart is your
advantage in the marketplace because big companies have trouble copycatting the specia image the
small entrepreneur has devel oped. Quaker's acquisition of Snapple brought high hopes but
disappointing saes because Quaker couldn't transfer the Snapple founders links to consumers. Frito-
Lay bought Smartfood, but the product advertising lost its quirkiness when it was taken out of the
hands of its founder.

Y ou can buy abusiness.
Y ou can be taught abusiness.

But it's hard to continue a brand persondity that you didn't develop yoursdlf. That's the smal business
advantage.

How motivated will the big companies be to spend againgt your marketing foray? It'simperative that
you know, in genera terms, how much your competitors will spend against you and
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what they will throw at you. Remember, pride has as much to do with your competitors reaction as
sheer dollar volume. When Arm & Hammer introduced its fabric softener, it knew that Lever Brothers
would spend heavily on its competing Snuggle fabric softener. Lever Brothers would offer coupons
and discountsin al areas where the Arm & Hammer product would be introduced. So Arm &
Hammer introduced its own coupons and relied on the strong Arm & Hammer nameto elicit repeat
purchases.

Sommers successfully identified his competitors strengths and weaknesses and those of his potentia
customers. Now, finally, some cigarette companies are developing their own boutique cigarettes, but
American Spirit isthe preemptive leader in this niche category.

| dentify Cultural and Transcultural Opportunities

Sasanow outsdlls ketchup. Six new bagel stores opened in onetown in New Mexico in one week.
Taco Bell is synonymous with burritos—American style. (Taco Bell actualy opened avery Mexican-
looking facility in Mexico. Business wasweek because it didn't look American enough for Mexicans.)
All of these market trends are the result of the juxtaposition of thetilesin the culturd mosaic of
America. For some strange reason, many people west of New Y ork didike New Y orkers. So Pace
Sdsaran acommercid that said that the competition was from NEW YAAAWWWK City.

| don't know why these biases exi, but if you're amarketer, you should learn cultural anomalies and
take advantage of them. Bueno Foodsin New Mexico started asasmall company freezing and
preparing chili pepper for mainly Hispanic New Mexicans. When Tex-Mex food became big, it
quickly expanded its product base with Hispanic prepared foods. Many fashion trends Sarted by
African-Americans dowly but surdly filter down to a more mainstream Caucasian audience.

| dentify the Economic Opportunity or Create One

Don't be afraid to reinvent the whed . Bicycle manufacturers are congtantly reinventing the whed. And
they're opening up
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untapped markets of people who believe these new wheedls make them go faster or further.

Supermarketing: Taking Out the Fat

Entenmann’s bakery successfully reinvented its whole product line for anew market that
demanded reduced-fat desserts. Entenmann's made a good many of its cakes fat-free. Sincethis
was long before "fat-reduced” line extensions became mandatory in dmost al food categories, the
company was taking abig chance. If Entenmann’s was going to prepare low-fat products, it had to
make sure that current customers looking for itstraditiona cakeswouldn't be turned off by the
low-fat recipes. It dso had to make sureit could technologicaly deliver agood-tasting fat-free
product and that its retailers would continue to carry the product. The gutsy move worked.
Entenmann's virtualy reinvented the company overnight and preempted the fat-free baked goods

category.
The Segment Key

L et's assume you have the next big idea. Y ou've done your concept homework and identified the
aspect of your product that best turns consumers on. Y ou know what features your product should
have and the necessary consumer performance cues to reinforce the benefits. From your consumers
perspective, your product is better than your competitors products.

Now it'stimeto dig deep into your strongest consumer segment. Segmenting your market means
concentrating your efforts where you have the strongest influence. Often, the largest segment isa
mirage. It'sthe toughest to target efficiently because it tends to be amorphous. If you don't have a
Specific segmentation target, your money will be spent haphazardly.

Heartfelt Segmentation

Segmenting your market means that you have to make your emotiona connectionsto various
targetable groups of consumers. Thisis called Heartfelt Segmentation. It focuses on the pri-
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mary emotiona benefit consumers seek. Nordstrom's department stores use Heartfelt Segmentation to
great success. The company pampersits customers and really makes shopping a pleasant experience.
Compare thiswith Macy's, which makes shopping an adversaria procedure. Nordstrom's does well.
Macy'sis congtantly in financia trouble even though its prices are usudly lower than Nordstrom's. The
triumph of heart over head again.

Many marketing people use aconsumer'sfinancia profile when they seek segmentation because these
numbers jump off the page at you and there are numerous sources for them. But you can segment by
consumer behavior and emotiona benchmarks.

Emotiond, lifestyle variables can be akey to dividing up amarket because they get beneath surface
attributes. They are more powerful than merely physica attributes.

Y ou can use consumer groupsto get at Heartfelt Segmentation possibilities. One of the common
falsehoods about consumer groupsisthat the findings are not projectable. While the numbers can't be
plotted on a computer, the emotiona reactions certainly are projectible. If two people out of tenin
your consumer groups are in love with your product, then you can have a success, provided you've
elicited these responsesin anumber of groups across geographical boundaries.

At aconsumer group study for anew dog food, one of the products shown was adog food with a
taste like "outdoor game” (the product was code-named Bambi Burgers—marketing people have
warped senses of humor). Most of the people in the groups rejected the product vociferoudy. But in
every group at least two consumers wanted the product badly. To judge the force of the reaction, the
moderator spotlighted a particularly mousy consumer:

"Everyone here thinks you're redlly aterrible person for wanting this product,” he said.
"But | would buy this product because my husband likes the taste of game,” the respondent retorted.

"It's going to cost much more per bag than regular dog foods," said the moderator.
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"I would buy it anyway;" said the respondent, who was now being questioned like a defendant rather
than a respondent.

Although the company eventualy rejected the product because of the danger of negative publicity, it
would have been agood segmentation strategy candidate, Sincein every group at least two people
strongly wanted it.

Heartfelt Segmentation variablesinclude not only age and financia worth but dso such thingsas:
 Product loyalty

» Sdf-esteem

* Ambition

» Dedreto change oneslife habits (the midlife crissiskey to sdling certain cars and motorcycles)
* Desretolove

» Dedreto beloved

» Desrefor socid change

In fact, dmost any of the hot buttonsin Chapter 3 can lead to amarket segmentation strategy. Any
group of peopleisreachable, but not aways through typical media plans. Sommers chose dternative
magazines to target those consumers who see themselves asindividual s and not part of the mainstream
tobacco market.

Stark numbers can lead to insghts that can lead to segmentation possibilities when you look beyond
the black-and-white marketing printouts.

A certain direct mail marketer looks at numbers big-time and can find a business opportunity on a
pagefull of digits. He doesit in adifferent way from most marketers. He doesn't look for a particular
item purchased, he looksfor cluesto an emotiona involvement. For ingtance, if aconsumer hasa
$500 investment in just about anything, that person isastrong potentia customer—a passionately
involved one—for awide range of related products. For example, if you have made a $500
investment in cookbooks, you will probably be very receptive to offerings of new food products,
cooking courses, or cooking implements.

The emotionally vested consumer seeks to enhance and protect hisor her equity the sameway a
company might. Computer

89



people are strong targets for software, computer magazines, and add-ons. A person with acollection
of hand tools would be amajor target for woodworking products and how-to magazines.

Specid occasons are aso distinct segmentation possibilities based on emotion. The consumer wants
to buy something not only to please the person who is having a birthday, but the giver wants to look
good through the totdlity of the gift package. We are not only "what we buy™" but "what we give,"
American Express has been very successful with its prestigious American Express Gift Cheques. They
take the crassness out of giving money. The distinctive wrapping downplays the money aspect and
makes an elegant gift.

Following are some numbers and "paranoia checks' you can useto create aredistic decison tree and
to decide whether amarket segment isworth pursuing. They will do alot to help you determine
whether your market will be large enough—or whether you're better off having afew beersand
forgetting the wholething.

» How big isthe market for the product in dollar volume? Isit redly going to be worth your
while? This can betricky because you first have to determine what your market is. In the past severa
years marketers have falen al over themsalves pursuing the microwave market, only to find out thet it
isanilluson. This"market" is made up of segmentsinstead of the one gigantic amorphous mass that
looks so good on spreadsheets and in premarket projections.

» What market does your product belong to, from a behavioral and attitudinal standpoint?
Many food marketers get hung up on the presumed Size of the " convenience food market.” But it's
incredibly small. The market is not for easy-to-prepare foods, but for tasty foods that consumers want
that are also easy to prepare. For many consumers, a convenience food is one that can be purchased
at aconvenience store and eaten in acar.

» Areyou sdlling what's selling? Isthe market gaining or losing seam? | ill find it funny when more
and more companies jump on the bandwagon long after the show haseft town. In many
industries—wood stoves and pellet stoves, midrange computers, high-tech sound systems—the years
of supergrowth are over When businessis good, few people haveto look at the
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bottom line. When businessis bad, people have to work harder because the bottom feeders are
preying. Bottom feeders are those consumers who are "waiting for the price to come down." But these
people are not just looking for lower prices, they're looking for "supercharged” products at lower
prices. By constantly updating your products, you can help your customer "keep down with the
Joneses.™

» Where are the sales going to come from? Into which pocket isthe consumer going to reach to
pay for your product? Isit brought with discretionary money, family food money; impulse money?
Discretionary money isusudly thefirst to goin arecession.

The Focus Key

It'sniceto be agenerd practitioner, but aspecidist makes more money. Plus, you get al those fancy
machines that look so impressiveto the patient. A speciadist usesal those machinesto focushisor her
resources on asingle proposition.

Consder yourself agpecidist using al available resources to diagnose a consumer problem and act on
it in a concentrated way. Use congtant vigilance to keep in touch with what your customers want and
then giveit to them faster and add more substance than anyone e se.

Once again, it'simportant to know your assets so that you know what to focus on. The Slim-Fast
company was known for itsdiet product: Ultra Sim-Fast Shakes. Its dogan was aimost aswell
known asits product: "A shake for bregkfast, a shake for lunch and asensible dinner.” Then the
company lost itsway—and itsfocus. It rushed headlong into an ill-conceived expansion. It branched
out into dinner entrées, snack foods, and awhole group of juice products that diluted itsbasic
premise. Sim-Fagt's president, Danny Abraham, thought that consumers were buying the company's
products for hedlth reasons, whereas they were redlly buying them asdiet aids. Slim-Fast parlayed its
enormous consumer leverageinto big losses. In short, it diverted itself from its customer-oriented
Share of Heart and lost its main emotiona connection with consumers.

Find your niche and grow with it. Focus and build your brand's emotiona vaue. Focusing issmilar to
Segmentation
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because you must define and build on what you do best. And once again you have to go back to your
mission statement and ask, "What businessam | in? What business should | bein?" It can beamajor
mistake to go beyond your sphere of influence, as Sim-Fast did, even if amarket appearsto exist.

Focusing isa gate of mind. While many companies focus on building profits—and for sure that isthe
ultimate goa—growth companies focus on satisfying markets and building on their basic consumer-
driven premises.

Life used to be smple. Y ou could cook up afairly useful product, advertiseit on TV, and be sure of a
certain market share. It's become alot more complicated. Take the air freshener category. It used to
be enough to put some fragrance in an aerosol can and spray anew scent. Now there are deodorants
for every room in the house. There are products for drawers, the kitchen, and the living room. There
are products that mask specific odors, such as mildew and cat-box odor. And of coursethere are
potpourri packets, candles, and dectrica gadgets—Plug-Ins. All of these products are sold on the
emotion, or hot button, of security. People want to fed secure about their homes when guests visit.
Indeed, the user's nose becomes accustomed to scents rather quickly and really can't smell the
delivered fragrance for more than afew seconds. In the freshener category, Glade, by concentrating
on adding scents for specific customer-perceived needs, has beaten its archcompetitor Airwick.
Airwick isowned by Reckitt & Colman, which has many divisonsand mgor problemswith focusing
on their specific product lines.

A hbit player or small marketing department can have an advantage over the big gunsin aparticular
category because the smaller player can react faster without being overwhelmed by the need to
compilelists of numbersfor each new round of management approvals. It can focus on emotions and
consumer-driven benefits because it can see the reactions firsthand without reading through research

reports,

A sharply segmented market isthe easiest to focus on. The harder you have to reach for your
customers, the less efficient your marketing program isgoing to be. A sales projection chart that shows
that sales are spread out around the country is dangeroudy mideading. The more scattered your sales
are, the more complex and expensiveit's going to be to reach that market. This
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has been amgjor problem with the marketing of "hedlth foods." Before the arrival of the health food
superstore, the health food business, traditionally mom-and-pop operations, couldn't generate enough
concentrated volume to provide a hedthy financid return. Marketing through these outlets may be
gresat for the soul, but it'slousy for the pocketbook.

Those with aless focused approach, who try to be everything to everybody, end up pleasing no one.
When you decide on your customer fit and work toward satisfying that fit, your marketing plan will be
more profitable and effective,

The Attack Key

Heresthe fun part. Everything else wasjust planning. Now you get to attack, using al the knowledge
you've compiled. There are many books on how to attack your market. If the book was written by an
advertising person, it will tell you to spend bucks on advertising. Books on packaging and promotion
will tell you to spend in those areas. But the real way to attack isto use dl of the marketing disciplines.
While atotally comprehensive attack plan is beyond the scope of thisbook, | can offer sometips.

The key words are adapt and adopt. Adapt your ideas, technologies, and resources to consumer
needs that are ever-chang-ing. Adopt the most promising positionings to deliver these needs.

Smart marketers know that instead of making consumers change their behavior and spending patterns
to adapt to a product, the marketer must adapt to the way the customersthink. Y our customers often
include digtributors and retailers. They dl require an emotiond tithe.

The attack iswhere you assert your leadership position. Attack on al fronts. Promotion, advertising,
and packaging should dl feature a one-sentence unified theme that playsto the emotions. Sim-Fast's
origind drategy wasgeniusinitssmplicity.

Y ou've Been Attacking All Along

While you've been compiling dl the information in your planning stages, you've aso been compiling
ammunition for your attack.
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« If you'veidentified your customers mind-set, you can create ads and packaging that speak to your
customers persondly.

* If youveidentified your leadership position, you can plaster it on al your sdles materidsand
broadcast it to your distributors.

* |If you'veidentified your competitors, you can one-up them in every aspect of your marketing thrust.
* If you've segmented your audience, you can choose the right outlets for your product.

« If you'veidentified the economic opportunity and can make good on it, you'll get placement in your
market.

* If your attack isfocused, you'l do it efficiently and quickly.
Courting the People Who Ultimately Sdll Your Products

Unlessyou're selling directly to the consumer, your first contact is probably the retailer who sellsyour
product or the distributor who sdlls the product to the retailer. These people are flooded with
products. And retailers can be hard to work with. They have amgjor problem: They don't want to
think. They don't want to bust their behinds salling your product, even if you've paid them large dotting
alowances. They arejust as happy renting shelf space asthey are salling goods. When they put your
product in the store, they want it to walk off the shelves. These people usualy have onething in mind:
to make money as quickly as possible.

But your distributors and retailers are as vulnerable to an emotiona pitch asyour customer is. They get
excited by knowing that they can draw new customers and increase their businessincrementaly. They
can actualy get worked up when you can prove to them that you know your market thoroughly and
have drummed up consumer interest without their having to offer coupons.

Smartfood presold its product and created excitement through a grassroots campaign. Because the
company was low on cash, it had to be crestive in its marketing approach. In one advertisng and
public relations coup, it had people patrol beaches dressed like giant popcorn bags. Smartfood built
up O
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much excitement that retailers were forced to carry the product by the strength of consumer demand.

Asarule, most retailers are very siff-necked in their ways of doing business. They liketo do thingsthe
way they've been doing them for years. Sometimes they're right, sometimes they're wrong, but it'stheir
show, s0 you have to adapt your plan tofitin. They are also not very creetive and will add little but a
sling venue to your salesplan.

The product that obvioudy enhances the value of their stores and draws new customers will win out.

Retailers find security when you create an entire program insteed of selling asingle item or two. It's
your job to make your sales program run on autopilot—and fulfill what you promise. Generate new
enhancementsto your product, new additionsto your product line, or new advertisng and promotions
to keep pace with your retailers expectations. This makes everyone happy.

Retailers stock it, ignoreit (which usudly happens), but collect their money. Thisisthe way they likeit.
Retailers were not overwhelmed by the prospects of salling American Spirit cigarettes. It wasthe
enthusiasm of Robin Sommersthat pulled them in and it was his knowledge of his market that made
the product legp off the shelf with the same speed it went in.

Cross-Marketing Your Shareof Heart

Cross-marketing is one of the hottest ways to make an impression on your distributors and your
ultimate customers. Essentially, cross-marketing works asfollows: Y ou pair your products with other
productsin astore. In effect, you're selling the store's merchandise along with your own by enhancing
the store's merchandise. Store owners are delighted, because you're actually increasing sales of the
store's other merchandise, and the store isturning a profit on your product too. Very few stores can
turn thisdown.

A Cdiforniagames manufacturer set out to market anew game based on romance. After failing to
impress merchantsin traditional channd's, he came up with theidea of crossmarket-ing hisgamein
other kinds of stores. He chose merchants and companies that would have some kind of emotional
afinity with
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his products. If there was none, he created one. He sold stores on the benefits of the entire sales
program, which benefited everyone.

They included lingerie shops, hotels, lotions-and-potions shops, and even marriage counselors.

Hisfirg foray wasalocd lingerie store. The ownersloved the program. The game helped romanticize
the store window and decor, and hel ped the owners sell more lingerie. He sold the product to a
|otions-and-potions store, and the store not only sold the game, but more fragrances and body gels.
The Hyatt Hotel at Union Square in San Francisco saw the product and built aromantic promotion
around it to get couplesin the hotel during the normally dow weekend. Clergy and marriage
counsdlors heard about the product from the parishioners, and ordered the game. Word of mouth kept
spreading. Callsfor the gameflooded in. It was the totaity of the product coupled with the up-front
research that evolved into the marketing plan that made the product effective and set the stage for new
products.

Advancing the Sdller's Equities

If you're sdlling into a department store, you should make it as easy as possible for your product to sell
itself without the aid of a salesperson.

If you have aproduct that you would like to get on the mgor shopping networks, your attack plan
should be to show how easy the product isto demonstrate. Y our research into your TV markets
should clearly demonstrate how well your product fitsinto their audience profiles.

The Evolve Key

Ted Williams used to say that hitting a baseball is the toughest activity in sports. The batter has athree-
inch-wide wooden stick in hishand and istrying to pummel asphere that's coming right at him, and
maybe curving, even a ninety milesan hour.

Like a batter, you must move with the speed of athrown bal, constantly evolving your product and
your marketing strategy; and, like the pitcher, you must aways give your competitors new curvesto
follow. Y our changes should be planned at
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least Sx monthsin advance, dways relying on new research and on evolving consumer needs.

Bankers and investors love this advance planning. A venture capitalist sat in rapt atention asthe
representative of a prospective venture company unfolded her plansto him. Not only did she havea
bright new product, she had developed aseries of contingency plansthat wereto go into effect as
soon as competition entered the market. Her plansincluded product changes, new promotions, and
ongoing research into new markets.

The venture guy backed the business.

Lay the Groundwork to Compete

While no one can guarantee the success of any marketing venture, there are steps that can be taken to
eliminate much of the guesswork. With the proper groundwork, the smaller entrepreneur can compete
agangt the marketing dynamos when these steps are followed systematicaly, but creatively. All
products flow from the ultimate buyer.
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6
Creating Share of Heart From the Start: Developing New Product Winners

In the 1990s Nestlé and Peps created ajoint venture to mass-market iced coffee in supermarkets and
other mass markets. The rationale was as follows: Iced coffee was a huge market in Japan and iced
teawas a big winner in the United States. Thus (the premise continued algebraicdly), iced coffee
should be a hit. The venturefailed.

The reason: 1ced tea can be guzzled. Iced coffee is Sipped. Americans want their pleasuresfast. They
want to guzzle.

Aseptic packaging (those little shelf-stable boxes) has not captured as big a market in the United
States asit hasin Europe.

The reason: We had refrigerators long before Europeans did. A shelf-stable product is not perceived
asfresh. That'swhy shelf-stable retort packaging for dinner entrées has never made it big-time.

By dl rights, new product development shouldn't be too hard. Companies have been introducing new
products as long as there have been companies. So why do the vast mgority of new productsfail? If
you ask marketers, they will put the blame on:
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1. Declining brand loyalty

2. The current economic climate

3. Thefailure of the planets and starsto aign properly

These aren't thereal reasons. Thethreered reasons are:

1. Productsare built on the wrong consumer premises.

2. Products have too few distinguishing characterigtics.

3. Thereisnot enough up-front probing into consumer motivations.

Thelast isthe key reason new products fail—and such probing is the best way to prevent the others.

Thefalurerate isnot going to change in the near future, because marketers place little importance on
probing into theirrational human heart—except after the product is produced. And even then, it's
usualy just inthe ads. By thenit'stoo late: The product has been built.

The smarter way isto determine what consumers want to buy and make it for them, instead of making
something and trying to convince consumers with advertising that they want it. It'seaser. Almost
painless. Y our mantra should be:

Find out what consumers want—and the way they want it.
Find out theway they want it sold to them.
Sl it to them that way.

Part of the problem isthat marketers are uncomfortable with anything they can't plot on agraph. Inthe
traditional failure-rid-den new product development program, R& D, marketing, or some misguided,
overextended entrepreneur comes up with an alleged breakthrough idea. The developer hopesand
praysthat he or she can sl it to someone. Whether someone wants or needs the product is of small
concern, because our manager or entrepreneur i1stoo wrapped up in the details of making the thing or
too busy putting together long lists of unrelated numbersto back up hisor her own preconceived
notions.

Most companies continue to develop products that they want to sell, rather than what consumers want
to buy. Thisisespecially sad in the case of the smaller entrepreneur who
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spends his or her life savings developing and attempting to market a product, and hoping it would be
successtul, when he or she had spent more on up-front groundwork and research into consumer
sengtivities

In larger companies, the opposite occurs. Hundreds of thousands of dollars are spent on misguided
research that tells you everything about consumers except the one key factor: what product they want
to buy; given half achance.

Why isit that product development people will spend zillions of dollars on molds and complicated
prototypes, yet grow apoplectic when asked to divert afew of those dollarstoward research into the
warm fuzziesthat can drive their market?

It's even more ridiculous that managers will spend up to $100,000 on video presentationsto sell the
ideato their own management.

Her€e's the usua new product development and design procedure. A group of people assembleina
room with computers, notepads, blueprints, and atrusty overhead projector. Some of them show their
ideasto the others, who say, "That'sagreat idea." Then they offer one another congratulations. It'slike
a"Marriage Encounter" with lab coats (or suits and ties).

Then, they take their trusty overhead projector and add aVCR. They pitch their conceptsto
management. Columns of digitsjump magicaly through the air. The video showsthe greet lengthsthe
designer went to to make the product. Management makes "improvements’ and congratul ates the
designers on their wonderful work, Then the suppliers are brought in from the outside to make the
product aredlity.

Findly, when the product hits Joe's Pushcart Joblot three-for-a-dollar aides, everyone laments,
"Wasn't that a great idea? Too bad it was ahead of itstime.”

And heréswhat they say to the media (I actually read thisthree timesin six months from three
unrelated companies): "Theinitia excitement was short-lived. Our research shows that con, sumers
likeit, but the frequency wasn't there. Basically we didn't sell enough to makeit work."

But guys, why didn't you redize that in the first place?

Why doesn't anyone bother to ask the people who are expected to purchase the product for opinions
before spending the big bucks? It's not enough to launch agood product into the market-
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placetoday. Y ou need a great product, onethat istruly meaningful to customers. If your product is
S0-0, you might aswell stay home and play poker with the boys. And you have to make sure you
have an audience that will genuingy want your product.

Deding with consumers and learning what emotions drive the category, particularly in the early stages
of product development, isyour head start on the competition. Y ou're going to need this head Start,
becauseif your product isasuccess, it's going to be knocked off by the competition amaximum of six
months later. Consumers should be brought into the new product process and questioned at the very

beginning.

Entering a new market with anew product can be daunting. The path to a successful new product is
rarely linear because you're venturing on an uncharted path. Like arugged mountain path, it isfull of
twists, sharp turns, bumps, and potentia roadblocks.

But you can go up the mountain safely and surely if you pave the way with consumer insghts. Thetrick
isto expose your products and positioningsto consumers at al stages to make sure you're getting it
right.

Y ou can even adapt your competitors products to your own fiscal and marketing needs. It'seasier to
steal market share from a competitor than to blaze a new marketing path, especidly if you know that
the ingghts that spawned the market are genuine. Barbara's Bakery, anatural foods manufacturer, has
asmple recipe for success. It speciadizesin creating innovations by taking an ideathat has been
successtul in the mass market and making it al-naturd for slesin hedth food stores. Ironicaly; the
company isnow getting placement in mainstream supermarkets.

The Strength of the Word New

New isone of the strongest wordsin the English language (free is the strongest). Consumers want to
try your new product. They want to recommend your new product to their friends and associates. It's
trés chic to be thefirst on your block to discover anew product, just asit boosts your salf-esteem to
be thefirst oneto try anew four-star restaurant.

Y es, consumers are engulfed in an avalanche of new products—mostly parity products or those that
marketing mavens
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deprecate aslow-interest products. But, just as abird surrounded by aforest of treeswill pick out the
tiniest twig that fitsits needs, the consumer will focus on the product that speaksto her or hisfedings.
Like the bird, the consumer screens out the irrelevant and focuses on the relevant.

But marketers often forget this, and instead create products and product differentiations that have
absolutely no relevance to consumers. On the drawing board they may ook exciting, but even the
most common-sense products will often flub the "will consumersbuy it" test, asfollows:

Severd companies have tried to market little stickersthat are placed on food packagesin the
refrigerator. When the product has been stored too long (say aweek), the sticker changes color. That
sounds great—now you'll know how long those leftovers have been sitting around. The problemis, the
caretaker of the household really doesn't want to know that the food has been just sitting there. He or
shethinks, "It'still edible," and it may well be. If the person seesthat asticker has changed color, he
or shefedslike a poor homemaker. Consumerswould like to see these stickers on productsin the
store. Thetroubleis, the supermarkets don't want their customers to know how long their products
have been sitting around.

Wesson Oil came up with anew cooking spray that shouted, "no alcohol.” Who cared? Not
consumers. They didn't even know that spray-on oils contained acohol.

Companiesfell dl over themsavesto develop an "Internet only" computer marketed to consumers.
Why would anyone want a dedicated Internet machine when, for afew hundred dollars more, he or
she could buy a computer that entertains and educates?

Consumers and marketers have different sets of values. Where the marketer is concerned with what
little gizmo she or he can put into the product to get acompetitive edge, the customer issaying, "'l don't
care about your competitive edge. What'sin it for me?”

Here's an example.
Genera Electric learned how to squeeze more usablelight out of its lightbulbs.

It initily marketed these Miser lights on the proposition of saving 5 watts of eectricity out of each
100-watt bulb. This
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ignored the fact that few consumers read their eectric bills and even fewer know what awatt actudly
is. Thus, consumerswere vitdly uninterested. Although GE had this"can't miss' technology, consumers
couldn't rel ate the benefits to their own lives. Since the energy savings were aminuscule portion of the
utility bill, therewas no visua cue and no vaue reinforcement.

GE then changed the positioning, which fixed the product. It positioned the bulb to give consumersa
bonus of extrawattage: 100 watts of power out of a 90-watt bulb. Morelight for your money—that's
abenefit. That's a service that dmost any consumer can relate to. It's especially important to baby
boomers asthey get grayer and grayer. Asthey get older, they need more light to read by. The benefit
reinforces itself every time the user turns on the light. No need to cal the kidsto read the fine print.

L earn Passions and Per ceptions Before Y ou Produce

A successful effort doesn't begin with aproduct, it begins with positioning research that identifiesan
underlying consumer need—even a passion. New product work is most successful when you don't try
to outguess consumers. Consumers are alway's ahead of the manufacturer because they have dl the
leverage. It's called a checkbook. They use it when they're findly convinced the purchaseisright.
Finding the optimum hook is the single most important aspect of creative marketing; it is asimportant
asthe big product idea. The hook should be more than an aspect or feature of the product. The hook
isthetotality of the product experience.

Although take-out food should taste the same as the identical food from the same restaurant, it never
does. Those takeout foam containers seem to deaden the taste of the finest food. Furthermore, the
decor of the restaurant and the attentiveness of the waiters are nullified by the container. It'sthe totality
of the dining experience that makes arestaurant worthwhile.

Don't spend tons of money developing your product in full without knowing the whole consumer-
driven product story. Although it's hard not to, you can't fal in love with your prod-
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uct just becauseit's your baby. It'stoo expensive. Make sure consumerstell you it's a product they
will buy and continue to buy.

Needs Waiting to Be Satisfied Are Everywhere

Needs can be self-gratifying, like aself-reward of arich dessert or buying apiece of jewery to
pamper onesdlf. "When the going gets tough, the tough go shopping.”

Needs can be of the nurturing variety: the desire to treat afamily or child to the best careimaginable.

People are sensud beings. They have aneed for simulation. Even something as band as dishwashing
detergent can be sensua when we add a"great lemon scent.” Microwave popcorn is sensua as
tempting aromas are wafted through the house. The world was very happy with a computer that
merely beeped. But computer users became downright ecstatic when the Sound-blaster crested
lifelike sounds that took users away from their real-world problems. On the negative Sde, Free & Soft
was afabric softening packet that was meant to be stuck on theinside of aclothesdryer. It wasaflop
asaproduct becauseit couldn't be smelled. Even though lab tests showed that Free & Soft delivered
as much softening power as more-expensive-per-wash dryer sheets, the product offered no sensory
reward to consumers.

The Critical Path to Success

Y ou oweit to yoursdlf and to your company not to let guesswork get in theway. Let the energy of the
consumer's emotions drive the product from itsinception. Don't entrust the product's positioning to an
advertisng agency that has nothing to do with its development.

This path is a proactive approach to new product development. It's an expansion of the program
shown in Chapter 2. It will show you whether your product istruly different, andif itis, it will show
you whether the difference isimportant enough to consumers to make them buy it. You'l learn how to
position your product or product differentiation so that it istruly mean-
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ingful to consumers. Just asimportant, it will show you what is not effective,

According to your resources and godl's, hypothes ze products and benefits that you can produce. At
the same time, guess at needs that can be satisfied by the product. Probe for consumer reaction by
showing consumers redl-world advertising featuring the product and the putative consumer benefit.
Keep working on your product's positioning until the ideas have evolved to a point where a solid
group of consumers want the product and you know the hot buttons that make them want it.

In short, create hypothetical products, and put them in areal-world setting. When consumers say,
"Yes, I'd buy that product,” you know you have awinner.

There are great advantages to developing anew product based on consumer feedback rather than
from the confines of your office or kitchen.

» New product opportunities and purchase triggers are developed smultaneoudly. Y ou can cut your
losses by quitting on abad ideaearly if you can't find away to sdll your dream clearly and effectively.

» Physicd product benefits and the consumer perception of physical and emotiona benefits are
defined, so that you know what bells and whistles you should incorporate into your product. A short
time ago a high-tech shopping cart was introduced to supermarkets. The cartsfeatured a
computerized product locator and a calculator. The carts were removed after atest market stint
because of lack of consumer interest. As one consumer wrote in alettersto the editor column, "1 was
upset that al the pretty shopping carts that matched my car were gone.” The maker of these cartsfiled
for Chapter 11 bankruptcy. Thiswouldn't have happened if the company had checked the product for
consumer reaction fird.

» New product opportunities are defined in terms of your equity and resources. These opportunities
can be afamous brand name, a specid digtribution channdl, atechnologica breakthrough, or even just
adesireto break into an area. Here's a story of defining one's asset and building oniit.

Kinko'sisachain of twenty-four-hour copy shopsthat billsitself as"Y our office on the road.” Kinko's
started as a coffee
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shop in acollege town. It had a copy machine in the back and ran copies twenty-four-hours aday.
The owner, Paul Orfaia, was no dummy. He knew that his prime asset was the all-hours copier that
was prized by every procragtinating student. So he dowly built achain of copy centersin college
towns and gave the coffee away freel

Faux Ads

After you have the product idea, work the product out on paper in the form of faux ads. The use of
these ads was discussed in the context of marketing in general in Chapter 3. Let'sgo into abit more
detail about why these ads are so important and how we use consumers.

Why ads? Developing ads before you make your product forces you to look at your product from a
marketing standpoint. If you can't sall the product or service with an ad that focuses on asingle selling
proposition, the chances are you won't be able to sdll it at al. When you sell your product, you're
going to have to communicate your product to someone. Doesn't it make senseto get ahead start on
the process?

Why ads? Because paper isa hell of alot chegper than prototypes. Ads alow you to experiment on
paper every step of the way and validate every part of your product before you physicaly makeit.
Thiswill help you find fatal flawsfaster. It's cheagper to build a house when you know what the
occupants want and you don't have to guess at what they may want. Y ou can create twenty or so full-
color concepts with aunlimited variation of ideas for afraction of the cost of one product prototype.

Why ads? Because you can keep the crestive envel ope stretching until it sngps. The nice thing about
doing the preliminary work with ads and instant consumer feedback isthat you don't have to be afraid
to make mistakes. Y ou can explore every creative whim. Ads aso alow you to make modificationsto
your product before it goesinto the rea world.

Peopl e often ask, "How can you develop an ad for aproduct that doesn't exist?' Why not? The
people who write the ads and produce the tantdizing trailers for moviesdo it dl thetime.
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Theads, TV commercids, and trailers are finished well before the movieis produced.

Most mgor movies are pretested too. If the ending doesn't play well, the producers can changeit. If
the characters don't play well, they can be fleshed out in the editing room. Imagine how bad Kevin
Costner's box office flop Waterwor |d would have been if it had not been fixed up after consumer
testing.

Build Your Product for Consumers

Show these ads to groups of consumers who represent what you think isyour target market. The key
isto get consumersto react, because in the real world consumers react to everything they see.
Consumersdon't try to become marketing experts and anayze why they should buy a product. They
smply buy or don't buy.

Obvioudy you can't show your product to millions of people. And even if you could, there are
thousands of products out there, so you must show consumerswhy your product is specid. That's
why you seek out anything that will arouse fervor in consumers. Y ou show your ads and positionings
to consumers through interactive groups, as discussed in Chapter 3.

But don't rely entirely on interactive groups and an outside moderator. Tak to consumers one on one.
Y ou, and everyone connected in any way with new product development, should question consumers
too. A relaivey painlessway isto have amdl facility intercept consumersfor you. Then use your
boards to gauge consumer reaction.

When you show your ads to consumers, several things can happen.
» They may like the product but hate the positioning. You'redive.
» They may like the positioning but hate the product. You'redive.

 Or they may give you the dreaded "I'd buy it if | had a coupon” response—which meansthey won't
buy your product. Y ou're dead.
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Usudly, you'll find that 90 percent of your ideas will be shot down for various reasons. Ian't it funny?
That's about the same rate as new product failures. The focus group will become your adversary. But
fear not. Y ou haven't squandered much money or resources. Remember, thisisjust paper. The
consumer group isnot your enemy, it isyour safety net.

Building on Rejections

Regection isavita part of the new product process. In fact, rgjection isto be encouraged. If you don't
get rgections, you're smply not working hard enough or expanding the cregtive envelope. You're
being held captive to your own judgment and preconceived ideas, and you're going to pay at test
market time. Count on your favorite ads and products dying ahorrible death until you learn more
about and gain ingghtsinto the specific market.

If you don't build on rejection, you're also gpt to throw away agood idea. Building on regjection isthe
optimum way to refine your product and, just asimportant, your consumer sales pitch. Consumer
groups act asyour idea"refinery,” sfting through the dag and leaving you with the gold.

| was part of the team that hel ped create the hugely successful Glad-Lock bags (the yellow-and-blue
sedl becomes green). After thefirst two interactive groups, the outlook was bleak. Consumers thought
they were being taken for dolts. Thisisnot agood way to build aloya market. Almost every
woman—uwe used women because we guessed they would be the ultimate purchasers—vituperatively
rejected the product.

So we went back and licked our wounds. We remembered hearing one woman say that she thought
the product was ridiculous, but she wished she could find away to get her husband and kids to wrap
up foods. We came back with the following positioning: " The bag that's so smple, even husbands and
kids get it right every time." To consumers, the product was no longer ridiculous. It wastruly
meaningful. The new positioning, which alowed consumersto rationalize the color-change sedl, struck
an immediate chord with them. Just this minor change in positioning overcame the years of lead time
enjoyed by Dow's Ziploc.
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Thepoint is, if we hadn't been rgected, we would not have developed the strategy that worked so
well. Even today; commercids take extra care to make sure the housewife is not insulted by the pitch.

Every rgection should lead to an insght, and therefore an improvement in your product or positioning.
Remember, if you polarize people with your new product idea, at least you know that you know one
segment will strongly want your product.

A strong no is much better than aweak yes. Good restaurateurs will tell you that the worst kind of
customer is one who dines agreeably, leaves, and never returns. The progressive restaurateur builds
from what the dissatisfied customers say (aswell asthe regular customers) and fixes what's wrong.

Actively solicit rejection. Try asking consumers to write the product's obituary at the end of the
groups. What they will tell you can be extraordinarily helpful becauseit will underscore what's bad
about your product so that you can fix it.

Negative insghts can be a hidden road map to anew idea. Staying flexible and making adjustmentsis
key.

Honing in on Sensory Appealsin a Consumer-Oriented Manner

It'simportant that your product appeal to as many senses as possible, but your sensory benefits should
not stand aone, asin ablind taste test or aromatest. Consumers put sensory éttributes into their own
frame of reference. Sensory appedl is one of the aspects of your product, but don't stop at asmell or
taste that's good. Test the whole concept. Smells have traditiona ly been adifficult areafor market
testers. Usudly consumersare given avid of something to smell and asked their opinions about it. In
this Stuation, consumers can't give ahdpful opinion because the smell isout of context. But if you
demondtrate the appeal on aboard or through imagery, consumers can better relate. For instance, if a
consumer isgiven avid of lavender to smell, aconnection to the red world ishard to make. But if you
say your new spray starch has alavender scent and you use appealing graphics of apotpourri packet
inan ad, the consumer will relate ingtantly. Than you can give her or him thevia and seeif the aroma
lives up to expectations.
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Back to the Drawing Board

After thefirst round of groups, it'stimeto regroup. But now you have an incredible amount of learning.
So you take your ads one by one and study them. What works you leave alone. What doesn't work
you ether throw out or improve.

Y ou can change:

* Your product

* Your postioning

* Your to-the-heart selling premise

After each wave of groups (and between individual groups, if necessary), the concept inventory is
totaly modified. Y ou can:

* Add new concepts.

» Drop conceptsthat didn't work at all.

* Modify concepts that seemed to have merit.

» Keep the strongest concepts. These will serve as benchmarks for your next set of groups.

Then you take your revised concepts out to new territories—wherever you think your target market is.
If your product is nationa in scope, take it out to geographically diverse areas so that you get a
representative sampling of the United States. If your product is regiond, go to those areas that
represent your target market. Thisis continued until:

» Synthess of the most promising products that you can act on isredized.
* Postionings are defined.
* Purchase motivations are determined.

At the conclusion of the groups, the concepts will have gone through a comprehensive set of teststo
confirm their vdidity, their communications value, and their impact. Y ou will have developed strong,
winning, advertisable product concept(s) that can be readily implemented. Y our winning products and
strategieswill have struck a "targetable nerve." Moreover, these concepts were developed from
expressed consumer needs and tested
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to make sure these needs were met by your product and positioning. (See Figure 6-1.)

Neither consumers nor the client were motivated by the positioning or the product shown in Figure 6-
IA. Consumersdid gravitate toward the "options" concept shown in Figure 6-1B, but reacted poorly to
the negative treatment of other available fuds. From here, the idea evolved into a motivating concept
(Figure 6-1C), which guided product prototypes and al communications.

What | sthe Best Price?

Fortunately, you can dso find out what your price should bein your focus group research. Just attach
price bullets to your boards and see how they affect purchase interest. Try anumber of prices until you
find the one that fits best. Don't ask consumers what they would pay for the product. They will
invariably say something incredibly low. Make them react—as they do in the redl world.

Marketing VersusR& D: Winning the Battle

In one corner, weighing in with a curriculum vitae, wearing alab coat and expressing atota distaste for
marketing, iIsR&D.

In the other corner, weighing in with asmple résumeé and dressed in apower suit and tie, is marketing.
Thereareno timelimits. It is (seemingly) ano-holds-barred fight to the degth.

The battle between marketing and R& D occurs because R& D people are often not considered part of
the marketing team and therefore are not included in new product ventures. Or they're forced to react
to half-baked mandates from marketing groups who put together a matched set of numbers and
expect R&D to pull aproduct from the desk drawer. Like marketing, R& D is very defensive about
any new product ideathat doesn't come from the R& D team.

Therole of R&D is often miscast by too many companies asthe strategy of hope: Throw money in
and hope R&D results.

(text continues on page 118)
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Introducing

e

the revolutionary new fireplace insert
that runs on compact fuel cartridges.

l\ﬁ-ﬁk

The secret is

in the cartridge

The fireplace insert
for the 21st century...
and beyond

Figure 6-1.
The evolution of a concept from probable loser to winner.
A. Poor




Don't “attack” wood

or gas say "aftematie” If you thought your
fireplace options were

limited by the hassles of

gas or wood, think again.

Name still
not right

GlowMaster
clean-burning

fireplace
insert

A Lights in seconds EREET
A Extinguishes in seconds Your first supply

‘Nﬂ smoke or pollutants of Gel-Fuel for

4 No ashes or residue. h::-":n::':ell;::s

}Fullv portable. pollutant free
No installation! fireplace fires.

Figure 6-1. (continued)
B. Better
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The Common-Sense
Alternative to

Gas and Wood.
Introducing the all-new

Gelkuel. jpsert!

I you thought apion limited end wood, here's
lh:lhm&m"[hu(ﬁufrud insnr:‘u o

It turmes on in seconds with the touch of & manch,
And it extingniches in seconds at 1he touch of & bever,
It runs on & new kind of fuel that's totally smokeless. It's so clean, you can
load it in your besiness soit.
It's so [riendly 10 the environment you can even run it on no-burn dayi.
And best yet, nobody will know it's not & wood fire if you don't tell them.
And if you want your wood fine -~ no problem. The Gel-fuel insert is so
light-weight, it lifs right 0wl of your fireplsce.

The Gel Foel fireplace insert. t's a new kind of cnergy you can live with.

The Common-Sense Alternative to Gas and Wood.

Gelkuel.

1800 E. Central Ave. * Besttls, WA 08878
TOLL-PREE: 00-078-4063  FAX: 317-345-0881
Dyaler [nguiries Iarited.

C. Best
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Both marketing and R& D must know what the other's problems and chalenges are. And they should
constantly test each other to make sure everyone s pushing to the max and getting the most out of
business opportunity. Y ou should build relaionshipswith R&D.

This happens by working in an intersecting plane with R& D ingtead of in pardld worlds. In theory,
both groups share the same goals. R& D departments can be agreat source of inspiration and even
research and development, when they're worked with as key players rather than "those you haveto
ded with."

Great R& D advancesrarely work in avacuum. The marketing manager's goa isto provide aconduit
and direction for new ideas. An effective management trick isto design aproduct ideathat isjust
beyond R&D's current reach. Make it apersona chalenge: Chalenge R& D to makethe
technologically unfeasible feasible. It'seasier to pull back on your product demands than to add to
them later. Our space program was adirect result of the concept of "innovating by necessity.”

Look at it thisway: If the product succeeds, everybody will take credit for it. If it fails, you can dways
blame R&D.

Recognizing a Winner

The president of a successful ceramics company said it best. "When | develop anew piece, | show it
to my potentia customers. If they smile when they seeit, | know | have awinner.”
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7
Exploding Those Deadly Marketing Myths

The day isimpossibly sunny—a perfect beach day for the family and kids. The ocean water, in one's
imagination, is cool and turquoise and extendsits persond invitation. Along amblesa playful little girl
with a golden tan, romping on the beach, eating a dripping ice cream cone. She looks asif she
wandered out of aNorman Rockwell painting, A pint-sized dog yips behind her. (Have you figured
out the marketing scenario behind this picture yet?) The dog takes aplayful nip at her bathing suit. A
bit of palefleshisexposed. (Now | know you'vefigured it out.)

It sounds like a corny opening of athird-rate kid's book, but it was that ad with alittle child's bare buit
that gave rise to Coppertone. After thirty years, and some minor updating here and there, the ad isas
strong asit ever was. And the brand, with constant updating, isas strong asit ever was.

In marketing, nothing is for sure, except that you have to keep your résumeé on hand and aways
updated. But there are three beliefsthat are dmogt universdly held by retailers and manufacturers
aike. Although they aretreated asif they were carved on stone tabletsin MBA programs, these
bromides are wrong. The good newsis that these misconceptions mean big opportunitiesfor crestive
marketers and MBAswho have seen thelight. These beliefs are:

1. The(myth of) the product life cycle
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2. The (myth of) the parity product
3. The(myth of) declining brand loyaty
These arejust afew examples of salf-fulfilling propheciesthat hinder long-term product success.

Even though you have to memorize these maxims to graduate with an MBA, they are not facts of life.
They're cute little catchphrases that seem to pop up more and more as people look for dibisfor
declining market share and diminishing product cregtivity. They're excuses—hereses againg any
marketing that requires thinking. Excusesfor letting the bottom fall out of saes because the marketer
was just too lazy or too scared of bucking accepted wisdom to do anything about it. These mythsare
sdf-fulfilling prophecies that are widespread smply because marketers have taken the heart, and thus
the primary sales hook;, out of the products and servicesthey sdll.

The Myth of the Product Life Cycle

Inthisingdious myth, a product lives, matures, and dies, like aliving entity. This may work for frogs
and butterflies, but it doesn't work for products, for they are provided for by aliving, bresthing entity:
the brand manager or entrepreneur. If the life cycle exists, how do we account for products like
Campbell's soups, Swift bacon, and Colgate toothpaste being among the market leaders for
fifty—count 'em, fifty—years? Actudly, Colgate-Pamolive had let Colgate toothpaste dip to adistant
second to Crest inthe oral care category beforeit decided to right itself and narrow the leadership gap
with on-target line extensons afew years ago.

While the length of an organic life form's existence isfinite, we can make brand and product lives
infinite by playing mad Doctor Frankenstein and injecting new life into them onceinawhile. It'stimeto
go out and rebuild your brandsinstead of throwing them onto the scrap heap!

Marketers give up on their brandslong before consumers do. The reason they give up onthemis
insengtivity:
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» Totheir company
» Tother brand'semotiona pull
» To consumer concerns

Brand managers get bored with a product long before consumers do. Or marketing ranks are
replenished by new cohorts of managers who don't have the same emotional commitment to the
product asthe origind creator. The first brand manager loves the product, bringsit to life, nurturesit,
treatsit as hisor her baby. The next manager treats it as an adopted child, the third as a bastard,
orphaned waif. It'sthe Peter Principlein reverse. As brand manager succeeds brand manager, the one
with the least vested interest in the product is entrusted with the brand. In another typica scenario, the
brand manager neglects to update the product to fit changing lifestyles or competitive Situations once it
losesitsinitiad momentum.

This boredom isreflected on the shelf and to the consumer. Colgate-Palmolives Ajax brandisa
product line that failed to acknowledge changing market conditions. Before its recent updeting, theline
of productslooked like alost child of the pre-Beatles 1960s. Now it looks good on the shell but its
"value" advertisng madeit an afterthought to consumers.

In marketing to children, thereis an axiom that the market renews itsdlf every eight years. If we extend
that concept into the adult world, there are continuing and changing marketing opportunities as
demographic groups naturdly evolve and segment themselves. For instance, agirl's needs get closer to
her mother's as she enters her twenties. This new closeness gives you anew opportunity to sell to her
because her values and product choices change, in keeping with her new adult role. She no longer
wants the products she used as ateenager, but she often wants the ones that served her mother so
well.

In the continual search for new products, the big marketing opportunity might be the product you've
been ignoring al these years because you thought it was in its degth throes, which were, in fact, salf-

imposed.
There are usudly three symptoms of a neglected product:

1. The product is positioned with ava ue/price strategy (asif it'saunique idea).
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2. Product advertising, if the product is supported at al, carries a prominent picture of the American
flag.

3. For lack of abetter idea, the product is given alogical, reason-why appeal, which isrgected by
consumers. For some reason, when acompany can't think of anything else to say about a product, it
conducts a taste tes—which consumers usualy don't find credible. Maxwell House, afew years back,
conducted avery slly taste test campaign with none other than Linda Ellerbee (who must have needed
the money) that was devoid of any crestive thought. Compare thiswith Starbucks, which reenergized
the coffee market with new flavorsand astyledl itsown.

The good newsisthat you can liven up products that have downtrending or stagnant sales patterns.

Two products that were, until recently; in vital need of new energy were the previousy mentioned
Ajax cleaning line and Herba Essence, amonster shampoo in the 1970s. Finally, after years of not-
s0-benign neglect, Colgate istrying to establish ayounger lifestyle repositioning after itsill-conceived,
throwaway price/vaue campaign of ashort time ago. Clairol has aso livened up Herba Essence for
newly identified market ssgments. It has met with agreat success.

On another front, honey cooperatives arein atizzy because they fed that the product's golden timein
the 1970s has past. Honey isa product category thet isripe for positioning and marketing innovations
by the honey cooperatives. Look at the fantastic job done by the raisin cooperatives and the Ocean

Spray Cranberry group.

In the next chapter, we're going to explore specifics on how to reverse the fortunes of stagnant brands.
But it'simportant to redlize that brands often flatline because of the emotional state of the manager or
company that'sin charge of the brand. The brand istreated as old hat or past its prime. Nobody wants
to take on the challenge of straightening it out. Managers jump a the myth of the product life cycle
because it'sthe easy way out. Developing anew product isfun and glamorous. Marketers see an old
product as boring, and this boredom istransferred to the product in the form of few changesin
packaging or marketing strategy.
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A smpleway of getting around this ennui isto pretend that thisisanew product.

Y ou can interfere with the downward momentum of socalled product life cycle by treating the product
asyou would anew product launch. After al, when you reposition a product, you are creating anew
spot in consumers minds. But be careful not to forget what the origina product brought to the
consumer party. Create anew Share of Heart that combines the old and the new. New, updated
packaging. New applicators. New applications. New scents. Murphy soap (owned by Colgate-
Pdmoalive), JdI-O, even Cheez Whiz and Ve veeta have shattered the myth of the product life cycle
because they've been periodicaly reviewed and dlowed to evolve to fit in with the changing times.
Look at Cheerios. In our generation adoneit's gone from akids cerea—it's got "Go Power" (I never
did figure why they made 'em like little O's)—to a taple of amore mature market, capitaizing on the
grains-are-good-for-you trend . . . without missing a beat. Line extensions keep the brand vibrant and
profitable.

Add Share of Heart by attaching new usesto your product. Consumers love to discover applications
for thetried and true. New fabrics, new home surfaces, new ways of eating and doing business all
provide new repositioning opportunitiesfor these old reliables. Go after new consumer segments.

Now that I've said that, whole industries do become mature and need to change. Just ashort ten years
ago, typesetting was astrong industry. Then computers camein, and now amost every advertising
agency and magazine publisher isits own typesetter. New products and services should be developed
when businessisgood. If you wait too long, you'll lag too far behind your competitorsto do much
good. Asoneindustry comesin, another industry takesits place. It'sthe aware industry that plotsits
Own course.

In the Fulton Fish Market, the prime business was distribution. For example, most sales went through
the Fulton Fish Market in New Y ork and other fish markets across the country. As better shipping
modes devel oped, restaurants and seafood distributors could acquire their product directly. They no
longer needed the expense of the Fulton Fish Market.

Smart fish marketers became value-added producers. Restaurants were sent complete fish dinners,
rather than raw
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seafood. Fishmongers even developed better presentations for supermarkets. The supermarkets, with
thefish sellers help, made their seafood counters more appetizing. Smart sellers adopted and adapted
merchandising tactics from purveyors of other commodities. Tyson Chicken now gets 85 percent of its
salesfrom value-added products that satisfy the consumer's desire for awholesome dinner that can be
"home made" in thirty minutes or less. A good home-cooked chicken dinner is considered food for the
soul. If it can be made quickly and cheaper, it can makeit into the consumer's heart.

TheMyth of Declining Brand L oyalty

Thismythisingdiousand pervasive. Thereisno lack of brand loyalty when the product gives
consumers the same good fedingsit has dways given. The seeming lack of loyalty isbrought on by
yourself. As Pogo said, "We have met the enemy and it isus." The way many marketerstreat product
loyaty and their own customersisthe epitome of the double standard. They philander, change the
product, and keep upping the price without a consumer-driven reason, yet they want consumersto be
loya. A fascinating contradiction isthat the same managers who complain about lack of brand loyaty
keep offering new, but soggy, line extensions. Product and brand loyalty have to be earned on an
everyday bads. Y ou haveto earn product loyalty by continualy doing something nice for your
customers and by reminding them how important the product isto their lives.

Emotiona involvement iswhat builds brand loyalty. Most purchases are made because we think the
product will make our livesalittle hgppier, will make us more powerful, more feminine, or more
efficient. It'simportant to et your customer know that you are doing this. If you neglect to reinforce the
warm fedings, you lose loyaty. When you show consumers that they made the correct purchase
decision, they will buy your product or service again and again.

An interesting phenomenon that is seen in interactive consumer groupsisthat consumers are growing
more and more skeptica about productsin generd. Many consumersfed that
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thereisless and less of the active ingredientsin the products they're buying. They fed that the products
are changing behind their backs. And, aswe al know, they're right. Thereis atremendous lack of
loyalty to consumers. Thisis partly due to the megamergers and buyouts.

In the Northeast, Frethoffer Bakeries was purchased by Generd Foods with nary amention in the
newspapers. In fact, there was no mention of GF on the package. But the "flagship” bread was
changed. The product was not the same one that consumersloved for years. When sales of the bread
flattened, could we blame it on declining loyaty?Y ou change the brand, confuse consumers, putin
cheaper ingredients, then complain about declining brand loyaty? Give me abreak! Care about your
customers and they'll care about you. Don't make changes and hope for the best. If you must change
the product, changeit in away that consumers want.

Manufacturers are not giving consumers anything to be loyd about. Cered manufacturers recently
charged five bucks apop for abox of cereal and then wondered why consumers switched to the store
brands. Keep infusing your brands with a Share of Heart along with a price break and watch the
consumers come running. A better product for less money isasure way to build loyaty. Most people
would buy name brandsiif they had the money; but they don't want to take out abank loan for abox
of RiceKrigpies.

Where there's a need, theré's amarket. Malt-O-Meal, a cereal manufacturer with no "killer" brands,
now devel ops knockoffs of popular cereals at budget prices. In doing o, it isrevitaizing its own brand
name and creating new equities. Mat-O-Meal's choice of polyethylene bags rather than the standard
box is another key difference. It separates Malt-O-Med's product from the other, boxed products on
the shelf. Consumers know they're paying for a Cocoa Puffs clone and that the packaging is not
adding to the price. They fedl smart for making the purchase. Give Mat-O-Meal agreat dedl of credit
for finding aniche and filling it well, which can be tough for an old-line brand name that is used to
doing things the way they've dways been done.

Surprisingly, the Europeans knew about building brands long beforewe did. In Greet Britain, private
label, which can
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definitely be considered a branding technique, isking. Some private-label products hold aforty to fifty
share of market. Other brands are featured as afterthoughts. That's because retailers there ingtill the
classand prestige of their store into the product asif it were an integra part of the shop.

When you see a product or product category that has been abandoned because of the alleged
marketing truisms, it'stime to seize the moment. Infuse your brands with emation, fun, and prestige.
That's the way to build and keep brand loyalty. Stake out your territory and guard it with the ardor of
anew-found lover.

Just like afingerprint, every product and serviceis unique. The aleged marketing truismsjust don't
count anymore (asif they ever did).

TheMyth of the Parity or L ow-Interest Product

One of the marketing person's dlegedly most difficult jobsis building a share of market for aso-caled
parity product—one that has no apparent advantage over existing products.

| don't believe there are parity products. There are only lazy marketers. Parity products are just stock
keeping units (SKUs) that haven't staked out emotiona or physical footprintsthat differentiate
themselves on the shelf. Let'stake butter, for example. All butters are the same, aren't they? But a
solid marketer like Land O' Lakes can come up with severd flanking products with their own set of
consumer benefits. There's even anew butter with 50 percent more butterfat than competing products.
Follow-the-leader and me-too brands should have alife of their own rather than just achieving a parity
satus. Wal-Mart has done a sterling job with its store brands.

There isno such thing as a parity product as long as consumers have to make choices. Consumers
must make va ue judgments about each product they choose. And various studies show that they give
your product about thirty seconds at most.

But some products magicaly succeed in building and maintaining share dominance while othersface
the prospect of playing follow the leader. Watch a customer make a buying decision about a so-called
parity product, like American cheese. Watch
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him or her pick up a product, then put it down. Watch him or her compare labels and prices. To the
customer, there's a difference between identical products. Every consumer product hasits own
emotiond fingerprint.

Y ou can differentiate your product by giving it anew function that the other guy hasn't thought of yet.
Thismakes consumersfed clever, like they're getting something for nothing. Become ahero for solving
two problemsfor the cost of one. Arm & Hammer baking soda, of course, isagreat example of
building a consumer base from a common product. Now consumers buy two boxes—one for genera
use and one as arefrigerator deodorant.

Despite the consumer-driven benefits of alow price, you can define your product's uniqueness by
charging dightly more. Y es, more. Make your product stand out from the crowd by giving it a
premium image. Make it o prestigious that consumers have to sacrifice by paying moreto get it. It will
often be valued more.

Try making aminor cosmetic change, but tieit into the emotiond vaue of the product. Frank Perdue
created an upheava in the chicken business when he capitdized on the fact that his chickenshad a
brand name and yellow skin. This convinced consumers that Perdue chickens were hedlthier, prime
chickens. They seemed hedlthier to consumers because Perdue positioned himsdlf as an expert and
said ydlow was better.

Give your product anew name that consumers either love or hate. Stay away from neutral nameswith
no emotiona vaue. Bully toilet bowl cleaner arouses negatives, but to consumers, it sounds asif it will
redly work. Snuggleisagreat namefor afabric softener, especialy when it's positioned for kids
clothes.

Hotel Bar butter, Glad storage bags, Ronzoni pasta, Evian water, and Absolut vodka are dl products
that succeed despite aso-called parity environment. Consumersfed that they are buying the
best—and if they can afford it, why shouldn't they? It's an affordable luxury. Thereésawhole new
paradigm driven by consumer dynamics. Consumers are gravitating toward premium brands with
substance and image as they never have before.

To mogt |ettuce growers, lettuce is a parity product in acommodity category. At least, it was until
Foxy lettuce decided to
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change the playing fied. Foxy inserted itslettuce headsinto individud plastic bags, with the name
Foxy in big type. Consumersfelt that they were getting a product that had not been picked over by
shoppers. Foxy lettuce sales soared. The plagtic bag and brand name conveyed trust and confidence.
The new look also caused supermarket buyers to specify Foxy over competing no-name products.
Foxy isnow building on its newly devel oped equity to sall prepared salads, to excellent
consumer—and supermarket—reception.

Suntan lotions with government-mandated SPF (sun protection factor) numbers should be so-called
parity products, but they're a hotbed of marketing opportunities and positionings. Coppertone has
taken its famous ad and developed a product around the symbol—Waterbabies. It plays on the
nurturing motivation. The product stands out and invites purchase. It has a hefty pricetag, but it beats
rubbing Noxzema on ascreaming, hurt child after ahot timein the sun. The whole sunscreen category
isatextbook example of creative marketers (and some not-so-creative marketers) differentiating their
productsin a parity environment.

Thereisno such thing as alow-interest product. There are only disinterested, uninvolved marketers.
This marketing myth is self-fulfilling and destructive. It's the opposite of what marketing to the heart
should be.

How to Beat the System: Positioning Your Product in a Changing Market

Y ou can ignore dl these marketing myths when you monitor your brands and go for the heart. Thereis
onetruism that can't be debated: Y our customers are dways evolving. What made them happy
yesterday may not make them happy today. New needs are forever arising.

A changein your customers brand commitment is due to emotiona or positioning obsolescence. The
product no longer resonatesin the consumers heads or hearts. Y our customers expectations have
gradualy changed. They have moved on to new experiences. In abus ness-to-business situation, your
customer may have stopped using your services because you didn't give
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him or her any reason to remember you—you didn't reinforce your importance. The product or
positioning has less meaning than it had before. The market has passed you by.

There are agreat many brands and products that can usurp your positioning or come up with an even
better selling proposition. Y ou and your product will be replaced if you don't keep enhancing it.

Examples abound:

Shapple. It wasthe beverage of the early 1990s. Its unique flavors and advertising gave it aspecia
appeal to young adults. Then Quaker Foods bought the brand and could no longer keep the product
as unique asitsformer owners had done. Quaker had no clue to the product's appeal—but the brand
name probably looked great on Quaker's spreadsheets. Snapple's market share has been eroded by
Mistic beverages, AriZona beverages, Fruitopia, and Nantucket Nectars—offbest products that
Snappleitsaf spawned.

Kmart. Thisisaflagrant example of acompany that did not keep up with thetimes. Kmart wasa
leading discount store until it was undermined by Wal-Mart. Kmart haslost itsway, its positioning,
and its customers. Itslast commercias featured Penny Marshall and Rosie O'Donndll acting
obnoxioudy. There was no point to these commercias. It was dmost embarrassing towalk into a
Kmart after Penny and Rosie trashed it. Compare thiswith Wa-Mart's Share of Heart. Said arival
retailer on the strength of Wa-Mart, "Even when their pricing and salection isn't any better than ours,
consumers make the purchase at Wa-Mart'singtead of us."

Fayva Shoes. Thiscompany wasfirst on the block with discount shoes, then neglected to tweek its
image when additional discount shoe peddiers, mainly Payless Shoe Source, came by.

CompuServe and Prodigy. They owned the computer on-line service business until America Online,
with its ultrapowerful "community” positioning, darted past both of them. CompuServe, despite aten-
year head start in the business, was considered too complicated for the average user. The company
was too stiff-necked to react to market changes. Prodigy had stodgy
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graphics and weak content. AOL is congtantly improving, not resting on itslaurels, and is continualy
building on its strengths (so much so that it recently attracted an overwhelming number of sgn-ups,
which taxed resources).

It'simperative to stop positioning obsolescence beforeit begins. To pargphrase Robin Williamsin the
movie Dead Poets Society, you have to seize the moment.

The bottled water category isa case study of beating positioning obsolescence. Favored bottled water
brands change more quickly than monthly selections from the Book-of-the-M onth Club. To combat
thisfickleness, some savvy water marketers change their brand's name and packaging every six
months or so. They restage products even before the product startslosing steam.

Restaging, or repositioning (in the classic sense, anyway), uses advertisng and promotiona tools. But
the positioning should be manifested in the packaging and the product itself. The product should be as
unique and exciting asit origindly was. Share of Heart should help you to differentiate your product al
the way down to the point of sale.

Consumer mind-sets are continually changing. Y ou haveto find out about those changes, because
nobody will tell you about them.

TheRing Ding Evolution Opportunity

Back in the mid-1930s, a unique product was invented. It would soon set the world on its ears and be
vilified as an example of decadent Americathe world over. But its ramificationswould befelt in
modern-day marketing, and the basic principles of its ultrasophisticated marketing strategy would
never change, for it was the grandfather of the Dove Bar.

The Ring Ding (for you midwesterners out there, the Ding Dong) belongsin the marketing hall of fame.
A direct descendent of the hockey puck, it was (and still is) achocolate orb filled with an ersatz white
cream that came clad in crinkly cellophane and that, on warm days, |eft agooey chocolatey messon
its cardboard platter that was awholelot of fun to lick off. It didn't even have microwave directions.

127



It had only asingle redeeming quality, which wasforemost in the mind of the typicd twelve-year-old: It
tasted good. To kids, it was aluxury and worth the price. We didn't expect it to turn usinto Superman
or even supply uswith onethird of the minimum daily requirement of anything.

We've grown up. Or have we?

Adultswill still choose something that tastes good over something that's good for them. Just aswe
eagerly anticipated the taste of a Ring Ding, we now anticipate the taste of agourmet ice cream. There
isatrend toward gourmet products, even those that have athoroughly unhealthy image.

The common marketing wisdom is that we're anation of health-conscious adults, torturing oursalves
on Nautilus machines, scrutinizing labelsfor any hint of the devil cholesterol, and eschewing anything
related to junk foods. So thisis heady stuff to marketers who accept this wisdom.

The common marketing wisdom is misguided. Our tastes have smply grown up. Weve evolved from
Ring Dingsto Ben & Jerry's New Y ork Super Fudge Chunk. We've gone from macaroni and cheese
to fettuccine afredo. From wienersto wiener schnitzdl.

If the 1970s and early 1980s were a period of product have-nots (no preservatives, no caffeine, no
atificid anythings), we are entering a period of haves—more chocolate, more real butterfat, more
natural ingredients. We have not substituted good nutrition for good taste, athough we will
compromise now and then.

Take Dove Bars, for example. When Dove Bars came onto the scene, they wereridiculed in some
quarters because "savvy" marketers doubted that consumers would pay two dollarsfor anice cream
bar when perfectly serviceableice cream bars cost about fifty cents. Dove Bars, like other category
mavericks, smply redefined the product and what consumerswould pay for it.

Weve moved on to better things, and the money we are willing to spend on them has increased
proportionaly. With theater tickets being priced at $75 and tickets to rock concerts regularly scalped
at $250, people don't find $2 too much to pay to satisfy an impulse for upscae gratification.

The junk foods of yesterday have evolved into the gourmet products of today. The Dove Bar isaRing
Ding, dl grown up.

128



People have redefined what they are willing to pay to satisfy themselves. While paying two dollars may
have seemed anful thefirst time, consumersrapidly take priceincreasesin sride. (But only when you
have gratified them. Five bucksfor an ordinary box of cered is gill too much—there'slittle emotiona
grétification in breskfast foods)

Not only arethey willing to pay it, they expect to pay it. It'sal part of consumer evolution.

Today's adults are the first generation to grow up with supermarkets and television. When we talk
about home cooking, we probably mean something that came from a can or afreezer. The standard of
identity has changed. Campbell'sis the standard of identity for soup, jarred sauces are the standard of
identity for spaghetti sauce. And the McDonad's counterfeit shake has changed the way we think
about amilk shake.

In amost every category an inspired marketer has taken a basic product and attached a higher price.

It's amazing what you can do when you ignore the textbook, play to the consumers hearts, and stretch
the crestive envelope. Comedian Lenny Bruce used to brag that when hewas akid, he used to sl
eggs with something extra—chicken manure. Traveling tourists would think the eggswerejust laid
fresh and would gladly pay more for them. (That's the reason farmers often, and purposdly; write their
sgnswith |ettersthat are backwards. Roadside customers like to think they're buying from an ignorant
rube.)

Many marketers position their products for the mass market mentality. It's the toughest route because
it lumps you with your competition. Use product strategy to separate your product on the shelf and in
their hearts.

It works the same way for banks as for packaged goods. NatWest U.S.A. undertook a program to
increase its mortgage business among real estate brokersin the New Y ork metropolitan area. It was
competing with alarge number of firmly entrenched, aggressive mortgage providers and felt that it
needed additiond strengths, particularly when key players were offering rebates (i.e., bribes) to red
estate brokers. NatWest wanted to determine the strategic directionsit could take to make inroads
with real estate brokers. It wanted a breakthrough marketing strategy.
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The breakthrough strategy came down to one word, relationships. Brokers wanted to know that
NatWest would stand by their sde and hold their hands until the mortgage came through. No
discounts. No "lowest rate.” They just wanted their bank to love them.

By theway, the Ring Ding is till going strong, only now it's got sprayed-on vitamins and mineralsto
appease Generd Mom.

It'sUp to You

There are many excuses you can make for declining market share. But most of the reasons for market
declines are slf-inflicted—not learning about the customer and not changing with the times. Markets
arethere for the taking when you update your marketing programs to keep consumersinvolved.

130



8
How Marketing to the Heart Can Reverse the Fortunes of Stagnant or
Declining Brands

If the colawars ever become the root-beer wars, Barq's root beer is going to be amajor ingtigator.
Louisiana has never been known as a hotbed of free enterprise on anational scae. Most of the
companies there do business within the good old boy network of the Gulf states. Barg's root beer was
aregiona player, too, for over eighty years, and it wasin decline until it was bought by the team of
John Oudt and John Koerner. They transformed the regiona, stagnant beverage into asignificant
national brand. It isonly subject to argument asto who is the number two root beer maker in the
United States, Barq's or Peps (A& W is number one).

At the time Oudt and Koerner took over Barg's, Coke and Peps were fighting their colawars.
Advertising aone cost the two of them $150 million per year. Like Robin Sommerswith American
Spirit cigarettes, Oudt and Koerner figured that the big guns attention would be diverted from the
much smaller market. Like Sommers, they wereright.

Thekey part of their success story is how they merchandised the brand and built a new Share of
Heart. While the package and promotion for Pepsi's Mug root beer sported the traditional handlebar
mustache and Gay Ninetiestheme,
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Barg's broke the rules. Nostalgiawas out—good times was the message.

"Our target is under twenty-four," says Koerner. "We do things that Peps wouldn't because it offends
their large consumer base." That includes advertisng on MTV and arock thing caled the Head
Banger's Bdll, where it sponsored the rock group Anthrax. It dso created an off-the-wall Match-

Y our-DNA promotion and gave away abunch of Russian trinkets when the Soviet Union broke up.
These were dl very un-root-beer-like. The product's formulation is different from Mug's too—it has
caffeineto give the user aquick energy jolt.

Koerner and Oudt took a declining business and made it work by understanding and findly focusing on
their market's emotiond pulls and the lack of motivation by competing companies.

Brands Wanted—Dead or (Barely) Alive

Thereisamorbid game that people play caled Dead or Alive. One person mentions a celebrity and
the other hasto say whether that person isdead or aive. Y ou can play the game with products and
brandstoo. Which brands ill exist: 7-Up Gold, Dodge Dart, Uneeda Biscuit, Maypo, Wheatena,
Bon Ami, Rinso, Bosco, Old Gold cigarettes?

The dead products are 7-Up Gold and the Dodge Dart. All of these brands, however, are victims of
positioning obsolescence. Their positioning and product benefits were once on target, but they were
no longer perceived by their companies management to have the same consumer pull they had once
had. Management considered them past their prime and neglected them, either purposely or by
happenstance.

When customersfdl out of love with aproduct, it isusualy gradua. They may have found a product
that looked alittle flashier, was advertised alittle better, or offered them adightly better benefit. With
business-to-business products, someone new and persuasive might have waked through the door
while you weren't [ooking. In any event, loss of customer apped usudly occurslittle by little.
Management may not be aware of what
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is happening. But adight drop in market appea here and there can lead to a precipitous decline.

When the decline becomes steep, the corporate knee-jerk reaction is either to milk the brand for al
it'sworth—and hasten its death—or to kill it off with a shotgun blast to the head. Bang, you're dead.
Hastalavigta. That'swhat the business books say you should do, anyway.

But, to paraphrase agreat commercia, a (once-compelling) brand is aterrible thing to waste. It's
usually alot more economical and fruitful to restage a product than to send it out to wherever abrand
goeswhen it dies. And restagings are definitely cheaper and more efficient than building brands from
scratch. In abusiness-to-business situation, it's easier to reinvent yourself and sell more services
because you dready have your foot in the door—the toughest part of making the sdle. Repositioning is
smply rebonding with your customer. Y our task isto get into your customer's heart again. Many
brands or products can berevitaized by infusing them with emotion and backing this up with reason to
fitin changing markets. It'slike the old Jewish comedians—they changed their names and made their
shtick more mainstream to fit in with broad Gentile audiences. In essence, they remade themselves.
When you reposition a product, youre basicaly reinventingit.

Requirementsfor Repositioning
In order to berevitdized, the brand or service should have saverd things going for it:

* The brand should have strong emationa equities that can be recognized by a core group of
consumers. These are the customersthat are going to drive your product'sinitial sales.

 The brand may have did down in the marketplace, but it should still be selling steedily to atargetable
base. If the brand doesn't stand for something concrete in the consumer's mind, you might aswell start
from scratch with anew brand or product. In abusiness-to-business situation, if the customer doesn't
like you or respect you personaly, you're not going to get back
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through the door—you may get to the lobby, but you won't reach the sacred conference room.

 Thebrand should have been areasonably strong sdller initstime, preferably one of thetop threein
its category. It should have had adigtinctive emotiona or rationa point of difference.

* The brand should never have been given avaue positioning. Once you lower the price of a product
and make it abudget brand, it losesits emotiona equity. The Commodore 64 computer was once the
largest-selling home computer in the United States. Then it lost its market share to faster
computers—those with amore professional presence. Commodore's problem was that it never
developed bragging rights. Itslack of astrong, identifiable image as a Sate-of-the-art computer hurt it.
And now thelack of astrong brand image prevents any reworking of the brand.

Lorillard has sent Old Gold cigarettes to the scrap heap by making it avaue brand. It could have
successfully repositioned the product as an all-natura product to combat American Spirit. At the very
least, Lorillard could have battled the all-natura American Spirit positioning by reformulating the
brand.

» Management should have a strong emationa commitment to restaging the brand. If management isn't
passionate about the product or relegates the task to a young marketer without a strong track record,
they're going to fight the restaging any time they are asked for resources. Often, companiesthat loudly
proclaim that they're changing their products because of “the customer-driven revolution” settle for just
aminor cosmetic change, like an "improved" banner on the label. When this doesn't work (and it
usually doesn't), they write the brand off, saying, "Wdll, we tried.”

Changeisnot essy. It'spainful. Y oure making mgor changesin what might have been hallowed
ground. Until fairly recently, Coca-Cola management would 'not use the Coke name on any product
but its flagship brand. Now there's Diet Coke, Cherry Coke, Caffeine Free Coke, and awhole dew
of other names too numerous to mention here. And they dl have their unique emotiond pulls.
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Tools of Repositioning

Most people, when they talk about repositioning, are talking about advertising and promotion. Those
arejust two tools of repogitioning to the heart. Here are ten waysto revitalize or reposition a product
so that it appedlsto the heart.

1. Change the product.

Line up line extensions.

Change the name.

Change the name and the product.
Add anew use.

Go after new emotional equities.

N o g ~ w DN

Change your sdlling outlets and your customer profiles.

oo

Changetherules.
9. Borrow someone elsg's emotiona equities.
10. Just say new (but meanit).

The god isto change your customers perception of your product and make it more meaningful to a
critical mass of consumers.

Y ou may have to take the brand apart completely and eviscerate it. Chances are the brand was
neglected and |eft to rot like atooth cavity. When you drill out the decayed matter, dl you may have
left isthe shell. In some cases, the only thing that might be left isthe brand name. But don't forget, a
strong brand name may be worth more than the factory that makes the product.

The process may even be emotionally distressing, for you are tearing down abrand that you and your
consumers once had extremely positive fedingsfor. Theré's dso a chance that you might offend or
losethe sles of currently loya customersif you don't handle the restaging correctly.

But afunny thing happens when you restage a brand. It has long-term effects on both the bottom line
and company morae. The entire company ralies around what its customers want and around your
brand. Few people want to be part of adeclining brand or business, but everyone wants to be part of
asuccessful turnaround. If you have to tear the product down piece by piece, you will be making a
failing product whole again.
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Start by choosing your candidates carefully. If yoursisaone-product company, you'll have to decide
if changing the product isworth therisk of losing current customers.

Learn your brand's strengths and wesknesses. Ascertain what leveraging power the brand still has.
Most brand restagings leverage abrand's strengths. That sounds obvious, but you can aso restage a
brand by deleting negatives. Thisis much more difficult, for consumers remember the bad experiences
they had with your product much better than they remember the positive aspects. When you took a
written driver'stest or an exam at school, didn't you later remember the wrong answers better than the
correct ones?

Like locating your most leveragesable assets, your strengths may be hard to find. They may lieinthe
emotion your product dicited along time ago—even though to most marketers, along time ago isany
time before they arrived at the brand's helm.

Y our strengths may be asfar away asachild's memories. At atender age, even asyoung asthree or
four, children begin building impressions of products through sensory and cognitive experiences. They
react to shapes, colors, flavors, smells—and even logos. They may not be able to read the letterson
the logo, but they can understand what the shape of the logo symbolizes. TV commercias aso make
inddibleimpressons on achild'spsyche.

Kids remember the products that made them happy or made their parents happy. Baby boomers often
remember their families first cars—and the good times associated with them. They recdl with
fondnessthe 1955 Chevy Bdair or the first Mustang.

Most kids grow up (now there's aheavy-duty insight), and they will gravitate to the products that they
arefamiliar with. They will often choose the product their parents bought, so long as you update the
product to keep it moving with the times and in tune with your customers sdlf-perceived rolein
society. The product should relate to the evolving person you're selling to.

The Fuller Brush man is associated with good times. The brand is meaningful to consumers even if
door-to-door sdlling is passé. The Fuller Brush man's products took on almost super-
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human status. By our standards, Fuller Brush isastrong candidate for repositioning.

A repositioning of an existing product can lead to sdlesin unexpected ways. It can actudly create sdes
in new categories or help you start anew category.

Change the Product

Nabisco'sincredible success with its SnackWell's line of fat-free productsis based on arepositioning
of its Devil's Food Cookie Cakes. And it's based on the self-reward hot button, with a guilt-free

payoff.

Nabisco's Devil's Food Cookie Cakes had been limping on the shelf for some time. The product was
not quite good enough to be considered a self-reward, yet it wastoo high in fat to be perceived as
nutritionally sound. Sales were steady, but dow.

At the same time the brand was stagnating, al of Nabisco's divisons were uniting to develop a good-
tasting, no-fat product.

When most companies embark on amassive new product devel opment program, they choose new
forms and textures. Here's where Nabisco was smart. It knew that Devil's Food Cookie Cakes
offered good taste expectations, S0 it used the product to demonstrate its new no-fat technology. By
repositioning the treat, the company provided aframe of reference to consumers. It waslike alive-
action technology demo. Nabisco wasn't afraid to lose sales of its existing Devil's Food Cookie Cakes
product because the company knew that its SnackWell's product, now fat-free, tasted just as good as
the original. The product actualy caused a nationwide Fat Free Devil's Food Cookie Cakes shortage,
which, while not as disastrous as a gas shortage or a Haagen Dazs shortage, dicited angry criesfrom
consumers. That's how badly they wanted the product.

Line Up Line Extensions

Line extensions can be an efficient way to rebuild your brand's emotiona leverage. Inept line
extensions, on the other hand, are the fastest way to run your brand further into the ground. Poorly
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performing line extensions are usualy the fault of misguided research into a core brand's emotiona
equity. Thisfaulty research is compounded by poor design of line extensions or building line extensions
on thewrong equities.

Jaws was agreat movie, wasn't it? Jaws |1, like most movie sequds, tried to parlay the brand name
and unigque Jaws imagery to create an amost new product. But by making amoviethat had no
strength (I've resisted the urge to say hite) of its own, the producers doomed it to capture only a
portion of Jaws origina audience.

A sequed isthe ultimate line extension, a product that relies on its parent "key" to build share. There are
two differences, though. Line extensons don't usudly have names like Son of Skippy or Glad-Lock
[11—The Opening. They can, however, often be spotted by the word plus, gold, or lite at theend. A
more serious difference, though, isthat you only haveto sell amovie once. Y ou haveto reach
consumersthrough your line extensons every time out.

Aswhen they make plansto attend a sequel, consumers bring their own preconceived expectations of
how the brand and its line extensions should perform.

Unlike asequd, out for the fast buck, aline extension should enhanceits parent brand every time ouit.

Line extensons have long been used to procure more shelf space, to develop more SKUs, and to
utilize more of afactory's capacity. But they can, and should, be used to reestablish your relationship
with your customer.

A correctly executed line extension reinforces the core brand's basic emotional and visual apped on
the shelf. Y our brand and your line extensions should come together on the shelf asacompletevisud
unit that expresses your new image.

A mistake made by marketersisto think of line extensions as the "strawberry strategy.” When afood
company wants to add aline extension, the brand manager says, "Let'smakeit in strawberry.” But a
true line extenson is more than just anew flavor or an added SKU. It should change the consumer's

whole attitude toward your product line.

As| mentioned in the last chapter, after years of running adistant number two to Crestin the
toothpaste category, Colgate acted to enhance itsimage through pithy line extensions.
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During the period in which it was stagnating, Colgate had few new products. Crest was seen asthe
ultimate in dentdl therapeutics. But Colgate decided it wanted to be taken serioudy. It did thisthrough
line extengons. Within afew years, it introduced Colgate Junior (thefirgt "serious' toothpaste for kids
and positioned to mom), Colgate with Baking Soda, Colgate with Baking Soda & Peroxide, and
Colgate Tartar Control. The new line extensions broadcast a new image of Colgate to consumers. No
longer was Colgate considered just an ol d-fashioned toothpaste—it was now a serious tooth care
provider.

Line extensonsreflect and add to customers menta image of your brand. They keep it lively and
updated in the hearts of consumers.

Line extensions should not be developed haphazardly. They are aserioustoal in the repositioning of a
brand. All line extens ons should enhance the brand, not just flank the brand. All line extensions should
give added emationa "oomph" to the brand.

Campbell's Franco-American divison used line extensons to reposition its canned macaroni products
astoys. Yes, now you're supposed to "play” with your food. It wasfood as fun (not fun food, which
has a not-so-serious nutrition connotation).

Through Campbell's research, Franco-American found that it had strong emotiona equity with moms,
but not with kids—and kids were the key purchase influencers. It created Franco-American pastaline
extensions with products shaped like popular images. It formed the product into shapes that roughly
resembled Sonic the Hedgehog and Gargoyles. Sales skyrocketed. Kids hounded mom for the
product.

But Franco-American didn't stop there. It used borrowed interest to keep the category compelling.
More about its successin afew pages.

By the way, acardina rulein dedling with kids on an emotiona leve is never to make your product
apped younger than your target audience. Little kids aspire to be like the big kids, but older children
will turn up their noses at any product positioned to ayounger child. They consider it babyish. If your
line extensions skew too young, the older kidswon't buy your product. Franco-American hastiptoed
thisfineline very successfully.
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Change the Name

Dorman's was awell-known cheesemaker on the East Coast. Among its products was a nondescript
American cheese. It was alow-priced "vaue brand" competing against such giants as Kraft and
Borden's. Because of poor saes, most supermarkets were heaving the product out of their stores.

Dorman'slooked at its options. It could stop making the product (kill the brand) or cut prices even
lower. Or, becauseit had a strong presencein deli departments, it could sdll the cheesein bulk to be
fresh diced. The problem was that deli departments offered small profit margins. Also, people didn't
likethe long linestypicd at the deli counter.

So we ran interactive groups for Dorman's. It turned out that most American cheese was bought for
children. There was none positioned for the adultsin the house.

So we | eft the product asit was and came up with the name Ddli Singles. It was now positioned for
adults: "Deli Taste without the Wait." Dorman'sincreased the price ahaf dollar to demongtrate thet the
product was specid. The movesturned the product around. The cheeseis till nondescript-tasting, but
Dorman's Deli Singles has been sdlling well for over adecade now.

Unbeknownst to many, there are two main parts to abrand name. There isthe glamorous name. It
beckons from the shelf or an ad, boldly proclaiming, "Buy me. Takeme, I'myours” Then thereisthe
poor, lowly descriptor that describes what the product isfor. No one pays much attention to it. It's
just put there as an afterthought.

But sometimesjust changing the descriptor is enough to drive new sales. Marketers are told that
consumers get most of their product information through advertising. That's not entirely true. While
advertising can bethefirgt step in providing imagery and an overall view of the product, most products
and brands are decided upon at the place of purchase.

The descriptor can dter the way consumersfed that the product will help them. Itisavitd usage cue
for consumers. Changing the descriptor changes the way consumers relate to the product.

Severd flour companies have jumped on the bread machine bandwagon. The mgor change in their
product is the descriptor

140



"Idedl for Bread Machines." It's ssmple. But when consumers are investing four hours to make bread
and have this pregtigious-brand machine, why should they take chances?

Change the Name and the Product

But what if your brand has no clear strengths? What if your company is not highly thought of ? What if
your Share of Heart is negative? It's sad. It happens. It's common.

Firgt, of course, look degper into your product through consumer research to find something unique.
But if you till can't find anything worthwhile, dl isnot lost. The solution: Hide yourself. Then remake
yourself with anew Share of Heart. Pretend thisisanew company. Cast off dl the negative vibrations.
Completely revamp the product—the name, the colors, and the product form. This sounds dragtic, but
isit? You gtill have the factory and the know-how. Y ou're Smply eiminating your unwanted consumer
baggage. If you were Commodore, would you introduce a new computer using the Commodore
brand name, given consumer perceptions that your product was old? No; you would come up with a
new product, dramatize the technology, and reinvent yoursdlf with anew name.

When you engage in atota product/positioning overhaul, handle it the way you would anew product.
The positioning and the product benefits should be determined at the initia stages and should
determine most aspects of the product. Y our new product should be engineered around your new
positioning strategy. Since you have probably been in businessfor awhile, you probably know your
customers moativations. If you don't know them, learn them. Build your products around them.
Chances are you even have an extensive archive of products that were ahead of their time. Now may
be the time to produce them, for consumers have changed.

Let's assume that you now have a product positioning that looks asiif it will be well received by
consumers. If you did your concept probe homework well enough, you know why consumers want
the product, and even what they would pay for it. And you know the competition's strengths and
weaknesses. Y ou're now ready to capture anew market or reacquaint yourself with your old market.

141



I'm sure you've seen the ads for the Dirt Devil vacuum cleaner. The product is bright red and looks
like no other vacuum cleaner on the market. It'saleading seller, too.

So, isthe Dirt Devil anew product, made for twenty-first-century dirt?

No. It'smade by Royal, an gppliance company that has been around seemingly forever. The company
decided that the Roya name was wesk, its brand imagery was wesk, and consumers didn't think
much of its product line. The brand needed a complete overhaul. Because of this negative consumer
equity inits corporate appellation, Roya downplayed its corporate origin. It reinvented the vacuum
cleaner, jazzed it up for people who wanted to buy the best that could be bought—and created a huge
market. Like Dracula, the company came back from the dead—because of a positioning that played
to the heart, the positioning of power to control the toughest dirt.

Add a New Use
Give your product anew meaning by giving it anew use.

It should be axiomatic that you're not selling products to consumers, you're providing services. You
can restage your product by providing new services—both physical and emotiona. When you provide
anew service to consumers, your product is more meaningful and takes on new importance to the
heart.

However well your product was once positioned, consumers are constantly updating themselves.
They'refinding new productsthat satisfy them in new ways. A competitor may have launched anew
product that cut into your Share of Heart. Or your customers needs may have shifted, leaving your
product a solution without a problem to solve.

Create anew problem that your product can solve. The hot button of discovery works here. People
loveto find new usesfor exigting products and love to recommend them to their friends.

There are many upset somachsin America—probably from consuming all those SnackWdl's, Coke
hybrids, and Ring Dings. There are dso agreat many antacids. Asthisis being written, Zantac, Pepcid
AC, and other formerly prescription stomach
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acid blockers are taking the lion's share of the venerable antacid category. Their positioning is strong
and unique: stopping stomach aches before they begin. With these products, you ingest the product
before you eat the food that disagrees with you. Now, it may seemirrationa to eat foods that have the
potential to wreak havoc with your innards, but that'sthe redl, illogical consumer world out there.

Because of the success of the acid blockers, Tums changed the playing field. It entered women's
hearts a new way—with the promise of calcium. Tums has always been made with calcium carbonate,
and it is debatable whether the smal amount of calcium that Tums providesis of any importance. But
women think it's agood, free source of calcium, since they aready have the upset ssomach and need
the antacid.

Go After New Emotional Equities

Some product and service categories are saturated with competition. Needs have been met perfectly.
Y our product cannot possibly be any better or solve aphysical need better than anyone elsg's. That
meansit'stimeto creste new emotiona equities.

Wet Ones are disposable wipes, impregnated with a gentle soap. They were origindly sold to replace
toilet paper, but consumers thought toilet paper did its job pretty well. So Wet Ones went after anew
market: baby care. For most mothers, their baby's cleanlinessis paramount. And, of course, cleaning a
baby isamessy job. So Wet Ones was repositioned to make babies as clean as can be—gently and
softly. Graphics convey softness and affection.

A great many companies have tried to commerciali ze pre-moistened cleaning wipes for the consumer
market. Dow Chemical introduced alinefor the home. It failed to sell, except sporadicaly. The
product created confusion. If you have awet wipe, can you useit to clean up wet spills? Can you use
it with other cleaners? Will it dry up? Can you reuse the product? (If you cant, it's pretty expensive.)
Wet Oneswould have been another loser in the category if it weren't for its preemptive play to the
heart.

Thisisimportant in services, too. Let's say you provide office services, including typing. At onetime,
your competition
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may have been the many typing servicesin your area. Now, your competitionislikely to be word
processing software. When your competition was other typists, your selling point might have been
faster, more accurate turnaround. Now that your competition is software, you can base your Share of
Heart on your knowledge of your customer's business. No software program is as smart asyou are.

Change Your Selling Outlets and Your Customer Profiles

Seek out new niches, new regions, and new user segments that will provide new usersfor your brand.
A brand or product is new to anyone who hasn't seen it before.

We've been talking a great dedl about computers and packaged goods, but let's get into the nuts and
bolts of repositioning. | mean, let'stalk about how we can reposition down-and-dirty nuts and bolts.
And screws. And condoms.

It starts with asimple notion: Certain products are meant to be purchased by females, and certain
products are meant to be purchased by males. Femaes are intimidated by hardware stores, just as
males are made uncomfortable by lingerie shops and feminine hygiene departments.

Nuts and bolts manufacturers used to sdll only to industrial manufacturers and hardware stores. But
there were profitsto be picked up at the supermarket.

One important thing to do when going from one niche to another isto learn the jargon of the niche.
Buyers need to fed confident that you know their business and can relate to them.

When you go from an industria market to a consumer market, forget the industrial market'sjargon.
Ded with consumers on their own terms. If you can sell nails by the pound for industrial Sites, you can
put a"Helping Hand" and amodem-day woman on the package and save the day for awoman who's
in need of anall. If she ownsahammer (another marketing opportunity?), she feesthat she can doit.

Banks are going on-line, and the reason customers choose on-line banking is less convenience than
one might think. Instead of undertaking the chore of writing checks, keeping track, and tearing the
house down in search of slampsto mail
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them, customers have a new high-tech toy. Paying bills can be dmost fun.

Turning apogitive into anegative can be as Smple as changing the product's placement in the Sore.
When Ocean Spray's Cran-Orange drink was introduced, it was located in the store near orange
juice. While tests showed that consumers liked it better than orange juice, the fact that it had
cranberries was perceived as negative. People liked their orangejuice straight. The solution: Placeit
near the other juices, podition it asa'change of pace’ beverage, and promote new usage occasions.

So what about condoms? They're not behind the drugstore counter anymore where teenage boys had
to sheepishly ask for them. Now they're being sold out in the openin colorful displaysin every
supermarket. Because of the new ways of distributing them, new purchasers have emerged: women.
Women now purchase about athird of al condoms—the hot button is security and safe fun.

Change the Rules
Barg's management created a strong product by breaking the alleged root-beer rules.

The assumptions that we make about a solution go along way to limit the types of product/positioning
changes we can make. To change the rules, you have to examine your preconceived notionsto find
out if they areredly vdid.

Thinking thisway can set your mind—and your product strategies—free to venture into new,
uncharted territories. Often, managers get used to thinking that things are a certain way, they've dways
been that way, and they will always be that way.

ConAgra's Banquet entrées, pot pies, and desserts have long been marketed as value-driven, budget
products. Theingredients were not up to par with those in newly positioned frozen entrees. Line
extensons were little better than the core brand'simage.

Now ConAgraistrying to heighten its consumer presence with new line extensions that reflect a better
product. The company is not o much changing its budget strategy as making a push for astrong family
orientation. It isusing the hot button of the fam-
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ily medl to tie al Banquet's products together. The new products strive to be the 1990s version of the
home-cooked family dinner.

The company isdeveloping preemptive, semina products and positionings for Banquet with motivating
consumer gppea—which will expand Banquet's sdes and customer base sgnificantly.

Get rid of the preconceived notion. Break the rules. Show Michelinasthat it isn't the only company
that can make atasty budget entree with good ingredients.

Borrow Someone Else's Emotional Equities

Wouldn't it be great if we could be as savvy amarketer as Nike, as personable and talented as
Michadl Jordon, as established as Kraft, and asloved as Disney?

If you can't own them, maybe you can borrow acup of equity from them.

Sears has used Bob Vila, formerly host of the TV home improvement program This Old House, to
perfection. Craftsman tools and Sears home decorating products were considered good, if not greet,
products. Their image was getting a bit frayed around the edges, and Japanese and American
companies were introducing new, cutting-edge, lightweight tools. It was going to take more than
Craftman's strong guarantee to sdll them. Sears chose Bab Vila, hoping to borrow alittle bit of his
persondity and pleasing manner. The campaign is strong. Craftsman has recovered agreat ded of the
consumer equity that it once had because Vilais perceived as the knowledgeable, cheerful Master
Builder.

Research your helpmates thoroughly and you can find out their true emotionally leveragesble equities.

There are about two hundred NBA players. Every one of the players has a sneaker endorsement.
Nike and other sneaker manufacturers know the importance of this borrowed interest. Most of the
NBA playersare African American. All the sneasker companies know that African Americans have
major influence over the sneaker markets. In fact, British Knights, an English sneaker company,
developed areverse equity. Its products were accepted by the white middle class. African Americans
abandoned the brand. And because African Americans no longer used it, the brand was not
consdered trend-setting.
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Franco-American also used borrowed interest to shore up its SpaghettiOs. It created Gargoyles and
Lion King on-pack tattoos to keep up the kids image of the brand. This stimulated sales of the core
SpaghettiOs brand. Because the tattoos were on the pack, they offered kids instant gratification.

One of the most important success factorsin choosing your borrowed interest strategy is choosing
your partner carefully. Make sure your partner's emotiond assets are totally in sync with your own.
Emotiona mismatcheswill actudly confuse your customers.

Just Say New and Mean It

New is afascinating word. People love new brands and new products. But the word new can aso be
used as an eraser, diminating past negatives—things your product has done wrong in the past or not
donein the past—provided they're not too heinous. Post the word new on aformerly disgppointing
restaurant and many people will give it a second chance. Post the word new on any of the productsin
the dead-or-dlive category and you will sufficiently pique many customers interest.

If your brand isold, people will try it again. If your brand is not known, peoplewill try it for thefirst
time. Now, there are government regulations that say that you can use the word new on your package
for amaximum of Sx months. But you can get around these regul ations with small, consumer-wanted
updates that help you defend the word new on the package. Bosco might be seen as"New
Bosco—with Vitamins™ "New Wheatena—now in individua portion packs.” "New Old Gold—all
natural." It's also important to make cosmetic updates to your package to keep your product at the
forefront.

The word new is powerful. Used correctly, it can give anew fedling and lead to new salesfor your
product. And isn't that why you're reading this chapter?

What About Advertising?

Y ou may have noticed thet I've mentioned advertising only occasiondly. That's because many
marketerstreat postioning

147



srategy as amydtifying deity, to be deat with only by advertising agency oracleswho speak
mysterious tongues. But true, effective product positioning isan integra part of the product itsalf.
Share of Heart isthe essentia part of the creative marketing mix. Advertisng iswhat most people
think of when they devel op brand restagings. But advertising is only one of many communications
elements. Don't trust your agency. Trust your customer.

How to Do It

The godl isto learn how best to leverage through new line extensions and products. What are
attractive new markets to shoot for?

If you want to achieve alarger share of your category, you should first develop ingghtsinto your
consumer equity. Y our brand may need additional consumer-driven leverage in order to compete
more efficiently. In other words, you may need a"shot in the arm™ to reach new saeslevels, especidly
if you compete againgt anumber of well-financed, entrenched competitors who are aso staking out
their claim. Explore arange of positionings that will make your name more meaningful to consumers
and isolate the concept(s) that have strong preemptive market potential—that would appedl to, and
expand, your customer base.

Specificaly, what isyour truly preemptive product difference? How should it best be leveraged? How
should the product be positioned against current aternatives?

Y ou should be devel oping new products that will make the brand more important in the consumer's
heart, products that have strong preemptive market potential. Theideal product would appedl to, and
expand beyond, your current consumer base. Benefits should be readily apparent to consumers and
eadly communicated on the shelf and in mass media.

Y ou don't have to revamp your product line or call in the ad people and engineersto retool a
repositioning. A good way to find the equity of your product isto put the product through its paces
with interactive groups. Take your product and create ads
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showing different pogtionings. To learn the strengths of your brand versus the competition, mock up
their products along with yours. Now put your logos on the competitors ads. If consumersthink theirs
are stronger, you have much work to do. Also put your logo on arange of other products near your
category. See how far you can stretch your equity.

Negatives Into Positives

Intruth, dl products are ayin and yang trade-off. But you can make the negatives of your new

product work for you. That's the magic of marketing. When you restage a brand, you are going againgt
different competition for the same Share of Heart. Y ou can build markets when you turn anegetive
into apogtive.
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9
Hooking the Heart Through Advertising

True story, astold by Jay Buettner, president of Jay Buettner Cresative Copy:

"| was agonizing over trying to create acampaign for an €ectronics company in Stamford,
Connecticut. | went down and met with them . . . they had athink-tank meeting. Findly, asaresult of
the meeting, | understood they wanted amacho image. So | came up with 'Going to Extremesfor
You.' They loved it. They took photos of aguy skyboarding through the air, with the company'slogo
on the skyboard for the visud.

"Problem: No continuity because a couple of weeks later the guy was doing his extreme thing for
somebody el se when he went splat and was killed.

"It's another example of everybody thinking they're being trendy by doing the trendiet thing, only to
discover that there wasn't acompany in Americathat wasn't doing so-called extreme gameslike
Nike's. .. 'Just Do It!

"Rule of thumb: By the time you want to do it because you've seenit, it'sold!"

It'samorbid story, but its point isal too true. In much of today's advertising, production vauesrule
evenif thereisno message. Thereisagreat dea of form, but not awhole lot of substance. We can't
all be like Nike and spend so much that the medium and the gee-whiz production techniques become
the message (apologies to Marshal McLuhan). Nike has bucket-loads of cash. Most marketers don't.
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At least two mega-companies—one in frozen food, the other in acoholic beverages—have shut down
their advertisng completely. They dismissit by saying that advertisng smply doesn't work anymore,
They're putting al their dollarsinto trade promotion and shoring up their distribution chains. But that's
not the answer, becauseif they don't advertise, consumerswill loseinterest in their products.

Ad Agencies. Guesswork and Hype

Therewas an old Twilight Zone episode in which a person received the power to hear another
person's thoughts. Here iswhat you'd hear if you were privy to your agency's thoughts:

What the advertising agency is saying out loud: "We put our whole staff on this proposa and worked
overnight.”

What it'sthinking: "We copied our standard marketing jargon and clichésfrom last month's proposd.”

What the agency is saying out loud: "We probably overkilled a bit because we wanted to be extremely
accurate in our analyss.”

What it'sthinking: "I'm glad we used big type to take up space, and those fancy index dividersredly
makeit look impressve.”

What the agency is saying out loud: "I know the cregtive is right on target with your current and
peripherd goals.”

What it'sthinking: "I hope we guessed right.”

The problem of having nothing to say, even when they say it fairly well, beginswith thefirst ad agency
pitch and worksitsway down through the client to expensive mediabuys. Nor isthistotally new.

Thefollowing isfrom a1958 Life magazine article about the state of advertising in that year.

There have been months when the owners of advertising agencies have had to live with the frightening
thought that a fight guess about the future might make them a fortune,
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while a bad guess might put them to shining shoes for aliving.

Then the mgjor advertising agencies started making their creative groups get out of their officesand
interview real consumers. Learning directly from the people you'retrying to sell to is till the admission
ticket to successful advertisng. Marlboro's Marlboro Country came to life through imagery that
semmed from these interviews. So did "Fly Now, Pay Later," from the airlines. One can even say that
today's frozen entrées all sprang from insghts created by Swanson's TV dinners back in the late 1950s
when marketers learned to promote them on the basis of nutrition and family vauesrather than speed.

It's easy to knock advertising agencies. They're on apar with infomercias as easy targets for cheap
shots. But agencies deserve them more and more.

More than ever, advertising/positioning isa product of guesswork. With advertising cutbacks, the
agency isforced to cut even the most basic research services drastically. But the cutbacks occurred
because the advertising the agencies produce is grosdy ineffective. Advertising agencies base most of
their advertising on guesswork. Worsg, it's often backward guesswork.

The dark secret of advertising agenciesisthat most build the rationale and marketing plan after the
creative is devel oped. If it was that good, they wouldn't have to sdll it so hard to the companies they
work for.

MTV and Extreme Games-type advertisng is an easy sdll to management. The graphicsarelively, the
music is exciting, and the jump cuts can redlly spice up an afternoon when the commercids are shown
in an enclosed conference room on adeadly dull work day. Management, who want to fedl they arein
the"in" group, jump into thistrendy advertiang with afrenzy. "No wonder it's so expensive. Look at
the number of camerasthey used. And | got to watch. | even got Shaquaille's autograph (for my kids
of course).”

One advertiser, unimpressed with techno-pop advertising, calsit the NBC Olympic Games syndrome.
According to him, NBC didn't think the games themselves were that important, so it produced sidebar
after Sdebar. Some agencies apparently think their client's products are dull, so they haveto disguise
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them with confusing hand-held cameraangles and overkill on production techniques.

Guessing about what will drive your market is very expendve. Once the messageisin the media—or
even as soon asthe production bills are in—the dollars spent on it are gone.

Asmuch asit can hurt large companies, the problem isworse with smaler companies. Writing off
|osses often means writing off the company.

Bad advertisng is more the rule than the exception with smaller companies because of lack of up-front
money for research. A good-looking commercia does not make up for the lack of asolid idea.

Doestrendy advertising work? Unless you were the first or second in on the trend, not usualy. The
newest trend in advertising is to take a pop song and make it the focus of the product pitch. This
works gresat for the music companies that collect royaties on the song, but it has been used so much it
has become aé.

It's not that advertising agencies are trying to do the wrong thing; most take pride in their work. But
mogt crestive people are looking to build aflashy portfolio, tape, or red. The emotional reasonis
pride. Mogt cregtive people want to direct afull-length movie or write the great American novel. Since
they can't, producing alively commercid isthe next best thing.

Creative people are dso looking to further their careers. Prospective employers reviewing a portfolio
rarely ask, "Did the campaign work?" Insteed they say, "Thisisexciting.” If they don't likethe
portfalio, they say politely, "Thisisinteresting.” Never do they ask, "Did it sdll the advertised product?*

Advertising agency management has a different agenda. They want to sdl media. Selling mediais how
the agency makes money—selling products doesn't generate any income. The hard fact of lifeisthat
the business of advertising is sdling advertising, not solving business problems. That's how advertisng
agencies make their money. It's been that way since advertising agencies got their start in the late
1800s strictly as sdllers of media space.

Agencies know that it's more important to please the client than to sell products—if they don't, they
won't get achanceto sall the product at all.
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What about the consumers? Does anyone care? Can anyone afford not to care?

It'sextremdy difficult for advertisng agencies to make money on proper motivational research (as
outlined in Chapter 3). It'sawaste of their economic resources, and they know it. Unlessthe
campaign trandatesinto anationd rollout, they smply can't earn enough for arespectable return on
investment. It's aso bad for morale. Copywriters, creative directors, and art directors won't supply
aufficient consumer stimuli because doing so doesn't result in finished ads to pump up their portfolios.
In effect, whatever hours crestive people put into research into the emotions that make someone buy
your product istime taken away from career advancement.

That'swhy criticd research and the creative work needed to develop key consumer ingghtsisusualy
left to junior copywriters and art directors—if the agency doesit at dll.

Don't Let an Agency Train Creative Peopleon Your Dollar

Of courseit'strue that there are agencies that can do a competent job on emotional matters, but
they're clearly in the minority. Most agencieswon't even take thetimeto learn how to do it properly.
Some agencies will actudly try to sabotage other peopl€'swork in order to save face with aclient.
One mega-agency sent more than amillion dollarsin creative and account talent to heckle a
motivational consultant at the consultant's project conclusion presentation. The agency was
embarrassed, for the consultant had done in three months what the agency had falled to do in ayear:
get at the emotionsthat drive the fabric softener market. The agency hadn't had the means, the know-
how, or the inclination to handle the project correctly.

The old axiom attributed to many people—"haf of my advertiang budget iswasted, but I'm not sure
which haf"—is often true. Up to half of al advertisng for established productsisineffective or only
minimally effective. Perhaps no other indusiry has afalure rate as high asthe advertising indudtry. It
results from weak marketing know-how and faulty consumer feedback mech-
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anisms. You canfix al of these by making your agency people go to consumers before your
advertisng goesinto production.

Manufacturers think they have found an dternative to ineffective advertising. They'reincreasingly
cutting advertising and increasing promotion. But promotion isfor short-term growth. Advertisng isfor
the longer term. Promoation can help acompany grow, but advertisng will build it.

To-the-Heart Advertising Creates Goodwill in Surprising Places

Advertising to the heart has a hidden advantage—not sublimina, but hidden. Aswell asleading
consumersto buy your product, it shows your salespeople that you mean action. It placates
distributors and ancillary groups. Liquor companies place billboardsin front of distributors offices,
even if the officesarein abad part of town (which they usudly are). The ads are more about
massaging the distributor than about directly selling goods. The ads create awarm "they care about
me" feding in the distributor's heart.

Adsfrom the Wool Bureau, atrade group to support the sale of wool, are really more about pleasing
sheep ranchers than about sdalling goods. Mogt of its advertising to consumersis wasted, and the Wool
Bureau knowsit. The advertising is a hodgepodge of questionable physica benefits. For the sake of
pleasing its membership, the Wool Bureau has forgotten acardina rule of advertisng: One strong
benefit ismore powerful than amenu listing of smaller benefits. Too many benefits dilute a strong
sling message. Besidesits warmth, which many synthetics can now easily match, the consumer-
perceived strength of wooal isin its endearing emotiond qualities. | mention that only because most
asociations like the Wool Bureau are bent more on pleasing congtituents than on selling to consumers.

The Difference Between Customersand You

Emotion sdlls. One of the real-world problemsin creating emotional advertising isthat copywritersare
too smart, or at least
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they think they are. They work in big townslike New Y ork and Los Angeles, but the people who buy
the advertised products live in places like Waukegan, 1llinois, and Albugquerque, New Mexico. The
sophigtication leve isdifferent. Not better or worse, but different.

Product managers and higher-level management dso have adifferent viewpoint from consumers. They
know their product too well and reject emotional cues because they seem too smplistic. Consumers
aresmplisic—and | don't mean thisin abad way. They don't care about your product long enough to
look for deep meaningsin an ad or to trandate your |ofty symbolism:

What you and your agency find corny, consumerswill find touching.

What you and your agency find trite, consumerswill find art.

What you and your agency find redundant, consumerswill find sprightly and origindl.
What you find powerful, consumerswill find trite.

Talk to Consumersin Their Own Words About What's Troubling Them

Faling back on tradejargon isaso abad idea. It happensin trade advertisng and in advertising for
consumer goods. Speak in the language your customers speak.

When your ads mention that a product is shelf-stable, consumerswill think it won't fal out of the
pantry.

When your adstalk about a high-carbon forged sted drill bit, consumers are only looking for 3/4-inch
holes.

When your adstalk about mouth fedl, consumerswill laugh or, worse, totaly ignore the pitch. They
just want ashot of some upscae-sounding vodkafor their orangejuice. Severa years ago, Seagram’s
candidate for the Bad Advertisng Hall of Fame was a series of ads about the mouth fedl of its vodka.
What is mouth fedl, and who cares?

At times, your product isthe most important thing in aconsumer'slife, evenif it ismundaneto you.
Let's say someoneis planning adinner party. That person's needs are dmost manic.

"What am | going to serve?’

"How am | going to makeit?'
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"What are my friends going to think of me?"

A sense of panic setsin—a panic that you can assuage with your product when you position your
product as hero, ensuring that the dinner party will be successful.

Cascade dishwashing detergent has done a magnificent job over the yearswith its " sheeting action”
that does away with water spots. Water spots are not on anyone'stop ten list of societa allments.
Over the years, however, these commercias have made consumers downright paranoid about the little
devils. Not because the water spots are bad, but because the host thinks they make her or him look
dovenly.

Aristotleand Advertising

One doesn't often get to quote Aristotle in amarketing book (and thanks to Barry Golliday of
Information Resources for pointing out the following). Even though advertisng aswe know it probably
didn't exist back then, the basic communications el ements were the same. One person wastrying to
persuade another. Aristotle pointed out three key elements necessary to persuade, in order of
importance:

1. Credibility

2. Emotion

3. Rationdity

Credibility Versus Believability

If one person triesto sway someone el se toward buying something he or she makes or accept an idea
he or she espouses, then that person must be credible. Credibility isasynonym for trust. An ad must
be credibleif it isto succeed.

There's adifference between credibility and believability in an ad. Managers and ad researchers (again
misguided) test advertising premises to make sure they are believable. Believability isreally not that
important. Good advertisers know that consumers will suspend disbelief when an ad or product strikes
apsychologica nerve.
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The creative person'sjob is to make consumers want to believe. Credibility provides them with that
rationdization.

Wanting to believeisavitd part of advertisng and marketing, and of life. Consumersare quite willing
to suspend disbelief when you develop the proper to-the-heart ad. If you promisein your ad that a
cream isgoing to eiminate wrinkles forever, some consumerswill buy it in the hope that it will remove
some wrinklesfor awhile. Maybe it will mask wrinklesjust for the evening.

The scratch-off Lotto games are another example of the suspension of disbelief. People don't redlly
believe they're going to win the hundred-thousand-dollar prizes, but when they win two or five dollars,
the emotiond positioning of an ad that saysthat they can win isreinforced. The fact that newspapers
talk about big winners makes the claim credible. Psychologists actudly have aterm for this. It's called
the intermittent reward. They did astudy in which pigeons pecked at adoor for food. The pigeons that
were always provided with the food when they pecked at the door soon lost interest. But the pigeons
who were given thefood only intermittently never lost interest. They continued the activity in search of
the reward.

That's the same kind of force that drives consumersto try your product when your advertisng clams
to fill some sort of need that consumersfind important. Not al of the products they try work out, but
just enough of them do. Not al products do what an ad claims they will, but some do. That's what
keeps consumers coming back for more. In a business-to-busi ness Situation, your prospective
customer may havetried dl kinds of vendors. Some performed well, some didn't. The person may
give you a chance because he or she thinks that you may work out.

Consumers may not rationdly believe your premise, but if your message and target audience have
been properly sdlected, they will suspend dishdief and give your product atry.

Take AlphaHydroxy skin care complex. The product is supposed to help you exfoliate (a hot-button
word in the 1990s), moisturize, and keep you from getting wrinklesin the future, Sort of unbelievable,
isn't it? But not to an AlphaHydroxy customer. Heréswhat one said:

It's worth a try. Suppose itloeswork. W hat if everyone buys it and uses it. Then their skin could look
great (in adecade
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or so) and I'll look terrible. | have Alpha Hydroxy everything now.

Y ou're not mideading consumersin your advertising (but then again, maybe you are), you're salling
hope. Hope is awondrous thing. Without hope there would be no reason to go on with life—no
conquering impossible chalenges. The smart advertiser sells hope with apassion.

Emotional Appeal

Giving your product an emotiona gpped isthe quickest and smplest way to cause consumersto
suspend disbdlief. We said in an earlier chapter that with an impulseitem, dl rationa decison-making
processes are short-circuited. It's up to the advertiser to alter consumer perception so that the
emotiona premiseyou set out in an ad is o strong that it carries through to the purchase situation.
Since the power of emotional appedl is the underlying theme of thiswhole book, | need not belabor
the point here.

Rational Appeal

Of dl the appealsto consumers, rational apped isthe weakest. It isthe hardest appeal to get acrossin
aprint ad or thirty-second commercial. Moreover, educating consumers about the rationd usefulness
of your product is expensive. Y ou must develop strong reason-why copy and repest your message
many times, until consumersfinaly say, "Y eah, that makes sense”

When you have an emotiona appeal, you sometimes need to back it up with aquick rationae. For a
relaively inexpensive product, if you need arationale a al (and you usualy don't), it shouldn't take
more than a phrase or two at most. Consumers don't care how the product works aslong as it
reinforces the product benefit claim.

If your product isrelatively expensive, or if the product must gpped to both influencers and buyers, the
rationale should be somewhat more extensive. Swvimming pools are usudly purchased by men, yet the
woman in the household istheinitiator or the key influencer. Y ou must arm the woman with a
rationaization so that she can sell theideato her spouse.
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Even if there isno spouse to persuade, for an expensive product, aclear reason why isusudly
necessary (along with the emotiona pitch) so that one side of the consumer's brain can persuade the
other side to go aong with the purchase. For an expensive product, the buyer sometimes hasto sdll
him- or her-sdll and that can be the hardest sdll of all.

In abusiness-to-business situation, in addition to your wonderful personality, you're going to haveto
present backup rationa benefits so that your product or service can be sold to al thelinksinthe
purchasing chain of command.

ThePlot Thickens: How to Connect With Your Customers

Did you know that in dl of literature, there are only thirty-six plots? That's taking into account the
works of Shakespeare and every other celebrated writer. Every work of literatureisactudly a
variation on one of these themes, whether the variation is a character enhancement or changesin the

plot specifics.

| mention this because it'srelated to the creative product. Copywriters claim to fed hemmed in if
limitations are placed on their work, and they detest having to follow aformula. But if al of world
literature can be boiled down to thirty-six plots, surely we can find a creetive way to sell your product.
Even if weinclude these set-in-stone basics:

» Target your customer.
» State the customer's problem and/or possible motives and communicate your emotional benefit.

» Solve the problem. If there is no specific problem, (e.g., if you are selling anew soft drink), show
how the product satisfies aneed or want in anew way. At the very leadt, sell the product in away that
consumers can identify with—away that's important to them. It sounds easy, but most cregtive people
want their adsto be "different.” Being different is great, but missing the mark because of being trendy is
awaste of the client's money. (Check out the commercid discussed in Chapter 3 again.)
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* Drive homethe name of the product as often as you can. It's trendy today to mention the name of
the client's product only at the back end of the commercia. Sometimesthisworks, but not
usually—not anymore. Consumers have seen the technique so often that they have become inured to
it. It'sno longer asintrusive asit once was. One of the most emotional (non-public service)
commercids of the early 1990s was for a home pregnancy test kit. The cameras watched while two
people awaited the results. There was pathos, suspense, warmth in this beautiful thirty-second spot.
Too bad the brand name was logt. Failure to register your brand name is one of the most common
weaknesses of commercias. Next time you review your advertisng, make sure your brand nameis
clearly stated and shown and that it registers with your customers.

Y ou don't have to make your pointsin that order, but al of them should be in every ad. This does not
preclude cretivity. In fact, it sharpens the creative product. It makes your commercias and ads more
focused because you are writing a" persond message' to a unique audience that more willingly accepts

your message.

It's great to be entertaining—you'll get noticed—but there has to be something concrete behind the
entertainment. Y ou can even make a case for the bana being effective. In the 1960s, therewas a
totally obnoxious commercia for Kraft Foods Shake'N Bake chicken coating. A mother would put
the breaded chicken on the table and alittle girl, in avery fase, saccharine southern accent, would say,
"And | helped.” The commercid was roundly lampooned. But it worked. It hit the hot button of family
vaues, athough they didn't cdll it that in those days. Thirty yearslater, Kraft hasrevived the
commercid. It'still obnoxious. And it till works.

The Shake'N Bake commercia was not liked by the mgjority of people, but it sold. A commercia
does not have to be liked to be effective. One of the so-called tests of advertisngisits likability
quotient. Thistest isworthless. Y ou're not out to please people, you're out to sell products. If your
product is no good, your customer isn't going to like you anyway, so what's the difference? In your
advertising research, don't ask people what they like, ask them what they remember
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Advertisng agencies (particularly crestive people) pride themsdlves on connecting with consumers.
Paradoxicaly, most crestive people are againgt research that puts them in touch with consumers—"I
know what'sright" isthe attitude. "Don't confuse me with the facts." Great production values will
enable a creative director to develop awell-crafted, interesting commercia, but they won't enable that
person to empathize with your prospective customer. An interesting graphic or sound bite hasalong
way to go beforeit presents a cogent benefit to consumers. It's not how cool your computerized
multimediatoys are, but how you use them. Weak advertisng sells at consumers. Effective advertising
empathizeswith them.

Just because acommercia looks good from adesign standpoint does not mean it iswell thought out.
Persuasiveness comes from the heart and plays to the heart. The message is not generated by cameras
and sound crews, it is generated by a creative person who has looked into the heart of the consumer
he or sheistrying to sl to.

What should be created comes directly from consumers. It's like areal-world connect-the-dots game.
Consumerswill give you abunch of insgghts based on emotiond cues, and you have to connect the
dotsto create an ad that makes sense. Mot of the time, consumers don't even know their own
fedings. That'swhy the smart marketer uses strong reactive stimuli in focus groups or any kind of
consumer interview. If consumersare not fully aware of their own fedlings, why should someone
writing copy in an enclosed cubbyhole in an office know what those fedings are?

Chryder Dodge Neon connected by laying out its good pointsin an entertaining manner and letting its
young target audience make their own decisons. The visud was smple: car and background. The
advertisng was straight to the point (the graphics were strong, but they didn't dilute the sdlling
message): "'I'm now an adult and | can choose the car | want.”

Even the best advertisng won't move a product if the product doesn't make an emotional connection
to someone or resolve real consumer needs. As mentioned in Chapter 6, and as the people who put
milk into those little juice boxes know, it's difficult to educate consumers. Those boxes that don't
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need refrigeration have been sold in Europe for along time. They haven't sold here. Thereasonis
sample: Refrigerators have been invented. We had refrigeratorsin our homes long before Europeans
did. The boxes aretotally contrary to our bdief that milk and most food productsthat are not in acan
are perishable.

Advertise to where consumers are now. It's expensive to reeducate consumers. We al know that we
shouldn't put metal in amicrowave. Right? Wrong. Most of the new microwaves have diminated the
problems of sparks and arcing. But consumers are ill afraid. It's better to advertise to what
consumers know now, rather than try to change an opinion.

Other Formsof Advertising That Work

Thereisatendency to talk about advertising asif it included only paid media. That's only one form.
Everything you present to your prospective buyer is advertisng because it reflects on your credibility
and the good fedlings you provide.

Lifesaverswas recently changed to abigger roll. Said the brand manager, "We wanted to find away
to show people that value—getting more for your money—still exists. We decided that the best way
to do thiswas to add more candy to therolls."

Friedas Produce, adistributor of vegetables, uses point-of-purchase materia extensvely. Each
individua item is labeled with Frieda's name aong with the name of the product, suggested uses, and
recipes.

One of the guiding philosophies at Frieda'sisthat food is more than sustenance. Food isfashion, and
the wants of consumers constantly change, and so Friedas products and promotions reflect that
change.

Different types of restaurant cuisine comeinto and go out of style. Southwestern used to be popular,
then it was Caribbean food. Produce departments are often unable to keep up with the most current
trends. Frieda’s point-of-purchase advertising and recipes help the store and consumers keep up with
changing tastes.
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Packaging: Your Sdl in the Store

In the 1990s, packaging is also an ad vehicle—as vital aswhat'sinsde. Y our package hasto sdll, sell,
sl. You have only afew brief seconds to capture consumers with your package, so you'd better
make the most of it. Creating an effective package requires cooperation between marketing and
design. Ingtead, the conversation often goeslikethis:

Designer (after numbing the brand manager with 100 package mockups and narrating the alleged
creative story behind each of them): So which one do you like?

Manager: They aredl off srategy, but | guess| like number seventy-nineif you can get my logoin.
Designer : There was no room for the logo.

Manager (trying to be diplomatic): But management will redly be upset if you don't have our logo.
Designer: I'll try to put it in on our next round.

That redly happened!

Efficiency isthe name of the game when it comesto something asvita asyour package. Y ou have no
space to waste. The front of the package is the headline; the package back isthe reinforcement. The
sSde pandsdso play anintegra part by further reinforcing the emotiona selling message.

Now I'm going to get in trouble with the package designers, but the package is no place for subtlety. It
should grab consumers by the throat and shout, "Buy me."

Good packaging cgjoles, invites, and persuades your customers to grab the package from the shelf
and take it home. It hasto work harder today because the helpful in-store sal esperson has gone the
way of redl whipped cream—meaning you hardly seeit anymore. Y our package has taken the
salesperson'srole.

A good package differentiates your product from every other product. It setsyour parity product
gpart from the dsorans. It can dso transform aloser into awinner.
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Good packaging functions as a headline on the shelf. It reeks of consumer benefit. It has as much
vighility asthe Goodyear blimp. The results of good packaging are speedy trid and a positive feding
about your product. Good packaging grabs the consumer like the hook at the old-time vaudeville
theaters. Eventualy you're going to stop couponing and commercials. Y our product is going to have to
sl itsdf . . . naked to the world.

A creative package reaches out to consumers so that they reach out for the product, amost without
redlizing it. A good package front prospects for consumers and invites them to learn more about the
product from the package back.

A good package conjures up in consumers minds clear images of what the product is going to do.
Even though food never looks as good as it does on the package, consumers usualy want afood shot
on afood product. Food usudly tastes better when it's enjoyed in arestaurant with afancy name.
Restaurateurs know that presentation of your dinner isamagjor contributor to the success of the medl.
And your package isyour presentation.

The best packaging and advertising promise security and empathize with the target consumers life
experiences. But don't overpromise and underperform. Fantasy isan illusion, but amargarine called |
Can't Believe It's Not Butter or Move Over Butter had better taste like butter.

Tipsfor Making Your Advertisng Work

Do do your research personally. Don't trust your research to housewives bearing clipboards at the
locd mall. It's not that these people are bad people, it'sthat they're interested in getting a quota of
bodies and going home for the day. Y ou're interested in learning about the subtleties of human
behavior that will eventualy drive your product.

Do hang out a aretail store. Watch how customers read labels and make buying decisions. Ask the
buyers questions about why they bought the product. Treet the store as alaboratory of consumer
behavior and marketing achievements. Learn
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about your customers by talking to them. Learn how they speak and, importantly, how they respond.
Tak to them! It'salot chegper than getting aresearcher to talk to them.

Do interactive groups or create your own. If you can't afford amoderator, moderate them yoursalf.
It's not rocket science. Show concepts, and watch how people react. If you can't afford atraditional
focus group, be credtive. For instance, if you have ads for a product for kids, go to aloca nursery
school for sampling, or to locd little league or soccer games.

Do acommunications check with people you don't know to make sure people are seeing the same
thing you're seeing.

Don't ask consumerswhat they like. Ask what they remember. They'll dmost dways point to the
emotiond digtinction that touchestharr lives.

Don't ask consumerswhat they like. Ask them what they'll buy.

Don't ask consumers what they like. Show them redl-world alternatives and let them react. Don't
show consumers hastily done concept boards. Show red ads. And show them a quantity—three or
four ads hardly run the gamut of hot buttons.

If you can't afford groups, buttonhole strangers with ads. A mgjor caveat: Don't ask afriend or a
colleague what he or she thinks. The person will either be polite and tell you it'saniceideaor be brutal
and say, "Thisisthe stupidest thing I've ever seen." When you have a business product, talk to
businesspeoplein your industry. Most entrepreneurs don't believe that busy people will give up ther
time, gratis. They're wrong. Business-people are the easiest people to approach. If they know you're
not trying to sl them something, they're usualy thrilled to spend an hour or more talking about your
product. People love to give advice and promote themsel ves as experts so that they can fee important
(another hot button).

Tdl Your Product Story

There have been many tomes written about advertising. With cumulative budgets running into the
billions of dollars, it's fascinating to think that most advertisng can be consdered little
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more than expens ve experiments. Maybe your approach isright, maybeit's wrong—Hbuit it can dways
be made better. To change advertising from the theoretical to the practica, test your ideas with
consumers and make sure you've devel oped your emotiona hooks to the max.

Ad agencies have been besieged by change for some time. Perhaps consumers have become too
diverse and complicated for the traditional agency to serve as the one-stop marketing shop.

Theformulafor great advertising issmplicity of imagery and a strong end-benefit promise to the
prospective buyer. Advertisng isyour product story—magnificently told.
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10
Making Consumers Embrace Your Productsand Brands

It was amilestone in marketing history. The concept drove women wild with expectation. Women of
al types marched into the venues, first shegpishly, then with full confidence. They meant business.

Men who had formerly patronized women visitors now took the timeto talk to them asequals. It was
rough at first. Women had not been accustomed to being treated with much respect in the past, and
they didn't expect to be treated well now—they smply didn't belong there.

Now, however, their presence was not only accepted, but openly desired. Their money was good—if
not gold.

The venue was the car ded ership, and the product being sold was the Saturn.
Saturn put forth atotaly new marketing ideathat became vita to building the brand.
It treated women as people.

This chapter talks about building killer brands and how Share of Heart can help aproduct stand in
front of the consumer and shout, "Take me, I'm yours."

A brand is more than a bottle, anameplate, or afancy box. It isaprovider of good feelings and
emotions.
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Thismay sound like astretch when the consumer is choosing a can of peas or afeminine protection
product, but isit? The proof isin supermarkets and department stores. Name brands outsall store
brands by more than ten to one, even though most store brands now match the name-brand products
interms of quality. Many store brands are made by the same people who make the name brands.

When consumers stop by the supermarket to pick up ajar of spaghetti sauce and apint of cottage
cheese, they pass aide after aide of brands and brand names. Most shoppers don't decide exactly
what to buy until they reach the shelves. In the brief seconds of the shopping experience, the brand
becomes the ultimate sdlling vehicle. The brand isthe product that consumerswill ultimately sdect or
ignore. That meansthat agreet ded isriding on the brand and everything the brand standsfor.

Brand images and the products we choose indicate our contentiousness and differences (American
Spirit cigarettes) or our friendliness (Budwei ser, Coca-Cola, Coleman camping equipment). Our

choi ces announce how we want to stand in society—how we want to be perceived by others. A bitter
war is being waged between the Macintosh and |BM-compatible computers—not only between the
companies but between the users. A real schism has developed. Macintosh usersfed that they have a
creative machine and asuperior system. Aswe IBM users know, Macintosh isredly adead issue,
with not nearly enough software available. Macintosh users deserve not scorn, but pity.

A typica progpective Saturn owner sees hersdlf as on the cutting edge. Sheis buying from acompany
that she perceives as socidly aware. In this case, she transfers that awareness to her own car-buying
plight: "Y es, Saturn does care about me." The Saturn isthe dternative upscae vehicle. Peoplelikethe
way Saturn runsits business. Saturn employees and salespeople just seem like "nice people.” The
Saturn may be agreat car, but put a Chevrolet or Ford logo on the product and it wouldn't seem so
gpecial. The Saturn hasto perform, but its advertising and its sales groups have delivered such a
powerful relationship message that the company hasalittle leeway. If there are problemswith a
particular Saturn, customers chalk it up asaminor mis-
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take. Y et if acustomer has problemswith a Ford Escort, he or she blames "those moronsin
Michigan."

Niceto Have Versus Want to Have

Usualy customerswill say that they want to buy from asocialy conscious company, but thisrarely
trandatesinto salestheway it doesfor Saturn (dthough it can be acomponent part of your image).
That'swhy you keep grilling consumers on their purchase preferences. It's nice to buy from asocidly
aware company, but that's just not motivating enough to most consumers. The key wordsthere are
nice to. Nice to have isinsufficient motivation to purchase most products. Y ou have to change those
words to must have. People once thought it would be nice to connect to America Online—sort of
fun. Then they became addicted to it. They didn't realize how important America Online had become
until the system broke down for afew hours. America Online had become a"mugt-have.”

Must-have products usualy provide an excellent level of product reinforcement, but just asimportant,
they place an emphasis on satisfying a hot-button need. Only when you combine product
reinforcement with satisfying a hot button can you create anything approaching total brand satisfaction
and a must-have product.

Once you've melded the two, is your marketing work done? No, because the market is aways
shifting. Even asyou are reading this chapter, consumer tastes and markets are evolving.

Take the hot button of poverty of time and the desire to organize. Day Runner, atime-management
system, jumped into the market lead with its "schedule-in-a-binder” paper system. People who thought
themsalves busy cherished the product. They fdt it was just the thing they needed in order to juggle
their work and professiond lives. But then Japanese companies developed " schedul e-in-a-pocket™
electronic systems (called PDAS, or persond digital assstants) that became the next time-management
toy. Day Runner was no longer in the must-have category. If the company had been continually
scrutinizing its product line, it might have found this out and worked out aded with a
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PDA manufacturer to useits strong name on aline of PDAs. A Day Runner PDA might have returned
the brand to must-have status.

Nike and Sony are examples of must-have brands. In downtown Chicago there stands an homage to
the once-humble snegker. It's called Niketown. And it attracts more visitors—purchasing
customers—than the region's famous Museum of Science and Industry. Right next door isa Sony
showroom with hundreds of Sony products and hands-on displays.

In sdlling your product, you have to make your point quickly. Neither consumers nor your selling
outletswill give you the time to work your product magic dowly. Y ou do this by making your product
story terse and pithy. Someone once said that a successful businessperson is one who can tell hisor
her entire sales story on the back of abusiness card. Y our brand should function as a business card,
conveying al the worthy components of your product or servicein abrief image. The business card for
aPDA might say, "Time management in your pocket (and it'sacool toy)."

A brand should gtate its benefit in one pithy sentence through imagery, association, and hard facts (see
Figure 10-1).

Let'stalk about you for asecond. Y ou're the ultimate brand.

Y ou've worked hard for your success. Perhaps you're climbing the corporate ladder. Maybe you've
spent amorning trying to woo a potential client with a heartfelt pitch. Y ou'vejust prepared atwelve-
page résumeé or fifty-page proposal and given theinterview of your life. Everything that could be said
was said.

So why are you so nervous?

Because chances are you're going to be summed up by your interviewersin one or two sentences.
And, of course, your dress, your manner, and the gestalt of your presenceis going to contribute to that
one-sentence description.

Imagery
Sy All the Product Benefits
Association Ay
That Fit in a Sentence
Hard Facts

Figure 10-1.
The one-sentence solution.
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Y es, you are abrand. And you're hoping the interviewers will take aliking to you and buy you. If your
whole lifeisgoing to be summed up like this, do you redly think consumers are going to give anew
soft drink any more attention?

Consumers Want to Be Sold

Consumers are dways on the lookout for new brands and new products, so there are always new
bus ness opportunities. Y et consumers are dway's changing, so continuous evolution isthe name of the
game for brands and products.

But don't get too radica because consumers won't dways accept abig change. They'll often think
you've done something negative to an old brand, like taking out key ingredients or components. Let's
be frank, sometimes you have. Marketers run the risk of losing their customers and their supporting
retailers when they play around too much with the brand that brought them to the party. When you
change things too much:

e Consumers don't know what they're buying (see the Coors example in Chapter 1).
» Consumers can't recognize the product because it's hard to find.
» Consumersthink the product has changed, even when it hasn't.

Betty Crocker's Low-Fat Brownie Mix isan example of doing it right. The company gave the product
anew name and package—and aso put the older package on the front panel so that people who liked
the product knew that it was the same product they had come to trust.

Make People Want Y ou Because You're Special

Despite the advances in marketing techniques, many market segments are still dominated by theidea
of selling the most productsfor the fewest dollars without any regard for to-the heart imagery.
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Commaodity producers have long been controlled by brokers and wholesalers who are used to getting
the product out at afast and furious pace. Because of corporate downsizing, newly minted consultants
work for bottom dollar. The rea money comes from developing abrand (even if your product isa
service) and making consumers buy your product because they fedl akinship to the brand. That's what
Saturn did: It created an emotiond link to car-buying females. It was a hook that had been missing for
acentury.

Even a product as smple as amop merits consumer attention when it's marketed as something specid.
The Wondermop Company sold millions of dollars worth of its new "space age' mops, much to the
chagrin of older mop companies who thought, "A mop isamop isamop.”

Know What You Stand For

Back in Chapter 4, in the context of defining your mission statement, | asked, "What isyour business?'
An equaly important question is, "What do your brand and products represent?’ What istheir
sgnificance—not to you, but to your customer? Kellogg's may think that it is selling frosted corn
flakes, but it redly may be salling Tony the Tiger. Nestlé has been sdlling its Quik chocolate mix for
years. But itsred stirength isin the Quik bunny logo on the package.

These devicesfoster strong expectation in the minds of consumers. Tony the Tiger and the Quik bunny
show that these products are going to be accepted by the children in the household—or even the baby
boomer spouse. Eveniif it doesn't do anything else, the symbol should at least keep the kid quiet and
satisfied for afew minutes.

When consumers make purchases, anumber of things go through their minds. What you and your
brand stand for is going to make a difference in whether or not they cross your name off the shopping
list. The process actudly starts before they enter the store, when they have avague awareness of what
brandswill be offered and a preference for certain brandsin a category. They wonder if they will have
the money to purchase their first choice.
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If money is an object, consumers might choose a store brand or a product they've heard of or had
experience with. For a costly purchase, such as a stereo, they might wait for a salesperson's guidance.
If it'sasdf-purchase or if the product isrelaively inexpensive, they might try anew brand. The
greatest likelihood of trying anew brand exists when al the brands on the shelf seem moreor less
identica and consumers want to add a bit of novelty to their lives or see what satisfactions anew
brand can offer.

But whatever the circumstances, customerswant to fed that they're making the right decision, even if
the product is something aslowly as American cheese.

Marketing to the heart hel ps defeat the cynicism that is so rampant today. Trust in politicians, brands,
products, and advertisersis breaking down. The power of the brand as trademark has been
diminished for some people. Many consumers are saying, "What the heck, dl brands are the same.”
So they count the dicesin a package of cheese or tally up the sheetsin aroll of toilet paper. But
brands are not dl the same when one offers an emotional benefit. It's a paradox. Along with adistrust
of authority, consumers are gravitating toward premium brands with substance in away they never
have before. The more emotion a person has vested in a product or service, the harder it will be for
that person to shift brands, and the less he or she will count paper towels and measure sheet Sizes.

Hershey, Nestlé and Slim Fast have dl recently issued scal ed-down sizes of famous candy bars—and
they're charging consumers more than ever. 1t's because of Share of Heart. They're offering amidday

guilt-free self-reward of a chocolate treat with lessfat than leading candy bars. Giving lessand earning
more—it'sawonderful concept when you do it right, by adding Share of Heart.

Know Your Influencersto Increase Your Selling Chances

Many purchases are made not for oursalves but for someone else. The purchaser wants this someone
€lse to be happy with the product—or else the purchaser looks bad or, worse, faces a scowling
sgnificant other. The person who shops often has to account for
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his or her purchases to someone else. He or sheisusualy trying to please someone. Knowing your
product means knowing the purchaser and the ultimate user of the product—and also the key
influencer. Developing abrand image requires that you be honest with yoursdlf. Y ou cant fal inlove
with your product or itsimagery. Y ou have to please a great many people besides yourself.

Here's a scenario.

Purchaser: Here, kid. | bought you Cap'n Crunch.

Kid: I love Cap'n Crunch.

Significant other to purchaser: Why did you buy Cap'n Crunch? It's loaded with sugar.
Purchaser: Helikes Cap'n Crunch.

Significant other: Only because you got him used to those sweet ceredls.

Purchaser: Then from now on, you do the shopping.

As mentioned earlier, even a product as mundane as storage bags requires the approval of someone
other than the buyer For the Glad-L ock project, | watched as women in focus groupsinitialy voted
down the idea of the bags partly because they couldn't justify the added expense to their husbands. It
was only when we created the positioning of “the bags that are so smple, even busy husbands and on-
the-go kids can close them right” that they were able to justify the expense. They perceived that
through the gimmick of the changing-color sed, they would actualy gain their husbands gpprova—or
at least have an easy sdl in the household.

Rardly does shopping occur in avoid. Theinfluencer could be:
» Thepurchaser and hisor her conflicting emotions

» Thekids

» The spouse or sgnificant other

 Friends, including business associates

» Strangers

» The check-out store clerk

Don't laugh at thislast one. There are personal products, such as incontinence products or condoms,
that the purchaser can be
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embarrassed to take to the counter. This can actually erode sales. By buying a certain brand or
product, shoppersare, in away, disclosing their financia status and lifestyleto atota stranger. This
can make adifferencein sdes.

In abusiness-to-business situation, the principle of pleasing people other than the actua purchaser
works the same way. Only the cast of charactersis different. Y ou may think that amanager istrying to
do hisor her best for the company, but that isamost never the red priority. The buyers of your
service want to make sure they won't look bad to their associates and bosses. Y our brand should not
only help the company, but enhance the prestige of the people who hire you. That isthe most
important part of abusiness-to-business connection. Position yourself or your product asthe provider
of aservicethat will make the buyer ahero. Of course, you can't say to the buyer, "I'm gonnamake
you acorporate god,” but you can imply that you, as abrand, are going to make the buyer something
specid to management and peers. Y ou can reinforce this message through your written and oral
communication and the qudity of your work.

Determine Your Imagery and Shout It

Not knowing your Share of Heart can befinancialy disastrous. Cadillac tried to attract ayounger
market with new car nameslike Allante and Cimarron, but younger consumers didn't see themselves
asdriving any car made by Cadillac (and | leaveit to you to tell mewhy Cadillac thought those names
would be appealing to younger consumers).

Imagery is of the utmost importance to brands, yet much of what is put on the package missesthe
target, creates a confusing or miseading message, or goes after the wrong audience, as Cadillac found
out. These compromise choices are called conference room winners. Everyone in the conference room
"contributes’ something—a new name, anew product festure—but these do nothing for the consumer.
When you have aproduct that has more features than consumers want, they will fed that they're
paying for useless frippery and get resentful.
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Specialize Specialize Specialize

Y our product should do one thing and do it well. It should hone in on the image your customers have
of themselves. Elements to optimize include your product benefits, your packaging, your pricing, and
even the ingtructions. Don't be afraid to break hard-and-fast rules. There arefew. The key
commandment isto show your customersthat they're making the right choice.

Y ou can change your brand image, but it's expensive.
* It'seaser to build abrand right from the start than to change consumer perceptionsin midsiream.

» It'smoreefficient to ded with the brand equities you have and satisfy your current customer base
than to change your target market.

* It'smore profitable to add incremental salesthan to dislluson your current customers.
Brand Taxonomy

Herés acognitive exercise that will help you create the imagery for your product and rule out
superfluous or negative imagery (see Figure 10-2). | cal it brand taxonomy—sorting your brand into
brand image categories. Fed free to substitute the word product for brand.

Imagine your customer'slifestyle. Think of your customer aswearing abrand name pin on hisor her
lapd. Thisway of thinking istheinverse of the classic focus group question, "If the brand was a
famous person, who would it be?’

Turn the question around. "If your target consumer was a brand, what brand would he or she be?" For
instance, you may think of yoursalf asa"sdt of the earth” persondity, more concerned with basic
performance than with flash. Y our car brand preference may be a Chevrolet or Ford. Y ou may buy
Breyersice cream and be perfectly happy with autilitarian Bic pen. Y ou disdain Lindt chocolatein
favor of aHershey bar. In other words, you are consistent in choosing brands with imagery that is
amilar to your persondity. If youworealapd pin, it would say Arm & Hammer.

Suppose your target market was athletic, went to hedth clubsregularly, and was aso in charge of a
family. That con-
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Imagineyour customer'slifestyle:

Adventurish
Free Thinker
Nature Lover

Brandsthis person chooses ar e

Isuzu Trooper
Tom's Natural Toothpaste

Choosetheimagery from their
advertisng and promotion

Y our prospective imagery goes here.
Doesyour imagery fit in and stand

out?
Figure 10-2. Brand Taxonomy—a cognitive exercise.

sumer might identify himself or hersalf as an I1suzu Trooper. Choose your product'simagery from
brands and products that have imagery smilar to the Isuzu. The profile might be adventurous, youthful,
willing to take chances.

Now select products or product areasthat offer the same intangibles, such as sports drinks, energy
brands of cered, or athletic gear. Choose theimagery that is most successful within the category. Now
build on it. What are these companies doing that is making their product so specia to this market?
How can you better thisimagery so that your product will not only fit in but stand out?

But don't stop there. Build on it through consumer research to make sure your imagery istruly
compdling.

Off With Four Brand's (or Product's) Head
Y ou can dso give yoursdlf the quick death test, asin Chapter 6.
This product died because. . .
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o It didn't keep up with thetimes.
* Thebenefit didn't fit the imagery.
* [t offered no consumer appedl that merited ahigher price.

Day Runner died (or got sick) because the new PDAs were perceived as faster and less cumbersome
to carry around than loose-leaf binders.

Or, "Bic died because people were switching to upscale pens with snob apped.” Bic didn't die. Itis
doing quite well, but asimple test like this can show the company where it may be lacking. Perhapsit
needs further line extensonsto keep the brand vital.

Don't wait until your product actudly diesto do this. If you can't think of areason your product can
die, you aren't being honest with yourself.

Be Specific

Both these exercises will give you an objective view of how your imagery and product fit into thelives
of consumers and whether thereis akey difference between your brand imagery and that of competing
brands.

The closer, physicaly; your product isto the competition, the more you have to play head gameswith
the consumer by creating a perceptud point of difference in the consumer's mind. Polaner jelliesand
Sorrell Ridge preserves went head to head against Smucker's with anatural, no-sugar-added
positioning, aquality postioning that Smucker'sitself defined years ago. Smucker'sis attempting to win
back itsturf with asimilar strategy. Not surprisingly, neither Polaner, Sorrdll Ridge, nor certain
varieties of Smucker's usethe word jam or jelly on thejar.

Curiosity Drives New Brandsand Products

When a consumer chooses anew brand, curiosity drives the purchase. After your brand has been
used severa times, consumers may get bored and switch to anewcomer in the category just for
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curiosity's sake. Or sometimes a product becomes so familiar that consumers actudly don't seeit
anymore—as when you lose your keys and find that they've been staring you in the face. There will be
newcomers as soon as the competition sees that your brand or product is a success. That's why you
must keep fine-tuning your imagery and your product. Y ou should be working on new enhancements
to your brand or product even before it hits the market. Keep thingslively to keep the consumer
interested.

Competition will ensure that a better product than yourswill be created. When consumers switch to a
new brand, the brand they switch to becomes the one to imitate. But, of course, you have to make
your product better.

Ingtilling Your Brands With Emotion Through Line Extensons
An effective line extenson sellsyour entire brand whileit sellsitself.

It'saparadox that the same marketers who moan about the lack of brand loyalty keep groping after
new line extensons. Nescafe has had so many line extensions, who knowswhat it sandsfor?
ConAgrahad phenomenal successwith Healthy Choice. Then it extended the lineinto dmost every
food aide, with soups, cereds, cold cuts, and more. It diluted the image so completely that Hedlthy
Choiceislogng share eveninitsflagship products, frozen dinner entrées.

Onthe plus Sde, thereisthe Crayolacompany. Once it made only crayons. Now it hasleveraged its
equity into more stores and markets with well-targeted line extensions. Crayolaisnot just acrayon
company, but an art company—toolsfor the creative outlet.

Mailboxes Etc., achain of storesthat specidizesin mailbox rentas, has madeitself more vauable by
adding new servicesthat are important to home businesses. In addition to renting mailboxes, the stores
have become copy centers and one-stop shipping centers. They wrap and box packages and have
formed aliances with the mgor overnight delivery services. They have become "must stop there"
shops.
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Rubbermaid has always done aremarkable job of kegping its name vital and in front of consumers. It
has products to organize everything. Now it's successfully branching into products for businesses.

Some Tipsto Make Your CustomersLove You

» Giveyour brand a leadership position in a category or benefit area. For instance, you can
develop aleadership position as abudget brand or a high-priced brand. Be number one at something.
The essence of pogitioning isto own an emationd or physical benefit and defend it aggressively.

» One way of developing new brandsis to name the competition in your advertising and
promotions. Then beat them at one aspect that isimportant to consumers. Y ou should do thisonly if
you are asecond- or third-tier player. While you usualy won't be able to bump off the leader, youll
create aframe of reference for consumers. They'll see you asaleading brand” and everyone else as
"others." However, your match-up hasto be credible. If you're selling alow-budget car like the Ford
Escort, it'sfoolish to compare yoursdlf to a Mercedes. It'simportant that you redlize that when you
name the competition in your communications, you're aso advertisng the competition.

* Infomercials, once the junk mail of TV, are a great way to learn the emotions that can drive
a product. Asarule, infomercias are highly researched. The consumer feedback isthe salesthey
generate through 800 numbers. These sales are monitored every day. Just asin our interactive groups
(groups are cheaper than infomercias), the producers keep what works and throw out or improve
what doesn't. They are dwaystesting new pitches and idess.

Products are now filtering down to the "legitimate” distribution channels. Learn the techniques
infomercia producers use. If you're looking for anew product, just knock off the products featured in
the most successful infomercias. Y ou can tell who's successful when you see aparticular infomercia
S0 much you're dmost ready to buy the product.
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Look at how sales are driven by emotion and backed up by arationale. Notice how excited the studio
audienceis. People give the Wondermop standing ovations. Enthusiasm is contagious—and
informercid producers milk this excitement and transfer it to the viewer. (In case you were wondering,
amost everybody in the studio audienceis paid about $200 to sit and act excited. In our consumer
society, if you can fake sincerity, you've got it made.)

» Get your product into the consumer's hands physically, not just metaphorically. When a
person holds something, he or sheis partly sold. That'swhy trinket and clothes vendorsin tourist areas
try to get the product into your hands. One person physicaly dressed my wifein asarong right on the
beach! She bought the sarong.

Y ou can make consumers touch your product by using specia textures on the package or making it an
unusual shape. Such packages are more likely to be picked up than smple rectangular boxes.

* Localize your brand. Put anearby geographical location on your product. People like to buy from
peoplein their neighborhood.

 Switch a brand from one category to another. Thisisreally more a cure for astagnant brand than
atechnique for one whose sales are on the upswing. Changing your brand's category may lead to an
upswing in sales. A cosmetics company developed aspecia kind of eye makeup for contact lenses. In
the store, the makeup was placed with contact lens products. It failed miserably; for asmple reason:
People wanted to buy their eye makeup in the cosmetic section. They didn't even think of looking for it
in the contact lens section. Now there are complete lines of eye makeup that "happen” to be good for
contact lenswearers—all of which are categorized as cosmetics rather than contact lens needs.

» Sate the obvious, but do it in a new way. If you have anew scent, don't say, "New scent.” Say it
inaway nobody has before. " Great linen scent” says freshnessin away that consumers can recognize

and identify with. 1t's unimportant whether there redly isaspecid linen scent. Consumersthink thereis
such an aroma, and if consumers believeit, it's so.
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» Satethe rational need and the emotional need the product saisfiesin a sentence or less. The
trick to astrong emotional sell is, to paraphrase The New York Times, "dl the good fedingsthet fitin
asentence.”

» Sl the benefit, not the features. Don't sall Bibles, sall savation. Stress how the product can
make consumers do something faster, better, or with more panache. If you're selling acon venience
product, stressits quality, not its speed.

* Align yourself both figuratively and literally with other brands that share your particular
brand profile. Create joint promotions for your brands and others so that the interest in both brands
creates asynergy.

* Deliver more then you promise. It'sabonus. Consumerslove to be surprised in agood way. Give
them something extra— more product, more uses. Try giving thirteen of an item even though you say
twelve on the package. When the consumer finds the thirteenth, he or she will think even better of you.
A neat trick isto call attention to the thirteenth after the consumer opens the package.

» Don't forget what brought you to the party, and don't improve your product to death. It's
natural to try to broaden your consumer horizons with apositioning that takesin a greater audience or
to keep on improving your brand. But make sure your improvements hone in on the consumer's actua
wants and need. Consumers won't buy more features than they think they can afford.

» Determine your brand equity through interactive groups. Constantly keep tabs on your equity
by creating ads for your products with new positionings and new brand images and seeif they improve
on how you sdll your product. Put your brand name on your competitors ads and seeif your brand
name works better with your competitors positioning.

* In abusiness-to-business pitch, tell your customers you're going to write a proposal. Then do
it. (Whao's going to say no to something that's free?) A proposa:

— Getsthe buyer to react (just asin interactive groups) so that you can respond favorably.
— Keepstherdationship moving.

— Cresates expectations and excitement.
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An added tip: When you write a proposal, make sure you include your prospective client's namein the
contents as many times as possible. Y ou can aso turn the proposal into a persond letter. It'smore
effective than a boilerplate proposdl.

Build Your Image

A brand imageisyour claim to fame. It'swhat makes your customers buy your product and continue
to buy your product. The difference between agimmick and satisfying a percelved consumer need is
often smply salesmanship. The key isto be the best a something that'simportant to consumers and to
keep building on your equities.
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11
About Value

In New Y ork, one of the hottest businessesis day care centers—for dogs. People are paying from ten
to thirty dollarsto have someone pamper their pups in much the same way askids attend day care
centers. To many people, it'savaue.

The person who invented sushi was amarketing genius. Sushi restaurants charge five dollarsfor a 1-
by 2-inch diver of raw fish served on atiny section of rice. To many people, it'savalue.

When a person pays $250 amonth for five yearsfor a car, $20 amonth for the added control that a
cdlular phone providesisavaue.

This book ends the way many books do: The protagonistsfal inlove. . . in this case with your
product. Hopefully, the ideas you got out of this book were worth the small investment in cost.
Actudly small isaredative term—and that's the point of this chapter. Vaueisin the eyes of
consumers, not marketers. In fact, value isaword consumersrardly use, unlessthey'refilling out one
of those ubiquitous, inane market surveysissued by clipboard-carrying peoplein the local mall.

Thereal question consumersask is, "Isit worth the price?’ The priceisnot ways money. The price
one pays for aproduct may be the time spent using the product. Our space program requires usto
define values and emotion. Do we want to use our rockets and shuttles as transportation, or do we
place more value on learning about our universe? Isit more important to put aman on Mars, or should
we use the funds to go into the more distant heavens without a human on
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board? |'s exploring the heavens worth the cost of even one human life—especidly if were not going
to get any financid return? It'saquestion of value—and persona vaues. The emotiondity of achieving
agod iswhat redly put men on the moon.

Everyday Wantsand Needs

Most decisions are not as momentous as deciding what to do about the universe. Most decisions are
closer to home. They focus on the daily process of living and making life alittle bit better.

A true vaue should offer consumers something dear to their hearts. Consumers know that valueis
more than just alow price, or smply adding one more ounce to abox of laundry detergent. Long after
the priceisforgotten, the consumer's feding about your product's effectivenesswill remain. If this
book didn't meet your expectations, long after the cost isforgotten, you'll rue the time you spent
reading it. But if you got one sdient tip from it, it will have been agrest vaue.

Eight dollarsisalot to pay for amovieif the movieis bad. Even more important than the money isthe
waste of an evening. The same elght-dollar movieisabargain when it takes us out of ourselves and
makes usfed excited, moved, or in some other way emotionally involved. Then, and only then, doesit
become what marketers call avaue.

We can throw away afew dollars on lottery tickets and not mutter more than aquiet "damn” when we
lose. But when consumerslay out $4 or $400 for aproduct, if it doesn't give them what they want,
they'll never buy the product again. Consumers don't want to play product lottery. When they buy
products, they want towin dl thetime,

A mgjor company hastried to build abusiness by buying brands at bargain prices. When it getsa
brand, it immediately cuts back on the active ingredients to strengthen the balance sheest—hardly a
vaue. You can't scrimp on quality to save acustomer money. People remember aproduct that didn't
work far better than one that did.
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In arecent survey by the M/A/R/C group, consumers were asked to compare store brands to national
brands on five atributes. qudity, selection, packaging, price/value, and trust. On dl but thethird trait, a
majority of consumers considered store brands equal to or better than nationa brand dternatives. So
why do nationa brands considerably outpace store brands? Because nationd brands have built up
emotiond linksto consumersthat are impossibleto ignore.

Per ceived Value Affects All Businesses

Most people don't stay with aparticular health club because of dl the flashy equipment the club has or
the low dues. They are more interested in the people who work there. They want afriendly and hel pful
gaff who will assst them achievether gods.

When people buy products, they expect those products to be satisfying. When the products arent,
they'reinterested in how fast the problem can be fixed. People will usudly buy the product again if the
company showsared interest in their totd satisfaction.

A few daysago, | wasin awine store when a customer complained that a bottle of wine exploded in
her car. The merchant's response was, "It's your fault—ahot car can do that.” That storelost a
customer. The woman vowed she would never return. The merchant should have replaced the bottle;
the customer would have come back time and time again because of the goodwill that the store
created.

Another Reason Products Fail

If brands are so powerful, why isthe new product failure rate, even for successful companies, ill
about 90 percent? Because manufacturers are failing to develop products that consumersfed are
worth the price. The products are redundant. Been there. Done that. No value.
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Why TherelsNo Such Thing asa Value Strategy

Quality and value. Weve heard it time and time again. It looks great in marketing research reports, but
just what doesit mean? That the product isn't going to fal apart when you get it home? That the new
accountant you hired isn't going to get you thrown in jail? The fact that your product works should be
agiven. The premise tha you're offering consumers vaue should be a given—and it can be judged
only by the buyers themsdlves. Qudity and vaue should be the foundation for your multistory
marketing empire, not an add-on. Anything lessis actudly fraudulent.

A college education now costs a minimum of $50,000 and can rise to more than $100,000. Isthat a
fraud? Isit time wasted? Hardly. It'sthe cost of admission to today's society. High-priced, yes. A
vaue, yes. (But nobody can determinewhat a"quality education” redly is)) A true value must offer
consumers something specidl.

Marketers say, "It costs me X to make my product. How can consumers expect meto make it
Cheaper?”’

Simple. They don't care. They don't care how much it costs you to make the product or what your
distributor adds to the cost of the product. Aslong as consumers get something they want at the time
of purchase, they're happy.

Y ou can't create va ue by scrimping on quality and performance. In fact, you can't creste value at al.
Vaueisn't something you put in aproduct, it'swhat consumerstake out of the product. And this
varies, because of the inconsistencies of the human heart and mind. Inexpensive store-brand ice
creams and pricey premium itemsrise a the sametime. To consumers, little luxuries can be mgjor
vaues.

Consumers usualy have arange of pricesthat they're willing to pay for aproduct. Thisrangeis based
on past experience, lifestyle, and (most vexing to marketers) how they fed at agiven moment. To
someone waiting restlesdy for aplane, afifty-dollar steak dinner can be agreat vaue. Y et the same
person might go bonkersif the local supermarket upped the price of hamburger adime a pound.

Generating vaue iswhat marketing to the heart isal about. Consumerswho buy the Infiniti car swear
that what they vaue
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isthe Infiniti's engineering. But for many, the value they get isthe ability to sneer a peoplein their
Fords and Chevrolets.

Whatever value—positive or negative—consumers get out of abrand remainsin their memory long
after the priceisforgotten.

Cresgting vaue involves more than just offering alow price, though for many consumersthat certainly is
an important factor. But many people are willing to pay more for aproduct that provides something
extrafor them personadly. A certain aroma, extrarichness, or afancy package can be an added
emotiond value.

Vaue-added marketing can work if you remember that consumers buy more from the heart than from
the head.

Vaueaddedis. ..

* A sensory reward

* Peaceof mind

» Making aloved one happy

» Attaining afantasy

» Achievingagod

» Having positive emotions stirred
» Being awarded for achievements

* Being stimulated

...inthedetails.

A Word From a Philosopher

The following paraphrase wasn't about marketers and Share of Heart—but, then again, maybe it was.

"The role of reason . . . and emotion. Let reason be your rudder, let emotion be your sails as you fare the
seasons of life."
—Kahlil Gbran
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A Final Word From the Author

Thank you for reading Marketing Sraight to the Heart. If you have any ideas for future editions,
please contact me at:

Barry Feig's Center for Product Success
6200 Eubank, Suite 423
SandiaMountains, New Mexico 87111

Y ou can call me at (505)-237-9342.
My e-mail addressis newmex@aol.com.

| look forward to hearing from you.
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identifying,
naming in advertisng,
CompuServe
loss of pogtioning of,
misson statement of,
ConAgra
Banquet line of, 196
Hedthy Choicelineof,
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concept board
dull,
samplesof,
astrigger,
concept board reactive approach,
concepts
development of,
evolution of,
from loser to winner,
reevauation of,
conference room winners,
consumer
building productsfor,
connecting with,
VErsus copywriters,
courting,
desiresof,
determining wants of,
education of,
emotiond advertisng to,
emotionaly vested,
influencers of,
learning directly from,
lifestyleof,
mind-set of,
needs of waiting to be satisfied,
passions of,

sensory appealsto,

solving problems of,
gtating problems of,
talking to,
target,
, 197
targeting of,

valuein eyesaof,



values of,
winning love of,
see also customer
consumer feedback
product development based on,
useof,
consumer groups
in concept development and reevauation,
identifying preferences,
See al so interactive consumer groups

continuous sales, Share of Heart for,
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control

desrefor,

lossof,

over lives,
Coors Brewing Company, product packaging changein,
Coppertone

classicad for,

Waterbabies symbol of,
Cord,
corporate mission, losing sight of,
corporate vision,
cosmetic change,
Craftsman tools, adsfor,
Crayola, line extenson of,
credtive inventory,
creative modification,
creative people

in advertising,

connecting with consumers,

VErsus consumers,

training of on client'smoney,
creative reevauation,
creature comforts,
credibility, versus believaility,
Credt, Colgate's competition with,
Cross promotions,
cross-marketing,
culturd opportunities, identification of,
curiosity,
customer

changing profiles of,

fird, 199
rdationswith,



see also consumer

D
D.A.T. recording system,
Day Runner,
degth of,
need to have,
Dei Singles, repositioning of,
descriptor,
Devil's Food Cookie Cakes, repositioning of,
diet programs,
direct mail marketing, Share of Heart for,
Dirt Devil vacuum cleaner,
"discover” points,
discovery, excitement of,
Digradli, Benjamin, on consstency of purpose,
Dorman's,
Dove Bars,
downsizing, customer relationswith,
downtrending brands/products
livening up of,
reversng fortunes of,
downtrending company, misson statement of,

drug indusiry, to-the-heart pogtioning in,

E
economic opportunity, identifying or cregting,
emotiond apped
constant reinforcement of,
to custome,
in persuasion,
reinforcement of,
through line extensons,
emotiona benefits

marketing before product is built,
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versus physica benefits,
emotiond biases, searching for,
emotional commitment,
emotiond equity

advancing of,

borrowing,

building misson satement on,

continued on next page
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continued from previous page

determining through interactive groups,

focuson,

in repogitioning of product,
emotiond fingerprints,
emotiona foundation,
emotional hook

importance of,

inimpulsesdes,
emotiond investment,

inbrand loyalty,

lossof,

see also Share of Heart
emotiona needs, hot buttonsfor,
emotiona response,
emotions

driving corporate America,

versuslogic,

power of,
employees, mission statement and,
Entenmann's, fat-free products of,
Equine Shampoo,
equity, see emotiond equity
"est" factor,
everyday needs,
evolution,

continuous,
expectations

changing,

of target consumers,
Extreme Games advertising,
eyes, big,

F
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failure, reasonsfor,
familiarity,
family values,
faux ads,
Fayva Shoes, |loss of positioning of,
features, versus benefits,
Federa Express, customer needs of,
fetish,
Filofax,
fiveWsand H,
flexibility,
focus,
focus groups
gimuli in,
see al so interactive consumer groups
Foxy lettuce,
Franco-American pastas,
borrowed equity of,
Freihoffer Bakeries,
Frieda's Produce,
Frito-Lay, acquisition of Smartfood by,
Fruitopia,
Fuller Brush products,
Fulton Fish Market,

fun,

G

Generd Electric, Miser lights of,

Generd Foods, Freihoffer Bakeries purchase by,
generic brand movement,

Gerber, new products of,

Gibran, Kahlil, on reason and emotions,

Glade,
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influencersfor,
positioning of,
gods, redidtic,
Gobblestix,
Godiva, emotiona appedl of,
Galliday, J. Barry
on having fun at job,
on mission statements,
goodwill advertising, to-the-heart,
gourmet foods,
grassroots campaign,
groundwork, laying of,

groups, see interactive consumer groups
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H
Haagen Dazs, emotiona appedl of,
hair products, perception of,
Harley-Davidson,
Hedthy Choice, line extension of,
heart

marketing success and,

power of,

see also emotional appedl;

emations,

Share of Heart
heartfelt segmentation, variablesin,
Herba Essence, new image of,
Hershey, scaded-down candy bar of,
home business

control issuein,

darting over with,
home sdlling networks,
Home Shopping Network, emotional apped of,
honey cooperatives,
hot buttons,

in repogtioning,
Hudson Foods, mission statement of,
Hyatt Hotdl, San Francisco,
hype,
I
identity/identification,

of comptitors,

of culturd and transcultura opportunities,

of customers mind-set,

of economic opportunity,

of leadership position, 205

of pogtioning,



of product,
of product's digtinguishing characterigtics,
standard of,
of target consumers,
image
building of,
power of,
imagery,
to match customer lifestyle,
immortality,
impulse sales, emotion askey to,
Infiniti car, vaueof,
influencers,
infomercids,
Share of Heart in,
indghts, building,
intelligence,
interactive consumer groups,
dternativesto,
in creating advertisng,
in determining brand equity,
identifying preferences of,
intringc rewards,

I ntuit, mission satement of,

J

Jaws,

Jheri Redding, Equine Shampoo of,
S. C. Johnson, toilet cleaners of,

K

Kawasaki Motors,

Kdlogg, Tony the Tiger logo of,
Kinko's, office on theroad,
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knockoffs,
knowledge
common,
formsof,
Koerner, John, reviving of Barg's root beer by,
Kraft Foods, Shake 'N Bake ad of,

L

Land O' Lakes,

leadership pogtion,
identifying,

207



L'Eggs pantyhose,
Lever Brothers, Snuggle fabric softener of,
leveraging power,
lifecycle, product,
Lifesavers,
lifestyle, consumer,
line extensons,
emotiond apped through,
how to leverage,
Loblaw's, private-label brand of,
localization,
logic
versus emotion,
insufficiency of,
rationalizations and,
logical apped,
reason
Lorillard, Old Gold cigarettes of,
love,
low-interest products,
myth of,
loyalty, brand,
Lucky Dog dog food,
M
Macintosh-IBM schism,
Macy's, adversaria approach of,
Mailboxes Etc, line extension of,
Malt-O-Mesal knockoffs,
management, emotiona commitment of,
marketing
emotion-based,
exploding myths of, 208
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marketing crew,

marketing miscues,

marketing research, straight-to-the-heart,

marketing strategy
breakthrough,
development of,
Marlboro Country ads,
mass market mentdity,
Maxwell House, taste test of,
McDonald's milk shakes,
Mercedes, prestige of,
mind-set, consumer,
misson statement
credting,
customer firgtin,
keeping up to date,
knowing,
product-based,
purpose of,
requisitesfor,
to-the-heart,
using,
written,
mission substatements,
Mistic beverages,
M&Ms, blue,

Moffitt, Robert, on emotiona sde,

motivating concepts, evolution of,

motivational research,
motivators, wants as,

MTV, advertisng on,
Mustang,

must-have brands,

myths (marketing), exploding,
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N

Nabisco
Devil's Food Cookie Cakes of,
"good taste, low fat" feding of,
SnackWel line of,

name,
chenging,
emotiond hook in,
funwith,

Nantucket Nectars,

natura food industry,

NatWest U.SA.,
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NBC Olympic Games syndrome,
need(s)

to belong,

everyday,

marketing tofill,

as motivator,

waiting to be satisfied,
negative

turning into benefit,

turning into postive,
neglected product symptoms,
Nestlé

Quik bunny logo of,

scaled-down candy bar of,
Nestlé-Pepsi iced coffee,
neutraceuticals,
new, power of word,
new function, for parity product,
new product

based on consumer feedback,

building for consumers,

discovery and,

faux adsfor,

how to leverage,

proactive approach to developing,

ressons for failure of,

treating old product as,

usud development and design of,

winning,
new use,

in repositioning product,
niche

finding and growing with,
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jargon of,
marketing to new,
Nick at Nite, success of,
Nike
as must-have brand,
NBA playersand,
Nordstrom's, heartfelt segmentation of,
novelty,
Noxzema,
nurturing, sdf,
nurturing response,
@)
Ocean Spray Cranberry,
Old Gold cigarettes,
older person, marketing to,
one-sentence description,
one-shot sales, Share of Heart in,
opportunity
cultural and transculturd,
€conomic,
Optima card,
Orfdia, Paul, development of Kinko's chain by,
Orville Kent Company, Share of Heart marketing of,
Oudt, John, reviving of Barg's root beer by,

overintdlectudizing,

P

Pace Salsa,

packaging
asadvertising,
aseptic,
emotiona hook in,
function of,
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paradigm shift,
parity products,
mythof,
passions,
Payless Shoe Source, positioning of,
Peps, versus Coca-Cola,

PepsiCo, Crystd Peps failure of,
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Pepcid AC,
perceived value,
perceptions
of consumer,
asredlity,
perceptua mapping,
Perdue, Frank
consumer education by,
pasitioning of,
persuasion, dements of,
pet foods
emationd sdling of,
upscale,
Peter Principle, reverse,
Petsmart,
Pine-Sol,
Plugra buitter,
Polander jellies,
positioning,
built-in,
in changing market,
effective,
identifying,
of Miser lights,
of new product,
of on-line services,
before product isbuilt,
asvauebrand,
see also repostioning
positioning obsolescence,
stopping before it begins,
victimsof,

positive, turning into negetive,
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power, sources of,

PPP company,

preferences, consumer groups identifying,

premium brands,
prestige,
gppeal of,
pricing and,
price
finding best,
prestige and,
versusvalue,
private-label products, in Greet Britain,
proactive approach,
probes, market research,
problem solving,
Procter & Gamble,
Prodigy
loss of pogtioning of,
misson statement of,
product
benefits versus festures of,
changing,
continuous evolution of,
curiosity about,
differences of,
distinguishing characteristics of,
driving home name of,
engineering around Share of Heart,
getting into consumers hands,
getting too closeto,
identifying,
lifecydeof, myth of,
low-interest,

making consumers embrace,
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nice to have versus want to have,
parity,
perception of,
telling gory of,
see also brand
product mix, mission satement in,
production values
in connecting with consumers,
Versus message,
overkill on,
promotion, mission statement in,
proposal,
prototype, faux adsfor,
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psychological needs,
psychological rewards, 20-22
purchase decision
key questionsin,
reasonsfor,

push-button marketing,

Q

Quaker, Snapple acquisition and marketing by,

qudlity, vaue and,
quality time,
guestionnaire surveys,
quick death test,
Quik bunny logo,
QVC, emotiond apped of,
R
Raston-Purina, Lucky Dog dog food of,
rationa apped,
logical apped;
reason
rationdizations,
RCA, Sdlectavison videodisk player of,
R&D, versus marketing,
Ready Crisp Fully Cooked Bacon,
redlity, perception and,
red-world "faux" advertising concepts,
reason,
rational apped
refinement, concept,
regrouping,
reglections, building on,
relationships
in marketing,

in sarviceindudtries,
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repogitioning,
advertisngin,
requirementsfor,
tools of,
research
advertisng agency in,
indghtsfrom,
problemswith,
putting results together,
results of,
dimulusin,
straight-to-the-heart,
toolsfor,
restaging,
restaurant, creating successful,
retail sales, Share of Heart for,
revauing,
Rich, Louis, leadership position of,
right-brained message,
Ring Ding evolution opportunity,
Royd, Dirt Devil vacuum cleaner of,
Rubbermaid, line extension of,

rules, changing,

S
Sandoz, TheraFHu marketing of,
Santa Fe Natural Tobacco Company,
Sara Lee, marketing miscues of,
Saturn,
image of,
marketing to women,
Schweiger, Mark, microwave bacon of,
Seagram's
bad ad campaign of,
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luxury marketing of,
Sears

Bob Vilain adsfor,

new products of,
Ssegmentation,

decison factorsin,

emationd invesment in,

heartfelt,

varigblesin,
sdf-achievement,
sf-interest,
sdf-nurturance,
sdling outlets, changing,
sensory gppedls,
sequels,
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serviceindustry

relationshipsin,

Share of Heart for,
sarvices, emotional equities of,
Settle, Robert, on stereotype family,
SEX,
Shake 'N Bake ad,

Share of Heart

for continuous and continuing sales,

creating blockbuster with,
creation of from dart,
definition of,

graphing of,
impulsesdesand,

versuslogic,

in low-interest, parity, and commodity products,

in one-shot sales,
perception and,
before product,
success and,
in supermarketing,
turning negetive into benefit with,
shelf-stable products,
Shulton,
smplicity,
skepticism,
Sim Fast
scaled-down candy bar of,
shakes of,
Smartfood,
presdling of,
smell, emotiona apped of,
Smith, Fred, mission of,
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smoking cessation,
Smucker's,
SnackWell, success of,
Snapple
cachet of,
loss of pogtioning of,
Quaker's acquisition of,
Snuggle fabric softener,
socidly conscious company,
soft drink competition,
Sommers, Robin
enthusiasm of,
identifying competitors by,
marketing strategy of,
Sony
compact disc investment of,
as must-have brand,
Sorrell Ridge preserves,
Spaghettios, borrowed equity of,
Specidization,
specialness,
specificity,
Spidberg, Steven, good guys and villains of,
stagnant products, reversing fortunes of,
Star Trek, message of,
Starbucks, marketing of,
darting over,
start-up company, mission statement of,
status,
simulation,
need for,
gimulus, in market research,
stock keeping units (SKUs),

increasing,
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stockholders, mission statement and,
straight-to-heart advertising,
"strawberry strategy,”
drengths, in repositioning,
success
critical path to,
recipefor,
super store brands,
supermarketing,
of fat-free products,

Share of Heart marketing of,
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supermarkets, pet foodsin,
suppliers, mission statement in working with,
Swanson's TV dinners,
synergy,
system, beeting,
-
Taco Bdll,
target consumer/market
identifying,
gaking clam to,
Taylor, James, "Y ou've Got aFriend,”
team loydlty,
team sports,
telemarketing, Share of Heart in,
“tell,"
TheraF u, to-the-heart positioning of,
time
management of,
value of research and,
Toilet Duck,
fundementin,
novelty of,
persondity of,
toilet-bowl cleaners,
Tom'sof Maine
corporate misson of,
customers of,
Tony the Tiger,
trade jargon,
transcultura opportunities, identifying,
travel, as nurturing experience,
trugt, breakdown of, 223

Tums, new usefor,



TV, interactive,

Twilight Zone,

Tylenol, marketing to baby boomers,
Tyson Chicken,

U
Udder Cream,

uniqueness,

\
vacations, family,
va ue-added marketing,
vaue/price strategy,
vaue(s),
family,
perceived,
positioning,
drategy for,
Vila, Bob, in Sears ads,

VisaGold card,

W
Wad-Mart
misson statement of,
positioning of,
store brands of,
Walton, Sam, mission statement of,
Wesson Qil, cooking spray of,
Wet Ones, repositioning of,
"what if" marketing,
White, John, mission statement of,
white card concepts,
Why They Buy (Settle and Albeck),
winners
conference room, 224
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recognizing,
Wondermop Company,
Wool Bureau, goodwill advertising of,
WordPerfect,
Z

Zantec,

225



