cover story facing the future

for the modern marketer

Recession, the rise of digital and the emphasis on media
neutrality are just some developments making new
demands on marketers and changing marketing’s role in
the company structure. Here we glean the ten best ideas
from the world’s foremost marketers for embracing this
change and steering your brand for the future.

By Joe Fernandez
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Marketers should be responsible for more
than just marketing, they have every right
to co-own other departments. Marketers
should get themselves in a position where
they are driving board-level business
strategy discussions. Scott Davis, Prophet

Personalise, personalise,

personalise

Marketers need to target people

effectively by ensuring they treat
-~ their potential customers as
individuals. Michael Conrad, president of the
Berlin School of Creative Leadership, says:
“Marketing should work under an ethos of
inspiration for chosen audiences. Brands should
use the insight to gather a psychographical
perspective of who they should be looking to
target with ads in the first place. Targeting and
personalisation will be core to retention and
acquisition in the future.”

Online brands such as Facebook and Google
are leading the way with this service.
Facebook’s Hughes says that consumers “are
increasingly overwhelmed” and looking for the
“personal touch to build trust and loyalty”. If you
can get this right, he adds, “eventually a deep
relationship forms.”

Google sales manager Dr Beat Buhlmann
argues: “Personalisation will be the future of
marketing. By stimulating interest based on
people’s online habits, consumers will respond
better to marketing and will feel connected to
the brand, in a different way to more traditional
media formats.”

Companies such as InfoPrint Solutions
Company, a joint venture between IBM and
Ricoh, are already practising this in their
marketing. Allen Thrasher, marketing principal
at InfoPrint Solutions EMEA, says she thinks that
no marketing campaign should be considered
without thought on how best to make it
personal.

“Moving to personalisation presents the CMO
with more opportunities to interact with the
consumer,” she says.

‘Media neutral’ needs to be
more than a catchphrase
Budgets should be spread across all
media. It's no use brands just claiming
to be media neutral and then failing to

consider any but the most traditional options.

Part of the CMO’s job is to ensure that their

brand is wherever the consumer is.

Google’s Dr Biihimann explains: “There is no
wall between online and offline, but CMOs must
realise that, used correctly, online can be a huge
generator for sales because it reaches the
audience at the time when their interest is
peaked.”

People simply don't live in an “online” or
“offline” world these days; consumers mix their
media and brands must do the same, says Dr
Bihlmann. “We live in a culture of research
online, purchase offline. It's important that CMOs
think in a much more integrated way plotting

their marketing across disciplines so information
can be found at all the peak interest moments.”

At InfoPrint Solutions, the company is calling
on marketers to think about accurate targeting
both on paper and online. Combining these
elements is what can make a campaign work
even harder. Thrasher says: “Technology is
increasingly becoming sophisticated enough to
make cross-media promotions more possible.”

Facebook is one company trying to introduce
these cross-media opportunities. It not only
encourages brands to publicise their fan pages
on offline material, but also allows users to
purchase ads to appear at the same time as
other media might be being digested.

Facebook’s Hughes explains: “We're just
beginning to see the start of an information
revolution, enabling greater transparency and
openness. Brands have to adopt this same model
across media. The more meat in the pot, the
better the stew.”

Now is the time

¢ to experiment

- * With the economy at a low,
experimentation has not been high on
. marketers’ priorities this year.
However, with the lull beginning to lift, brands
must look for new customer insight and find
ways of utilising innovation to capture
consumers’ attention in ways that resonate more
with their lifestyles.

InfoPrint Solutions’ Thrasher says: “There is
an opportunity now to find out what your
customers like and what they are less receptive
to. It's the perfect time to experiment with cross-
marketing techniques and look to directly
correspond with your customers in ways that are
relevant and right for them. Customer strategies
have never been so open to so many options for
communication.”

This approach is taken by Novartis, where the
company changes its approach to marketing its
drugs to suit different audiences. Zell explains:
“Change the benefits of the products; don't just
have a one-minded approach as to who you
target. You don't have to stick with one
stereotype, but can exploit methods that have
worked in other sectors and incorporate them
into your marketing.”

According to Prophet’s Davis, it is this type of
visionary approach that will help marketers in the
future. “It's no bad thing to experiment and drive
growth by being a power-engine. You should
constantly push the boundaries and always think
of the return on investment that experimentation
could generate for you. The secret weapon is a
repository full of customer insights.”

At Zurich, Sinha says that as a very traditional
insurer, it felt adopting a new way of working
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Zurich HelpPoint:

Created to give Zurich
customers ‘somewhere to
focus their conversation’

The modern marketer’'s mindset

Always remember that marketing is a
conversation. It's always available and is
shared constantly.

Be prepared to forward-think.

Come up with ways to keep the customer
front-of-mind at all times.

Be prepared to learn. You need to keep up
with the constant changes that surround
marketing.

Have consumer insight at the heart of
everything you do.

Work closely with creative partners, both
in-house and externally. Their ideas will
rub off on you.

Identify new and innovative methods of
getting people engaged with the brand.
Experiment.

Make it as easy as possible for a consumer
thinking of the brand to find it instantly.
Work with colleagues across the
organisation to develop an understanding
of the business from top to bottom with a
career goal in sight of becoming
tomorrow’s growth leader.

Don't overthink strategies. Remember, the
fundamental truths of marketing haven't
changed.

Help your agency partners to understand
your objectives and deliver them in a way
that gets the brand noticed above its
competitors.

Recognise success across other sectors and
find new ideas for the brand.
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