
color today’s marketers dazed
and confused.

It’s an understandable reaction
to an environment that has
become almost impossibly com-
plex,making it difficult for them to
figure out where to start (much
less how to go about) meeting
management’s escalating demands
for demonstrable returns.

Think about it. Media touch-
points have expanded 14-fold in
the past 20 years. Media costs have
risen seven-fold in the past 25.And
traditional media is breaking down:
70% of the population successfully
avoids TV ads, for example.And for
the first time, the four major net-
works are collectively in divorce
court with the ever-so-desirous 18-
to 49-year-old target segment.

All the while, channel growth
and innovative technology has
pushed an explosion in customer
touch points, many involving new
media. Seventy percent of media
consumers use multiple forms
simultaneously. And the average
person spends 23% of his or her
“media time” online.

Yet for all the hype over Web
2.0 and its webisodes and
mobisodes, mashups, placeshifts
and wikis, the reality is that most
marketers are stuck in the tradi-
tional media paradigm. Here’s
what Prophet found in its 2006-
2007 State of Marketing Study:

LITTLE SPENDING VARIATION
While 53% of the 100-plus mar-
keters surveyed acknowledged new
media’s future importance to their
marketing mix, 31% of them
admitted they just don’t know how
best to use these new tools to meet
business goals.

Traditional or new? Two-thirds
don’t view any of the tactics they
employ as effective. But because
only 54% said they measured
anything consistently, how do
they know for sure?

Small wonder, then, that mar-
keters have wrapped themselves in a
cocoon of comfort, as evidenced by
the little variation exhibited in their
spending patterns.Traditional-media
advertising continues to gobble up
most spending: 28.1% of marketers

said they spent or will spend money
on traditional media in 2007, and
27.3% said they did so in 2006.Only
12.7% said they spent or will spend
on new-media advertising in 2007;
10.9% did so in 2006.

Marketers can get out of this
rut. Examples abound of leaders
who are successfully reaching cus-
tomers using the best of tradition-
al and new channels—which are
paying off to the extent that
they’re noticeably shifting their
spending patterns. Johnson &
Johnson has moved 20% ($250
million) of its marketing budget
from “old” to new media.
Kimberly-Clark’s nontraditional-
media spending has jumped to
25% of its total budget from only
10% in 2004.

But it’s not just the business-to-
consumer world where marketers
are breaking free of their comfort-
able constraints. Boeing is promot-
ing its state-of-the-art Dreamliner
aircraft to potential customers,pas-
sengers and enthusiasts via a series
of videos on its website that enable
visitors to leisurely explore the
many facets of the plane that make
it special. As a result, visitors are
spending an average of six-plus
minutes interacting with the site.

Others are also seeing the bene-
fits of using new channels to reach
specialized audiences.To reach tech-
nical and financial influencers at
small to midsize businesses in
Germany, Oracle eschewed stan-
dard online formats. Believing that
those executives like to display and
share their knowledge,Oracle estab-
lished a wiki that allowed members

of its audience to contribute to a
blog. Oracle is close to meeting its
2007 goal of 100,000 page impres-
sions.

These new channels are prob-
lematic for many marketers—
whether business or consumer—
because they require less speaking
at customers and more interacting
with them. Through collaborative
efforts like Oracle’s wiki or
McDonald’s mom-led online com-
munity dedicated to food-quality
and nutrition issues, marketers not
only will sharpen their insights on
trends and developments in today’s
fast-changing environment, but
they’ll be better able to stay ahead
of the curve instead of trailing
behind the customers whose choic-
es they’re trying to influence.

BE OK WITH RISK
More important, marketers need to
grow more comfortable with the
notion of “calculated risk.” With
marketing budgets stagnant, it’s
critical that money is allocated
against initiatives that demonstra-
bly contribute to top- and bottom-
line growth.Yet the discomfort with
new channels is blocking the way.

An effective marketing organi-
zation finds ways to balance the
best of traditional- and new-media
strategies, separately and together,
to influence the customer.
Marketers can move closer to cre-
ating such balance by hedging
their bets with a test-and-learn
approach on smaller-scale pilots.

The marketing and consumer
landscapes have been undergoing
tremendous changes in the past
five years.The trick to avoid getting
left behind in this brave new world
is to embrace the impact, implica-
tions and influence you and your
organization may have by moving
a just tad into the unknown.

By SCOTT DAVIS

DON’T BE AFRAID TO
PLUNGE INTO

EMERGING MEDIA
Marketers who stay in their ‘cocoons of comfort’lag
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heavily censored, commercial con-
tent abounds.

People might not be able to write,
but they are savvy and entrepre-
neurial though. Hampered by a lack
of formal education,they have lots of
street smarts. In India, the Mann
Deshi Mahila Sahakari Bank, run for
and by women, opened in 1997 with
27 founding members who affixed
their thumbprints to loan docu-
ments. This did not sit well with the
government authorities. The
women’s response:“We are not book
literate, but we are fiscally literate.
Give us any math problem, and we
will solve it in our heads.” The bank
got its license and today has 50,000
members. It gives out loans for
amounts as small as 10¢.

Professor Prahalad and others
have rightly said the real opportuni-
ty isn’t in changing the package sizes
and price points of the same goods
we sell in the West. It’s in innovating
to meet the needs of people through
new or modified products sold at
prices they can afford.

Take Vietnam, for example. I am
writing this from Ho Chi Min City,
where I have seen firsthand how
people will change their buying
habits if companies make products
they can afford. The photographs
my husband brought back six years
ago after a visit here showed the
streets packed with bicycles during
the morning rush hour.Today there
is hardly a bicycle in sight. Instead,
the streets during rush hour are
swarming with motorcycles.

Several companies we have
worked with have excelled in learn-
ing about these consumers and
developing new ways to meet their
needs. A few examples:

Heinz Complan Family is a
nutritional powdered-milk supple-
ment that has strong equity in the
Indian market. Our client sells two-
serving sachet packs.This packaging
innovation enables moms who can-
not afford large quantities to give it
to their children when they need an
extra boost, such as during exams.

P&G has had success in China,
where people who use tier-one
brands represent only 3% of the
market and people buying tier-two
brands represent 45%. To win with
the lower tier, P&G invested signifi-
cant resources to understand con-
sumers’ washing habits, using the
findings to build another version of
Tide that would uniquely address the
market’s needs. This was a change

from what most multinationals do,
which is to take a more premium
product and start cutting out the
extras to be able to sell the product at
a lower price.P&G did not want to do
that because it would mean compro-
mising Tide’s product standards.

A couple of measures P&G took
are particularly important.
Packaging, for one, made clear dif-
ferentiations between the premium
and low-priced variants of Tide, so
people knew exactly what they
would get from each version. P&G
also invested in its logistics infra-
structure to reach wholesalers and
traditional trade, as it can be difficult
to reach low-income consumers.

The approach, complemented by
advertising that reflected P&G’s
consumer research, has evolved into
long-term success for Tide. The
brand has grown steadily since
entering the lower-tier market.

In Vietnam, the government
wants to encourage women to join
the workforce, especially women
from small villages and the lower
socioeconomic strata. Female stu-
dents and first-time job seekers mov-
ing from the countryside to the cities
need to groom themselves to make a
good impression in a highly compet-
itive environment. P&G used that
knowledge to create a multichannel
program (TV, radio, bus events, a
website and a music show) to give
rural young women grooming tips
and other ways to become more con-
fident and successful.

SAME HOPES, DREAMS
Such companies have been successful
at marketing to Asia’s majority
because they have taken the time to
understand people we rarely see in
our daily life and often can’t visualize.
They have witnessed an active, thriv-
ing market. They understand that
these people are no different than we
are, with the same hopes, dreams,
work ethic and entrepreneurial drive.

Big opportunities lie at the bot-
tom of the economic pyramid.
Microbanking, distribution systems
that employ rural villagers, the inter-
net and cellular connections are at
the forefront of microenterprise and
economic development. Marketers
also need to think in terms of new
alliances, new business models and
local support to get things done.
Product, packaging and pricing inno-
vation—which can arise only from a
new way of thinking—are key.

By providing low-cost yet high-
quality products, we provide dignity
and choice and hopefully make
these people’s lives a little easier.
Everyone can prosper.

It starts with putting a face to the
statistics.

Big opportunities lie
at the bottom of the
economic pyramid.
Microbanking and
the internet are at
the forefront of
microenterprise 
and economic
development. 
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