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Profit and the 6 P’s - prefix

The book is about helping out those that need to advertise and market – not just for students of advertising and marketing, but also for businesspeople – SME owners, managers and advertising, marketing people in general (would that not mean all of us?).

It is not a textbook full of theory but a guide to assist in developing wise advertising and marketing decisions (helping us to be better at selling/making good decisions/making money).

It covers the appropriate theory, with business examples – giving lists, plans and cost estimates – so the user is capable of understanding the advertising and marketing industry and start to develop an understanding of what might be the best, most cost effective strategy, solution (to help build the business/or your career/future present value).

The text covers the P’s, IMC, the media, production and creative – but it is most important to give relevant detail – so the website provides the user with the ability to develop costed examples to help illustrate the advertising and marketing decision making process – from business cards to brochures, print and broadcast production and media choices (like all successes within the digital age – this resource centre is in a process of continual development – mainly due to your participation and assistance - thanks).

examples

The user may want to develop their television commercial – how much does it cost – the website provides the opportunity to cost their desired solution – based on the parameters selected – digital, video, film, actors rates, studio hire, music production, ...

The user may want to develop their marketing plan – through the website this can be done providing real time solutions – from production to media selection, noting the position and size, with frequency discounts accounted for.

So the text and web offering is a real life solution, giving theory the examples you will find to be an essential tool.

Enjoy – and continue to place your case studies online to be involved in the helping others to learn – www.theadcompany.com.au
Sincerely,
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Tony Clemenger

Chief Executive Officer

The Ad Company Franchise Pty Ltd

business@theadcompany.com.au
www.theadcompany.com.au
1800 176 832

SECTION A - yesterday

Introduction - Sales today, sold tomorrow; invest today smile tomorrow.

What follows is of relevance to advertisers and to other marketing communications experts. It is of importance to marketing and management in general, so it is a business book with an advertising focus (but I do hope it is of relevance to all of us – we are sales people having to make a living – selling our skills – so see yourself within this text and I hope you make a “killing”).

(picture – sales/killing)

I do not attempt to give too much detail about the process of marketing, promotion, advertising, direct marketing, personal selling, public relations nor sales promotion, sponsorship and the internet for the fact that there are many books already covering those subjects procedures, processes, action items – so forth.

I wish to cite the problems, challenges, and opportunities in these business streams that the texts may have missed.

I talk in we's, I's and you's with organisation's and people thrown in so never at any stage is there consistency in who I am. This is the business world for you.

No structure - This book is told as a tale, there is a concept and a structure but within the confines of life there are others that we have dinner with that also take part in the conversation. So like dinner we follow a routine, but changes are made throughout to suit the circumstances. (You have been told many times to plan your life, and your day – nice to do so, great to follow – failure to abide by – the world changes and it is essential to be proactive – make the future – all day every day).

(picture of the plan going off the rails)

The one reality of the business day is that it does not flow the way one has planned, unless you do not answer calls, or you are on holidays. So with this tale, it jumps from one thought to another. Just as one when one problem arises the solution implemented effects others creating new problems.

No models - the assumptions and restrictions - We need to dive into life to be wise to the facts. Now the computer models allow real time analysis, but the human has the mind. The ability to predict the markets reaction the day after tomorrow and to therefore remain one step ahead. Chess is not an easy game but it is the key to success in the art of war.

No committees - Why do we have to waste so much time sitting around the table. Are we so insecure of our position that we need to be with our competitors to better ourselves in front of the leader? 

Committees talk too much. Limit their existence and their meeting. We work to produce, not chat, nor compete amongst each other (should we call them work groups or task forces – outcomes are the measure – evaluation is the key).

No human resources - The human resources department should not exist. Maybe we can have a director to direct the top-level strategy, but with email and database management we can communicate. 

Examples - I do not wish to give any examples (in this text – all are online – for real time, and up to date assistance) for I find the past to be best left there. We need to concern ourselves with today and tomorrow. Yesterday was an important lesson, but to dwell is to miss today's opportunity.

Internationalisation - The realisation that we play on the global stage has hit us all. The reality is that any player in a local market is competing with the multinational, so they need to be better than that corporation if they are going to succeed (it is the local café versus 7-Eleven versus McDonalds verses the local vegetable shop versus the butcher versus Wal-Mart online).

People in positions of power/age, where to now - don’t promote others - The unfortunate situation in today's developed economies is that there is not enough room at the top (or at the bottom) or so many of the present managers seem to think. This is the beauty of the entrepreneur, they want more. The manager they concern themselves more with risk and failure than success and profit.

I can understand a person of forty five thinking to themselves that if they can keep, hang on to their job for the next five years they will then be able to retire with that desired holiday house. The unfortunate reality of this situation is that we then get a manager who tenders the business and the staff on the safe road. The safe road is not where the entrepreneur's are, the safe road is not where the leaders come from, the safe road is where the mighty fell from (or from where the majority need look beyond – you live once – loose or win as much as you can – give it a go).

(Cartoon of the up and downside of the safe path.)

I do not advise one to take risks but we must invest in our future and we must realise that the world is changing faster than anyone can cope with. So management needs help, they need to promote and develop a network to manage, develop the new opportunities.

More to follow - people and profits.

I write this book or chat, as a person, a consumer, a worker, a client, a lecturer, an advertiser and sometimes the politician, for much that could be said has been left out. I do not wish to harm others nor myself. This I do hope helps and does not hinder the person, the organisation, the client or the agency to pursue the future in a more profitable manner.

1 The quarterly catch  - profits towards the graveyard

Research - today’s profit or tomorrow’s position

I will digress a little (this chapter) here for the fact that your future is controlled by owners, your new product development is determined by your board, and your day is determined by externalities – interest rates, currency valuations – the competitive advantage your company has – today in the retail trading store – or via you on the telephone over the next hour.

Currencies – global

Today’s world is a simple one when you consider the entirety of it. The problem lies in the detail, or in the humans, or in the interactions, desires and politics of life.

The reality is that digital communication, along with the advanced industrial age (in reality we are now in the digital age/broadband is far from real-time movie hire, nor is it online pay-per view – but the corner is within sight; and the TV as we know it is doomed – it is becoming a screen, with a keyboard and mouse) has provided us with the opportunity to obtain and provide what is demanded.

Though robotics has not been developed nor promoted to the stage it needs to be, when it does then the need for human labour will diminish yet again.

Today’s challenge is to know what is demanded, not to produce what we are capable of, nor to focus too much on efficient production. We should have proceeded beyond this point. For now most are exceptionally efficient, otherwise they would not be in business.

The unfortunate reality of global business, a fact for all of us, if you are in the market of selling socks in a small town you compete against the specialist in the big town who is competing against the city hyper-market. The manufacturer of socks is in competition with all global manufactures, for the best wins. Transportation is not a barrier but a logistic we all face.

The global organizations, the United Nations, the World Trade Organization and World Bank and other parties may be stuck in the politics of humanness, but like business people, they will eventually see that if they give their customers what they desire then the group will proceed. People are still too concerned about their own short-term satisfaction and are yet of the intellect to realise that success is happiness and ones own happiness is not achieved through just being stubborn and determined and winning through default. For then we all lose.

With business today the challenge is to offload some of the externalities such as currency fluctuations (that is if your business is not the business of currencies or speculation). Business needs to focus on it’s own specialty. Though in reality we must realise that to specialise is to loose sight of the future.

So whilst in business we need to specialise, in life we should be a generalist.

Globalisation is a reality for all but an actuality for few. Not many take the flights, organise the global production needs, or manage the global distribution strategy. Not many create the positioning strategy, nor implement the pricing practices.

We need to concern ourselves with the business of our customer more than the business of business. Though the unfortunate reality is that in many instances greater reward is forthcoming to those that play the business game. 

Once again we are yet to settle into the future and most are happily profiting in the present.

Money markets - cash management

The global markets are continuing to develop and in the process fortunes will be made. Then we can get on with normality, for in the meantime there is little reality.

Reality is the morning paper, but that came two days late.

(Photo - contrast the papers headline in the morning breakfast table with the internets headline)

The money markets are for the bankers to play with, Governments if they want to. The market is not happy with this situation for the fact that then they will become second in line in determining its value and consequently loose control and the profits that come with that position.

Most do not exist within the market and the focus of this book is not on the best method of gambling, or how to know in advance what the markets sentiment will be to the quarterly production figures. So another time, another day, though in communications we must posses this ability for we are affecting the minds of people, their perceptions. Just as markets fluctuate on perceptions so to do the brands, trends and fashions, that we live within and help to shape or develop.

Stock exchange - short term concerns

It is a difficult stage of transition, presently the company is dictated to by the owners of it’s stock. Generally superannuation and related fund managers have no presence on the board nor do they in any real way deal with the companies operations but the fund's quarterly profit needs dictate that they must invest in the short-term rewards offered by certain stocks.

If the company is divesting, acquiring, repositioning, developing or enacting a new accounting practice, these strategic moves that will or should be of benefit to the company in a year’s time may not lead to the profits that generate the revenues retirees need. So you may get the short-term asset play in which the stock will be harshly dealt with.

I will mention the need for futures to take on a more prominent role in the speculative market, for stocks are based on the profit and loss report and the balance sheet that were produced yesterday, Reporting on pervious activities the company has taken. Therefore the stock price should be more stable, with the futures price being the future focus. The focus on activities enacted today that will affect the pending profit and loss and balance sheet.

Futures - hedge, risk management

I have gone into a little too much depth regarding the financial markets. Though I do feel that we need to go past this speculative binge and allow the stock market to be a indication of a companies worth and for the futures market to be the avenue of speculation or hedging.

Management compensation - me vs company

Sometimes the best solution is merger or sale.

The company has stakeholders to whom the board and management are reportable.

The unfortunate reality is that the managers, the decision makers and company employees are always number one. They come first when making company decisions. Anyone who has taken on the politics of life has taken that position. So the stakeholders may get their stake but it will be the manager and the board that will get theirs first. 

Though I must say that by the time the manager has proceeded beyond manager level and takes on a board position, as a retiree, being independent, they generally have enough age and wealth and little remaining greed so they do not normally suck the stakeholders too dry. Though they will focus on their retirement plan. Be careful of their strategy.

The question arises and this book is not the place to take the thought to any great depth, but what do we want the managers to do – manage the company or make profit?

I feel the logical answer is to make profit, so the company should be whatever it needs to be to make profits.

This strategy will lead to great change within the business environment but greater efficiency, for only the best will survive. The problem being that diversity will diminish. There will eventually be a few global operators.

Does government see its role as the keeper of competition? 

Promoting company numbers or does the government see the market forces as the keeper of efficiency and mergers are the reward for competency. For the capitalist world will become communist except it will not be owned by the state but by a few individuals.

We are heading to the global cartel. Banks, insurance, airlines, automobiles, computers, white goods, consumer goods, the list initially grow and then shrink as industries merge.

Telecommunications, electronics, computing, television, computing, entertainment, music and the internet. Banking and insurance, brooking, how about credit cards and the replacement of cash with electronic cards, they need the machines and the technology as well.

Speculation - what is the mission statement?

The company needs to focus on it’s own field of operations and be dealt with as may seem fit. The company has its mission statement. This is its bible.

The mission statement is an important few words that gives the employees, the customers, potential investors and others an ability to know what the company wishes to achieve, what it stands for.

The statement needs to be a goal which the company wants to in five/ten years time but within one year the statement will/may need to be change for the market has changed, the company has changed and now there are new sights to behold. Terminology also changes.

Figures - management’s looking at the wrong numbers

Focus on the future - annual reports - the past - The reliance on information that was produced yesterday based on actions that happened in the past is too great.

We need to use technology to our advantage. Education and technology has given us the capability and with frequent usage the skill to predict will improve. We can look at pricing strategies, production schedules, sales forecasts, economic indicators and predictors. We need to start to rely upon these methods and then correlate with the daily fluctuations.

The beauty of the mathematical, statistical or modeling computer package is that it can take the statistical variations into account and over time reduce the size of the independent variable the standard deviation and the standard error.

We have the capacity and the ability and the information to let us learn. Like so much else that is new to the market sometimes we are too scared of failure, the effort, the cost that is required for certain new technologies. We should realise that we have to learn and better now than tomorrow.

I should not place the blame on the education system for it is the company’s fault that it does not demand the information, the knowledge. I should also not blame the company but the individuals themselves.

Statistical analysis is a fine tool and a worthy, essential investment.

Plans, budgets and audits - for the owners or the future?

Are we wanting to achieve the mission statement?

The board makes statements but the daily operators take them in another direction. 

The desire to focus on the mission should be with the board and management but does the overriding daily concern of stakeholders and management bonuses cloud the decisions about the company’s direction.

Once again we are hit by the question of what the manager is to do. Make themselves rich or manage the company or should they achieve both at the same time. Long-term may not concern the two-year contract manager.

Management vs entrepreneurs

The lucky situation is that the manager is that. They manage. For if they were the leader or the entrepreneur they would have their own company. This is an unfortunate reality, because it means that all those that work within the organization are followers and if they do lead it has only come about due to their political determination.

I say this but I also realize that most who do get to the position of power have ability. The Peter principle - we rise one level above our level of competency, there is where we fail, does apply. Through it's application it also determines that in the end we will all fail, but to never try is to fail 

So is it the manager who fails in promoting someone who is not capable of doing the job and not the person who wants to improve, progress and help.

The unfortunate situation is that in the education system today we are given information and questions and answers. Life is similar, though education seems to not ask the three important questions and proceed from there

· who are we

· what skills do we posses

· what do we want to be, what could we become.

One may say the educators love to undertake “heated” discussion but nothing could be further from the truth. Most people do not lead their profession. The moment one is questioned there is their own realization they are only human. Though the answer they give will not indicate such. Their objective will be to inform as best they can without wishing to take on a discussion that they can not provide the answer to.

It is only the rebel and the fool that gets the chance, due to their personality, not their skill.

We need to ask two questions of our children

- who are you?

- who do you wish to become?

The answers will give them time to question, investigate and to research, plan and implement their life, their business plan.

Most people are lazy so I would not concern yourself that life will change too greatly, though I would hope that some people will start to enact their dreams.

We need to challenge the present structures. Management is winning and that does not go well for evolution or natural selection. Management is happy with the bonus, steady growth, is this a desire to advance or a fear of failure.

I do not wish to stray too regularly, nor too far from the book's focus - profit and the six P’s but we do live in a chaotic system, be it economic, social or natural.

I do wish to point out that people are the focus. All I say relates to people - what they do, how they react, what they want, how they go about that and how we survey, research, what we can infer, or trying to get them to act the way we would like them to.

So if I mention the failure of education in providing the people with the wrong information or an inability or lack of enthusiasm to question. If I mention the inability of the global authorities to act in a role befit of leaders. If I discuss the global markets and their desire to speculate and profit to the behest of the board and management then I do so because it does effect what we produce today and tomorrow. What we are capable of producing today and tomorrow and what we want to produce today and tomorrow and even more importantly it also effects the people and what they want to consume.

Life is an unknown quantity and none of us have any more experience nor wisdom than the age has facilitated so to listen to ourselves when we say we do not know is to waste time, for we can not know. We only learn through effort, what others may say in the text or the experience we accumulate.

To have lived life is far different than to have read all about it.

So I could at this stage come to a conclusion that research and planning are a waste of time and money and the implementation of the hunch is the focus we need. I would agree, but I would not promote this strategy. The hunch and gut feel is based on knowledge and experience and in these we need to invest.

Management and individuals need to realize and be educated about the fact that one gets out of life what they put in. We need to promote risk taking. We are heading the other way.

The system today informs us that we must be educated. To be educated we need a degree an MBA. This will cost us money that we do not have. So we must work for a living - where is the wisdom of life?

Education needs to be free; it is our right to be given an equal chance.

People vs profit - management concerns - family - entrepreneur - life’s concern - I have noticed an inability on companies behalf to come up with the profitable solutions required to keep people employed.

To divest, to retrench, to close is to fail, in my mind. In a world that is getting greater in number, in a world that is getting more developed, in a world that is getting richer, to close, to retrench to divest is to fail.

We have a great opportunity at this precise moment to build. We are only limited by our inability. Realize we are humans and consequently prone to fail.

It seems to me that there are individuals that run companies that are prepared to put their lives, their reputation, their wealth on the line. This changes the degree of commitment, the degree of determination, the degree of focus.

The individual only concerns themselves about themselves, but when you have the entrepreneur you have the company and the individual being one. 

Other countries grew and grow on the strength of pride and determination, the selfish nature of today’s society has repercussions and isolation and failure are but two. We need to retain some semblance of stability before we all rebel against each other.

I would or could hope that the internet gives us this opportunity, but I do realize that all that is occurring is that now the individual is fully capable of existing increasingly happily in numerous worlds, a world where stability is instability and their reality is their imagination.

Revolution vs evolution - change needed - I have given a few moments above to the present state of play and I do realize that nothing good will happen for personal greed is today’s lust.

I do hope that after the next global depression, (they will continue to get worse due to our interconnection and our increasing focus on consumption, especially on credit), we might take this opportunity to refocus and see other delights in existence.

We need to go past the consumer society.

New product development - who are we helping?

Is expansion and development for the consumer or the owner, or just the process of management; once again we need to question the direction.

It is easy in the process of the year to develop strategies and know that the budget objectives require 15% growth.

We can break this down into the number of new products, frequency of launch and move back to concept development. Look into the costing of product development and then potential sales and proceed.

The problem is that we are moving in the wrong direction.

For it is the consumer that we need to be concerned about. Sure, we wish to satisfy our growth and profit projections but we are best to introduce the right products less frequently than increasing the number of product launches on the knowledge that we have targets to reach.

The strange thing about what I read on the new product development processes thus far is that, once again, the people are not leading or joint partners. Peoples thoughts are considered at certain times to see how they may respond to the variations we might provide them.

It seems to me that most of the ideas and research and development takes place inside the company with the regular field checks. I know if I was trying to develop new products I would be asking the marketplace what they thought to be the present inadequacies.

The dependence between the company and the people is at this stage only financial. This is far from desirable. This obviously needs to be rectified.

The consumer and the salespeople are the ones who should lead the process, with manufacturing, legal, design and finance assisting. I do not mention marketing for the fact that marketing needs exist within the sales department.

I have not mentioned the need to restructure the business, but in the last twenty years we have moved from the accountant to the marketer. Life proceeds and so should we. Now we need to be with the customer and the person who is most capable at this stage is the salesperson. I will propose many new concepts through this work, but the crux is that we have lost focus.

Marketing has become a monster and sales its pawn. We need to re-inspire the sales department, empower them and give them marketing, which is just sales in a modern suit. Sales are the focus.

Solving the consumer's problems - Products, like services serve a function and for that there is reimbursement.

The value to the customer, which in economic terms is considered the utility, should be greater than the cost. This net benefit provided to the consumer is the company’s investment in that consumer.

The investment, if seen as desirable to the consumer is or can be reciprocated many times over by the consumers words of praise regarding the company. The consumer also develops an affinity with the product, service and or company that may develop over time into a relationship of substance, valued with trust.

It is the company that looks to increase the profits this year by increasing the sales price, by decreasing the ingredients costs, by introducing other second rate parts, these companies will find the future to be increasingly difficult.

To investigate the options the company needs to know where it’s present products are failing, where other opportunities lie.

Many of the points I make require development, but once again I do not wish to generate too much detail, so I am going to leave a lot of the thinking up to you. That is why I have not included any cases or examples - you have relevant thoughts and they should be applied when the circumstances require such.

With the development of new products, there are systems that have been developed. They, as I have mentioned fail to focus with the consumer on their needs. This and other matters need to be resolved and implemented into the process/plan/procedure.

What business - ROI - sales growth

When developing the mission statement the company needs to consider what are their unique skills that will enable the corporation to develop the solutions needed today and into the future.

The focus of these skills may be to, over time, obtain a niche, a small but rewarding position in the marketplace, or the company may see sales growth as the logical direction they should take, focusing on the sales and service aspect of the business. Others invest resources in research others in technology, some in product quality and others in product diversity. Whatever the skills are that you have within your organization that is the competitive advantage that needs to be developed.

The mission statement should be an easy statement for the board to make, for they should know their unique skills, they should know their objectives and future direction.

The unfortunate reality is that the managers of each department or division will have their own agenda and this may not coincide with the company’s overall philosophy. This is the beauty of the email, the computer and modern technology, because now we can be in constant communication.

We can now make sure that decisions taken are in the best interests of the longer term profitability of the company, if that is what our mission is. Even more importantly, we can make sure that those decisions are acted upon and upheld.

Though most mission statements are more emotion based and consequently a little more difficult to measure we should make sure that our main goals are desired by the staff and that we do attempt to measure their success.

Mission statements - objectives

Our leverage - The essence of the company is its core competence.

The profit evolves from the skills set and knowledge base. The more able we are to leverage or develop the greater will be our strength and the consequent rewards.

To do so requires a degree of planing, hard word and time. Whilst many companies are content to purchase, facilitating growth, one has to be particularly concerned with what one obtains.

Is the company buying people that desire to work for the new company, otherwise the company is buying a short-term liability, for the only people that know how to run that company are the people that don’t want to work for you and eventually you will not want working, either.

In most instances it is far better to introduce the product or develop the service within the company.  The desire is to create your own system, develop your own culture, to have camaraderie and affiliation. 

It is our challenge to entice the best. It is our reward to get the best. It is our satisfaction to produce the best.

Acquisition vs investments

Our culture - I have introduced the need to know oneself and develop ones skill base, this is not easily changed and should not be changed unless it has become stale and inefficient.

Change is sometimes desirable and it can develop dynamics that are to the organizations longer-term efficiency but it is impossible to predict the reaction people will have. You may as the manager be able to dictate and as manager that probably is your method but that will only create failure.

So when dealing with people question, seek and then inform, like dictating but with their approval. It is the same with consumer research and new product development. First find out what the people think and desire and then implement it, maybe!

With culture, we can develop and massage but you can not control the people, nor their thoughts, style, feelings. You need to develop the right working environment that will facilitate the right responses.

Duplicate vs develop

Our people - So the question to ask when analysing the company acquisition is do we need all the people that come with the purchase. Can we put the extra staff to a profitable use? Are the product or services any good without those people?

Together forever - today’s sales or tomorrow’s profits

Niche - market - control - problems - When creating a company that produces a product or service that has originality, a uniqueness that captures the market, this is desirable but it presents a new set of problems. 

The ability to have a market niche is desirable to the extent one can then control ones destiny. The problem is that this position of power if misjudged will, or could have fatal consequences.

For the consumers of the product see no other competition so there is no ability to compare or no ability to change from one brand to another as the whim desires.

This means that a pricing decision takes on another dimension, as do the promotion, packaging and new product decisions.

We need to realize that the consumers are reliant upon us for the “right stuff”. We are the only solution. If we do make an error in judgement then one may find that the target market will all of a sudden find the question or solution they found in our product or service was not what they actually desired.

The complication regarding the niche market position as with any position of control is that the wielder must not become arrogant, they must not start to abuse that power, nor at any stage should they fail to respect the customers needs, wants or demands.

The customer needs to feel that the company that provides them with the solution survives on their business and they are an integral element in the company's success.

Monopoly from niche - the best beat everyone to isolate themselves from all

The niche position is as been indicated - one of bliss - if well respected and properly treated. The niche is considered to be a small market, or small monopoly. The problem with both may be that if the individual wants to change their demands then the company will find itself out of a job.

So the company must make sure that they continue to respect the consumers demand. That they continue to desire their business and treat each new or repeat customer with as much passion as one would if they had just opened business.

For if the individual starts to find disrespect within the organization then one can be assured that that individual will find that their needs will change and be respected elsewhere.

The global market does not present the natural monopoly that did exist in the nation state years ago or smaller isolated market years ago.

Monopoly - cartels - monopolistic competition - competition is good

Above, I have given consideration to the niche, to the operation of a monopoly, which if well managed will lead to healthy profits.

I feel that any company can achieve this result if they are capable of using their talents, their skills, the limited resources of labour and capital to their greatest ability.

I feel that by doing this over time the company will develop a product or service that is of superior quality to that generally available and consequently create a niche or monopoly. The result of this extra effort is the opportunity to develop a new position at the top for oneself and by doing so the company will develop a return on investment above the market average.
2 Why people - why profit - six P's

Expenses - do they exist

Attitude - investment - Some people spend more time on reducing their tax bill than they do generating their revenues. You need to spend to make.

So are expenses investments?

It may be a semantic but it may be the difference between right and wrong, or should I say profit and loss.

Accounting - rules are made for the norm - The law is made to reflect the society's position at the present time. You can be sure that we will change our attitudes and with those changes the law will follow. Accounting is the same. For many organizations it is appropriate to apply their own accounting standards, even if the auditor needs to cite the deviation from the standard in their report.

Assets to leverage - There seems to have been a tendency in many companies to downsize and move asset and liabilities off the balance sheet. This allows the balance sheet to indicate that the return on investment is healthy!

Is the company run by the stock exchange or by management?

I do not wish to answer that, but if a company is to take on the future it will need assets on its balance sheet against which it can borrow. The ratios funds managers analyse are that, ratios. A strong balance sheet is a reality of strength, return on investment is a ratio upon which many factors must be taken into account, such as the cash resources and ability to pay.

Profits and dividends - rewards for the company - The company is rewarded by profit, the investor is rewarded by a rise in the value of their asset. In my mind the investor has the share and the company has the profit. 

If the company can not invest the excess more profitably than the investor then the funds should be paid as dividends, otherwise the managers should allow the owners to be rewarded by the stocks price rise and managements ability to manage funds more profitably than theirs or others.

Investors invest, if they need money they can sell stock.

Income - 24 hours and 7 days

The sales counter never closes. Today the market is tough and the only ones who will survive are those that are prepared to live with nothing but the company. There are millions of people who have risen from a rough life and they know nothing but their fight and their progress. They have nothing but their success and for them and those that are going to compete against them, the realization must be fundamental to the taking on of the job. There is nothing else.

Art, culture, knowledge - need to notice, develop and promote the change - Whilst I say that we have to realize there is nothing else, the fortunate realization for many is that to remain ahead of the rest you must understand the rest. So the knowledge of culture is as important to the profitable future as is the understanding of the tax and accounting laws and other business standards or practices.

The world - global village - communications/children’s bedroom - The strange thing about the world now is that the world does look the same form the eyes of the child. Generally the city child, but increasingly the rural are just as television, icecream, pop music and computer oriented as the old person is cynical.

The sales of detergents, cigarettes, drinks and snacks are global and not far behind are the clothing and low tech products - watches, radios and soon to follow are televisions and refrigerators.

The world is connected, though some operate on other wavelengths. The company with vision is setting standards, the child’s dreams, it is the company that will last into the next millennium and will prosper in it. 

The world is a mundane place that needs to generate some joy.

The person - the mind - genes, family, friends, culture - We need throughout the world to understand the diversity, for whilst on the child's wall may be the soccer poster, the rock star, the film clip, inside the head is the local chat, the mothers mind and the fathers ambition. We need to relate to those thoughts to generate the success we wish to obtain.

I am all for company standards. For some products it is appropriate to remain the same, but few companies are able to hang their hat on one product. We are different and the eyes are an indication of that. The voice is the tale from which we learn more.

We have to understand the markets and even more importantly the person's psychology, their reactions, their perceptions. 

Understand the core and augmented product. Just as we must understand the person we must understand our product, service. We must know our strengths, weaknesses, we must know the variations we should provide from place to place.

The company - structure, culture - Just as the country or city or family has a certain culture so does the company and the company's culture should be promoted. In today's and tomorrow's world we need to give the average person an opportunity to fit into what for most is an important section of their life.

If we provide them with a home they will be happy to stay. There is a desire to keep staff and we need to promote our family to make sure that they wish to remain a part and thereafter help to promote the family, the community, the institution, the company to the rest of the world.

Positioning, targeting, segmenting - There are no three more important words one could say in marketing but I have to say that the education system has moved us down the wrong track. The revenues come from sales, so do the profits. For me sales is the department which needs to be the focus of attention.

So as to why marketing has taken on the brunt of focus in the last twenty years is for me a misnomer. New product development is a sales consideration, not marketing and same for packaging, distribution or place and obviously price and promotion.

I do not wish to dwell on the fact that we are forgetting about the profit, the sales and the people who are generating that, but why do we?

Marketers have obtained a power base and knowledge of the marketplace without having every lived in the marketplace. Most may have had some retail, market exposure in their early years. Salespeople know the reality of the market, they understand the customers concerns, they are the link between us and them and what do the marketers do, think themselves better than them. Well, I feel that those that live life within the day, facing the mine every morning are the ones with the key, not those that sit in the meetings and talk about the last production and sales forecasts. The market knows what the market is doing. To loose touch of the market is to loose touch of sales, revenues and profits.

Could you please help us - learning from yesterday

Promote conversation, interaction - reward it, empower - To make sure we get back to the sales counter and the customer, the salesperson, the people, the person, we need to make communication an essential part of the process.

All interactions should allow for thought transferral. We need to promote interaction. We need to offer the customer, the sales staff and management the need to communicate.

The start - consumer behaviour - who are they - different behaviour - two way communication - encode, language, communication, decoding, effective or not - The company generates its own systems, its own formats and methods of communications, even its own language. 

The most important thing is for the company to know itself, for if the employers see the company as something else in the market to what it is inside then our greatest assets are more than likely going to become our greatest liabilities. We may see their inability as their problem but staff turnover is our problem and in a good machine there should be no failure - in a smooth operation all cogs work in sync. We need to concern ourselves with all the parts. For one is in constant communication with the other and if we only concern ourselves with our next step up the ladder you can be sure we will not see where our feet are going.

It is essential to be a part of the team, not apart from the department.

Action - trial, purchase

All available - tailor - the beauty of the system today is that all is possible - The development of advanced technology will facilitate a developed man. A developed person will be able to do what they wish to. So in today's world we need to give our customer the chance to do what they wish to, buy what they want.

Robotics allows us to produce what is demanded - as does or should the internet - people build their own solution - the companies are the conduit.

If we are not serving the consumers needs than what are we doing in the marketplace. The road to profit is through the wallet and it is only open when the customer is happy. They are only happy when the product they pay for has greater value to them than the price indicates - this is the challenge - to generate a company of value.

People like certain brands, companies, colours, foods, because it suits their style, because it provides the person with tomorrow's solution. 

The real value should be added by the company, the brand is a part but not the whole. Remember that over 9% over the world has no idea what a brand is, for people buy products.

Company as leader - that is where I need to be - That is where we all want to be and if I need to pay a little more to be seen with a winner, to use the best, so be it.

Victory is not just a matter of tossing the coin and calling. Victory is obtained when we can see both sides - for then the coin is three-dimensional. The company and all it's staff must work to achieve true beauty, the simplicity of art in all things. Perfection is fine, but is it sighted in the future as being a work of art, is it ever cited for moving us forward. We must set new standards. Redesign the system.

Most take the budget and aim a little higher. Many glimpse the future and sit back to watch the television. We need to turn off the television and create the movie. We need to forget the past, analyse the situation, consider the possibilities and create the solution.

Standards are that, standard. We cannot be a leader if we follow standards, we cannot be a leader if we promote standards to be followed within our corporation. If we want the best we must promote our people to come up with the best solutions - not to follow the standards.

Trial - There is obviously a great need for us to experiment with the products and services that we produce and sell to the market for the market changes and is different from place to place and day to day. 

The more we adapt to the marketplace the more we will be accepted and desired by the locals. Whilst saying this we have to treat the changes with extreme care - testing every step of the way.

We are animals and we do get on better with animals that understand us that we know and that know and care for us. We have to support locals and in many instances they will pay for that peace of mind. To localize advertising is not enough, we need to build local products, brands that will sell when country vs. country competition becomes more intense.

Packaging needs to interact, it needs to adapt to the new brand position, it needs to take on new fonts, colours, make moves forward, set new trends. Apart from design changes there is a need for it to work, interact with the other elements of the communications mix. This is not the case at the present moment and I feel great expenditure and opportunities are being wasted.

The packaging should be dynamic and reflect the campaign changes - discounting, consumer promotions, new advertising themes. Give the consumer some life, something new, an opportunity to think, notice - we want to involve our users, not accept them as given.

Send back the packaging - Packaging is could be a vital key between the consumer and ourselves. We should try to obtain information via the label - surveys, comments - postage paid.

It is not always best to stay with what has worked. The world has been globalising, now that the process is almost complete competition will take on new rules. The growth will not be via international expansion but via horizontal and vertical integration.

We are heading towards global cartels in most industries and this trend will continue towards the global monopoly. 

Except for the fact that people will not except just one company, but do the average consumers know of the brands owners - so the monopoly may come into being without the average consumer being aware.

I must state and should do so with great frequency that we must involve the sales staff. They generate the revenue. They help to develop the company's profitability and if we can enthuse them with the latest strategy and if they can assist in developing new concepts then we can be assured of their interest and enthusiasm.

Obviously if we have a happy sales-team, the sales will be healthy and the employee turnover ratio will be low, facilitating healthy profits.

Behaviour - comments in stores - desire and promote comment - We need to want our customers, to know their thoughts. The more we know the more we can offer. The more we can offer the greater our revenue and with efficient management, a better return on investment.

One could write a book about the methods to involve the staff and the customers - it is not my desire to do so because the book would change from company to company, day to day and campaign to campaign.

All that needs to be said is that a little time by oneself thinking about the solutions and a number of other people doing the same thing will generate numerous thoughts and proposals. These then can be bought together and analysed, without names or politics - brainstorming together is not the way to create the best solution - more could be said about the failure of brainstorming, but that is another book.

Product life cycle - the road to, where - Once again we are confronted with the theory of life. It is of little use to predict the future, but a worthwhile process - we will never get it right but with many attempts we will improve and that is the main thing - to improve.

The product life cycle is an attempt to predict, though the first question to ask is does the product life cycle exist - no, is the logical answer.

Will water not be needed, possibly, computers, possibly, wood, nails, the door knob? The manager that is worthy of a job will allow their brand to adapt to the changing needs - the product evolves. The product life cycle is an attempt to explain how it logical may occur, over time. That is not the world or real life, or business.

There are enough statistics to indicate most new products fail within a year and other statistics to show that of the leaders today many were in the 1920's, if it existed.

We make our future; we make history. Theories are developed by those with ideas. New ideas like most new products were a possibility if there was enough backing - financial, enabling the market to consider the thought/product/service essential. Then it will win through - for some time - but not all ideas are good - marketing - they may only have a short life. We need to focus on sales revenue and profits, not the marketing department's growth and control of the corporation - the game is selling, profit, not marketing.

Management initially came from the finance department, then marketing. Maybe we need some reality back in the corporation - should we become streetwise? - are salespeople our next business leaders? MBA's would laugh, but which books told them to do so. The unfortunate thing about the book is that gets the paper and then the job and then comes the office and the experience. The office is the start of life in the street for the MBA, maybe ten years after the true salesperson. Maybe we need it all, but the books change so what is the use?

Maslow - There needs to be the realization that Maslow's needs should be used to work for the corporation on a number of levels. Food is not only an essential - it is a source of satisfaction and if cooked and served to a standard not previously reached, an achievement and recognized as such by those attending the dinner party.

When developing strategies we should try to link the campaign through the various levels - enticing the hungry, those that appreciate attention to detail, those that understand the wisdom of healthy cooking and those that know art when they see it.

Not all products, services, corporations will stand the test of time, not all strive for perfection, but those that are led by a leader, those that need the best, they appreciate art and their need to produce such will set the future.

We all love beauty and anything can be beautiful - extra-normal profits are the reward of beauty.

Tomorrow - focus and realize - sales income

4 P’s, where is the person - where is the profit? - I do realize that marketing is based on the customer and I may be just concerning myself with the semantic of life - but I do feel that the person needs to be accepted and recognized as an integral part of the company's activities.

The result of and purpose of those activities is to generate profits. I actually feel that the wise will not actually really desire profit but to improve the world we live in or the people we serve and by doing so will be rewarded with sales, profits and self-satisfaction.

Realise - why sales - customer focus - One can talk about marketing's four P's and at the same time realize that it is the customer that we must emphasize on. Due to our considering the product, place, price and promotion we will with wisdom in our decisions to generate profit. Though I feel it is essential to state that we need to base our decisions upon the people we design the product for and then with knowledge of our objectives and the resulting target market we will generate our profit target. 

One has to start from the start, state all the facts, question all the questions and question all the answers for only then will the decisions that we make be logical. When one has considered the options of a problem and obtained the information the decision is not difficult to make for in reality there is only one correct decision.

Sometimes the problem lies in others accepting the fact that they have not been the decision-maker or they have not been involved in the decision making process. Politics is the downfall of most people. They unfortunately get caught in the social battles between those not capable of acting on their own.

In life, if one is to lead, they have to be by themselves. Happy within themselves and not concern themselves about what others think or do. Most people are not robots and within an organization they will form alliances or friendships. The unfortunate reality with life in business is that if one is your friend others are your enemy. The only way to survive in business is to want nothing, for then nothing can affect you or the decision that you will make.

The unfortunate situation is that business, if you want to compete at the top will take your mind 24 hours seven days a week and if one wants to succeed, then it is vital to make the right decisions and the only way to do that is to be objective. The only way to do that is to isolate yourself from the consequences or factors that come into play. This means all that succeed are particularly lonely people for they have nothing in their lives - a realization of this fact may come to your advantage.

Inform - promotion - In a human's decision it is difficult to understand the logic - but with a realization that chaos exists and humans like change, sometimes, we can start to understand the illogical.

One other fact needs to be mentioned for whilst we love to be with the winner if that winner starts to become too good, we will find a replacement. With this in mind it may be wise to promote competition within ones industry. If you start to get too much control in one field diversify. For the monopoly will in the long run be disbanded by either the public or the government.

Promotion is not something that can be discussed in isolation of the people, the product, the price, the place, nor the profit or company's objectives. When we know enough about the customer the questions regarding the promotion of the product will come to us and the solutions will follow.

Promotion, like the other business decisions we make, is based on the circumstances that surround us.

I feel the consumer understands why they changed to the new bank down the road and I feel the consumer understands why they change television stations when they see that advertisement and I feel the consumer knows why they do not vote in certain elections and I feel consumers know why they buy the apples from that store even though it is further away than the grocer where they buy all their other fruits and vegetables and I am sure the consumer knows why they have just spent far to much money on the pen that they will give to Alice and I am sure they know why they have given the dog fresh meat this morning and not the normal bowl of milk and I know the consumer understands whey the had to have that bottle of red wine with lunch and I know they understand why.

They may not have developed the words for never have they been asked to explain their thoughts or decisions, but to assume they do not care or they do not think is to assume they do not have the answers to our questions. They must have the answers for they are the consumers and humans are intellectual beings.

The greatest failing in promotion is to assume the customer does not, or will not understand. The unfortunate situation is that most marketers, advertisers do not understand their customers or how to communicate with the people on the street.

If one was to question the marketers and advertisers about the products or services they make decisions for and weather they are loyal users, the answers I get would not please the consumers that have to watch the advertisements they produce.

It is especially difficult in business to create great work for the fact the minute someone has learnt anything that might be applied to the job in a profitable manner they are off to another job. The real challenge in marketing and advertising is to keep your staff and develop wisdom and knowledge within your company. Only then will you have the expertise to call upon when required.

There are many individuals that are highly competitive. These people are politicians and not what one would call profitable investments. They will do anything to satisfy their own needs and one can be assured of the lack of loyalty. Use them if you can but it will be to your company's detriment for the culture and community and moral, ethical aspect will diminish.

Individuals that work and listen and want to learn are the desired commodity. The only problem lies in realizing where their mind is, for if not given the right conditions they like any other human will make the most of other circumstances.

Why do we exist - needs and wants - In marketing/sales, it is of ultimate importance to understand what the consumer, customer or person wants or needs. Many might convince you that it is best, more effective, more profitable in the short-term to sell the client what you make the most money on.

It is obviously important to obtain revenue and profit and it is obviously important to look after the short and long-term. The problem with a short-term focus is the potential that customers may not return. The problem with the long-term focus is that we may not get there if we do not obtain sales today.

The situation is that quality wins through and if you have the conviction then you will succeed in obtaining the customers and then those customers will tell others about your quality. Always focus on the long-term.

It is the short-term focus that is leading the consumer society towards a depression of mammoth proportions for we are developing debts that are dependent upon our income for the next thirty years - housing loans.  When consumers have enough of the products and the technology becomes so advanced that we do not require the humans that we have and when other counties reach an appropriate stage of development like other countries we may all be in for a very prolonged period of stagflation, a depression - but that is a good many years off.

The marketing department is dictating to the salespeople. Now sales are allowed to only focus on today and are remunerated to do so. The sales personnel are dependent upon today's sales, not tomorrow's profits.

The company will not reach its profit potential so long as the marketing department controls the sales force. Sales need to control their objectives and targets and they need to control the communications plan and all the other elements within the marketing department.

Marketing is a concept.

Sales exist and the future of the company is dependent upon them. We need to empower the sales people and the sales department. Sales need to control new product development, packaging design, the promotion program and all the other functions that have been carried out by the marketing department.

Only then will the connection between the customer and the company be one person away.

Only then will communications have the ability to be effective.

Only then will we satisfy our customer’s needs.

Only then will we achieve our company's objectives.

What will be required of us tomorrow - they must tell us - The future is the great unknown but like all questions if you have the right information the decision or appropriate answer will come to you.

The thing about the future is that we make it.

Sure some people wait at the gate for the newspaper but those that make the news are not waiting for anything. If we want to make the future then we must, once again ask the right questions and once again both question the questions and question the answers. Then the future will present itself.

There will be times when the decision made was not, in retrospect a great one, but under those circumstances the ongoing revision will enable the boat to move once again onto the most profitable long-term course. The challenge is to made what other assume to be a bad decision a great one. That is great. If you give the path to follow they might take. If it looks great they will take it. Most people watch television and do not care to much about decisions they make so long as they are simple decisions. So even if the path first chosen is not what in retrospect may not seemed to have been the best path try dedication to that decision will make it the most popular path and then with revision the best path.

The future is unknown so the truth is that there are no right nor wrong answers or actions. There is just news and when we read it either makes us happy or unhappy and depending upon you, who you are and your ethics morals and standards you will be happy or one of those that is unhappy.

3 Corporate structure - where was that customer - lost in the hierarchy

Management downsizing – The last specialist was reemployed yesterday. The world has continually rewarded the specialist. I once again seem to feel that this need to place oneself into a box and then fight against all those other boxes is doomed to failure.

I am certain I do not wish to live in a box. Though it is obvious that we must have greater understanding or knowledge or information about the field we work in it should be the ambition to know more about other subjects for that will then place us and our knowledge in the right context.

There are those that write advertising that do not draw the commercials they write. 

Then there is another company that develops a media strategy - in which the advertisement will run. The process is so 'specialized' we need all these different people, different companies to create a solution.

I would have thought it takes one person to come up with an idea, maybe two if a media strategy affects the creative solution is required. To have different companies involved - sounds like a solution created by someone who wanted to make more money by developing a specialization.

Same in many industries - consultants - they are the specialists who are so special they do not know anything and if they do or say anything they need help.

Sure, the media may be expensive and to some 100 million dollars a year may justify a separate opinion, but to all of a sudden to split the creative advertisement development from creative media development. It is like moving the right side of the brain to one person and the left to another person.

The future would be far better if the creative sat with the media, then we may get something that helped to solve the Integrated Marketing Communications dilemma. The only way to solve the IMC concern is for effective communication between advertising, direct marketing, public relations, sales promotions and personnel selling (many seem to leave this out - just like leaving the customer out - they are the link and the only source of revenue). To achieve this we have to merge many of the so called specialists together.

How could a multinational corporation expect to generate effective communication with so many different companies involved?

The noise I hear is that they are generally a part of the same holding company so the profits and sales all work towards the groups success. So public relations will not concern itself if direct marketing gets the majority of next months expenditure because it is all for the holding company's benefit.

All I wish to say is that I have not involved myself in the 48 hour famine and whilst I might starve for others, for 48 hours, I am not convinced I would allow one of my partners, or should I say one of the competitors to get the next pay rise, the next job offering. No I am not convinced that one creates effective advertising with specialists working in their own company. This creates competition not communication.

Management - generalists - in the past managements need to communicate via voice and in person - mobile and computer - living with the customer/supplier - interaction and evolution - We have gone a long way in the development of business practices.

With the massive investments in technology and skill development now managers and leaders can obtain information and make decisions. The efficient utilization of time now allows leaders to spend time with people - customers, suppliers, employees, instead of in meetings with fellow managers discussing the pending decision - now information can be emailed and communication can be digital, this removes travel time and political failure.

The same can be said for the advertising and marketing industries - efficiency and global strategies can be developed and implemented without huge expenditure of time and money.

The digitisation of the world will lead to many missing the jobs that may have been if the world had not become more efficient. We now find that millions of people are fighting for survival in a world that will not provide the job numbers it did before. The rate of natural unemployment is rising.

You will also find that because of digitisation one can achieve far more now than one could previously, so greater unemployment will be created.

These realities need to be kept in mind, for society is changing and the pressures are increasing as the failure (acceptance may be a better word) rate increases.

Those that are involved in understanding the people need to observe life and understand that reality for the media are also a business and they profit on sales, or advertising income. So they will tailor their information to attract the highest profit margins. Few media companies are interested in truth or detail and if they are they probably do not accept advertising for that would diminish their readers respect and desire for objectivity, credibility and all the details and facts.

This would indicate to me that the advertising industry as a whole has created a problem in that the initial objective to inform has not aligned with the standards and norms produced.

Advertising is seen as biased, manipulative and delusory - this does not sit well for the future and with the internet being developed if company web sites are portrayed in a similar vein then business as a whole has failed to communicate with the public.

I realize we need to profit but we have failed to realize that most individuals are as educated as we are, or as I stated earlier better educated about their products of choice. We continue to miss inform and create what we see to be a beautiful story but to the consumer or viewer could just be the justification to switch to simpler brand that presents the reality the consumer faces.

I also realize that advertisers, or creative are caught up in the art of life - be it text or visual, but simplicity is the key to beauty and art. Creative do not have enough work and most of the time find a complex solution to a simple question - this also enhances their image, or reputation in their office, so new opportunities may be forthcoming.

Would it not be more satisfactory for advertising efficiency be awarded and not creativity.

Advertising and marketing has nothing to do with creativity but everything to do with business. Business is about long-term profitability, not awards and if advertising agencies globally concerned themselves with effectiveness we may see better advertising.

Marketing - a core requirement of Sales - I have mentioned the need to abandon the marketing department and the need to resurrect the sales department if we are to, once again, know the customer and respond to their needs.

I know that what I say will not occur in the short-term nor will many take the risk, or see the need to change. This also presents me with the realization that managers manage, they are not in the business of taking risks, for that may upset their profit reports and consequently their future prospects.

Entrepreneurs are the future.

They take on the world and what it what they want. Most fail, for an individual has to be very good to be able to compete against today's global corporations and continue to win and change the world. They introduce change others are not willing to risk implementing.

Finance - a core requirement

Accounting/Law - core requirements

Human resources - communicate between departments - we all have needs, do not dwell – psychologists numbers have grown because now we have money to pay people to help with thoughts that in the past we ignored or accepted.

The human resources department should not exist. There should be a manager and a committee of senior directors that are capable of controlling the future direction of the company's main staff.

Departments need to communicate with each other and without the human resources department this need arises. That is good, for then people will communicate.

The company - customer sales

Reclaiming the sales, revenue function - marketers - too many brains doing nothing - sales - now we can move from the marketing era to the person era - The fifties led to the two thousand and during this time period there was an immense amount of economic growth and technological development.

The simplicity of the market economy was, to many living through the times, a thing of the past. The sixties, seventies and eighties, the development of an educated mass and with this growth came new thoughts, theories and systems.

One of the major developments of the sixties was the marketing concept and the need to analyse the market - to segment, position and target.

This situation came about because of the markets or consumers diversity. This situation has become extreme to the extent we now have one to one marketing in which the database, information, services and products are tailored to the consumers needs.

This is a great advancement in that now people have the ability to become themselves. In the past it was the corporation that formed the masses, or segments, depending upon the profitability of the segment size. Now with robotics the internet, email and automatic funds transfer we can tailor the product to the consumers needs, deliver to their doorstep and then debit their account.

This change in the market has not been brought into the education system just yet. There is a realization that one-to-one marketing exists, but we are yet to refocus on the sales function - the customer’s needs.

Marketing is a process described in a textbook.

Selling is process we live off. 

Initially we did not have the programs to suggest the best creative strategy and marketing information systems were more, initially about gathering information than understanding how to use the information in models to produce solutions. We still have a long way to go with systems development for both creativity and effectiveness, but we now realise the importance of psychology, sociology - the mind, the consumer and their decision making process.

The essence of selling is to understand the consumer and that is why we need to focus on the sales department.

The marketing department has taken us away from selling towards marketing - we have moved away from income generation towards market analysis, form where marketer develops the company's solution.

I do realize that the solution in the fifties was to sell and the hard sell was developed due to the oversupply but the concern I have is that we have always sold but now educators have told us not to sell but to market. The hard sell will always exist for the market is hard and some will always be on the edges fighting for their right to eat, but we should not have created marketing to ignore the reality of sales. 

We need to move forward and for this to happen marketing needs to realize it is a sales function.

Problems have developed because now we have marketers telling sells what to do and sales response is what do they know and a valid response it is. So now the company is split in two and the customers or potential customers are the ones that will pay, or the shareholders in reality.

We do not want a marketing department, nor a marketing concept, selling is the key to the company's future and we all need to accept this reality.

Resolving problems - research is now the key - cycles - endemic change - lead change, create the trends - intangibles have value for how long - the solution to a profitable future is to create demand.

The solution to the products sales, to demand and consequently supply, the key to the value of the brand is our ability to continuously create new demand. 

It is not good enough to rely on population growth nor the developing markets to fall for the marketing expenditures ability to create demand for developed country goods, nor our ability to buy positions in the supermarket shelves. The solution is to provide products that solve needs, wants, and the consumer's problems.

The real challenge is being faced in the developed markets, where there is no real growth, where competition and the victors of such is based on growing brand loyalty and sales through this method.

Growth should also come from product development so it is absolutely essential for companies to change with the market or to be able to lead the market.

The situation that is increasingly interesting is whether a company should have many brands under one company name or one company name from which we market one brand, or a product in the eyes of the consumer.

I will give you a simple answer. We deal with people who know us. If we go by a number of different names what reaction do you feel that will cause?

People today have information. Do not misinform, keep life simple. Have one company. It may have many brands but do not try to deceive or delude the people by having competing products under different company names. It is not good business.

It is good to increase our share but there is a limit, so at the same time we must increase the market diversity by horizontal integration.

Shareholders may say that it is not the company's business to invest into those areas. The shareholders can buy and sell as they wish. The company, as long as it outperforms its competitors will be an asset in any portfolio.

Affect vs effect - This is a semantic, like marketing and sales, or demand and supply, but we need to understand that what we do affects the consumer and based upon those affects they will react, or an effect will be forthcoming.

This similar process occurs with the consumer wanting, demanding and this affecting the company and what is supplied to the market. The result is profit or loss depending on how effective we are.

Finance - extending the links

Super is now a need - assets on the balance sheet - using assets - I do not wish to discuss in depth the business strategies of the nineties but the focus on Return On Investment.

ROI, has meant that organizations have profited from removing assets from the balance sheet and borrowing large percentages of the net worth of the company to enable a higher ROI to be developed.

ROI is a ratio and ratios are just a statistic, like net or gross profit, it is not the statistic that is the vital information but the facts that led to that final figure. Companies should not be so concerned about analysts but about the long-term strength of the organization.

It is of unlimited benefit to have a strong balance sheet and those with such will remain or become the leaders of tomorrow.

Just one other comment to make regarding the balance sheet is the need to integrate the superannuation assets into the company. For that is the largest and most stable asset the corporation should have.

Use it, do not give it to others to benefit from.

Finance – structure, customer leverage – relationships -financing the customer - extending the links - One of the opportunities developed in the last few years by strong corporations has been the developing of customer finance, obviously another method of developing a loyal customer and a method that should be promoted and developed.

Working together forever - our family - set the right basics - people will return  - values, ethics, morals, standards - the body changes, the mind changes - 10 commandments - the religion remains the same - If we can develop a repour with the customer, develop a trust bank, where by they consider us with admiration, we will stand in times of trouble.

We need to be as close to our customers as they would like us to be.

Some people like regular communication others shop when they need something. We need to be what the customer wants us to be but at the same time we need to lead the industry.

The family is what we need to become a part of.

Sales - what else can we do for you?

What else can/should be done - clubs - know other similarities - The family is strong when it communicates, when it works together, this is what we need to do internally and externally.

The offering of clubs, newsletters, the use of telemarketing and questionnaires is as vital to today's sales as it is to tomorrows profit. We need to see information as our greatest asset and invest in the obtaining of it. Question those that leave the company, those that leave the store - obtain thoughts, ideas, stimulate participation.

Together forever - feedback

Mental connections/psychology - recall, Pavlov’s dog - be in the game - information’s availability - will they turn to us for opinions - reference set - opinion leaders - We need to be seen as an asset, not only a company or a product nor only a solution but a satisfier and one that does the job for a price that seems cheap.

Customers are expensive to obtain so to loose one is an expensive mistake. The cost of staff may seem great but if we can keep our customers the cost of staff is minor in comparison. So make sure that dealing with the customer is a pleasurable experience - one that you would like to undertake more regularly.

The staff are also an investment in the future revenue of the company, not the cost that needs to be used and abused till it departs. They have the knowledge that will be given to our competitors - respect and invest in ones staff - all of them.

Staff turnover is an indication of failure.

SECTION B - today

Section A looked at the past and some of the business practices that have developed. If we are going to advance management and business standards we might have to give some consideration to the thoughts presented.

4 Technology - investing in our future

When you think act - subconscious is telling you something - living life, not just existing - we can’t justify tomorrow’s expenditure today - rewards from effort - The main point that needs to be made is that if we are switched onto the daily routine of the business and constantly informed the decisions that we need to make will come to us through subconscious thought - the hunch or gut feel.

Now whilst it may seem inappropriate to act upon the hunch or the gut, it is a summation of the minds considerations and as it is pure thought without bias - it is what should be first considered and generally implemented.

Thoughts of course need to be justified to oneself prior to implementation and for safeties sake external parties should consider them.

Wise investments – research the research

Question questions - investing today for tomorrow - decisions - actions - profits - size and ability to make wrong decisions right - long-term the customer wins - each company has it’s own needs - The problem with most organizations is that the boss is unable to delegate and allow others to take control of their section or department.

For the company to expand one needs to have confidence in the abilities of those that work with you and that means that once a month you see some updated figures and an explanation of the situation - but one should if anything reduce the contact instead of increase the interaction.

We need to take the company forward and everyone needs to be working in that direction.

If the leader is looking over the shoulder they will not be looking ahead and the others will not have the opportunity to carry out the actions nor plans that need their attention.

As to the corporate culture and it's development one does want to have a company that has a personality, it's own way or style. As to weather this should be the global solution or not, it seems as if people around the world are similar but different and to this extent the company should follow suit.

It would be best for the company to have a global system to facilitate an efficient operation but one should realize that styles vary so the corporation should take on different attitudes, to suit the local market. One has to note that if the corporation has a particular value or position it wishes to take then that should be retained and promoted - for the world is aligning and due to such it is easier to take a global value/position.

This topic, or the consideration of company structure and corporate identity goes to the heart/soul/mind of the organization and more will be said on it later.

Flows/links - establish, enable and desire - create our own solutions - be proud of us - Again, we need to promote independence and want people to make decisions, for then we will have many leaders and this will provide the corporation with opportunities in numerous divisions. 

Problems return - answers to answer

Cycles, seasons, trends - news always the same - education of all - ongoing - Life is to an extent the same for all and the same could be said about the news.

Whilst I may say the above it is the leader who both learns from others and consequently limits ones own mistakes.  The contrarian is now days far more successful due to the fact that the mass is too slow, leaders realize this and that is why most leaders are lazy. The attempt to do anything brings one into contact with the mass and in meeting such progress is slowed to the rate of the mass.

Now the difficulty, but the essence of victory is in the ability to know when to act and what action to take. Past experience will give an indication as to how one should act but the day today bears no relationship to the similar circumstances, say last year, except the mass may be thinking that it is time to react as they did last time. We need to focus on the circumstances that are present today, to make the right decision today.

The challenge is to be within the day and make decisions based on the facts and not get caught in market comparisons.

One may consider this to be wisdom that is more appropriate for stock trading but when working in any industry the situations seem to reappear. Do not be deluded or dragged back, for then the young will make the decision that we should have made.

Dynamics, logistics - create diversity - desire lateral thought - The problem with life is that it is not interesting enough. To resolve this people create politics or take drugs. The unfortunate consequence is the downfall of all those involved.

A corporation takes up the majority of a person's time. So the company is the family. Now, whilst most people would rather spend the majority of the day with their family financial needs implore that they work.

The corporate challenge is to create a family. We need to have clubs and social rooms, outings, a six-month holiday for the employee of the year. We need our own resorts, the family holiday house.

If we want people to stay with the organization then we need to give them pleasure. That can come from a number of sources - change is something that occurs increasingly and will continue to do so. No one is capable of keeping up. We need to help, but at the same time we need to instil the desire for the corporation to change and lead change. To do so systems need to be flexible. Conversation must be promoted between different groups and types of people. There are two vital needs - one, that the organization promotes change, secondly and a consequence of the first - the systems need to change and the style of the organization needs to change.

We should not get old; the need is to stay young, flexible and desirous of new ideas, thoughts, answers and questions.

Left and right brain - interact - new product development teams - the people - We do not know that much about the brain, but there is a need to stimulate it's activity, be it through classical music, beautiful paintings and designs or be it through challenging questions and games or just hard mental work.

The more we think the more we will know. It is a muscle and it requires daily exercise to facilitate improvement. A lot more could be said about this area but it is up to the organization to develop the appropriate activities for all personnel.

If one is left out then the team does not exist. One should promote quizzes, surveys, questionnaires not only of the staff but also of the customers - games are pleasurable - even ones that make us think. We all need to be a part - even if we are contrarians - they just play different games with different rules. 

Game theory is the extension of this and it is so vital to business and management success that a great deal of research is being put into this.

Profits and losses  - debt - desire to do business in the future - I mentioned a little earlier the need to develop relationships with our customers and how some are now developing their own customer finance arms. It is desirable to cement the link with the customer and the providing of finance is one sure way of retaining a customer's loyalty if it is well managed.

The provision of cash, finance, or credit should not be the only service provided. Customers are the same as us. Do not think that they are stupid. They realize that they are paying for this service. So that negative connotation needs to be reversed with special offers to cardholders or debtors. We need to build the mental connection with the company into a strong positive.

The brand-bank - The company, brand or service is thought of by the customer, people as either 3, 2, 1, 0, -1, -2, -3 or any other scale you may wish to consider. People's perception is vital to our longevity and it is the most important question when seeking information about the company or product, brand or service from users or any of our publics.

It is obvious that we not only need to analyse the company, brands, service, quality, advertising, pricing, we need to benchmark the corporation and all elements and not only from present customers, clients, but past and the general public and suppliers and financiers and legislators and other relevant groups.

This is another database.

It can be can be cross-referenced to the customer database to see what thoughts may develop. Usage rates and patterns would be worthy data to develop. This process may provide us all with information that assists in the solving of newly found problems.

Competition - the future village

Society/ structure - leader - global village

1. Ruler and others.

- one option - rebellion

2. Chief, advisors/family/friends, others.

- freedom - restrict - rebel

- knowledge - power - abuse


- countries must know their strengths

- strategy

As to the relationship between all the above and Profit and the six P's - one will not succeed if the corporate attitude is not positive, if the systems are not facilitating investigation, research, experimentation or even growth,, if the corporation does not allow the individual employee to grow and take on responsibility. It does not matter if you have the right product and the right price with the appropriate distribution and promotion. In the long-term the only real assets you have are your employees. If they are not happy with the company they leave, or stay and float bringing down the overall moral. That is a quarter of the problem, for the best and/or worst form of advertising is personal experience and word of mouth so the unhappy employees tell their family and friends and the rot spreads.

The art of war - win vs loose - win vs win - economies of scale - desirable - There has been a lot of talk about the morals of the market and as to whether we can all advance together. The unfortunate situation is that those that take on positions of power have got there because they are exceptionally competitive and ambitious, having beaten if not destroyed all in their path. Once in that position the battle gets worse, for the fight takes on a global and multi-industry war. To ask the leaders or those in power at that stage to all of a sudden concern themselves with the plight of others, other competitors. Sure they may reply, but one can be assured they will only make decisions to benefit themselves, consequently the organization and in there mind society. A more efficient allocation of resources, will naturally occur if they are the best and win and to this extent all wars are good for it is an acceleration of natural selection!

Natural competition - reality - strong will prosper - life is long - The funny thing is that I say that we can not generate the win-win for the ambition and single-minded attitude of the leader can not be changed. This is not definite, but what is society's saving grace is that those that get to the top will only get there if they are promoted by those above them.

This is both good and bad. Good in that most of the people that do obtain power are ethical and moral and whilst they may be greedy, to forsake all the normal family pleasures to take on the responsibilities of business. Those that are disrespectful, arrogant, rude, or liars will eventually get caught out, or work with those of a similar ilk!

The unfortunate reality of the same following the same, the blind leading the blind is that if we do not promote change, competition and accept difference then we may not advance in steps via the long and winding road, but along an unnatural attempted straight path. The tree that cannot bend in the extreme may break.

Nature - parameters - health, environment, society and community - We just need to realize that nature cannot be abused, just like humans. If disrespect becomes too great there will either be migration, rebellion or death. None are desirable, so we should be responsible in and for our actions.

Information investments - making money from money

Information database - smart solutions - The most bizarre situation within the corporation is that managers see the need for information and spend endless streams of money investing in the latest technology and then they obtain the information and lock it in a file marked secret, or only they know the computer password.

The database and the information within it should be accessible to a far greater percentage of the company. I do understand that we are there to do a job and the company relies upon that cog functioning but a machine humans are not and a team they should be. Managers and departments need to involve each other in the obtaining of efficiency, goals, in the obtaining of profit forecasts.

Individuals will remain individual unless they are given the chance to be a part of the team's success. We have the opposite situation in some organizations or departments, where by the individual is given the team but not able to proceed as an individual. Like all organizations and decisions the circumstances will determine the balance and flexibility required.

Publics - customers, politicians, employees, competitors, industry, general public - I have mentioned the public, be it the customer, past, present and future, I have also talked about the other publics - the government, the media, the competitors, the suppliers, we need to also consider leaders, followers and other divisions within society - mother, exam student, smoker, card holder and so on. 

Each grouping affects us in different ways and we need to be wise to the communication requirements of each group.

Some will require public relations, others direct marketing, some a little telemarketing whilst others need constant attention and customer service. Certain sectors are well serviced by magazines and advertising, others need sales promotions.

The challenge today is to bring together the different groups thoughts and have them thinking the same thing about the organization. We cannot have the staff thinking the company represents safety whilst the public think the company represents technological advancement. We cannot have the government thinking the company is an organization responsible for environmental care and environmental groups thinking the opposite.

Where there is communication failure there is disturbance or should I say failure and negativity connected to the company. When people think of the company they need to be positive thoughts. I do realize that the organization will have its problems and concerns but when the media have a healthy repour with the company we find that public relations and publicity resolves problems speedily.

The objective of the communications program is to align the people's thoughts.

We take on a number of different points of view - that of the father, that of a cleaner, that of the educator, that of a nurse, that of the policeman, that of the sage, that of the banker, that of a worker, that of a consumer, they should not at any stage conflict regarding the thought one has of a company, brand or service.

We talk of synergy, we talk of the benefits of efficiency, one needs to consider the strength of the brand that has a position within the mind of the people and it is the same for all.

An organization can own a position and can continue to own a position so long as it is well managed. 

Competition - promote - knowing we will prosper - Never think you are better but always try to get better; never focus on the strengths, strengthen the weaknesses.

Life if is not a race and if it was the winner might be the slowest. Who wants to live a long and healthy life? 

To race towards your goal focusing on your specialty may actually lead you to the position where all you know becomes irrelevant and so do you.

They say the team of champions gets beaten by the champion team, it should be accepted we move as fast as the slowest. If there is one failure, one software problem the whole system fails. We need to work together. Just as the advertising and the public relations and sales promotions and the public need to be on the same wavelength as do all the employees within the company.

Use information - lever the company - promotions - know cooperation will fail - One of the mail reasons for me writing this is because I can not continue to see the specialization of the communications task continue to the level where by no-one achieves any of their objectives because every specialist has their own objectives.

The point to be made and expanded upon is that cooperation is bound to fail and to this extent we need to accept that as a reality prior to our implementation.

It is very difficult to live in a relationship for ones entire life. Most now days are unable to do so which is an unfortunate situation because the understanding between partners is amazing - the mental telepathy, the same with a business cooperation. The longer the cooperation the stronger the connections, the greater the knowledge, the better one is able to work on the others behalf.

The benefits to be had within a partnership are great but one needs to realize that one is better to control the situation themselves, or at least limit the number of relationships they have. We realize that simplicity is the key. So the number of partnerships we have should be kept to a minimum. The global communications companies know that they have to simplify their structure if they are going to keep their clients happy. The advertising agency and the public relations agency and the sales promotion agency each have clients and goals. 

I have not focused on the remuneration issue.

At the present moment in time we are seeing a question over the payment of commission.

There was an intelligent move made some time ago to split the media buying agencies for the fact they were the corporation or department that had the expenditure volume and to that extent the profits coming from such were proportionally large.

Now we have agencies that service and create but are unable to charge on the ideas that have longevity. Agencies have created this dilemma by not attempting to research nor track the campaigns and consequently not knowing how successful they have been.

Agencies now have to invest in research not only for their own remuneration justification purposes but also to allow the client to understand the situation regarding the campaign's effects. Advertiser's need to understand more about what they are doing, what they have done, what they can do. To make ideas is fine but there is no use implementing any idea unless we have a good measure of the reaction it will cause.

Advertising in the past has relied on the gloss and verbose spiel of the guru. The reality is that most of it was unknown guesswork from which unknown results would eventuate.

Agencies have to become more accountable and justify their actions and then they will become sought after once again for more than just concepts and ideas on which they get paid a commission. I will expand upon this subject more a little later.

Lead - economies of scale - information, finance, products - cost problems - I have touched on the importance to promote competition within the company and also with other companies and other industries.

It is possible that the organization is happy with the position that they are presently in and do not wish to take on the world and what it has to offer. The unfortunate situation with this position is that we now live in one world where we cannot hide from others. If there is a market a company has you can be assured others are aware of the situation and if the company starts to abuse the niche and extract abnormal profits others will enter the market. 

The fresh competitor will not only challenge the position but could also take over as the leader for the fact that the new have taken on the new challenge with new technology, new ideas, staff, and systems. The old, in their own way have become outdated and complacent.

Technology is not something that should be isolated and discussed on it's own for the fact that it is the backbone, or the blood flow of the organization and to that extend it is so integrated into our daily lives that it is understood and used by all.

The main dilemma with technology is that we still have not got over the learning curve so many are still falling by the wayside. 

Technology will become, like language, mathematics and science, essential education.
5 The Internet - the future today

The person - self-development - The future in any ones eyes is always going to be considered amazing and now it is no different.

The human as an animal is changing. Many will tell you that people are weak now days and others will tell you that times are tougher now days.

Whatever the case, we are changing and will continue to do so due to the changes that the digital age brings. The internet will be the initial impact but with mobile communications true freedom will be available. Mobiles that have the internet and email. That is a reality. Much has been said but little advertising creativity has been developed on the net and once again agencies are not the ones creating the solutions. This time it is the technical ones who are leading the show.

Media charging on the net - hits, time spent in site, purchases made, responses to survey/questions - there are many options and all are possible - but agencies have done little to answer the question or find the best solution.

The situation is that there is not one best solution. Certain advertisements, in any medium, will want purchases made, others will just want to develop a database of interested customers, other advertisers will seek the respondents attention or to just promote a new product. Other clients will have other objectives and the remuneration solution will be based on the specific needs. This is the beauty of communications today. We tailor the message and the solution to the client customers needs. 

The same for the internet, but once again the agencies are slow to the match for the game has started. Is there any creativity or variation in the banner advertisement?

Advertisers were supposed to be leading society, moving to the edge of the next frontier. Now all I see are men in funny hats with colourful glasses drinking hot coffee and milk out of a glass. The glass is so hot they need to put some paper around it.

I am sorry for the client. Creative are stuck in the art class and advertising agencies are giving them all the money in the world to paint with crayons to produce paper renditions of … where are the technocreatives?

I met one and he was great, so good that the agency had to fire him because he was too good. They could not understand him. We have always in the past wanted to be the solution to the clients future. We need to "move back to the future", for if we do not advertising agencies will become, like public relations and sales promotions and direct marketing, just another specialty, like media buying. 

I do realize advertising is a specialty but it use to have some control over the other promotion elements now the agency is the hot shop and IMC is the clients dream. 

Sure, there will always be the need for the specialist, but most people are normal and they want the average solution. We should not try to satisfy just our biggest clients for it is certain the moment we do too much for them they will ask too much of us. The specialists need to merge into one company and from that one can create new specialists, consultants. Anyway, this tale is, as I have stated, to be positive.

What problems do agencies and other marketing communications organizations have?

I read the financials and I conclude, none. I listen to clients and I notice a divergence, I conclude, some.

It is funny that in a business that exists to communicate its major problem is communication. Funny but true. Clients tell us many things, nothing to our face, except the do or do not like the advertisement. That has so little to do with the clients overall communications problems. Integrated Marketing Communications, or Global IMC is the concern of clients and how much trouble is it for the clients marketing and managing directors and chairperson to sit down and create the solution.

Should the client sit within their own board room and solve their own problem, should they invite the agency, what about direct marketing or the internet strategy and the sales promotion company representatives. The problem has only just started for we need to consider the budget and the remuneration. 

If only the client could invite the agency into the room have a discussion and then they would leave and come back with the ideas, concepts, package, solution, from there the campaigns strategy can be developed for all communication needs. 

From one point, one person, one meeting.

That is the only way to do business and until that system is in place the communications industry will be more ineffective than we should accept.

The system- production and delivery - just in time

Shopping strips - department stores - discount stores - internet - tailor - I was only just thinking that advertising has not really changed.

Now there is not so much the advertising department but the marketing department. This I do not wish to discuss but I feel that agencies have retained their focus on the television whilst all other industry players have seen and changed with the passage of time.

Agencies still have the opportunity to lead the client, but the agency must know that television was the fifties and now we have the new millennium and the television is in the computer and not the other way around as some media players might like or wish us to believe.

We have the chance to know that the company's internet site is the company and more, or less, if the company wants to become that.

The internet site is the people, the financials, the ethics, the advertising, the survey, the new product development process, the sales focus. The internet site is the sales promotion, merchandising and commercial outlet. The internet is today, tomorrow is another story. It is the company, dynamic or static, leading edge or up to date. The internet site encapsulates the company and all that it means.

Once again, we can take the reigns and be the leader or once again we can buy the specialist and create another slash to the wrist of effective communications.

What do you want - come and get it

Micro marketing - systems essential - sites vs banners - self promotion - I suppose most people look forward to the future for the fact that things are supposed to get better. The other side of the coin is that life does get tougher and if one ever looks back, that is the end of the race.

The future, micro marketing and the internet - where you can get whatever you want.

The only real problem is that there will be lots of people that will not be able to afford the basic essentials like the computer, the bank account the credit cards and the knowledge.

I do not wish to discuss the failure of humans, or the failure of the education system, but we do need to have an educated society if we are going to have an advanced social system and society. It is no good saying people do not fit or we need to offer a more dynamic system - be it education, financial, management or remuneration. People are different. Some old some young, some have family's others desire money others wisdom, some are generous others are greedy. We need to provide a system to allow all to progress in their own way at their own rate in that way we will have an effective team, so long as the connections are satisfactory.

Creativity - logos vs buttons - simple, fast, informative - sound, pictures and motion - change over time - people - sites - internet users - desires and dislikes - constant management - research - like packaging - update - test marketing - new product features

The reason I make all these little notes is that in trying to write if I can give you some pointers as to what needs to be considered then you may undertake you own analysis and to that extend advance beyond my thoughts.

I have only just written this and in retrospect I am sure I will regret much for after further consideration one is able to advance the wisdom and theory and management practices, but for now I feel it is important to get down some thoughts and points that I hope will help us to think a little more.

The most important thing about the web site and I say this about the company and the person, we need to constantly develop, grow and enhance our abilities and attractiveness. The company will only be successful if it can attract the consumer back for more. It is not good thinking that we are the leader and therefore the consumer will return. People need to be wanted but even more important than that is the fact that people like to be stimulated by new ideas, sights, by change, not too much. We do not wish to scare away the people.

The company and the web site needs to change on an irregularly regular basis. We have to entice the person back. To keep them informed, to keep them interested.

The company has been through this process with sales promotions. The company wanted to introduce more sparkle, excitement, more urgency to the brand purchase for the fact that many similar products were in the marketplace. Now a lot of that competition has been merged, destroyed or bankrupted, so the new cartel is far happier with the markets conditions.

The change of the web site should change, like packaging. It is amazing how little has been done to update the packaging materials to enhance consumer usage. It is amazing how little is done to enhance the brand's image via packaging updates. It is exceptionally unbelievable how little integration there is between packaging and the other communication offerings.

This is an area that needs to be developed and its failure is once again an indication that the specialization of the marketing service tasks has failed to help sales. People may respond that the company is just fine, but I can assure you that if I note problems others have and they will not note, but act.

Direct marketing’s opportunity

Evolution - one letter suites all - site sales, solutions - It is good to see that direct marketing has moved so quickly from the simple to a more involved and on-going contract with the consumer with database and telemarketing.

The unfortunate reality with the present moment is that the exceptionally low response rate in direct has been excepted as an industry norm. If I had to accept a success rate of 5%, let us say, I would not consider going into business.

The development of database marketing and the internet and the usage of telemarketing will see greater success, if allowed to integrate but once again direct marketing is not normally involved in internet strategy and telemarketing, well that is another company, not a department or a friend around the corridor.

These are major problems that are hindering the sales and profitability of our clients. We can continue to operate as we do or we can advance. As I tell you this, once again you can be sure others are acting.

So whilst I might give some praise to the development of the direct marketing specialists they have now confronted the same problem as others. They are fighting with the ones they should be working with to help solve the communications challenge. Communications experts are fighting each other for the clients business and a game of golf between Chairs will not stop the directors or the managers or creative designing their own tactics and strategies to produce their own awards.

Direct marketing does have a great opportunity to advance and if not connected with the other elements it will malfunction.

The failure of direct marketing is that it has hindered its success rate by creating non-creative solutions. The solutions are all based on strategic development. Direct has become to straight and to this extent it has developed the junk mail status. If there was some beauty to the piece it might at least get a look in, but, no, the book tells us we need to follow this format with this detail and in the past it was done this way. So let us continue in the same way.

Anyone that is at all creative goes to an advertising agency, the remainders go to the direct way. Very little creativity is left and when they come into contact with agency creatives trying to sell direct strategy and creative solutions to be used in a more comprehensive communications campaign - no chance.

So we get the low rates, everyone gets them, so we accept them - wrong.

Robotics - constant change - new features - new prices - new target - Companies, like individuals do have their own systems and I promote the development of such but I also state that these need to have a flexibility built into them.

The problem faced by many is that the system is larger than the player and if one sees fault with the system trying to fix the problem is more of a challenge that leaving the company. This is the situation with many companies. They are not willing to change and those that put change forward are beaten by those that do not desire change or feasibly, advancement.

There is a system problem in all companies. We need to promote suggestions, promote change. 

Question those that leave - why, what, how can the company improve. The problem is that they are probably going to a competitor with the changes in mind and will not give their thoughts away. Too late again.

I want to mention a little about the need for the products to change, for new styles, versions, types to be tested. It is not so much the need to create new sales nor to increase market share, though that is the end desire, but more importantly is the fact that the company and the peoples products must grow, develop, advance. More is said on this and more should be done about it. Even with the commercials we produce, the number of versions that we develop is exceptionally limited. There is the footage, the photographs, the text, the layouts and ideas. One should be creating numerous versions and not repeating the same old advertisement.

We want to be dynamic, we have the ability to be dynamic, let it be.

Ongoing communications - email - regular - tailor - product updates - There is little need to expand upon this reality but we are creative so when we provide information it should be interesting and due to our database and information system it should be automated but at the same time controlled by artificial intelligence.

What I am saying here is that technology has the ability to create messages and with the database we can create tailored messages taking the persons preferences into account. This information needs to be creative and not regular, but chaotic. For no one is robotic in needs wants or desires. We need more information to understand and input into the system regarding this. For it is the individuals needs wants and desires that need to be the essence of the tailored information message.

Life might seem a little complex at times but with the computer on our side we have to do very little, except solve tomorrow.

How else can we help you - telemarketing

Internet doesn’t understand - relationships - dependence - trust - We provide the information but I can assure you that we are always going to be one behind the street.

That is where the trends develop, that is where the wisdom evolves and that is where the artists live. Advertising unfortunately does not have any real artists for the fact that anyone who wants to be an artist is an artist. So the reality is that we have failed creatives that develop a facade to impress the non-creatives into thinking they are creative and great - which then allows them to believe they are great.

We have to be on the street. We have to employ the streetwise, the kids that know the reality of life and the trends and styles that are today. The education system produces marketing books and the clean cut novice. We have to create solutions and be proactive. Reading books gives us solutions to the questions asked yesterday. We need to solve tomorrow's problems.

Frequent personalization - cost - now people need work - The nice thing about the difficulty within the economic system is that now people will do anything to get or obtain money or a job.

This places the employer in a very powerful position and those at the top abuse this situation, most of the time. What is one of the great opportunities for the communication company is the ability to use the retired, the under-worked or new mothers, from within the company in a research role. They know the business. They know the information that we require and we know them. We should be extending our ties and using these past and present employees to assist us in developing information solutions, creative strategies.

Communications companies need to be in control of the research data supplied.

Release the tension - questions, comments - forms, feedback - Clients, employees, managers and customers, legislators, the board and the various publics need to be involved in helping us.

We work in all industries and all facets of society, we need to question all people and answer all questions. We should have no limits in our thoughts, for we do not know where our future lies.

Communicators need to realize that they need help and that all people have specialties and information, ideas or solutions to offer. The moment we feel or think we have the answers or solutions is the moment we have lost. For we are no better than our weakest link nor no better than anyone else for we all have a gift or specialty.

The skill we must posses and leverage to the maximum is our ability to know others skills or expertise and to seek and profit from that.

Could you please help us

Invest in the young - tomorrow's solution today - employ and empower - It is the case that not all people will desire their products to change and the sight of a new typeface may be enough to scare off the old and loyal customer but I feel that today's consumers are so use to change. Even the elder members of society have got use to change, be it a little less frequent and a little less substantial.

So in implementing change it is possible to launch new products that enhance the change and leaving the old products the same. Over time the older products can change. To the extent that the loyal customers are not left in the dark.

We should all move forward

Involved in the future together - fuzzy logic, artificial intelligence - This is the challenge now days. to introduce intelligence and difference to the solutions offered.

See the presentations with the nice blue background. Why are there no pictures in the background related to the information being presented? This is just an indication that as people we all have a tendency to a little lazy. We have to tailor all solutions and take every step to producing perfection.

Artificial intelligence and, or fuzzy logic are an opportunity to add another dimension to our thinking and therefore to our solutions. We do not have to be different but we need to be better. To be better we have to give more thought and produce better ideas and solutions or strategies.

We need to develop systems in the computers we depend upon and in the daily routine that facilitates cross-fertilization. We need to work with those we know nothing about. We need to consult educators, psychologists and sociologists. The main failure of the communications organization is that we are too simple in our understanding and therefore the solutions we give do not go to the subconscious mind.

We need to involve the whole of ones mind when providing a solution.

It may sometimes be desirable to place an advertisement on the radio, this provides us with the opportunity to use sounds to trigger visual messages. This is one key. Print gives us the opportunity to use words to create emotion, another key. Outdoor should focus on the sledgehammer effect and direct is at present far to boring to even read. 

Sometimes we miss the key opportunity to extend our advertising and give it the projection into the other mediums or campaign elements.

SECTION C - tomorrow

6 Sales - our future

Education provides past solutions - MBA - case studies - theories - The unfortunate situation is that we come out of the education system with nothing but books.

We have at no stage been told about the world we are about to enter. We have not at any stage been asked what we want to or are capable of doing within that world. So one enters a job with certain education but no street knowledge or worldly experience or real understanding of that is the right direction or company for them.

The failure of the MBA is that it bases its information on the past. For an MBA to be relevant it should be discussing the cases in the papers today and considering tomorrow’s options.

The training courses have to be based on today's problems and tomorrow’s solutions. The information needs to be handed out weeks in advance and the participants thoughts have to already have been developed and given to the adjudicator prior to the live discussion. Then we have a reality. The office meeting discussing the best solution. This is a must and it needs to be developed now. Then we invest in the minds of our staff not in paper, stories, reading and talking abilities on past cases. We need to enhance the minds of the individual and prepare them for troublesome times.

Meetings are the make or break of the individual and some have the right temperament and style, others need to adjust or be aware of their personality and where it is to their advantage or disadvantage.

Theories are fine and so are texts and case studies but this is the stuff of research and preliminary investigation for ones own satisfaction or self confidence. In the end we are dependent upon our own ability and personality and this is what needs to be explored, understood, and developed.

This is where leaders make their mark. Their ability to lead the meeting. They are all the same. People look to them, not so much for the fact that they are the boss but because they are the leader. Leaders are the ones that create, act, involve, resolve, they are the ones people look to for help, thought, and guidance. There are few leaders and in the meeting we will notice within the discussion the situation.

This is what staff training is all about. Knowing our staff and developing their personalities, their confidence and the team.

Information is the justification but it should be, like education, obtained prior to the meeting.

Marketing removes the importance of the person - demand management - The development of marketing has been of benefit in that it initiated a deal of thought and research into the selling process but the results have ended in a text book and a department and not sales advice.

People are the reason. We sell them goods and services. We advertise, or communicate to them to hope that they will buy our particular goods and services.

Marketing is market, the process, focused. It left out, or does not focus on the most essential element - the person. If we do not understand the person then we have no chance to develop effective communication and sales figures.

We may segment we may target and we may position but like much of the direct mail I see there is little use in the information if we or others do not understand the solution we produce. We as communicators must base our creative development on the person. We must target each individual piece of communication to one person in mind. Knowing that that person is a culmination of many people.

So I try to sell a car to Don Andrews - male aged 35 who has primary education and lives and works on his own farm. His wife has just had their second son and has parents and grand parents still live in the town where he has always lived. His wife and their family also come from the same town. He watches a lot of sport on the television and he wants to one day buy a holiday house by the coast.

We need even more detail, but each advertisement should have a person's name. Then we do what we preach We understand our product and our target and we position or sell based on that information. I do realize that the vast majority of the people will not be Don, but they know him and respect his position and have affiliation with him and that is why Don is our man.

There is of course the difficulty in corporate promotions and certain other advertisements where a group is targeted but once again we need to give all our advertisements faces, histories and a future.

Sales people are the blood, should be our focus, need to be the promotion or communications link taking marketing management back to the street. At the present moment we do not have enough street wisdom, action. The good thing about digital communications is now managers can work when they are out meeting with customers and sales staff and dealing with suppliers.

People are the reason we win or loose. People are the reason we have a profit or a loss.

They are either with us or behind us or they are our doing what they wish to do. It is up to us to decide if we want them or not. In the marketing revolution we lost the salespeople and to that extent the company has lost its personality, soul and reason for being.

The salespeople are our face our mind and our heart and if we do not realise this and depend upon them the rest of our system will just be a process. Sure we can function without the human touch but we cannot lead for we cannot understand the market.

The person - the product - the place - the price - the promotion - the product - We missed two ingredients and to that extent we have marketed and not sold.

Selling is the key to success and marketers have informed us that the selling concept was the 1950's hard sell. Selling is what it takes to sell. Selling is people oriented and circumstantially driven. It is a communications process, we have to sell the information to achieve our objectives.

Now marketers led the process. That needs to change. Now more than ever we need the salespeople to lead the process. Communications research, new product development, product design, packaging, the communications needs, all these areas require a sales focus, not the marketing process.

Selling involves everything the company does. Now we tell sales far too little and involve them even less. That must change if we wish to lead and obtain the rewards of being the leader.

Our future - internal/external communications

Sales - effective communication - The customer is more than happy to give money for something they consider to be cheap.

We have to create quality and an image that continually surpasses the customer's expectations. Only then will we have the loyal and content customer that is to us the greatest form of communication because they communicate. Word of mouth is what we need to generate, more than anything. The consumer sales force.

To this extent we need to allow them to inform others of our company and to disperse factual and interesting information. This should be the objective of the customer club, not to keep nor to reward the customer, for that we do by being ourselves. The club is a way of giving the person information about something they value, our products, our service, our company.

To this extent they are an extension of our company. It does cost us, it requires an investment but that is minor in comparison to the rewards we obtain - the family and friends with whom they communicate and develop into loyal members.

Unique Selling Proposition (USP) - peoples needs vary - The first and only point that needs to be made and one can present the concept from a number of different angles is that the USP, the embodiment of the company's mission statement has to be what employees, the competitors, the consumers and all the other publics understand to be the company when they think of the company.

The situation is that the mission statement is what we wish to become, it is not something that changes every quarter but it should be reviewed often.

It may not seem that important but one hopes that the company is constantly evolving and to that extent the mission and the perception of the company will change. We need to set goals. We cannot allow the mission statement become outdated or inappropriate to anyone.

The same has to be said of the products or services. We produce what for whom?

Each product needs to have a focus, a reason and from this we can note its USP.

From the company's understanding of this then the communications service provider can easily develop an appropriate message. 

I feel that communications can not be simply discussed in a book for the fact there is no right or wrong. There are no rules and if there are you can be sure the first to break them will get some award or prize. 

Selling - buying - 50’s hard sell, 80’s marketing - 2000, empower - Considering the company's future and internal and external communications one should try to sit in a paddock on the top of the hill and have the paper, blank, beside and fill in the future and what we are, what we will become and what we need to do to become that and then what we need to say and to whom that needs to be said.

Nothing more to say.

Today's customer - tomorrow’s friend

Happy customer - valued company, well positioned, price premium - The situation in the world today is very tough.

We may be able to say that the general standard of living has improved, for those in the developed nations but even they have to work, or sell every fiber of their body and mind to obtain a job and keep a job that gives them a bed to rest the head and food for the day.

Those that own the business are not so poorly off, for they may own their house, but even they are in competition with every other small business owner and corporation globally. This situation makes one desire friends, people one can trust and depend upon. I understand that products, especially services have difficulty personalizing their offerings but this is the task at hand.

The people need help, a friend in whom they can rely, trust and if we can listen and respond to their needs they will over time desire our assistance. This relationship is worth its weight in gold. 

The restaurant survives because it has a good leader, the same is the case with the company. It does not matter what the food is like because if you cannot attract the chief then the customers will not get the food. If the staff do not wish to stay then the restaurant will not survive.

The same thoughts need to be considered when dealing with other companies. Some companies find it easier to deal with companies of the same size for the fact that they attract similar types of people, they have similar systems and cultures.

So when dealing with other companies understand who and what you are dealing with and why they chose you or why you chose them.

Know their thoughts - customers, companies - The first thing we need to do is work out what we can or what we have to do. 

We have to ask questions. We need to clarify our task at hand, we need to specify the requirements of the job. The more details we have the better the result should be.

Do not be afraid to ask for opinion and constantly seek interpretation or consent. One needs to have ongoing communication if one is going to develop a lasting and successful relationship. It is up to us to develop the relationship. All they expect is the result, but if at the same time we can develop a business friendship then we may have added value to the job and have ongoing business dealings.

The relationship - the database

This is our army reserve - our goodwill, our asset base - I could not stress enough the need to have an efficient database management system that keeps information but more importantly has the built in intelligence to inform us of things we need to know - pending birthdays, meetings or events we need to plan for.

The challenge for computer system designers is now to add value to the system. To create a system that manages itself. This is then a worthy investment for then it will not only save paper, time and space but it will make daily decision making and thinking a lot easier allowing individuals the time to concentrate on the major problems or challenges.

Leverage the knowledge - lifetime - know the cycles, warn, predict - There is so little difference between one company and another company. 

The products are the same. The services are the same. The job requirements are similar, if not the same. The systems are similar. The only difference may be in the people and the culture of the company and this is up to the Chairperson to be concerned with. Unfortunately they have spent the last fifteen years staring at figures and have lost the understanding that some figures are more desirable to the average person than those of the numeral type. People are emotional and if we can give the company some life then we may achieve something out of the ordinary.

Most at the top are managers and to that extent they will manage. Some chairs were, are winners, leaders, politicians. Whatever the chair is it is more than likely the company will become, three years after they take the position, just before they leave.

This has little to do with information management but if your leader or chair does not understand this facet of the business then it is more than likely that your company will not focus on that aspect of the business. The company will focus on what the leader likes and very few leaders have the desire or foresight to purse their weaknesses. This is an unfortunate reality for the fact that we are obviously weakest in the areas we have the least knowledge. This is where we need to improve and invest most.

Lifetime relationships - customer, competition - short term solutions - There is a difficult decision to make in that if ones does not form alliances and co-operations then one has to take on the world by oneself and sometimes the effort is not worth the managers reward.

In a lot of instances mangers will create or develop co-operations. Certain people have certain desires and like certain other people and methods. Once one manager leaves others step in to take their own direction and implement their own methods. The realization that joint ventures are destined to fail or end in one buying the other should loom strongly over the individuals that wish to enter into the co-operation. 

A company, if it wants to diversify into another field should have the desire to indicate to all that they are serious and enter into the venture with a positive and determined attitude. Then the competition will accept the challenge and realize the market has changed.

The slow, test the water method is long, painful and not going to generate the rewards, knowledge or wisdom that is required.

One question to answer - to acquire or to start up themselves. This is a choice that is not so simple, but once again the difficult road is the road to take. That is where we learn the most and consequently will obtain the most reward. 

One has to establish the operations from the start. From that position you will learn and obtain the knowledge. One has to obviously employ other experts - ones that are not satisfied with other operations and want to improve upon what they have been doing. Another justification for the establishment and not the purchase - if one purchases you collect all the failures within that other operation and at the same time you get the other culture and system.

The cost to establish are less and the benefits greater.

The people’s era - what do we want - buy brands, products, people - Educators generate theories and write texts, this is another and here is another - the next period in time will focus on giving people the opportunity to get what they want, now that we have the systems in place - this is The Peoples era.

In the peoples era we need to focus on understanding the person, their needs and wants and by doing so we as individuals and organizations will profit.

In communications textbooks there is a deal of information about the types of segmentation that can be developed but the real need is to understand the people not to be able to categorize via databases or information obtained.

The more personal opinion we obtain the more we know how the person thinks and may act and react. Psychographic segmentation is the desired objective. Not enough has been done to question the questions for far to few questions are asked to facilitate the division into segments, though it is a start.

Employ and develop - they have to see us as the solution, provider, leader - The need for the people to see us, the brand, the organization or the person as the answer, the solution, the source, this is essential.

Otherwise we will not ever be able to develop the trust bank, nor obtain the abnormal profits great organizations obtain. We need to be strong but flexible, question and answer, lead a team, not just be a leader, or a winner, for the people need to win, they need to be happy and feel their efforts are satisfied.

7 The people - the key to our door

Later I will explore the product, place, price and promotion in a little more detail, here I will investigate the people who help to generate our profit.

We have to understand not just the customers but also the staff and all the other publics we deal with. We have to understand the general public's attitude towards our company, this is the important element. They may not at this precise moment be a customer but one can be sure that over one's life they become involved in many decisions and many products and companies. We have to be most concerned about the general public's knowledge and attitudes and from there we can focus on the relevant targets with our specific objectives.

If we understand ourselves we will have the ability to understand most other people of the same intelligence.

So if you are a person desiring responsibility I would recommend you spend a couple of hours every month by yourself looking at the ocean, the mountains, the children in the park or the animals in the zoo. Speak to no one but your own mind and you will find that within you are the answers and the people thoughts to help you.

The individual's attitude, thoughts, ambitions are a culmination of other peoples, creating us, or me, or you. If we can understand that and the interactions that occur then we will have the mental aptitude to understand others and what they want and need and what they think and how they respond.

Only those that know today will understand tomorrow.

Markets are the addition of all the individuals only a little simpler for many of us have similarities and people do have a desire to be liked. So those that do have differences have a tendency to want to be like the mass and consequently be a part of the group and feel a part of the group.

The only real concern is that sometimes the organization will try to simplify the market for its own profitability. It may only offer one product where two would be better. It may not provide the range desired in an attempt to increase the profits. The organization may not question the market as to how the product should be designed, promoted, priced, or the channels of distribution that should be used, frequently or it may ask but not respond to the information provided.

Short cuts or the desire to forgo market advice will lead to problems. We want to use the knowledge of the users for they will give us the answers on which we obtain our profits. They are the customers that will promote more successfully than any other form of promotion we could invent.

We need to use this resource as best we can. It is usually almost free. If the person researched thinks similar people are involved, they will want to also be involved - to be a part of the process - to feel as if their thoughts and comments are worth of quoting.

Humans are animals. Treat them as such and respect them as such.

The first P - the people - As to how the marketing and advertising texts take this as the assumption and do not instantaneously focus on the most important element in any market, in any company, the people, the person or as one now likes to think, the individual, I am not sure.

It was the seventies and the onslaught of the information age that led to the proliferation of segmentation or groups. This unfortunate development led agencies and clients and people to believe they fitted into a segment here or there. This development creates a fake reality. 

People can not be easily boxed as A or B or P or X or Z. This is why the psychographic development and the attempt to understand the person instead of categorization due to sex, age, education, employment and other socio-economic factors will continue. Though in the end we will get more boxes again but peoples mental state changes less than their physical state so we may get categorization for life, not just the week or the year or till the next survey indicates all the socio-economic changes that have taken place.

The more we develop single source data the faster to understanding society and its construction. If we can use purchasing data, media consumption data and attitudinal questioning from individuals then we have a database that may be worthy of dependence.

Back to the person - they need to be the source, the reviewer and the evaluator.

We, as producers are most of the time to close to the product to be objective. We need the input of others, especially those that are not involved in the process or those that may even dislike the product or the category. They do have words, ideas and thoughts, they may have merit for they will be more independent and consequently more objective and truthful than many of ours.

We cannot proceed from one stage to another without an objective opinion, a review and evaluation of our state of play, the objectives and the circumstances. For much may have changed and consequently so may the needs of the people and therefor the project.

People are the consumers. They do not have to be in our market now but if we advertise we have to understand that one-day the person may or will be in our market. So never offend, never disrespect and always consider the market as a whole whilst at the same targeting that named person for whom the advertisement is specifically targeted.

Internal - external - People are always interested in the companies in which they purchase products or for which their friends work.

We need to offer the interested party an opportunity to see the plant in operation, to see the manufacturing process. It is a service that should be lead by numerous different people in the management team for we all need to be proud and knowledgeable about the company. It is a small effort but all the small efforts accumulate. Public relations is one of the least used of the promotions elements even though it is so inexpensive and so credible. Why?

Many companies attempt to isolate themselves from the average or the norm considering themselves better in one way or another. It is desirable to develop skills and to that extent naturally we do isolate ourselves in a certain way but others are doing exactly the same thing but in another profession or trade.

Problems develop when a sheep farmer thinks themselves superior to a dairy farmer. We are all farming something and we all wish to justify our trade or skill, ourselves, but to become arrogant is to loose touch with the market and all the others that make up the market.

The person comes into contact with all types if they have an inability to understand or communicate with that person then one day they may have a problem. A persons ability to communicate is the most essential skill they posses. If they are incapable of talking, effectively to someone then they may be a liability to the company.

You may feel communication is not so vital but we always talk about what we do and what we do outside affects what we do inside.

People - product - place - price - promotion - profit - More to be said later, but now that I have given one brief consideration it may be time to think about the interaction of the other five elements.

One should start at the start but I also realise that this cannot be done without some thought being given to the other elements. To the extent that one interacts with the other we cannot start without thinking of the others.

One has to consider the company mission statement and the particular long and short-term objectives for the product, brand, or service.

Certain owners do not wish to achieve anything but long-term growth. Others need to keep the owner, or stockholders happy. Others desire to achieve that annual or quarterly bonus, others desire quality and hope that with this the company will profit in the longer-term.

Another factor regarding the company and its objectives is that it may not want to seek sales growth. It may not desire to take on the world, it may be happy with its corner and not want to disturb the market. These factors will determine whether the company targets growth, profits, stability or quality. 

The company may then consider its customers, the people. 

This is not the best way to develop an understanding of your market and a realization that the market will change over time and the fact that you may have only studied and understood your present market makes the future a daunting task. This is why no matter what the company objective, one still has to know the whole market. For then one will not prohibit or refuse change but accept and promote change in the company, product and service knowing that the market also changes.

So the product or service is made or offered knowing the company's objectives, understanding the people and our customers and then we can start to consider the place and price.

Obviously the products quality and the style of promotion will determine within the peoples mind an appropriate price.

The product and it's packaging and the promotion must sell the image and reconfirm the position of the product in the people's mind. As mentioned earlier it is essential that the consumer, after consumption considers the value of the product to be greater than that paid.

Then you will develop a loyal consumer, all things remaining equal. 

The channels we distribute through are exceptionally diverse and it is an almost impossible job for the company that produces the product to make sure that every moment of every day the product is displayed and sold the way we need it to be.

This is why we must once again develop cooperation, interaction between ourselves and the final consumer of our product or service. What we have to do is to make sure that the people who profit are not only ourselves but also the retailer and others within the distribution chain.

Much could be said of distribution and retailing but I feel little needs to be. People like money. Money allows people to buy what they want to buy. Though every now and then a change in the type of remuneration and an alteration in its structure are desirable. Though, sometimes even more important than money are credit, reliability and trust. On top of that one could place the relationship.

If one gets on well with one client then it is rare for a new offer to cause change. Only if there is a problem would the client consider a change. This is not the whole truth for the fact that any offer has to be considered and if changes are suggested that would be of unlimited benefit then change may be required.

The sixth P - profit - This is the result of all the efforts and it is not something that should be chased for it will come if it is deserved

Nothing needs to be sold if the product or service is worth more than its weight in gold. This is something that should be one of our primary objectives. Promotion of a product or service that sells itself is not a difficult task.

Tourism and numerous other products and services are a simple sell. Sometimes it is increasing the usage rate or increasing the expenditure per visit that may become the objective. Once again, this is not a difficult task to produce but obviously there is a limit to the success one can have when we take the competition and plethora of other offerings into account.

Profit is not the communications objective. The communications task is to fulfil the clients brief. By doing so it will be rewarded. To tell the truth the objective is to beat the clients brief and to that extent the service provider always needs to create incentive clauses and to that extent the communications objectives need to be measurable and measured.

As mentioned a little earlier not all companies will seek the highest ROI, some seek growth, others quality, others technological excellence. If that is the case then that is what must be measured.

I do not give any real detail to tracking and the research field but it is essential and vital to the effective communications process.

Change - working together

People are the same - Maslow - respect - educated - different information - We have a conflict in that all people are the same but over time people will develop different consumption patterns and due to this different tastes.

The consequence is that we have to understand that some consumers will desire one form of communication whilst another will want another style of consumption.

The conflict is in the need to develop different styles but produce the same positioning within the different consumers.

Now there is not so much a conflict involved for the solution is to realize that in one program or in a certain newspaper you have a certain style and the need now days is not to mass produce the commercial or element of communication but to individualize or tailor the presentation to the medium used.

It is not expensive to produce variations on a theme and it is not difficult to come up with the variations once one has the initial concept approved. So instead of producing one commercial for all consumers we now produce a series of commercials or a volume of print executions and the same should go for direct marketing and sales promotions.

This needs to have both a short-term and longer-term solution. There is no point in developing a campaign now and in six months or a year's time trying to extend the concept. One idea needs to have legs and arms and an ability to flow logically. This is why the development should be a series, to the extent that characters and plots are developed. Then these extensions should move into direct marketing and sales promotions and product placements with merchandizing.

Merchandizing, product placement and event sponsorship are areas that have become increasingly popular over the last few years. The logical extension of this development is the commercial series that can then develop merchandising and this then flows into product placement but with situations like this you need to know what you are doing before you set out to do it.

Very little is achieved by luck. Luck is preparation and opportunity. Most people say you make you opportunities or luck. We must make our future. To do this we need to know what we are going to achieve. If we have the goals set then all that is required is to fill in the blanks.

Giving today what’s wanted tomorrow - lead and live longer

Research and being proactive - together - brainstorm, digital database - Creative is where one makes a future for themselves, or not.

We can all dot and cross what ever we wish to but to create, not a future and certainly not an award, but art, now that is history, not just a future, but is communication anything about art. The answer is no. So do we aim to produce art, yes, realizing that business is business and time and cost undermine people's ability to mass-produce art.

Art cannot, in my mind, be churned out. You might have a run, but it flows in spurts and we all have our good and bad days. The objective of management is to assist in the developing of beauty knowing that much will be just work. This is why we need to contact and open the challenge to the staff, all staff. So they can all dream of the prize if they come up with the winning strategy, commercial.

Creative are unfortunate beasts that seem to value themselves higher than others, more so than every one else. This has to be rectified for we need to have all the people working for us and a creative who comes up with an idea should not be paid any more than anyone else who comes up with an idea. 

Companies now have email and this should be used along with rewards - a month holiday to an island of your choice - valued at $10,000, OR a year in the office of your choice OR and this is not a difficult list to develop.

This may seem like a bizarre concept but creative ideas are what we need. Why on earth would you limit the list of helpers to two people or one creative department?

I could understand this list being limited to creative, but then you are limiting the type of person and the type of response. That is why we need the receptionist and the tea lady on our side. They think about products and use products in a different way that may produce the egg that gives them the gold bar.

The list can be a Friday afternoon email of the major requirements needed by Monday, a limit of one per person, which has to be given to the local creative director, who then sends one per campaign, by the Friday to the creative director responsible.

This way we do not interrupt the work process and only those that want to win will want to enter. This is what I call brainstorming. Sitting around a table is what I call politics.

Stages of development - people, products, society - product life cycle - A very difficult situation is that we are all at different stages of development, but the product or service is where it is at that moment in time.

The challenge is to provide the information to the first time user, who may be very old or very young, then to show the old user who may be married with five children or a young woman in the country how to use the product or service in a different manner.

To conquer this challenge we use our psychographic understanding that allows us to disregard the socioeconomic factors and create psychologically based communications solutions. This is generally what has to happen in most campaigns but at the moment we do not seek the appropriate information or we do not think in that way. Once we have this understanding then we can place the appropriate information and attitude into the appropriate medium.

Sometimes the client helps us and sometimes we help the client.

Sometimes we tell the client and sometimes the client tells us.

Sometimes we learn by our inability to think or consider - the client goes to another agency.

All the time we must lead the way, that is our job, to lead.

So when we are not happy with the research methodology used or proposed, do something about it. When you are not happy with the clients brief, ask probing questions that provide the information you need.

Never allow the mind to settle on troubled water for that problem will strike at a later stage with vengeance. The same has to be said of the creative, if you are not happy, do not accept it. The unfortunate reality is that time does sometimes create deadlines that must be followed. Though I must admit most of the great work I have ever seen produced has been in times when the pressure has been to great for the individual to handle, the adrenaline has kicked in and the abnormal has been produced. 

When people have no time left to waste that is when the job gets done!

This is why people have to be given too much for then they will be productive all the time, rising to the occasion, as most people do.

Make them who we need to be - people and products

People want, desire - create obsolescence - product, company - new type needed - I have mentioned the rate of change and some may say that some develop manufactured obsolescence to make sure that demand and turnover is at the rate the company desires - light globes and batteries are ones that I will happily cite for being particularly slow in research and developing advancements.

I do not wish to investigate nor analyse this situation but I would say that the company that is capable of solving one solution is capable of solving many solutions. To this extent never stop at the half way mark and be happy with the position.

Get to the end of the job and I can assure you that by the time you are three quarters of the way through the mind will have come up with the appropriate future.

Then it is vital to finish the job, all 100% as professionally as you started it. That is or can be the most difficult part and maybe sometimes that is when we need others to come in and help. Allowing the leader to get onto start off the new project, direction.

I mentioned the desire to create obsolescence. We want to be able to replace our product with a new solution. One form of energy for another, one type of material for another - we will see this with the television - now we have screens that serve as a display and if it is television you want or the internet or video or DVD, then that is what you will get.

Television manufacturers should be the first to promote the demise of the television for then they would be the first into the next generation of consumer products. They would be cited in the industry as a leader and the consumers would hold that brand in the highest esteem and to that extent they would be able to charge the price premium - the research cost, in the consumers mind and obtain very healthy profits.

Could you please help us - the pleasure of professionalism

Customers - past, present, future - workers - question those that leave - government - together leading society - There are many ways the company can increase it's involvement in society and by doing so becoming a part of society, in the minds of the people. 

The government and the education systems are always looking for friends and connections and they are a great source of information and knowledge that could be of invaluable help to the organization.

We need to extend the knowledge base and the information sources. The company should work in conjunction with both establishments to help advance society. These connections should not be with individuals but with departments. To that extent the company can establish normal working relations no matter who is in charge.
8 The product - what are we capable of - competitive advantage

Packaging in the store - point of difference - I mention the need to provide the consumer or the public with a face, an image, a name.

The image should be linked to the specialization you wish to offer in your product category.

What is the difference between the top accounting practices or the top banking or insurance companies, the car companies?

Do the people understand what one offers that the other does not, do the companies attempt to be known for one element of expertise or an attitudinal difference?

The consumer, the people have to be able to differentiate between the different players otherwise your firm will be just another one. So the leader must take a stand and start to position the organization within the mind of the people - claim a word, an attitude or a feeling. Make that position yours.

There is no reward for being just another one. There is substantial reward for being cited as the technological expert, the one you can trust, the safest investment you could make and so on.

The name of the company or product has to have an emotional connection then we, as animals will respond to the naming of the company or service.

This is the essence of the communications challenge!

So consideration needs to be given to the most appropriate mental connection. All that needs to be said is that one company or one industry will have one emotion or thought that would be the logical feeling or response - the company needs to take this position.

This position should then be the connection between all communications and the company - name cards, letterheads and all advertisements, promotion elements. Packaging, staff uniforms and merchandising and office locations.

Provide and position - sell, inform - design and function - So now the company has meaning, it is time to not so much expand that meaning but to leverage it.

Emotions develop in different circumstances and our product or service should have different usage's that develop this emotional response. This is the communications task. 

On top of this we must realize that to give the campaign synergy is to give the company extra strength. So in the radio commercial we should talk of the financial reward of using the newspaper coupon and in the television commercial mention should be made of the details in the company website and in the direct mail we should talk of the experts on the telephone freecall line.

These connections should all then lead to that company's position and emotional connections.

The tools - leverage

Skill - leverage - barrier to entry - knowledge - mental - The situation is that if one company or one person can do it then the other is also capable of doing so.

The only factor that may cause the potential competitor to refrain from the investment is the realization that the leader has a position that can not be taken and that it is the best position to have.

Is the bank you can trust better than the bank that solves your financial problems - I do prefer one word.

Is the car that is safe better than the car that is technologically advanced - I would go for safety.

Is the cola that refreshes better than the cola that you enjoy - what does one want from a cola - both, is there another word - reward.

Industries and companies and products do have a position that they can claim that will give them an advantage over another. For some positions are better than others - location location location.

Now we can all manufacture and we can all service but how long will it take to obtain that expertise. By the time the challenger does what the leader did, where will they be in terms of there selected expertise and positioning in the eyes and especially the mind of the people.

This is the question do they have a position within the mind of the public that we can beat. If we can, then we can become the leader, if not, this will not occur unless the leader makes a mistake.

These facts need to be known prior to the competitor enters the market.

We need to analyse the figures to see if the strategy we envisage is worthy of the effort. Being number two is an easier position to have and consequently it suites certain types but the rewards are not as great as that of the leader. Being seen as the leader, being asked for the industry's thoughts, providing the future, this is rewarded.

So the only real barrier to entry is the mental positioning of the competing organizations and generally there is the opportunity to take the number one position for the fact that people do like change, even in their emotions and thoughts.

Risk vs return - delegation - make it happen - The determination of the person is the determinant as to whether something will happen or not.

People can do what they wish. The skill of the person may affect the amount of time it takes or the quality of the job but these variations are not so large in the scheme of things and the reality is that with time the differences will become even smaller.

So we can achieve, as can anyone. What is desired or essential to success is determination, but even more than that. The need to achieve. It is better to be a personal reason than a monetary one. For we want long-term success not short-term satisfaction. Life is long and many will get caught on the downside if they are not smart enough.

Deadlines are a great invention and so is delegation. Why do something when someone else can do it for you?

Then you can do something else and then get someone else to do that for you. We need to spend as much of our time as possible being a leader. Talking to people who look to us for advice, stability, quality, wisdom and answers. We have to be seen to be a leader.

Now there are different types of leaders and different styles that are required for different companies, different industries and once again the position of a company should dictate the type of leader one offers.

So the people in charge of a company should realize that they want to take up a certain position in the industry and to achieve that position they need to take on a certain style.

This should be as easy as being yourself for the reality is that we need to be who we are if we are going to be able to stay number one. If I was to employ and entertainer in a technology company then I would hope that the technology company made entertaining products. If I were to employ a policeman in a clothing company I would hope we focus on trust reliability and safety.

The only real competitive advantage we have is that we are we. No one can take that from us. If we have developed ourselves into a worthy product then we should leverage ourselves and promote ourselves.

One needs to realize form an early age that we are a product and we need to become a valuable commodity if we wish to be rewarded for our efforts.

Your trade - focus on the marketplace

What is wanted - invest in yourself - own the research company - There is no way I would give my research briefs to another company if I were at all capable of getting the information myself.

There is no way I would give new product development tasks to another company, if I were at all capable of developing the product myself.

The company's future is dependent upon the research and information it collects today. I would feel, for security and ease of mind that the company would wish to invest in it's own future and the decisions it has to make.

One should not just give the brief and await the results. These projects are not ad-hoc and nor is the company's future so there is a need for the organization to invest into or buy, or should I say develop these departments or skills themselves.

That is the only way to survive and make the path to the future secure. Any concerns can be investigated and all the options can be considered.

Imagine a company that wants to test five new products but knows that the market research company will charge $100,000 per product so management will only allow three to be tested. The internal situation may not be much more flexible and it may not be flexible but it has more potential to respond, to react and it certainly has more understanding of the company's needs. Maybe not the markets needs but that is what is being asked.

We need to control our future and the information that affects us.

Develop the product - I feel that enough has been said about the need to lead. 

Enough has been said about the rewards for leading an industry. Though I would like to mention the situation where by when one does lead they have information that others are yet to obtain. How do we use this information?

The only way to deal with the future is expand it and pursue it. Sometimes it will be the appropriate path and direction and other times it will become less profitable or positive and to that extent they could be dropped. Do not make to many early decisions for if we do not have all the answers then we do not have the ability to make the right decision.

Invest in the future until it becomes the present.

Our skills - to find the right partners

Customers, partners, acquaintances, friends and the product - cooperation - Below I have given some thoughts regarding cooperation, joint ventures and the developing of relationships. 

We do need friends but the more power and control we retain within the organization the stronger and more powerful we will be. One might conclude that a large organization is slow to move and hard to handle. This should not be the case. If we have our own departments this should enhance flexibility and the process of change.

There could be a problem with change in the markets needs and technological advancement but with management we should know what has to be achieved. The one potential problem with size is that sometimes the administrative and non-profit organs become too large. It is possible for accountants and lawyers and other administrative staff to be allocated to respective divisions if numbers become out of hand.

Partners - problems - cycles - know of failure, prepare for it - I have also talked about the need to prepare for the failure of business ventures with other partners.

The best way to avoid this to go it alone, a hard path but a worthy one. The consequence of this direction is the attainment of wisdom, something that can be applied in all situations for the wise are capable of adapting to the changing needs of the market, the people and the business environment.

Business is business

Money is money - One lesson most people are not lucky enough to learn early in life is that to loose all ones money and then start again gives money and the individual a new sense of importance.

Money is an important commodity and a commodity it should always be treated as. Most people will accumulate over their life and not ever progress passed the addiction to the $. This addiction will drive the person to make biased decisions and cloud their thought process for all they can see is the short-term financial reward.

We as a social system have to proceed past this point if we are going to ever start acting in a moral and ethical way to others and ourselves.

Most of the people in the community have come to the conclusion that the world of business is not worth the effort. Many that have not yet decided to give up the fight and retire to the suburbs and the family existence with fun to be had on the weekend and within the job will find that there are many others clawing at their back and spitting in their face. Not many are prepared to continue the battle without rest or time to heal the wounds.

Those remaining are now in a real war. Only now they may have others to help them challenge for the next bout. Each round gets tougher, meaner and more disgusting. Each advancement allows you to increase the size of your force. Death or retirement is the out.

Not much more needs to be said about business except that business is sport, the classroom, the playground, people are competitive and if it is not called business it is political or social interaction that will engross the mind.

Friends and history - There is a need to live life and have externalities that develop thirst, love and passion. 

One will find if they wish to take on the responsibility of a global empire that time is dedicated to obtaining those objectives, or should I say beating the standards or setting new goals. The time available for ones family is exceptionally limited and friends were a thing of the past.

This is not a good position to put oneself into for there is always a need to be able to communicate with people - those on the street. Just as the marketers have lost the customers, managers and owners lose their normality. This imbalance will sting at some stage in the future.

The challenge is to get the balance, the moderation. Maybe it is impossible to obtain moderation if one runs a global empire but the only way one got to the top was to achieve the impossible, regularly, so there is another challenge. Do not leave it till retirement for then the business will just be a business and not a family where one is able to enjoy the daily interaction with others of a similar mindset, but then again where was the real family?
9 Price - expectations and extra profits

It is not such an easy task to talk about the separate elements that together construct the six P's for the fact that they are so inter-linked. This may be the case but at the same time there are elements within each that do have relevance and these I shall discuss and at the same time I will converse on the other elements that are affected.

Price has an ability to be developed two ways - one via the cost and the other via the markets expectation or evaluation of the products or services worth. The best organizations realize that one can not produce a product and then distribute and promote a product that is not priced at the markets expectations.

Companies that research the marketplace and understand the expectations will at the same time develop cost benefit analysis that will take into account the various pricing options and the demand expectations. Pricing will also affect the ability to manufacture a product at a certain quality and within a certain time frame.

Companies must undertake this evaluation and they must know if they can produce the product or service to the markets expectations and at the same time produce a healthy return on investment. Most companies do not investigate the market to the depth required and rarely do companies set the price and then work out how to manufacture the product or provide the service at that cost.

It is like that corporation or organization that develops the forecast or budget, do they base their projections on last year's results or do they analyse the needs for the pending year or period and from that point cost and evaluate all.

People need to think about what they are going to do. One will not do anything but a little better or a little worse if they just follow. We should not be in the business of following or managing, we are in the business of creating and to do that one has to think, imagine, analyse and most importantly create.

Psychology - strategy - price - money is serious - Do not play with people, the price, nor the product. 

Price is money and in life there is no more serious a topic. People respect money and we should respect price.

The company that has the regular sales, discount, free coupons and other such incentives obviously has a problem. We would not have to discount if we had achieved what we desired. For a sale to be a normal part of business is indicating that the company has a problem.

I can understand the clothing manufacturer wanting to discount the end of season sale but many stores have a sale to increase the volume. I would have thought another form of promotion is capable of producing a similar result without damaging the company's reputation or the product or services value.

One needs to think outside the circle. Look who is next to you or who is similar to you, consider other methods of exciting the customer into the company's sales receipt but never should we degrade the company's reputation. The customer has a long memory and if we enter into the regular process of discounting then people will rely upon that and the actual sales revenue per annum will fall.

The other strange situation is that we need to inform the people of our intentions so advertising and communications needs have to be undertaken. Revenues are hit from both sides.

All we are doing is shortening the company's life span. We need to build our reputation for the average standard of living is on the increase and not the decrease. So the company has to offer the people a more valued product not a lower margin, lower priced and less reputable good or service.

People like to be affiliated with the best and are willing to pay a little more for that known quality. This price is not tampered with for the moment one offers the quality, the leader, at a discount the moment the market knows there is a problem. People are not stupid and many will wait a little longer for that next discount, or take a wait and see approach.

The company has just destroyed what it once aimed for and may have achieved - extra-normal profits.

Product equals price - There is nothing more sacred than the link between the price of a commodity and the position of that commodity. 

If one wants to enter other segments of the market then produce new brands or one could consider brand extensions if the market demand does not warrant the production of a new product and all the consequential costs.

The most difficult thing to do once the production line has been operating or the system has been in operation for a number of years is the altering and changing of the process but this should have nothing to do with us trying to offer the market what they want. If we are presently inefficient then there is obviously a need to change. We can not exist in the future dependent upon systems of the past.

So if major restructuring needs to be undertaken because we can not at the present moment offer the right product at the right price, then so be it. Change we must. For if we do not solve the markets needs soon we will not be in the market.

Inflation is more dependent upon people's inflationary expectations than on the actual increases in the last period. Price effects people in the same way. If you change your price regularly people will wait for the next discount.

The aim is to add value. To increase the satisfaction obtained from the purchasing and usage of the company's offering. Sure, the discount enables the person to leave the shop considering the purchase was a bargain and in the future they will return expecting a bargain. Not only that, when the person uses the product they will expect a product of a certain worth. If we give them something that is worth more, surely they will be happy and want more but will they want to pay the normally reduced price. When they return to see the usual price will they then try another product?

We should value the people we depend upon and would like to have as customers and money is something that people both remember and are always affected by. We want to have customers because they like our product not because it is cheap.

Price stability - market expectations

People want variety - other products in the range - Clients need to realize that people are not the same and now there is the desire to be treated as an individual.

The change from mass production to one-to-one is something that is a great challenge to manufacturers and communicators alike. There is a need to take on the challenge and not hide behind the present success of the company and the systems presently in place.

People need to be given what they want and not have to search for days if not months for the type they like. Technology can provide the solution and we have to communicate to the customer that this is what they can get, now.

The supermarket shelf is just one form of distribution and if we really want to help the consumer then it is possible that we establish a distribution system to include their personal needs.  

The offers and the requirements can be explained in newspaper advertising and through direct mail and anyone that wishes to undertake a personal account can then communicate directly with the company. The food or clothing company might find it a difficult challenge to undertake the personalize accounts but once again if the price takes into account distribution and we assume we have the client for a long period of time the effort is worthy. Not only that we have a database; information that is the key to success, if leveraged properly.

The details and needs have to be tailored to each individual company. At the moment we do little to satisfy the individual and if in the future we wish to retain their individual business then maybe we need to satisfy their needs. Many organizations do home delivery after tailoring the product to the consumers needs, this will become the norm and the sooner the better. 

Companies need to go to the customers, to the public, not just display and advertise and sit back and wait.

Other options - we produce solutions - I can not provide you with all the things that are relevant to your organization but you must take some time to think and consider. 

The people that are most successful are those that do not try to do too much. They do what they can and they do it better than anyone else does. People who never stop to think and consider their position are the ones that will continue to desire growth and expansion as the only means of success. There needs to be a realization that sometimes business is tough and we may need to focus on the stability and longevity of the operation.

People want to know what they can get - today and tomorrow

Standardize price, product - financing, clubs, family - value for money - If the customer has what they consider to be a bargain then they will be happy to return to that product or service.

The word bargain should not connote the concept of poor or substandard but of value for money. Our need is to build the brand to make it worth more than it does costs. The cost includes the effort to find the item and the effort to understand the benefits of a new offering.

The time it takes to understand the new options and get use to the method of usage. All adaptations to a new product are costs that have to be justified to the user by the advantages and savings obtained by using the new.

Your profit and tomorrows product

Profit & Loss, period ending - Balance Sheet, as of - What we do not do enough of is talk about the future.

How many companies actually communicate and promote with the public concerning the changes they may be implementing. There is too much talk about what did happen and not enough concern about what might happen.

At the present moment we consider it management's right to consider and decide upon the company's future. The unfortunate situation is that many of the decisions that they implement will not be undertaken by them nor will the managers be in the organization in the future. This means that those that are most affected by the decisions and in the end will enact changes or manage those operations may not be involved in the decision making process. 

The solution is that the more people we can involve in the future of the company the more interaction we can obtain from the public the greater the chance the company will be operating and the decisions made twenty years ago will have been the correct ones.

Today’s profit is tomorrow’s product - research - I have discussed the need for the sales people to lead the company forward.

The sales people are wise to the market. Marketers are wise to the books. Business is about money not about intelligence.

There is a need for the sales people to be involved and then over time to take control but this is not likely to happen for the fact that no one in a position of power is about to give others what they have, their job. Leaving themselves with nothing.

Stability and creativity - what about the competition

Make the changes, know the others, lead the pack - premium - The pricing strategy undertaken by your company will be the final determinant in the consumers positioning considerations.

The consumer sees the advertising and knows of the product category. They have an understanding of the competition and a feeling for the process. Then they go shopping. The information is collected and there is a cost benefit analysis undertaken, be it in the supermarket isle or in the home with the family or in the office with other staff members, or on the golf course with the client.

There may be a need to negotiate and finalize the offer but by this stage the main decision has been made and all that needs to be done is for the ticks to be ticked.

The real decision is the internal argument that involves the want to try something new, the problems faced with the new and the cost, quality comparison. Some people are able to make decisions quickly and others not. So some times it is desirable to provide great detail and at other times not. The circumstances dictate the needs.

As to the price, we can not concern ourselves too much with the market decision making process but we must make sure that we are offering what the market considers to be great value for money. We can add to the value by providing quality and image or we can reduce the value by discounting or production savings. The problem being that by reducing the price we are reducing the expectations

Again, the price is the determinant that the people use to decide, to compare others with. This makes the company's job a little harder because whilst we may have certain cost factors to take into account the market determines the upper limits of what we can charge. The advantage of the market price positioning is that if we can obtain efficiencies in production then we may still offer the market the same product at the same price keeping the savings for later.

Price is money and money is business. If we are going to win it will be because the markets consider our price and quality offering better than the competitors. The price is just a strategy and an indication of the value. The product offered has attracted the market.

Demand and supply can lead to price changes unless managed - hedge - don’t speculate, don’t play with the market - it wins.

Demand management - why promote different products?

More could be said about both of the above but this is not the best place to do so. Though I do wish to make one closing comment to rectify a statement about the price and quality offering. 

These are normally the deciding factors so long as distribution is not an important factor and there is great difference between one offer and another. In small towns you many have only one bank, the other company is available in the next town and another in the next and so on. Another instance of distribution being an advantage is those that innovate be it the internet, hyper-markets or telemarketing. The first to the market is usually rewarded. 

Promotion will generate much action and interest but it is the product that is under scrutiny and that will make or break the product not good advertising. Bad advertising is another matter. If advertising and the rest of the communications mix then no one could expect the company to make the desired sales figures. You just can not afford to continue to run bad advertising. It is detrimental to the company and has to be withdrawn.

Spending’s pleasure - making friends and the price a pleasure

People love to spend - give them the justification - price, quality, no problem - Spending is generally recognized as an extremely pleasurable undertaking.

The company has to make and understand this pleasure. It then has to convince the people that they need that type of pleasure and that this product or service is the best solution to obtaining that form of pleasure. At the same time it is essential to minimize the anxiety or the pain involved in obtaining the new offering and understanding the rewards obtained. 

There are numerous ways to attract customers and a similar number of ways to keep the customer and to build their loyalty. Sit down and think, take some time to consider and concern yourself with the plight of the people making decisions.

Price is integral to the decision making process. When it comes down to the final decision, distribution is normally irrelevant. Most companies have the same type of network. Promotion is normally irrelevant. The person wants to make a decision and they have in their mind an attitude as to what the products or services offer and the communications has helped to form that attitude, but the evaluation of price and quality will determine the decision made.

People, over time will change their desires. For certain products that they depend upon they are willing to pay a little more, other people may not care so much about the usage of that product and are therefore willing to pay less and in their eyes obtain a product that offers less quality.

There is always the desire to find the bargain but few people if they need a product will invest more time in finding the bargain than they value the time it takes to find that bargain. These basic economics do underpin the human decision-making process and to that extent we should never forget them.

10 Place – where, when and how

Marketing texts say a fair deal about the distribution channels and why they do is beyond me. I can understand the importance of distribution. In business the statement is location, location, location, but we all realize this and in reality little more needs to be said.

I feel that the area that needs to be developed is the cooperation between that manufacturer and the retailer but most of this relationship needs to focus on the promotion of the product we produce, in competition to other similar products offered. This is covered in promotions.

The need now for place is to change the people's habit and to get them away from the store which is an expensive and not so profitable option for the manufacturer or service provider and get them onto the telephone, fax, email, internet.

We need to promote digital sales and try to downplay the retail option where so many other costs are involved, from transportation to stock to rent and in-store promotions to uniforms and sales staff and the list goes on.

Working with retailers/wholesalers - provide and promote - There is the realization that retailers have now taken a huge percentage of the bargain items for sale with no-name brands.

The challenge is back in the hands of the manufacturer to produce a product that is worthy of paying a little more for. The problem with the named brands is that that little more may be 20% and up.

Now if I was a purchaser, which we all are, why would I pay more for butter, bread, milk and many other of the normal products if I had the same offering at 20% less within arms reach. Most people are making these decisions and what the manufacturer needs to do is start to work with the customer to give them a package that keeps them content.

So in the packaging there is the value that justifies the extra expenditure. The packaging may contain the discount for the next purchase. Though as I have said earlier this does not add value to the brand but actually devalues the company name. So what we have to do is offer a plant tour, recipes, a survey and club membership form which allows the member to be a part of the company’s research team for which they are paid. They may be asked to provide suggestions for which they are paid an amount that is based on the value of the idea. 

This type of interaction enables the company to have not only a company but also a customer that is also attached to the company. Why would you not ask the customers for an appropriate slogan, or to be a part of the communications and research process?

People's demand - information interaction - Distribution is now sometimes more a matter of getting into the people's communication method and then working the way they wish to. The organization needs to know the customers' names and understand how they wish to purchase and the habits that they have.

We need to simplify the shoppers or customers or the persons life, for this they will give us their business. What you will find in the next few years is that the retail industry will start to become far more competitive, globally and then they will provide the shopper with the internet site and home delivery and then debit the customers bank account. It happens now but for some reason still want to buy their food and groceries. This will change.

Place or distribution has to become more the showroom than the retail outlet.

Product logistics - where it needs to be - The trucking industry has done a good job of making the roads crowded and expensive and the natural efficiencies of the railway inefficient. People can achieve things against all reason if they talk long and loud. Things will change over time and global efficiencies will come into play but there are still airline restrictions, the WTO and numerous other problems yet to hurdle.

Seek quality - demand pulls - The problem with the offering of a substandard product or the presentation of a cheap good or the ugly shop is that all these factors make it harder for the customer to justify the purchase of the product.

The only element that will entice the person into that shop or to purchase that item is the fact that the price justifies it. You can be sure that as the person obtains a little more income they will be the first to trade up to a product that is more worthy of their position in society.

So the one thing we want to do is attract those that are desirous to be connected to our brand, being proud to be affiliated with our brand. Distribution plays a large part in this image and connection for the fact that the moment the store is sighted, from the moment the item is touched the person is evaluating and justifying the costs and the benefits.

People smile because they are happy. We have to make them smile when they see the brand, when they touch the brand and when they consume the product.

When they enter the store they have to feel as if they are appreciated and one way to do that is to change the store to their desires. Now the unfortunate situation is that not all changes will satisfy all people and to that extent many retail outlets will have their own style and then over the years the people will become a part of that store, that image will be within their personality.

This may be the case but people are dynamic and I feel that the personalities within us also need to be dynamic.

People change, products should change and retail and service should change. Variety is the spice of life. We need to offer a little life and consequently give the people the feeling their life has a little verve.

I say that distribution is simple. The unfortunate reality is that it has been considered a little too simple and left alone. We do need to remember that now with the computer modelling available that all factors can be taken into account and nothing should be left out of the equation.

Push - us, them and the customer

The talk of push and pull is of vital concern.

Advertising is an expensive undertaking and if one can avoid it they should. The best way to be able to reduce ones dependence on advertising or on the desire or need to tell people of your product is for them to want to use it or for them to tell others they should use it.

We need to be smarter than the rest if we are going to win. So to undertake advertising because others do is to loose. To accept the new budget and sales forecasts based on last years is to loose. 

Counter, aisle, shelf - making friends - The retail trade has now found themselves in a position of power when it comes to the stocking of products.

Very few companies are capable of telling the retailer that this is what they want on the shelves and this is the placement they demand. The situation now is that the manufacturer has to plead with the retailer for their desired shelf space and very few will get what they want for free.

So once again there is the challenge for the manufacturer to generate demand that then makes the retailer need our offering. As I have mentioned we can only doing that by pleasing the customer and therefore creating the brand equity that leads to demand for our goods.

Then we will have control over the product, it's positioning and the types of retail promotions that we can undertake in conjunction with the retailer.

I have to say that much of the retail advertising in the newspapers is not what one would call creatively inspiring and to this extent the pages are probably turned prior to acknowledgement is possible.

Creativity is not the key to successful advertising, not one factor is but one does have to attract the people to just another advertisement before they realize it is just another advertisement. Then in that split second of observation there has to be interest and at the same time desire. We can spend and invest in creativity and media placement but only those that have a need or a want will take their time to invest in understanding our communication any further.

Working with the distributor to push the product - So we have the retailer on our side, let us assume, now we have to work with them to bat for our product and want our company to be a success.

Relations are very important with retailers and we must develop solid relations with them. The relationship is more than just the occasional visit and a telephone call. The Christmas card may be of help and lunch is desirable but the real need is profit. We want them to be happy and we can only do that if their boss is happy. So we need to work with them on ideas that will generate profitability for their company.

There are numerous different promotional ideas to attract customers into the shop. There are numerous incentive programs to get the customer to spend more and there are numerous ways to increase the profit margin of the organization. Now it may not be our job to do their job but if we help them and that helps us, then we have a win win situation. We might be bought the lunch and we may be happy because our boss may be happy.

That is what it is all about - getting them to give us the Christmas card.

Promotions - sales people - money - When considering the importance of the place, or the distribution network, I feel it is vital that we once again take into account the consumer and the consumption patterns.

We have to run a profitable and efficient business and the aim is not to place the most stock in the store, for we could easily go bankrupt if we do not get the sales that gives us the ability to pay our suppliers.

In the longer-term we may wish to be a substantial organization but this is more dependent on the products or services we supply. Some products are specialized in nature and to that extent are not required in too many stores. The more we understand about our customers and their needs and the aims of our organization the more able we will be to succeed in providing the appropriate distribution network.

Accounting operates on the first in first out and this allows us to focus on turnover. Management should look at production and sales and inventory. The balance is essential to the margins the company produces and the margin affects the cash flow and the balance sheet and the profit and loss. 

Owners - money - purchasing departments - The problem with many organizations is that they are owned by a few individuals and the rest are just staff.

The words, just staff, are used for the fact that anyone that is not included within the profitability of the organization will work more for themselves than they will for the organization. This will defeat the owner's attempts to receive an increasing return on investment.

All staff need to be given the incentive to work for the company and consequently they're own success. The staff should be given a reward for staying with the company and working with the company, though one has to make sure there is a profitable and increasingly profitable return on investment based on there efforts.

I mention the purchasing department, I should include the accounting, administrative financing and legal departments because many of those that work within these departments are given just a salary and in many instances a large one. If they are a success the reward will normally be a larger salary and a better job from the competition. This should not be accepted by the owners nor the managers and the best way to halt such a situation is to offer an incentive to remain within the organization for the following year. Options or another item based on the individual efforts and the team success.

Conflict, war - cooperative advertising - The major problem with business, be it internally or externally is that everyone is out there to beat us. 

Now the reality is that if we are worried about the rest then we are not able to be the best. We have to focus on the needs of the customers and the staff and then we could be the best. It is like looking behind, the moment you concern yourself with the competition the moment you are in a race and the race, sometimes is rigged.

One does their best and then we improve upon that. We can not afford to waste time and money with concerns about others. We have to set the stage and the field and continue to focus on doing that. We need to lead. That is the only way to gain the respect of others. Then we have to realize we are just we.

Now the problem is that we live and work in a small world and we all have the same products and services and we all use the same service providers, so how can we be we. We have to need to develop our culture and be that. We have to have our morals and ethics and be that. What do the airlines stand for, what do legal firms stand for, communications corporations, clothing, some of them have positioning and if they are recognized they become more than a product or service, not just another company.

With place, the distribution network, or the need to promote our availability is obviously essential and undertaken by all. The challenge is not to lump ourselves with the others or to make sure that when we do cross-promotions or cooperative advertising we are seen to be the leader or the focus of the event.

We should not degrade our product by over promoting but at the same time by wanting to become a leader or being a leader we should not consider promotions or consumer incentives to be below the brand. It is, as I have mentioned before essential to be among the pack and recognized as one of the many, or few in that category otherwise we become the monopoly and others will want a part of our market share, or the government will come in and change the rules.

Give the customer what they want - getting what we want

Involving the store - There is a problem with the store having too much control, we do not have it. 

This will change, as all things do but we do want them to help us as much as we help them. Working with a strong store is of help to us. Being closely tied will work well for the brand but to make sure they do not have control of our destiny we need to create many of the communications strategies and promotions. Then they are as dependent upon us for information and profitable ideas as we may be on them for their customer base.

This is then a relationship and will become a profitable one so long as both parties continue to profit equally. So we have to develop irregular promotions to entice the purchaser. The most important customer is the one we do not at present have. 

If we are the leader then we will have a loyal base and retention will not be the major problem. The real problem is to obtain a larger number of new customers. This means that we need to offer more, not so much something different, for that will possibly lead to some loyal users being turned off by us not offering certain solutions we use to offer. We have to offer more solutions, create new applications and solve other people's problems.

To achieve this we need to know the people and what we do not do that others do. Some things we may not wish to do and to that extent we may be content with our position. Even if this is the case there must be other areas we can improve in for never can we give tomorrows solution today and that is what everyone needs to achieve.

Store discounts, coupons, sweepstakes, two for one - With the store and the product or service, or others that we work with circumstances have to be looked at and we have to develop the required promotion.

I can not say that sweepstakes or contests or discounting should never be used. We can never be perfect. We can not say that we can not do something, unless it is morally or ethically wrong or illegal. 

Even certain laws are inappropriate and we may have to lead society forward and fight for change.

So the promotion will look at the position today with what is desired, post promotion and then we can consider what is the best solution to achieving the designated objectives.

Life is simple for those that think and plan. For those that live by the day there is no solution or answer for there are no objectives. Whilst we do have to live in the day at the same time we have to have direction and goals upon which we can make comparisons.

Not all objectives should be statistically based for a product and persons desired return is based on quality and satisfaction so sometimes these objectives and this data analysis will be more important than the pervious quarter's sales quota figure.

Research is the area that is presently missing in most companies. Research of the various public's thoughts, considerations and needs. This and the need to train staff are both seen as expenses and to that extent not worthy of investment.

Staff provides us with the human skills we need to make us an organization. Training gives the company a future. These areas are essential investments if we are to be the future of our industry. If we want to be able to employ the people we want to employ we have to give our staff the best. The opportunity to become the best and reward them likewise.

Survey - information - There should be a book on the failure of companies to want to listen to their publics.

I say publics because not many companies really concern themselves about their own staff's ideas, let alone the consumers, or the creditors or the financiers or the stakeholders, let alone the legislators, not to mention the general public.

A company has to be as concerned about these people and what they think as they are about next years budget. If we are not privy to the markets thoughts then there is no way we will solve their problems. Now, many may state that we have enough problems of our own but our organization exists because people can not do everything themselves.

We need to know how peoples needs are changing and to that extent how we will have to change or consider changing. There are books on the gathering of information but do they suggest the use of packaging as the survey form, or the form inside the box or, the list goes on.

Why does direct mail fail? 

There are many reasons but if you only seek to communicate with those that are interested in the offer, now, then the rest are people you do not wish to deal with. This seems to be a strange way to do business. I feel I may want to involve as many people as possible and over the long-term we will satisfy all their needs, including some right now. What a bonus, I would think.

The initial purpose of direct mail should be to develop a database and then over time with the substantial knowledge base we satisfy the individuals needs and their purchasing habits. The survey is the only way, be it via the telephone, the letter, the door knock, the street walk, whatever method is employed it helps to determine their needs. We need details that lead to a sale but that does not have to be today if you want to buy next week when your mother has left. 

Direct mail is, or was a few years ago the hard sell of the fifties. We have brains we need to use them.
When - money determines all

When to purchase - seasonal problems - Should we blame the weather or is there some other reason why we have failed. 

People need to be responsible for their actions and then we will have leadership in all areas.

Should we try to lead the customer to the shop and our product or should they buy when they wish to, selecting our product due to loyalty?

The customers purchasing habit is a diverse creature that varies over time, place and person to person. We can attempt to affect this creature by giving them coupons or free trails or bonus packs, but what do we achieve?

I will answer that question by thinking about how one could alter the consumption pattern to our advantage - increasing the frequency of use. Now there is the challenge but do we target the market as a whole or do we wish to target just our presently loyal users.

Go for gold. To increase the frequency or the amount consumed, once again we have to use our brains and we need to want to do so this time for the fact that to achieve this we have to understand the minds of the people we serve. We have to understand the subconscious drives and we need to tweak them just a little. Not too much, for then they will think and therefore know what we are trying to achieve. What we have to do is so subtly introduce new ideas and thoughts and needs and standards that will thereafter become the people's norm.

Once again there are no rules to be offered when one has to change the rules but for sure if anyone finds out that you want to adjust the habits, patterns and rules by which the people within society play by you are in for a rebellion. So the only solution is via intelligent communication. I suppose that is the failure of so many advertisements and so many advertising people is that they think there are the ones who know the answers. The strategy should be to give the person the chance to think and question and know that they are desired.

We do not have the answers and if in the advertising we give what we think are the answers then we will enable the switch to be off. If we enable thought then we create an interactive communication. This is another of the needs of communication, as we all know, to be interactive. There is no reason to assume that because television is a physically passive medium it also has to be mentally passive.

Time of day - We need to work out the corporations objectives the peoples needs. If there is a difference we have to change the mind of the consumers or the people so as to align their needs with ours, or vice versa.

This is obviously, if we are illogical in our assumptions or wants going to be a process full of failure and to that extent not worthy of the effort. We could of cause treat the procedure as the company should, realizing we are dependent on the peoples needs and to work together is the only solution, for us.

So we can change the peoples needs to suit us but in doing so we have to be very wise. Not all people want to change and this change will obviously be to our advantage and everybody else's disadvantage.

This is why we cannot have any friends nor want anything but business and knowledge of people and society.

Where - location - cyberspace - I have talked of the internet and I do not think I am the only one. 

It is the generation gap of generations. For those that have knowledge have information and those that can not tap the resource are left to yesterday's paper.

This gap is a problem and there is nothing to do but know of it's existence and realize that now we have both divergence in mediums and a large divergence due to who uses what medium. In the past there was a spectrum in the focus of the information offered by a television news program or a daily newspaper but in thirty minutes or thirty pages one still basically covers the world or is close to the mark. The internet is another game and one many are not playing.

We do not have to do anything except understand the changes that it will bring.

I have been looking into the place, channel, regarding the product, person, promotion and the beauty of all this is that if we take into account the final p, profit, we will get the answers that we require. I only need to add one thought in that profit is not the only short-term objective and we do really have to focus on the other objectives, if they are at the time of greater importance than the short-term profitability of the organization.

There may have been a product recall and now the company has to regain credibility. The company may have just launched a new brand and trial and awareness are the primary objectives. The company may have just launched onto the stock market and it now has the desire to increase public awareness and improve the attitude towards the company.

Whatever the objective the place will always feature as an important part. One will find that the locations of purchase will change and the information in which we offer our communications will also change. One should not only notice the change but understand why it has changed and how these changes affect the peoples usage and consumption of that medium and the information that should be provided by that medium.

Over time we have moved from the wall to paper to radio to the television and now we have digital solutions. Each has its own dynamics but with the introduction of others and the changes within ourselves we seek and use information in each differently.

I will talk more about this later and it is vital to our usage of the medium that we understand the psychology of it and it's interplay.

Market dynamics

Retailing changes, technology changes – companies’ change, people change - I suppose the most difficult battle is the one we should enter every new day.

The unknown battle with the unknown result. This is something only the mad man would want for. For all I have talked about and all I would preach is that one has to understand and know before they act. The unfortunate position we are in if we are leaders is that we do not know the result of our efforts today. We have to hope that we are wise and leading the market in the direction they appreciate. If this is the case then we will be rewarded for our efforts, otherwise the red ink will flow. 

The problem is that there are fools and losers out there that are prepared to risk life on the dice and we as leaders cannot afford to sit back and wait for the numbers to come up. 

We can not follow; we have to lead if we want to be rewarded.

Many are prepared to lose and it is no game but we have to be out in the front with the bayonet in hand if we are going to keep the public on our side, proud of their leader.

We will lose sometimes and that is a reality we should accept with hate for that is why we are the leader. We hate to lose and we love to win and it is not a game but life, so every loss is painful and never easily given and if we have to kill our own for the team to proceed forward then death we shall employ.
SECTION D - spreading news

11 Promotion - creative answers to the unknown

The most difficult situation is the one that is presented every day by the need to solve the creative challenge with the strategic solution.

The moment you start to plan and define in detail is the moment that the creative genius walks out the door. The answers we generate are consequently either based on the marketing objectives and probably not worth watching. The creative solution is most likely to be the entertaining spot but as to its effectiveness for the brand or the solving of the client's objectives, that could be a problem.

There is no easy solution to the problem. The only solution is to only inform the creative of the parameters and the challenge when they are all finalized and then they have the whole picture. Accounts service should not work too closely with the creative people for then all the minor deviations and adjustments will become the creative burden, when they need to know nothing about it.

The ones that need to work closely with the creative are the media personnel. Then creative will know the person, be they listening, at what time on which station, watching, during which program, reading in which pages, they are aiming the advertisement towards. Then we can produce various versions to suit the various programs we use.

How the media has become like others in the communications field, external to the advertising process, or an entity on its own is beyond my belief and understanding. The communications process is a mess and one would have to conclude that in the not too distant future the product will be in a similar state.

The communications industry has a healthy future for the fact that the world is only going to become increasingly commercial and increasingly complex. This means that people and organizations do need help in solving their needs.

The challenge is not to survive in this growing market but to advance the solutions provided. Then the clients will come and pay happily and they do not need awards but effective advertising. This is where communications specialists are failing. There is not enough concern about researching the needs of the people and at the same time researching the effectiveness of the communications solutions provided.

The only real concern is the number of shinny apples we have on the shelf. Apples go off. The only real way to indicate our skill is to illustrate the effectiveness of our talents, our work.

No research section - it is ubiquitous, as is evaluation, like budgeting - The unfortunate situation is that the creative department insists on one page that tells them about the account service and client advertising objective and the media strategy. This is only possible if the one page is the summary of the numerous documents that outline such summation. There is no way that the creative people can solve the marketing or advertising objectives if they only have a few words.

A few words are fine if you fully comprehend the meaning of each word and the circumstances from which they come but this is only achievable if the research is included. Now days many take research to be a burden and a complication and not the essence from which we can then understand and summarize. Creative and too often all others want the process to be simple and quick.

The unfortunate world that we live in does not provide us with such logic.

No best but many things to improve - nothing perfect - One of the other difficulties, not well handled is the situation where you have creative loving their work and they do not wish to change it for any one nor can they see any fault with the work.

This is a problem that the account service person is unable to handle for the fact that most of them feel unable to control the creative, the emotional individual that does not care so much for the client as for their own future. The process of selecting just one team to produce the creative for one client develops this problem, where creative are controlling the work offered and account service are at their whim.

What needs to happen is for the creative department to be offered the job and the best idea is then presented. To that extent individual personalities are removed and politics is left in the toilet.

I have mentioned the need to use the staff and email to enlist more people, including the public. We need solutions and the best ideas may come from the most unlikely source.

Ideas and implementation - logos, corporate image - It is about time that the corporation started to worry about the image it generates for the brands have little to stand on if the overall corporate image is not strong.

There are many different structures that can be offered to the public regarding the company, the government or the individual.  We can indicate that we as a group stands united or we may indicate that we are a group of many parts. There is a plethora of options in between.

It is a difficult situation in that we as a company may be offering the people products and in their eyes competes against each other, so how could we says that we stand as a group.

Information - new media, new target, new usage - I will in the next chapter look into greater depth regarding the various promotion elements but here I wish to have a think about promotion as a whole and what in general we may be doing wrong.

There is a tendency towards corporate image development and a move away from the offering of incentive schemes such as coupons and other promotion elements that will not actually add value to the company as an intangible asset or the brand as an intangible asset.

One has to remember that those that are in the business of selling coupons will do anything to make sure that their business remains profitable. They and your managers may enjoy the golf and lunch and other enticements and your manager may be able to present the latest research, undertaken by an independent company that indicates that coupons are a worthy investment.

Research can and does show basically whatever we want it to show. If you have not read the questions asked and do not have information on the people and method of questioning then it may be produced to produce the information that it has produced. If that is the case then you could assume that that business or element has problems.

Promotion was in the past considered to be advertising. Now there seem to be areas that have become entities in themselves.

I feel that there is a need for public relations and sales promotions and direct marketing but if they are not a part of the promotions or advertising strategy then one has numerous strategies and there is not one direction. 

We have all been through the desire to create synergy, let us not forget the lesson. - work together.

Advertising is promotion and the related elements are assistants. I know that organizations are complex beings and we have too many people on the earth so any justification to create more employment and increase the size and income of our company or group as a whole seems to be what is most important but is that our purpose for being - return on investment is the goal, the objective, the need.

I feel that we can only lead the client down the merry path for so long before somebody will do something about it. Now we do not have to lead change and most people could not be bothered changing that which seems to operate well but well is a yard stick and how well are we. We have become a complex web that in reality does not perform well as an entire entity. Profits may be up but do we want new standards or do we want just a bit more.

The communications industry is not functioning as one and to that extent it is not communicating effectively.

There are a few Chairmen that understand the connections. They are capable of pulling off an integrated marketing communications campaign but the rest get caught in the politics of life. There are different companies with different objectives and directives and consequently different communications produce or creative strategy.

The industry is a mess. How on earth can a campaign be a success when what was so essential and becoming increasingly creatively and strategically important, be that the link between creative and media is now non-existent, in reality?

The beauty of the media and creative sitting next to each other is that each advertisement created is a perfect match for the viewer, the reader, the participant. Now we have the situation where the creative people may get some media information but it will come from the account people. Now we have creative production and media production.

How can we produce effective advertising under these conditions?

12 The elements

Most advertising and marketing books see this section as their focus and there is good reason for this. In the business we stand or fall because of the positioning we generate for our product.

There is no use having the right product but the wrong promotion strategy, though you may survive. Having the wrong product will not enable survival no matter how much money you throw into it.

I do not want to go into the various methods of production of the elements and I can not evaluate the elements because that needs to be done on a circumstantial basis. What I will attempt to do is present some thoughts that may be of interest and make some general comments that I feel may assist us in creating a more effective advertising campaign.

How much do we remember - The question of memory, frequency leads one into the mind and we have no answers to the questions posed.

Any great communication will be remembered. Be it for chocolate, a bank, medicine, the charity, it does not matter what the advertisement is for. If there is a quality that stands out from the rest of the crowd then you have won the battle, or most of it. The same needs to be said of packaging and design in general. We could also include the importance of location, for there is beauty is this facet as well.

We have to be able to get into the minds of the people so when they walk down the isle and they see our packaging they go yes, that is mine, or yes I must try that.

There may be a number of other advertising objectives. To inform the consumer of the new product packaging or the new size or the pending sale but the real need of all advertising is to create a need for the company's brand. If we achieve that is there anything else to do?

From these thoughts comes the question how many times does it take to create memory?

Most of the beauty I have ever seen, be it in people, nature, the art within an exhibition or the poems in a book, I have noticed and before I have had a chance to grasp the meaning or a change to finish the story or a chance to look in detail I have been raised to a higher state of awareness and beauty, love has been presented to me once again.

I love to see things I love again and again, don't we all but to see art or beauty once is enough to remember it forever. If we are still debating this reality then we have not looked inside and answered our own questions.

There is no need to research questions we know the answers to. 

As to how many times do you have to see an advertisement that is not memorable before it becomes memorable? 

Another aside to get us back on side - most of the time I do not want to remember a telephone number and I know that if I am not trying to remember that then there is no way I will. You could sit me in front of five people and give me their names and if I did not want to listen and learn then I feel I have the capacity to think of other things that to me may be more important than trying to remember something I do not wish to remember.

There is no ability to make something that is not memorable memorable.

The fact that memorable advertising really needs only one showing is the reason why we as promoters have to create the series, variations, themes and stories that can develop over time.

Repetition, in general, is a waste of money, just like most promotions. It is essential to be in the marketplace for the true objective is to inform the people of our thoughts but our thoughts need to be memorable otherwise they will go in the bin with yesterdays newspaper.

We need to create news, not just information. The news may not so much be in the information but in the way that we have express our thoughts.

Internet - new role - the culmination - When television first appeared it was all forms of promotion as the internet is now.

As to whether the internet will lose it's ability to act as the catalyst for the corporation and it's communications needs, I hope not. For now we have the technology that allows the presentation of all information to anyone at anytime, free, almost.

What more could the company or the people want?

The television was seen to be the solution to many of the company's communication dreams and it was for a period of time. A problem developed in that we became short sighted and forgot that there were other mediums that had the ability to enhance or direct the message, to massage the consumer in certain ways.

We now have a new technology taking the market by storm. The same problem may arise in that we will forget that communication is not simple and can not be, usually, best achieved through one advertisement nor one medium but through a strategy culminating in the campaign that has a long-term focus aligned with the company's business objectives and the peoples objectives.

Some companies are now existing on internet trade and this may be fine for a period of time but it limits ones market and ones ability to meet all the peoples needs. I do realize that not all wish to take on the whole market but you can be sure that if one does develop their niche the market will come to you and if you are not capable you will not last the challenge.

The internet is just another distribution channel. Let us understand that it can be used in many ways or it can be left where it is. All I need to say is that people use it to get information and if we are in the business of informing people then this is the distribution channel we need to embrace, if not own or at least have some control over.

There are many creative internet companies that are solving the needs of corporate clients we help communicate on other mediums. The funny thing is that once again these companies are being bought by the communications conglomerates and you can be sure that the major creative web site design companies will in the end be a part of the communications corporation.

It will be an affiliate, not a service within the advertising agency. So once again the effectiveness of the communications strategy will be pushed further away from the desired position.

Promote the company - cost of advertising - Much has been said in the past about when the economy turns sour advertising is the first to get hit.

The economy is in constant flux and to that extent the products, the product's quality and the price people are willing to spend on that type of good or service will also fluctuate. The real need is for the company to adjust it's product mix and the market will then adjust as their wealth goes up or down.

One should not adjust, to radically, the investment, on a percent per sale, one makes in advertising due to a change in sales.

If the economy improves people are more willing to spend money on expensive items or luxury goods. Knowing this should enable the organization to promote the appropriate product within the range offered. If only one good or service is offered then when times are good we should promote new services or new functions justifying the higher price.

When the market becomes depressive we need to economize. The market does not want the gloss nor the added extras. They know they can not afford them so they can not justify them.

Advertising - mass - front page - It has been very difficult for the company to achieve an integrated marketing campaign, be it on the global stage or in the local market for the fact that there was not one medium that could bring it all together allowing the specialized mediums to take the required direction.

Now we have the ability. The internet is our solution. This solution gives us more. In the past we tried to achieve everything in television. Realizing that being impossible others created partial solutions in other mediums but integration was rarely achieved.

Now that society has a real link and ability to communicate, if the person wants to do so, the other elements can become what they truly are. Newspapers are print and visuals but unlike magazines in certain ways and radio is sound. When looking at the various mediums we have to consider the beauty of that medium. Direct can be thrown away if we are not interested and telemarketing may be of interest if it is of interest.

So when one generates the newspaper advertisement make it newsworthy, or give it some punch that grabs the readers attention, for the page is flicked at a rate of knots so it is either read for facts or see and flick. 

The real trick for the newspaper is to keep it based on something that will be of interest to all the readers and that is the real challenge for the fact that the readers are so varied. The solution is to present the company's face and if there is any newsworthy information use this forum for displaying it.

Newspapers are read for news and not so much for the advertisements and to this extent few detailed advertisements should be included, unless as I have indicated they are of great interest to the general reader. The information has to be news, trustworthy and credible and focus on the newspaper's position. Some are sports oriented, national, international, light in substance and so on.

Magazines are now the specialist's way of obtaining information. So we have to be relevant to that person. This medium has greater ability to be read so it is logical to provide greater depth to the advertisements.

The magazine will offer the reader a certain style, just as all mediums do. We can flow with that and enhance it or we can rebel and stand out. Rebellion is not a particularly safe route and may lead to negativity being connected to the brand or company so this method is an avenue to long-term failure.

We have to feel the style of the medium, the program, the location and enhance that. Then we have a chance of creating a memorable image.

I will talk more about the various mediums latter but I felt it was desirable to start to consider, as we have with the internet, the essence of each and how we have to use that to our advantage.

New role - public relations - children - build image early - The unfortunate thing about sitting by oneself and thinking without the pen in hand is that there is the tendency to wander in ones thoughts.

This may be good for the communications expert for there is the need to be able to sell to all people so there is the need to understand all, not only just the people.

Another aside to bring us back on track - the education system does not start early enough when asking or informing us of the system we will enter after we leave the education system. So there is a basic failure to work with the customer. Organizations also have a basic failure in that most of the time they are only concerned with the customer when they want to buy. Once again, this is too late. The company needs to mould the people from day one.

Some companies understand the strength of a person's relationship with their company and to that extent they will promote their organization to that person when they are young in an attempt to develop good relations.

Do you think it would be advantageous for car companies to sell toy models of their present and future cars to small children?

Do you think it would be advantageous for the banks to sponsor certain child minding centres and kindergartens, maybe even play a part in developing a baby-siting network?

We as people develop our attitudes as soon as we start to receive information or experience. We do not have to be thinking consciously to develop opinions. So companies need to work with children creatively to develop a positive affiliation with them.

The longer we leave our communication the less impact on our decision it is likely to have and to that extent the less effective it will be. Once again we have to be ahead of the crowd if we are going to be first to the future.

Direct marketing - personal selling - minimise the costs - Direct marketing is an area of advertising that has become increasingly important.

Many, if not most now consider direct marketing to be an essential investment. I feel that what really is coming out of direct marketing and it's affiliated service, telemarketing is the database and database marketing.

Database marketing is the digital form of personal selling.

We have diminished the role of personal selling I hope we do not do the same to database marketing. For if we do we will have no loyal customers left and the only method of survival will be sales promotions and a massive investment in advertising.

Earlier I talked of the need to collect relevant information and the need to develop a system that can make decisions based on the information we have input. This database should not only collect and interpret customer contacts and sales data but it should also contain all the relevant competitor details and economic data that will assist us in understanding that market and that client and the people within that industry.

I do not think that the customer that buys the television or computer or any other product or service should have to fill in the warranty form. We as the company are dependent upon their word of mouth and future business and to that extent we have to make sure they are a happy and content, satisfied customer. The least we can do to assure that situation occurs is to fill in the details at the point of purchase and then follow up.

Direct marketing fails to work with the other elements of the communications campaign, even more so than sales promotions. It is essential that this position be reversed.

Telemarketing has such potential. The fact that there are so many people that we can use to market or sell our goods and there is an increasing proportion of the population that are not full time workers. The challenge is to find the customers without to much time or effort being invested, this is where the database is so vital. The potential problem with telemarketing is that if we use it as the hard sell of the nineties we once again create a problem for the company.

People need to be respected, up-lifted and left in a positive frame of mind. If we give them the hard sell it is possible the company will be left with a fairly substandard attitude. This may be fine for the company with no image and no long-term future but if we want others to return to our brand, our company then we need to raise the image.

To this extent we may have to leave the hard sell in the 20th Century with the marketing department and start to use the telemarketing element of the advertising campaign to develop a personal repour with the person. To establish a more substantial understanding of their needs, to satisfy their needs.

The real opportunity for telemarketing is to get them to want something from us. It may not be a sale, it may be a company brochure or they may want to be involved in a survey. The result we must obtain from the conversation is to further the relationship and get them to ask something of us or for us to trust something to them, to continue to develop the relationship.

Direct marketing had this opportunity but like most elements in the communications mix the client only sees the short-term investment not the longer-term rewards. This is more due to the young product manager being given sales objectives and knowing if they are met then they will move on and up.

Direct marketing is continuing to fail because all it wants is sales. People have only a certain desire to buy certain goods. Sometimes the objectives are wrong. In the case of direct and telemarketing the objective to obtain the short-term sale and then to move on is wrong. The desire should be to build the database from which we can assure ourselves of an ongoing relationship and consequently sales and even more importantly, profits.

It is amazing how fast a telephone conversation can be and it is amazing how memorable any great communication is. Invest in your future.

Public relations - not just corporate - develop brand equity - What else could be more desirably effective than public relations - publicity.

Publicity is the media giving us a free run in their medium. The potential problem is that it may be bad publicity or it may be incorrect or out of context or not how we would have liked it.

Publicity is not controlled by us so you can be sure that we will not be content but if we have good public relations then one can be sure that we will be as content as one could possibly hope to be.

So the key to a credible company and good publicity is public relations. The beauty of public relations is that it is inexpensive advertising and it is far more credible than the advertisements we place.

Public relations, on which there are numerous texts, has been left to corporate staff who feel that maybe it would be nice to have a news conference for the new product launch, the signing of a purchase agreement, or the opening of a new plant.

There are numerous other stories the local papers may wish to run. I am sure many of the radio stations would be more than willing to hear some facts about the company and enable the public to ask any questions they want. Would the local school be interested in touring the plant?

Public relations needs to come out of the ivory tower and sit beside the rest of the elements in the communications mix and then we may produce a company that has some relevance to the community.

The stronger our connections to the people the more positive our future will be. We need to have a healthy relationship for if times turn and one can always be assured they will, then we need to be able to depend on the community and the banks and the media to will us through.

If we are just another, then no one will help us when we need it most. Public relations are very important and more needs to be invested in this field.

Sales promotion - sales incentives - consumer - retail - business - Sales promotions are for the special occasion, except for merchandising which needs to be even more developed for the public selling our company on our behalf is more than desirable.

Merchandising is a great opportunity, like publicity, for us to create free and credible advertising. Only with merchandising we can control the image generated - be it the hat, the shirt, the key ring, the free soup bowls with the logo on the bottom. The sauce container with the brand and logo or the dog bowl with the dog standing on the podium and this photograph on the bottom of the bowl, be it the tea set that, when the hot water is added the logo becomes visible. It may be the shopping bag or the washing basket with a message on the bottom from the detergent company.

There are so many opportunities but we do so little to extend the message, to give it a free promotion. Why?

The only thing I need to say about the messages one may wish to use for the product that will last longer than the present advertising or marketing director is to make it relevant to the company or brand more so than the present campaign. 

It would be advisable to just use the company name or logo because most other things will change and it would be nice to be seen and be relevant than seen and known for the past advertising campaign.

Sales promotions have been a boom in the nineties. Times have been tough and in tough times people respond well to discounting and coupons and sweepstakes and contests. There has been a move away by many corporations from the sales promotions because the price war and slim margins are not to their advantage and at the same time the companies want to build the asset value and worth of their brands and company. Not devalue it with discounting.

Sales promotions are a great way of obtaining some attention. The key is to make sure that the promotion is of the brand and not just the prize or incentive.

Most sales promotions fail to build brand equity and that has to be the desire of any promotion. Even discounting and coupons should lead to an awareness that this is a once off and the new product is coming to the market soon. So the market values the chance to buy an old friend prior to the new arriving.

If one uses the discount or sale, it has to be news and last minute. Advertise the night before and make it worthy of reaction, otherwise it is just another sale from just another company. 

I would rarely, never discount coffee, sugar. Most consumer goods have a value and change needs justification. If you are having a problem selling the stock come up with a creative solution, a cooperation between a complementary product that is too hard to refuse. The sale and the discount and the coupon are the invention of product managers needing sales and not worthy of consideration, unless economic conditions are driving us to bankruptcy.

I realize, coffee may be in excess supply and to this extent the value in the wholesale market may have fallen but the consumers are not concerned with production realities and neither should they have to be if we run our business properly. There will be extreme cases when years of drought or some other anomaly causes a flow on effect. Once again if we have good public relations and publicity we can work with this.

Everyone loves contests. We do have the ability when asking the questions to direct the thoughts of participants. It should be interesting and the prize so desirable all will enter. Many of the prizes are money and whilst the money gives you what ever you want, I feel the free house and annual flights for the next twenty years, to the value of $500,000 is better than $1,000,000.

Once again it is the imagination that is the limit. Then do we let the winner go or do we use them for publicity and public relations for the rest of their lives. Most people have very little in their life. If we can make it interesting and enjoyable they may help us to make other lives interesting and enjoyable. If our company and brand can be linked to pleasure we may yet be memorable.

Merchandise - hats, loyalty prizes - proud to display - Umbrellas, in new shapes, using different materials but always touching to the eye. 

We need to offer new choice in everything we do and merchandising gives us the opportunity to do that a thousand times over in a thousand of different ways. 

Once again we have to isolate ourselves from other people to enable clarity of mind and then the solutions will come to us.

People are social beings and being so they spend time together talking the talk and walking the walk. There is no desire to be different but if one is to create new thought, new strategies, new solutions then one has to be alone. Then the mind is free to roam and contemplate and delve into the depths of the subconscious. It is in these unknown lands that the answers will be presented.

Merchandising is worth its weight in gold but how frequently is it considered as a part of the advertising campaign?

Brand managers are in charge of this little gem. These twenty to thirty-year olds with marketing degrees, an MBA and a couple of years on the street are given the job of creating new merchandising strategies. They, as well, of course, have to concern themselves with the brands future profitability. These people have not seen enough of life to understand the difference between a brand and a product, or service. We need to help them and not be dictated to for we are the communications specialists.

The market does not read books nor follow any ones logic.

Personal selling - company face - link the chain - The importance of personal selling or the link between the person and the company follows is considered bellow.

The strength of this link and the worth of this link are up to management and the importance they place on the sales people. Most corporations do not promote the flow of information between the advertising and marketing personnel and the sales people. There is a desire to inform the sales people of the pending sale. How often are the individual sales people asked their opinion?

The sales people are the potential link. 

They could obtain client details for our database. They could report any suggestions that are made that might be of help to the organization. Managers may think to themselves that they would anyway, well I can assure you that if you do not look after the staff they will do what they wish to do. Some may work and be proactive but I can assure you the majority of young people want to have fun.

Managers should see the benefit in helping those below and consequently the group's result helping them. It is a system problem. The incentive is lacking and reporting systems are not properly in place.

In this chapter I am meant to have covered the various elements of promotion, including advertising. I realize that most areas now require their own text and to this extent I do not wish to write another text but provide my thoughts where I see major difference in the marketplace or opportunity. 

A lot more could be said but I find that I am becoming a little negative and I may best leave it as is. 

The market 

13 Creativity

Cartoons, animation - reality and negativity - illustration - Art is art, advertising is advertising and we are in business to make money not art.

I say the above and every word of it I disagree with but there is still the realization that we live under the clients time clock, as we all live under the clock so sometimes work is work and then we go home. This is a reality anyone who loves their work will not understand but it is the truth for most parents, or should I say workers.

I have talked a lot about business and not much about the creative process. Every one is different and to be creative we must be happy, so it is not generalizations that can be made but statements to the individual to guide them to a happier and more productive and desirable level of creativity.

I mention that reality has negativity. This is the truth, for most people in the world every day is almost the same with work being the activity and exhaustion being the end result. Most of the world does not even end the day with the full belly or satisfaction. 

If we are to be effective in our advertising or communicating we may not wish to exactly duplicate this situation. One solution is the cartoon, animation or a depiction of the situation but not using humans, or real humans as the actors. So we could use puppets. By doing so we allow the people to notice the reality of the situation but there is a little humour or there is a fake reality to the situation so the viewer will not affiliate to closely with the characters.

There are now many digital options. In many countries where labour is cheap much of the television advertising is digitally created or enhanced. In many of the developed nations labour is too expensive to consider the digital options undertaken in other counties, unless the budget is exceptionally large.

Creativity is not a subject one can easily discuss for the fact that you can not change certain things. All people are creative as all people have the capacity to be accountants but some people are more creative than others are. Some people will have better creative ideas than others will. The objective is to invest and retain those that are creative and to enhance their productivity.

Creative people do not normally find it most productive to work from nine to five. Most have to be happy to be able to tap the inner mind for the solution. Note that I say most, for there are a few, the special ones that are a little demented for the fact that they have to base their solutions on their understanding of the situation. For one to understand the situation others are in you have to become them To become someone else you have to leave yourself. To do this is not good for ones sociability and mental stability and is the cause of many problems. These rare people that are willing to sacrifice their own life to understand and become others are people we need to treat with care. The unfortunate reality is that people like these are artists and see the world of advertising as morally corrupt.

I have mentioned the need to give creative a different work schedule. It can start as the nine to five and then proceed to the flexible hours. Then different offices and eventually creative should be working on commission and generally from home or wherever they wish to. 

The best in any industry get to the stage where they can pick and choose the job or jobs they would like to take. We have to realize this and then develop our strategy to make sure that they want to pick our company, even if the jobs may not be the best. The only way to do that is to generate an affiliation to our company. The only way to do that is to treat them and this goes for all staff, not only the ones we consider the best, well, very well. We have to understand the individual's objectives in life and know the changes they are going through. Then we can tailor the rewards and goals and tasks based on those changes.

Loyalty is special. We should do anything to obtain it and then we will not loose all our staff and if we promote the creative people into a position where they do become contractors they will continue to want to work with us, some of the time.

If we can have the industry leaders saying that our company is the best for training then we can be assured we will train the leaders of tomorrow.

Essence - what is the products point of difference - I say that the people are the same and the news is the same and products and services are the same but what I say is not always the truth. 

It is the truth that we are similar but the basic fact that I am me and you are you is enough and that enough is what we have to understand if we are ever going to create art. The effort to know the difference is worth it but the answer is not on the surface. It is not even within one person, for one is comparing all people and all products so to understand the essence of one one has to understand the essence and operation of all. For the fact that that is impossible we may be on a pointless mission but with our time we must do something and if you are so inclined then so be it. If that is the path you will wish to follow never expect to get anything from what you consider to be your wisdom or knowledge for the fact that every one has the ability to think. Most of those that you will debate with about the worth of an idea will be better politicians than you for the fact that they do not care about thought but their own progress, so street wise they are and what are ideas but just thoughts.

Most advertising people do not have this desire for understanding and though we would like our creative people to have this thirst, most do not have this desire as an objective. They just want awards, creative ones, not even effective advertising awards.

I feel that advertising may be doing itself a grave injustice at this moment in time. If we desire to attract intelligent and educated people who can help us obtain sophisticated solutions then why do we seem to portray ourselves as something like an entertainment industry. The advertising industry is not the entertainment industry and even creative must fully understand this fact. The industry is attracting the wrong people and to that extent we are incapable of providing great solutions.

If there were more sociologists and psychiatrists we may understand the people, the mind and the world we live in and then we may produce effective advertising. 

If we employed statisticians and mathematicians we may have the desire and ability to produce information that indicates how effective our advertising has been. They do not have to be employed on a full time basis but if we do not seek the assistance of outside experts then we will be lowered to the average level of our staff's intelligence. Most of the beautiful people within the advertising offices are not what I would call deep thinkers.

USP, the big idea - There is certainly a desire to understand the market, the people in the market and the difference between our consumers and our product and the other consumers and the other products.

There is at the same time a need within most advertising campaigns to develop a single idea that does tie the newspaper with the radio and the direct marketing, one would hope. The question posed is do we see that if the two are not the same then effective communication and effective advertising will not be achieved.

To be memorable to the appropriate consumer we could produce art but that is not likely. So we have to be on target and if we can not link the person and the product in the message then we have missed both our target and our one chance to communicate.

It is essential to link the person and the product in the message. The more links the more effective the communication will become. The better the link, between the person and the product, the more information we can provide for the fact that we know that what we are saying is relevant to that person. The weaker the link the more general our comments have to be and this can be compensated by having a strong visual or emotional message.

The reason for the growth in one to one, direct and telemarketing and the importance of personal selling is that the link is fluid. The moment is now and we have to work the relationship, make the most of the conversation and the opportunity to develop an understanding, a friendship, and trust.

The problem is that those wanting short-term returns have ruled direct marketing, which has hindered the ability of direct mail to help with brand building.

What do we give our brand - Creativity and the brand?

One needs to access the brand and the respect and reliance and worth people place upon it. For one does not wish to mess around and become too creative with certain brands but that is not to say we can not test new boundaries.

It is difficult to talk about creativity for writing and art direction are so inter-twined I am not to sure how we have allowed one to write and the other to draw. One person has the idea, why do we need the other?

If I had to set the future I would have the one creative working with one media and account coming and going as required. It does not seem right that media is out of the picture when we know how integral they are to the creative process. The office needs to contain one creative and one media.

Gold is on the coin standing up - I talk of understanding the person and understanding the product. From this knowledge will come a clarity of vision. From clarity we will understand the link, the gold.

It is the same for the coin, most people only see heads or tails but the coin can stand up. That is what we have to do, find all the information and then produce the link that produces a strong well bound message.

There will only be an effective message if there are a multitude of connections. Many creative and account service people are happy with any simple connection so long as it meets the other objectives.

That result may be all right for the few that are interested in buying tomorrow who know everything but we need to communicate and enthral and sell to those that may not even be in the market. We have to give them reason, inspiration. So when they see the advertising they realize they want that now.

The communications that we produce needs to have the people changing their minds for the fact that our campaign and the product, place and price are so much better than the one presently selected or considered or our solution requires action now.

14 Media

The media will continue to rationalize and merge into global information providers. This is both good and bad. Good for the fact that the information we wish to obtain will be on line and we can assume correct, in most instances. Also, when planning a campaign we will be able to deal with one player and develop a far more direct campaign.

The problem is that with the global media cartel in place prices will take on a life of their own and competition will be placed with the research and development department in the manufactured obsolescence pile, next to human resources.

There is the hope that governments will not become to close to the billionaires and see that the donation and golf does not outweigh ones morals and ethics and commitment to the betterment of the people at large.

Combine in campaign - long-term strategy - The media department, or what use to be, has now become price oriented and it seems the main desire of the media company is to buy and sell and try to predict the demand for advertising space in the following twelve months. 

If one buys too much space and the market drops then the media company will have to try to flog an unwanted time slot. If the company buys too little and demand increases the price then the company will have to buy at the higher price. It may have trouble selling at the higher price in comparison to the other media buying company that has loads of media at the cheaper price.

Media companies are now consider themselves as brokers and that is where they think they get their money. If the media buyers continue to ignore the strategic needs of the agency and client they may find themselves in no-mans land. 

The media strategists are in the agencies and the media companies buy and sell time making money on the volume. Everything seems to have gone backwards. I will not go on, but the media department was meant to help the agencies develop the appropriate strategy, the right programs, newspapers, magazines. Now media are too consumed with money. They have clients to serve.

That is the agencies problem I hear them say.

TV - ability to target - With the digital age the video, the camera and the computer merge into one creative hot shop. 

Controlled by one person. The ability to develop content of any description costs so much less now than it did ten years ago, depending of the quality of the work desired. This cut in market price is going to bring a lot more quantity and variety onto the marketplace and make it even more individualistic.

This is good for the individuals trying to reach specific people because the specialized nature of the content will allow one-to-one or micro-marketing. A simple process so long as the research companies develop single source and move away from fusing media data and then we know exactly who the consumer is and exactly what they buy and exactly which media they like.

Single source is a beautiful thing and why anyone would settle for anything else is beyond me. The system that is already up and running and it needs to be expanded and refined and improved.

Media buying and media strategy is not a difficult task. The problem is the time it takes to know the diversity within our society and realise who does what when. Now we can use the computer programs to do all our work. This frees the media person allowing them to work with creative to develop the required communications campaign.

The real trick is to be pro-active and to add to the value of the work we are doing. Does creative know that we could sponsor the program, instead of buying three advertisements per half-hour? 

Then we can ask for some product placement and then we can start to develop so merchandising, with the client and the station.

Does creative know that we could use a hot air balloon for one month for half the cost of the five newspaper advertisements we have just paid for?

Does creative know that?

I even ask the question as to whether account service are aware of these options or the brain has had time to think outside the square. The same could be said for all the workers. They seem to work extraordinary hours. 

This may take us back to the fact that the wrong people are being employed. You employ social people you will develop a social club you employ professionals, researchers, artists and other antisocial groups and then you will have an office in which the people will enjoy the work not the chat. They will talk about work, only because they have to and then they will do it.

I will now give some thought to the various mediums.

Radio - national or local - gives the brand emotion - Why would you use the radio in any other way except to sing about the product or service and the emotion it produces.

Radio advertising would have to be close to the worst advertising produced due to the fact that it is not written by songwriters or musicians. The band has to be the controller of the music and the words then we will have music or an advertisement that people will at least listen to.

If we are lucky enough to produce some quality then we may be able to develop some sales from the extended version. One has to be aware of the potential and develop the future if we are going to make the future.

When one makes something of quality demand will normally be forthcoming. The trick is to not only be able to provide that product but to have variations and other similar products on hand. Then one can create a theme from which greater demand can be satisfied. If this is a success then there is a desire to set and develop trends.

You only get one shot at this and if you are not at the market by the time the people arrive then the one opportunity just walked out the door, for people will not continue to search that is not yet available.

If you have one success then you must run with it can start a fashion, trend, style and then establish that style to become a normal part of today's society.

This point needs to be made over and over and the vital point that needs to be made is that agencies are meant to be proactive, creative, leading society into the future. If we have an idea that is great then let us work it with the client.

In the future agencies will be paid on the ideas and the income that is generated from such and so we should be. To this extent, an agency will become dependent upon the golden ideas that change the state of the marketplace.

Newspapers - gives the brand detail - Every thing has a point of difference and our job as communicators is to understand and act upon that difference. 

We need the individual to realize we are talking to them, not just a target audience.

Newspapers are a great place to work on public relations issues, this being the starting point for the general campaign. It might be nice to inform and explain to the public every now and then the reason why the company has to increase the price of its product. This may then be the lead in to new packaging requirements or a change in positioning or possibly a change in the options or services offered.

It is amazing how one can read the sports pages of a newspaper and flick for days without seeing an advertisement. I do not know how this situation can be justified but the sport readers of the newspapers have had it too good for too long.

There are people that spend hours looking at sports teams and form and nothing is done about it by the advertisers. Why?

Magazines - diverse opportunities - targeting - A far more specialized medium and one that seems to think it can keep its booking and material deadlines requirement back in the ages of plate making.

To an extent the present timing requirement means that the only ones that can satisfactorily use the magazine for a campaign is the organization that plans one year in advance. This may be a great theory but the reality of every business is that plans change. Magazines need to do something about their systems because the world changes and if they do not the only ones that could or would want to deal with them are the companies that are as equally inefficient.

Now I do understand that we are slow to change and at the same time I do realize we are fast to change. It depends and many magazines are better than others but I stick with my generalization. 

One of the best recent developments is that now the relationship between editorial and advertisers has become fairly close and we can now work together on inserts and special sections. The same is happening in newspapers and in many ways newspapers are more and more like the magazine.

To this extent magazines have to sink further into the specialty that they wish to peruse. In this way they will remain relevant to the interested readers and consequently to companies that wish to communicate with them. Advertiser can help in this way by developing in conjunction with the magazine special inserts and topics and promotions.

There is always the desire for clubs and meetings and shows in which all can come together and chat the hours away. Much more can be achieved but this depends on the ambition of the pursuant.

Outdoor - image, front cover, attention - cheap - The impact and noise, awareness, the effect one can generate from a single or campaign of outdoor advertisements has yet to be fully developed. 

The same could be said of all mediums. 

We have developed communications campaigns that involve many mediums and develop a theme that builds over time. What we now need to do is develop campaigns that use one medium, one site, one magazine page, one radio time slot and over the year we build a series. This has been done in a number of forms but more should be done.

Outdoor may not be the best medium to develop this series - but the train stop is. Inside the bus is. There are many stories that we could create around our company, product or service that are interesting, very interesting but not to brand oriented, unless it is justified. Not to be justified from a marketing point of view but from a viewer's entertainment point of view.

Remember that if we use the same train stop site for twelve months and change the line once a week, on the Sunday night, lets say, then people will know who it is coming from so we have taken our communications message to a higher level.

The real challenge is to involve all those on the train stop, not just recent or present users.

Planning and buying - TARPS to Radio rating to circulation - What I am going to say takes me back to the need to plan for the more we do it the more we learn and understand about making the future we want align with what may actually happen.

The one real challenge media information providers have yet to solve is the desire for people to work out if they should buy television or newspapers or radio or one program versus another. We have all the statistics. What needs to be done and it is simple in process but subjective to ones opinion is the value one advertisement has in one program verses another.

Television news advertising is more credible than the children's after school cartoon but are the viewers as interested and consequently do the advertisements have the same impact?

The inside front cover commercial in a glossy magazine verses a centre page spread.

The third commercial verses the first commercial.

Some studies have been done and more will be done because if we can start to allocate figures to certain time slots and certain positions and give weightings to radio in comparison to television then we can start to develop a more effective media strategy.

We can develop systems or surveys that are to be filled in by the present surveyed audience and within a short period of time we will be able to rely upon millions of people and answers globally and locally.

The media needs to become far more research oriented and then there will be fact and figures and the decisions will be based on the information. We presently have so many media advertising representatives who influence the media personnel with specials and promotions and other favors. Then there are our planners who have too much on the Sunday in a certain channel and they try to convince us we need that spot due to ratings figures.

We need to work for our client not the media company and having the media buyers and planners and strategist further away from the client will only exacerbate what I consider to be a major problem.

15 The plan

Statistics are the start - There is little to be said about the plan for the fact that it is so dependent upon the circumstances.

The only real problem with most planning processes is that it is not the process that wins but the manager. The manager will implement what they wish to and not do what one would assume to be the best as indicated via the information gathered and analysed.

This is a situation that should and should not be rectified. It needs to become more information and clear cut, based on the data and to that extent the system makes the decision for us. Also, the manager today is not the manager tomorrow and the manger is not the one who will be implementing or doing the work. So they should not make decisions based on whim or on personal desires.

The point that does need to be made that gives the manager the freedom to do what they wish is that our organization will stand or fall not on the information systems that we have devised but on the decisions that our managers have authorized. So we need to promote managers and the organizations ability to proceed and be flexible if we wish to make the most of the changing circumstances or the managers inside information.

The organization will only grow if we allow our managers to grow. If we do not have any faith in our managers then maybe we are not the right person to lead the company forward. Delegation is essential and a must if managers are to be personally satisfied and will desire to remain within the company.

Problem - specialists don’t know externalities - There are many problems when it comes to dealing with people.

Managers are requiring returns and it is difficult for them to realise that staff turnover is one of the major causes of a company's demise. Managers do realize this but they need returns this quarter and are not overly concerned about the future of many or should I say most or should I say all the staff. Managers got to be manager, usually, because they do not care about others.

This is one problem. The other real problem is that the manager knows one area and the same with the manager in the other area and each justifies their objectives. 

The company needs to and now has for many managers' options and remuneration schemes that allow the individual to need to work together. The company's profitability is more important to all concerned and all managers have to exist with this thought in mind.

In the advertising plan it is difficult for the media and creative to work together for the fact that they do not even work in the same company. This is a problem but once again it can be rectified.

Campaign, products, company - plan in reaction scenarios - Planning is a process and now that we have computers to help us we should use them.

Most jobs in advertising and any other field should take an easily estimateable amount of time. This being the case with the help of the computer system we can get it to remind and automate and remind and question many of the tasks that we have to undertake.

The computer needs to be our friend and an essential one at that. The first thing that should be done every day is email and it should also be the last thing done at the close of the day. In between we should have a system working for us, doing the routine and mundane and many statistical tasks that are required. Account service will in the future be the ones that have to make sure that the system is sending the messages as programmed and that the work is therefore getting done.

Then account service can not be the logistics king but the client's helper, being proactive, not keeping the fires away form the client's sight. Presently account service spend all there time making sure printing is as desired and the media plan is being developed and the creative production is coming along as planned. Sure traffic and the production manager do their job but when do we hear about the fire, when it is in our face and the client is on the way. Not good enough

There is no real need for the individual to do all this if the systems can do it for us. People need to be free to think and then we may be able to create solutions and art and not just make advertisements.

SECTION E - bring in the tail
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At the present moment we have the development of global powerhouses that want their service providers to be of a similar nature. This will continue.

The desire for IMC is becoming the need for global IMC. With this desire comes the question do we attempt to localize or are we we and the people just have to get use to us and our way of doing things.

Once again I have to state that it is a circumstance by circumstance situation but to tell you the honest truth people are far from the same. People will increasingly want to be treated as individuals and given the respect they feel they deserve. This means that we have to localize and I can assure you that the difference between success and failure is our ability to tailor our decision to the individual's desires enabling effective advertising.

More needs to be said and in the effective advertising cases one reads of localization and efforts that produced rewards. Global IMC will fail without extensive localization because as people become wise to the world they also become wise to their individual needs and wants and desires and will not be fooled by the multinational hype. 

The future is ours if we are prepared to work for it. Becoming a global powerhouse is one thing and their longevity is another.

Get on the bike, never stop - Rest is for the dead.

Weekends are for the wicked or the workers. Those that wish to make something or have been possessed by need have no choice but to think about what goes on in their life, business.

People are different and some do not have much of a choice. Their minds are inquisitive or they have some skill they were lucky enough to have found and needed to develop. These people are on the bike and they are going to ride it all day every day. They may take on other tasks and chores and they are all related and that is their life.

One has to realize there are these people that just love to do what they do and therefore there is no point getting on a similar bike if you do not like the hills the flats the crowds the snow and rain and hail. For those that love the ride it does not matter the conditions and in reality those that are good enjoy the diversity and challenge of the extreme, for then they test and improve their capacity and ability.

One has to take the hard road early for then one will get use to the harshity of life and prepare oneself for the future.

2-12hours-7 days - The future will see much more freedom and with this we should be able to split the day into two or three. 

Machinery should be working twenty-four hours a day seven days a week three hundred and sixty five days of the year. People need work, let us give it to them.

Computers are machinery and there may not be as great a need for people to be working in the evenings but I see no reason as to why we should not have usage of the information, our machinery and the premises and make it work for us all the time. That is why we bought it, because we needed it. Well, if we need it let us use it. Leverage is once again the solution.

If we can lower the fix cost per unit by increasing the turnover or income then the economics are starting to work for us. Is there any reason why accountants can not, like media, like creative and all others start at five in the morning and work till two in the afternoon? 

We then can have others starting at twelve in the afternoon and working till ten in the evening, or whatever. The twelve a-clock arrivers have lunch with the others and hand-over is completed. This ensures that the systems in place are perfect because these people are in reality just making sure the machines are doing what has to be done. Then we have the day managers that set the direction and do not have to concern themselves too much with the day to day operations. We can start to create a future for our clients and our company.

This may be a stupid idea but some stupid ideas are worthy ideas if you think about them; maybe it needs some work but the economics are right.

Sunday, day off - strategy - We all need time to think and plan but the office hours are not the most productive time to be considering the company's or departments or our individual future. 

We have to think when we have time and space and clarity of thought, free from interruption. There is both the need to do ones own strategic development to the extent that we are responsible for our own department and at the same time there is also the need to enact group or even inter-company strategic development. Again, this has to be undertaken on the weekend or on the supposed rest day, for then we are free in mind and desire to contemplate the potential and are not constrained by the days concerns.

Consultants, mothers - surveys - children, retirees - I talk of integration and I talk of mothers and families and I talk of the company.

If we could create a community in which the people were proud to work would that not be a feat to reckon with. The organization has the morals and standards born by their leaders. If the leaders are worthy of following and worth of ones effort, or more, devotion, then we not only have a company to reckon with we could possibly have an institution. The major problem with people is that they come and die. So the institution is also going to die unless some extraordinary ethics are bound within the mission and all those that join the group.

I know of one company that has standing in the world-wide business community. I am sure there are thousands of small organizations that have a loyalty but even more importantly a standard to which the average person is in disgust, for why would one be so diligent.

The first step to be an organization that is revered is to obtain the faith of ones employees. These employees have families and friends and schools and dentists, butchers and we need them just as we need our staff. 

If we are to create an institution then we have to have as much respect form those people as we do from the competition.

If we do then we will at that point in time be a force and one that is admired, respected and at the same time hated by the competition and others we seem to offend. This isolation is the way of glory and as I have mentioned if one takes that road and does not welcome the competition and does not seek friendship then one will be isolated and more hatred will come and then the public will turn. Always be the peoples person.

So we have to seek the assistance of the spouses the families, we have to extend the community. Put on your thinking caps and do not consider loyalty a purchase-able item. For then you have just lost the faith of those that seek fortune, not fame.

IMC - GIMC - leveraging the database - How inter-related are the direct marketing database and the agency and the sales promotions and internet company's?

Once again I know the answer and once again all I would like to say is that the most important commodity we have is our client base. If one does not lever that information and use it to the group's advantage then you can be sure neither fame nor fortune will come your way.

How on earth can one consider ones-self a group if the information between the companies is not shared. There is an absolute realization in the multinational organization that IMC is as essential to their longevity as localization is essential to their profitability. We can assure ourselves we can not and will not achieve either if our creative and media and account service are blind to the world outside their computer connection and information flows.

The database - information to leverage

Research, creative customers, staff, data - Once we have the staff and family and friends on side then we can seek another force.

I do not like the way I worded the above for the fact that it sounds as if we are desiring to build an army. This is not the case for under no circumstances should we ever come to blows for if we do that will tarnish our leadership qualities.

Men need to be men and win we should but we do not have to fight to win the war, or any battle. People who have to fight do so because they have to challenge for the position they want. We are the ones they need to beat. We have to concern ourselves with our own problems not those we present others.

If it were the size of ones army that created the strong leaders, one's power, then the mighty would continue to rule the world.

So once we have a family and some respect we then have to enlist the interest and thoughts and assistance of others. We need to be the smartest around so we need to take on knowledge of all forms and create links with educational institutions and research institutes and government departments. 

We have to develop an information flow from the customer to ourselves. This I have talked about. What we do with the network and the strength of it will depend on how much we give to them. The benefits that we offer and the work we do will make us or break us.

This work has to make our alliance respect our partners our clients respect us for then we have a future and a profitable one.

Inspiration is the word behind life's glories.

Models, correlation, pricing, demand and supply - Most organizations are pulled down by the norm.

We should seek to be normal and average but at the same time obtain perfection in that area. So we have to develop models to interpret the information - opinions regarding advertising, thoughts on the prices and quality of items and correlate to sales data. We need to know competitors spending and we also need to know elasticities and cross-elasticities of both price and demand. We have to know stock market and economic and climatic details that may effect price and supply. We have to be aware of all information and once again we have to use that. We have to model that. We have to learn form that information.

We have to be the organization informing the educational institution, the government, advising others as to what is most likely going to occur and as to how one needs to react or provide them with a process to follow or some options depending upon other externalities.

Options evaluation - I have stated that people have to be rewarded for their efforts and if you do it next year, you may find that someone else has taken the opportunity to reward them.

People do not have the desire to make money for a company that does not give its just deserts. People that perform a job of quality will have the opportunity to obtain greater respect, now, elsewhere. Why should they wait for a year to get the bonus or raise, always a year late?

Part-ownership of the company should be given on the day of becoming an employee and there needs to be various classes and schemes. Again, more to be said on this later.

Test - degrees of confidence - I have mentioned modelling and degrees of confidence are a part of the statistical language that goes with T's and R's and other such concepts.

No need to expand upon it now but it does indicate that training within the company is essential. It does seem strange to me that people will strive to obtain all. Strive to educate them to obtain a good job then within the job other skills will be needed. These are learnt more on the job than in training courses. So people are educated in the wrong areas.

Training is essential if we desire to build the knowledge and skills of the team. We have to invest in the staff and their future within the company if we want them to remain a part of the organization. Many companies are good with training and I feel that they are well respected by the marketplace for this wise investment.

The world is the test market - use the differences to test - The world and the markets are constantly changing and we must move in advance of them if we are to get the returns desired.

One has to be constantly adapting the products, the packaging, altering the positioning and testing new products or line extensions. The more we research and test the more assured we can be that the strategies that are presently in place are the best. The only we to remain the best is to always try to improve. People say one should not touch that which does not need fixing but we will only know we have a problem when it is right in front of us. We need to research and test to investigate the options to see if there are additions or alterations we can make.

Seek help - statisticians, mathematicians, econometricians, and academicians - Never stop asking questions and seeking answers.

So much opportunity - how could we go wrong!

Information overload - The problem today is that there is too much information and now we do not have the ability to consume it all prior to making some decisions.

This is why the management information system is so important and why we need to seek advice and input from other experts. We can not sort through all the figures so we only want the bottom line and the anomalies explained. As to the seeking of help - we will never become an expert in more than one field so if we want to raise the average awareness and enable better decisions we have to get help from others.

The right question provide the right information that allows the answer right to be made. The main thing to be said about information overload is that it will not occur if you ask the right questions seeking the right information allowing the right answer.

There is a need for clarity in communication. Then the information will be exactly as required and then the decision can be made. Decisions take as long as it does to consider either the second or third sugar or with or without milk.

Communications - can you please help us

Integration is the key - We need a group and we need everyone to feel a part of it.

People do have different ideas and interests. To be a part of the group you have to tell and talk and realize you are not I and be proud that we as a team will be much stronger if you do not see the need to conform but have the desire to help with thoughts you believe. 

Many teams develop because of the similarities between the people. There is a focus in thought and thereafter in action. The problem being that due to their similarity there will be little lateral thought and if one likes the idea it is certain they all will, for the fact that they are the same. This is why the group has to embrace difference and allow conversation to be the natural state of affairs.

Win win - us vs them - win win - We do not all have to be in business in one hundred years but it is more than likely some of the companies will be. 

Let us work, not as a group but together, to a degree. War is not easily forgotten, I hope that the battles that are undertaken on the business field are lessons which should be given in the training program to indicate how quality and determination and wisdom won the day, not some sly or devious tactic.
17 Family fun - time to invest in knowledge

Home office - investment - lifetime employment - One can go to a developing country and see two farmers talk the whole day every day. I could go to the developed world and see two business leaders struggle to put more than five minutes on a conversation.

Technology has changed the methods of communication and the people's ability to communicate. We now see another change in the style of communication for the fact that the internet and email will mean people will not talk as much and will stare at screens far longer. The other reality is that people in the digital world can become who ever they wish to.

All these developments are a setback for an advanced stable community. It will be interesting to see the repercussions in ten years time. Many changes are coming and I can assure you that nothing will be done about those who live in one world but can not live in the other until the problems for society become too great.

This aside, what we have to do as people is see that change is occurring and introduce the appropriate strategies and test the considered changes to benefit from the change. The other thing the responsible company would do is to work with others to make sure the change is positive and not detrimental to the advancement of an advanced society.

This company needs to be responsible. This need allows the company to advance it's state of being an institutional kind of being to that of the pillar, the foundation, a place where societies concerns and peoples concerns are the most important element to the success of the group.

Time to relax - Not dead yet.

Seek wisdom - This is what the active mind does for relaxation.

The mind never stops. If one can get business out of the mind then other concerns will enter and if they are the concerns of society and the future of mankind then one will obtain wisdom and then the business will stand tall for the foundations will be based on wisdom.

There is no higher realm.

Refresh - The mind is as strong as the body, so some say, or is it the body is as strong as the mind?

It does not matter but what does matter is the clarity of thought. For this to happen the only problems we have are the ones we have created for ourselves to keep ourselves occupied and they can not be problems because we took it on because that is what we wanted to do. So we do not have any problems just a few unanswered questions.

It is important to take walks, runs, to exercise and allow the body to allow the mind go to sleep. We all have our own ways and the most important thing is to do what your mind and body need and never stray from what they tell you, too far.

Getting to where we want

Today is change - tomorrow we will have arrived - If only we could get to tomorrow today and then we could relax but as that is not possible neither is relaxation, for we will never arrive.

Product Life Cycle - A theory and a good one but so circumstantially based the theory does not really apply.

It would be nice if all products had strong early growth and a flat top prior to a slow decline but like chartists in the markets you can not model the future without knowing the future.

Company development vrs product development - One with without the other is not the desired result and that is why we should use the company behind the product.

Rapid change - slow change - Where was that slow lane?

We should not remove products because of a decline in sales and we should certainly not forgo the opportunity to serve any member of society, for business is business but at the same time the company does have to challenge the future and be proactive.

Vertical integration - horizontal integration - The need for both.

Once one has close to 35% of the market the people are going to start to react adversely to any more control and this is the time when we need to seek growth through other means.

There is not always the need to grow, for one should only take on expansion and growth if it will in the longer-term improve the company's return on investment. This is an essential fact never to be forgotten.

Life vs live - tomorrow vs today vs yesterday

The leader - eating lunch in the office - the family man - the star - entertainment tonight - I have stated that the most important thing is to be yourself.

If you try to become someone else you will deceive yourself and all others that you deal with. This is certain to cause your downfall.

You may be the type of person the loves the limelight or you may be the person who is always first into the office and last out and loves to have lunch with different staff members every day. Obviously some methods will be more productive than others but if you have a great entertainer then I hope you work for an entertainment company and so on.

So long as we are true to ourselves and content within ourselves then we are on the right path and that is where we should continue to be. For if you are happy you will be productive, effective and truthful to all those you deal with.

Money, only for the greedy - tomorrow

Ethics, environmentalism - today’s connections - I have talked about the need to be the foundation. 

Get with the future - plug into youth - Embrace change, youth, ideas.

I realize the radical new hip trends and fashion must be a disgusting sight for the generation gapped. So the need is to never loose your youth.
18 Research

Essential - I will say it again, essential.

19 Profit - the end

Thanks - 

Almost – for now I write a little epologue – this is for the SME – the development of the brand – and the process.

Whilst this should be an entirely new book – I am not going to do this – for the first one was not finished – so this, which will also be unfinished might enable two halves to be at least a third (might there be another?)!.

SME Brand Building

The name.

The logo.

The slogan.

The style – colours, font – cultural formation.

The family.

The foundations.

The future.

The name

You are about to walk into the Business Name Registration Office and make the most important decision in relation to your business.

Like the name of the child – the name of the business is going to determine the personality, the success of your business (with the help of the following examples/additives).

You call your child Orchid, or Blossom, with comparison to Thor or Hercules – there certain predictable ramifications.

I am not stating that success is determined by the name of your business – but a name is the most important branding element.

You as an individual have a personality and you as an accountant or lawyer may wish the brand to be an extension of your skills, ethics, and the clients expectations of your business offering – and if you were to throw your name into the Pty Ltd, or the Company Name – this is the result – but then do you have a Brand, A Business, An Asset – yes may be the result if you are worth of the success – and worthy enough to attract the staff and partners to take the brand away from yourself and into the wider business world – very few are capable of achieving this – and if you are I would assume you would have in the first instance been far richer if you took the right step in the first instance – names help us to understand the business – if we are logical in the Business Names Registration Office – that is what we will think.

So if you have the chance to start a business – start it with a name that helps you build the brand you desire to sell.

Know at the start, prior to starting that you wish to sell, one day, and that others want to buy goodwill and a future.

Goodyear …

SO we have a name – 

We should create the image – for pictures tell a thousand words – and not all of us want to read, if we can see and know – it is far faster – knowing that a symbol tells us the whole history of the brand experience – far better than a name.

There is one other strange reality about cartoons, or logos, personalities, friends – that are not quiet the words of wisdom, nor the names of reality – the cartoon gives a nice smile – the baggage does not carry as harshly with a nicety – I know that the brand bank within a logo exists – but the creditors are less likely to sue a picture, the letters are not as harsh.

The image should develop from the word, from the letters, to create a shape, that is a personality.

You will find that over time the logo will take on new shape – for the name will take on new personality and there is the need to develop this image.

We need to invest into the future – the business needs to set trends, to establish the future – you can not be into today, for the past is within the tick of a clock.

Invest in the future – be able to reward your efforts with Extraordinary Profits – for they are the returns reaped from the development of wisdom – wisdom is established when you focus on tomorrow, knowing today was just another lesson.

Take your thinking of the name, the logo, the slogan, the personality into the future – know that when you have finished your life the business is just starting another day in the life of …

I will get back to the slogan and the logo and the name – I just wish to discuss the concept of personality, the concept of the family.

You company, just like your mother – helped to create a life.

Over time the child grew – there were the parents, the grandparents, the siblings, the cousins, the neighbours, the first schooling encounters – through to the University, the girlfriends, the …

· name has evolved

· with others

· relates to others

· is bound by others

· works with others.

Your brand is sold with others, and bought by others that relate to it.

So know this and engross this actuality – for then you can take this understanding and profit from it.

If your brand is George – then it would relate to Georgie.

If you brand was Oliver – it could relate to Twisties.

If your brand was Mars – it relates to Coke.

There are realities to some of the above – Mars may not be so obvious – but anyone who eats such relates to the drinking of such.

Life is logical – just isolate yourself from the masses to obtain the wisdom!!…

We have given the name some thought – but I can assure you that is not enough.

Have you looked into the availability of the website address – throughout the world?

You may not wish to build a global conglomerate but I can assure you that if your business is to last over 100 years there will be international sales and there will be the desire to be global – to have the ability to own the .com, the .co.uk, the .cn, so on and so forth.

So before you have given too much thought to the name – check the domain availability.

So now you have a name – best to be simple – easy to remember, best as one word … so many rules – but not to worry – as it is the product (not the service) that will generate success – if the product is same old – so will the business be – before you know it.

A little more about the name later – now for the picture – the logo.

The logo.

The logo, I could say, is more important than the name.

The logo, in the end is a summation of the brand.

The peoples experience with the brand is recalled with the sighting of the logo.

The desires of the brand are encapsulated within the symbol.

The expectations of the future are within a picture.

The loyalty, the emotion, the goodwill, and the balance sheet, and profit are all in a logo.

It is important to create a picture – continue to massage the logo, over the years to improve the image of the logo, as the reputation progress.

You might find that your first version is lacking colour, it may lack multimedia – in today’s digital age, multimedia is vital – and a living logo is an essential aspect to this opportunity.

Not all will agree with all that I propagate – but I stand happily within the text – give your logo life – let it live – make it move, give it shapes that change, colours that breath life into the website and provide memories, trigger attention, propose awareness – we have to be, in google’s spiders eyes – relevance and recency – to be remembered you need to have frequency and impact – this is all encapsulated within the living logo.

I am going to give you – online  - hyperlinks – a number of examples of what I consider to be great, contempary logos.

So now we have a name, a logo – next is the slogan.

The slogan.

The positioning statement that can be called a slogan is to in a line of simple text summate the vision, the competitive advantage, the ethics, desires, the future of the business.

This element will help to form the Corporate ID of your business.

It is essential that these three elements are Registered Trademarks of the business – globally (over time).

The competitive advantage of the business needs to be understood prior to the naming of the business.

The logo will help to sell this image.

The statement will clarify in the eyes of all what the company stands for.

The statement will allow all to understand what they are to expect.

You will find, more than likely, if you have grand aspirations for your business – that one statement might not fulfil all these needs.

You might have a positioning statement.

You might need a simple outline of your services.

You might then need closure.

A line to bring it all together.

Whilst this is all far to much to remember of the average citizen – they will notice the main text – the main points – the gist – just make sure that the text is spaced, the fonts give life to the shape, there is colour and a landscape to the design.

If you make it text, boring text – you will fail – inspiration – where>?

The difference between success and failure can be as simple as a full stop – or in the case of a telephone number – a correct digit, or in the case of an email address – the correct position – in the case of the slogan and accompanying positioning statements – the entirety is more than the whole – you may not understand this statement – but when you sight a Vincent, see the shape, colour, life – it is emotion that shakes the life out of you.

This is inspiration.

Success.

It is not easy, it does require time, the ability to psychological understand animals, of the human prescription – then you might develop demand.

It is easy to supply – that is what Mr Ford introduced to the world – in our time – supple is demanded.

If I have one left shoe of 10.5 and a right required of 11 – if the website does not give me that option, if the shop does not give me that option – if the dress can not be made to fit, if the glasses can not be shaped, coloured, …

· I will demand my product elsewhere

· I will find another supplier

· The world is my oyster

AND I WILL satiate my desires

ALL DAY EVERY DAY

SO HELP ME GOD.

I am not a happy camper in stating the above – but greed is alive, well, and going to win this race.

The race is now a little constrained by the laws of nature – but western civilisation is not that civil, and one the considers the developed economies – developed?

I digress – sometimes with full justification – to the extent that triple bottom line is the race to be won – problem is the average consumer in Bangladesh (almost 200 million of them) – or in Brazil, throw in Nigeria, China and India for good measure and you have chaos (I do have a little chuckle to myself – did sit on a local UN Committee for a few years/another laugh – but now we must go back to the future – branding, SMEs and reality).

So the statement – a few words, a line – and nothing about service, being the best, fastest, tallest… - you have to find your niche – you have to make your industry yours – so small no one else would want it.

Own your industry

· then you have a chance of survival

· then you have a chance to prosper

· then you have a change to take a global market

So take the day off 

· before you name your business

· before you Register your logo

· coin your advantage

and THINK

don’t do anything for the whole day

speak to no one

do nothing but see your future

visualise the brand

the customers

competitors

and think – about what you are about to do.

Are you about to create history?

Are you about to start a legend?

Is this a moment others will talk about?

· because if it isn’t

· don’t waste your time

You can enjoy life – life is meant to be LOVED

If your business is not an industry leader, if it does not survive your generation and become an international success

· has it all been worth it

· the answer will be yes

BUT I still ask you to take your time

Thinking

And listening to yourself

Imagining the future

Setting your vision

Has to last you your life

· this memory

· this drive

· this passion 

Takes time to develop.

Money will not help you with your success

Friends will not create your success

Competitive advantage will not ensure your success

Passion will

If you have a moments hesitation

If you have a moments doubt

If you blink

Others will steel your lead

Take the post

And that was that

Game over

Industry lost

Legend – another one bites the dust.

Life is a …. – say what you want – we all have our standards – we all set our goals – make our mark

Say no more.

The style – colours, font – cultural formation.
So now we have a foundation upon which we can build a business – empire if we so desire.

The Corporate ID is an essential investment – for in the end it is the Balance Sheet and the Profit and Loss (if we market/promote/advertise well – cost effectively and with distinction – highlighting the competitive advantages, and implementing strategies that engender digital, viral solutions that facilitate loyalty due to the engrossing call to actions employed)

· but from it comes so much more

· the child has parents

· siblings

· its personality

· ethics

· future is history in the making

We have to give the header substance.

We have to give the website template some oomph.

We need to understand the personality – of the core brand, and its relationship – with the family of consumers, with the relations – the old, new, potential consumers – the media, the financiers, the law, government, competitors, and … - these stakeholders need to be integrated into the marketing strategy, promotional activity, advertising outcomes.

If we are to think of your brand as the dot on a i, what are the personalities that surround it.

It may be a friend – it could be a relation, there are many i’s – and the colour of the dot may change, or it may not – it depends on the brands rules – and this may be determined by the age of the company, the industry, the legal and IP circumstances – and other factors – competition, goals and objectives, not to mention the personality of the owner, manager, the culture of the brand – be that in the past, present or future.

There is so much that could be written about the brands personality and how to build it, massage it, protect it – it reminds me of the Art of War – a brand lives and within a war it exists – so know your competitors – engross them – be proactive for a brand that is the future, that leads the public, so that the public turn to it for guidance – is a brand that will obtain extraordinary profits.

This is a brand that we can turn to.

This is a brand that we can rely upon.

This is our brand.

· and you may ask yourself

What is this brand (certainly not a Talking Head)

· a wise one

· yes

This is given.

For wisdom is sought by all.

Even the hip seek it – more that you trendies may accept…

All the same – the brands personality will come through the word, the font, the colour, the use of space, the continuity of the logo, usage of a slogan – are all these elements consistent – letterhead to website… does the logo take on multimedia and live on the website – or is their a boldness, a subtleness, or a funkiness to the font, colour, style – space/white… and then I might consider the front page of the website, the printed brochure, then I might consider the signage (should have earlier – does the sign work in a backlight style or on metal, glass or…), then we have the radio – and the other sounds, the television and the images, actions – 

So who does our brand hang out with, who do we chat to, are there lots of … too few… or???

· and this is all before we have started to look at its reincarnation

· for there is one fact

We were born, we will die – there is also mention of tax and renovations – so know your exit strategy – know that you want to profit from the goodwill people will buy knowing their dream for your logo is your failure to create

· but before we are going to sell the future

· let us profit from our dream

· and make it reality.

The brand you create must have a direction – it must know, like your first born – that is going to live, develop, mature – and if it is to avoid death – rise again.

It is not a religious concept, but a reality – to the extent that society changes, technologies change – I am not going to say advance – because I do not think we are any more civilised today – we are still animals, humans – fighting, greedy, animals.

Western, civilisation, developed – in your eyes – maybe.

So the brand might survive the first few years – you may get the build the initial foundations, you might build some alliances, some relationships – even get a little global – and then the world changes – did you lead the change – or are you always fighting to survive – now we might understand the need to lead.

I will not assure you that the future you create will be demanded – but if you make one decision you will desire to make another – the future is not made after a few decisions – it is not we that make the future – the digital community demand the future – we as a brand embrace comment – the brand seeks feedback – it is wise enough to be confident and hold the fount for the fact that it is not cocky nor at any time arrogant.

Your brand is.

Nothing more

Nothing less

· would you want anything else?

The family.

The foundations.

The future.

I could go on and on – and in a few months I will rewrite this last section into another text – for this is the gold – and I think it is important for me to provide examples of all – but the truth is that examples will not help you.

Brands are the outcome of a lonely road – a road that has taken thought as its vehicle – this mode of transport enables reflection.

Design is not a process of the numbers game.

Design, the logo, the slogan, the brand, its personality is the process.

Time is the only requirement, the only resource.

Money is the invalid input – for that will cloud the decision making process – the key.

· and I would have to say there is one other weak link, within a process

· the organisational chart

When decisions flow – there always the likelihood of a flood or a leak – remember the concept of passing the secret along the line – the message at the start is never the one at the end.

Your brief will fail.

Your brand will fail.

Relationships are key; communications are the key – creatives are emotional – they love communication, they love relationships – if your brand is not inclusive, if your brand is a members only, if your brand is not a mate, if your brand is a leader, not capable of following

Nothing more 

Nothing less

I could harp on and on about the brand

I could talk about the asset – your brand

How marketing and promotion and advertising will allow you to profit from the brand if you do it well – but you must have the brand to get into the game.

People will buy anything – if they like it, the brand that is.

What else can I say - ?

1800 176 832

business@theadcompany.com.au   www.theadcompany.com.au

463 spencer street west melbourne 3003
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