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Chapter One ï  
 
 

Customers are customers; itôs the marketplace that changes  ï  
 
 
 Think of it this way: Your customers are always in the position of needing 

things; always craving and desiring things. Responding to this ógivenô, as a 

businessperson, you maneuver your companyôs marketing and branding operation 

in such a way as to motivate the consumer to want your óthingsô.  

 

 ñWhat do you mean, ómaneuverô my companyôs marketing? Look, I produce 

a product and offer it up to the consumer using advertising and something my 

people call branding and my productôs out there in the marketplace for the 

consumer to purchase. Iôve got good production and distribution and a sales team, 

so whatôs this business about my company having to maneuver its marketingé 

whatever that means?ò 

 

 No modern businessperson would ever come out with such a naïve question 

unless the business being talked about is one of those rare ducks that, from the get-

go, enters the marketplace with a needed product in hand and consumers flock to 

purchase. Sort of like a bottled water dealer in the Arabian desert who has 

positioned his operation on a well -traveled caravan route. 

 

 The idyllic romanticism of óIf I build it, they will come,ô is the stuff of 

dreams. Consumers never change, really, as I will explain later. Consumers are 

always in a state of ówantô and that is our benchmark of marketing and advertising. 

What is in a continual state of change is not the consumer, but the marketplace 

itself. In the old days, newspaper, billboard and magazine advertising was the 

normal way to reach out to consumers. Now, the ónormsô are television, radio, and 

the all-powerful Internet. As a businessperson, you are free to make any legal 

product you so desire, or sell any service you perceive as necessary ï nothing about 
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this concept has changed over the centuries of human enterprise. What has 

changed is the way you market and advertise your product, or service, to the 

consumer. Your business has to have two operational mandates in position in order 

for it to survive: a solid, internally -understood overall marketing  philosophy, and, a 

dynamic marketing capability in operation to respond and answer movements and 

changes in the consumer marketplace. 

 

 Todayôs enterprise has to be adaptable, yet possess a solid constitutional 

core of purpose. Iôll talk more of this later. I said that television, radio and the 

Internet are todayôs norms of advertising communication. Well, let me put it to you 

this way ï if you and your competition are doing the ónormsô, how do you expect to 

beat out the competition? You have to go outside of the norm, you have to do the 

unexpected.  

 

 Hereôs a European health beverage truck: 
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 Howôd you like to see this moving advertisement going down the road? 

Howôd you like to see your product there? The illusion is amazing in the way that it 

immediately grabs both driversô and pedestriansô attention. Now, I feel confident 

that  BionadeÊ utilizes the conventional means of promotion, advertising on 

television, magazine ads, web presence, and billboards. But, with the  truck, the 

Bionade Company went a step further and brought the óbillboardô to drivers and 

everyone else who sees it; no matter where the neighborhood. This wonderful -to-

look-at truck is a perfect example of dynamic marketing advertising.  

 

 The target customers of BionadeÊ will alwa ys get thirsty, and most are in 

search of a healthier drink, and will always have money in their  pockets. But, left to 

the limitations of immoveable advertising mediums ï stationery billboards, 

physical page-contained newspaper and magazine ads, and at home or work 

Internet access, Bionade chose to promote itself in an additional venue, a flexible 

venue: the moving-vehicle advertising platform.  
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 Where to advertise, how much to advertise, and in what way to advertise are 

questions that have vexed entrepreneurs in the 19th, 20th and into the 21st 

Centuries. Nothing changes when it comes to the basic marketing dynamic of 

customers are always customers and businesses have to figure out a way of 

convincing the customer to buy their product or service.  

 

 To get you where I want you to end up, you are now to be indoctrinated in 

the shortest, yet most concentrated, marketing and advertising course that I know 

of. And, seeing Iôve put it together, and written it, I am making sure you get the 

benefit of my nearly half -century involvement , and observations, in the marketing 

and advertising business. Some of what you read is based on a long tenure working 

for a Fortune 100 pharmaceutical company, working for advertising agencies, and 

then, finally, working as a self-employed entrepreneur.  

 

 Never again will those of you who are reading this book ever wonder what 

the hell it is that your enterprise marketing department does. Or, perhaps it would 

be better to say, what your marketing department doesnôt do. 

 

 I want you to keep something in mind, and itôs this: Marketing, itself, is a 

state of mind. Marketing doesnôt really have to exist in order for a business to call 

itself a business while going through the process of manufacturing something, 

servicing something, or selling something. A businessperson can set up an 

operation manufacturing rubber  ducks and thereôs no law that says the person 

cannot make seven million of the ducks. He or she can make as many of the rubber 

ducks as their heart desires ï no problem there ï but if it ever should occur to the 

businessperson that maybe it might be a good idea to sell the damned ducks and 

make some money out of the enterprise, then the world of rubber  ducks in the 

marketplace is thrown i nto upheaval. After all, who needs seven million rubber 

ducks?  
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 Guess what? Thereôs a market out there just begging for rubber  ducks. But 

our manufacturer doesnôt know that. We know it, Bath & Body WorksÊ knows ité 

AvonÊ knows ité but our duck manufacturer doesnôt know it. Why not? Because 

with all her or his  attention focused inwardly on  the manufacturing of rubber  

ducks, our businessperson has become óun-enlightenedô about the warp and woof of 

the marketplace. Our business person has no concept of whatôs going on in the 

marketplace. Our manufacturer has no marketing state of mind.  

 

 You, on the other hand, do. Otherwise, if youôve been motivated to read this 

white paper, or have attended one of the many nationwide m arketing achievement 

óformulaô seminars and have not come away with the self-awareness that a new 

marketing beginning  within you and your organization  needs to take place, then 

perhaps you should pursue another livelihood that isnôt market driven.  

 

  

 

Marketing as it should be done  ï  

 

 Todayé right now as you are reading this, there are large international 

business enterprises continually moving and maneuvering their position on the 

marketing field. For some, the movements are well-calculated; for others, the 

movements are a matter of desperate experimentation. 

 

 Procter & Gamble Company is the worldôs largest advertiser. In 2006, 

according to Advertising Age Magazine, the company spent $4,608,000,000 in 

United States advertising, and $8,189,000,000 world wide.  On the Forbes 500Ê 

list, Procter & Gamble ranked 21st in overall earnings. Wal-MartÊ Stores, by 

comparison, is 16th in United States advertising spending, but is 13th in earnings 

according to the Forbes ranking, and Wal-Mart spent $563,30 0,000 in U.S. 

advertising ï or, one-eighth  of what Procter & Gamble spent.  Iôd say Wal-Mart 

received a pretty good return on its investment. 

 



 7 

 You know, Wal-Mart really doesnôt have to advertise. Nearly everyone in 

America knows what the retailer stands for: plenty of stores across the country, 

open 24-hours and selling merchandise at the lowest price. Sure, thereôs K-MartÊ, 

TargetÊ, SearsÊ, Big LotsÊ, and a host of others basically doing the same kind of 

business as Wal-Mart, but it  is those stores that have to advertise in order to 

survive in the face of the massive Wal-Mart marketing and branding image.  

 

 Procter & Gamble Company, on the other hand, has plenty of competition 

from UnileverÊ, and others in the retail consumables field, and are compelled to 

relentlessly advertise. Really, what is the difference between a comparably-priced 

jug of Wisk®  versus Tide®  laundry  detergents? Perhaps not much to the consumer, 

but everything  to P&G and Unilever, as they battle for (and buy) shelf space in 

supermarkets, and go steps farther by offering in-store price discounts along with 

product coupons. In contrast, Wal -Mart doesnôt have this problem. The have 

dominant control of  the retail marketplace and total  product shelf exposure and 

will position their own label brands right alongside the óbig nameô products. 

 Both Procter & Gamble and Wal-Mart have in place brilliant marketing  

strategies. P&G has not only branded itself as the worldôs largest producer of 

consumables, but has extended its brand down into the entire product line. 

Consumers look for the P&G logo on their jug of Tide®  for reassurance. This is 

especially true when P&G expands their detergent branding to a newly-introduced 

product.  More on the levels of branding later. 

 

Marketing as it shouldnôt be done ï 

 

So, whatôs with FordÊ and the Other Guys  ? 

 

 Ford Motor Company is the fourth largest automotive vehicle producer and 

seller in the United States. The company spent nearly $1 billion in advertising in 

2006, and during the year fell behind GMÊ, ToyotaÊ, and Daimler-ChryslerÊ in 

sales. In 2006, FordÊ hemorrhaged money. The morning of January 25, 2007, 
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reports trumpeted from the morning television n ews: óFord Motor Company 

reported that in 2006, the company lost $12.7 billion dollarsô, and for the first time 

in its 106-year history finds itself in serious, serious financial trouble.  

 

 So, with all the money spent on advertising, why did Fordôs sales plummet? 

Doesnôt the old rule of marketing and advertising apply: spend gobs of money in 

the advertising marketplace and sales will be assured? Nope. It seems to me that 

Ford did not acknowledge that the marketplace was constantly changing. 

Otherwise, why would a motor company continually market and promote gas -

guzzling trucks, SUVôs along with so-so mileage cars, when at the same time, 

gasoline prices were hovering near the $4 dollar-a-gallon range? 

 

 Beginning around October 2006, when gas prices were daily on their way up 

to new, unheard of levels, and through November and into December 2006, why 

was Ford preparing to introduce truc ks and SUVôs with still -lousy mileage? Ford 

has been late to realize that the marketing field had changed, thanks to Wall Street 

oil speculators and O.P.E.C. During 2006, it was made painfully apparent that 

vehicle owners in the United States wanted an escape from the high price of 

gasoline. Realistically, the only way that could be done was for American drivers to 

move over to vehicles from ToyotaÊ, HyundaiÊ, NissanÊ, HondaÊ, KiaÊ, etc. 

that offered higher gas mileage. And, Americans did just that.  

 

 Thus, the question begsé how is it that Asian car manufacturers are ever so 

much the quicker to spot a shifting market trend and tactically adapt to it? How is 

it GMÊ and Ford are so slow on the uptake regarding buyers WANTS, and the 

Asians and Germans are so quick, not only to realize the fuel price situation, but 

even quicker to react to market demands? In the case of automobiles, consumers 

want vehicles that will squeeze the living daylights out of a gallon of gas. How that 

is done, precisely, is of little concern to car buyers. The majority of those people 

who queue up at a filling station have two questions in their minds: óHow come gas 

costs so much?ô followed by, óHow come this #@!+#! SUV of mine canôt give me 

more miles to the gallon?ô 
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 Late night show host, Jay Leno, said it best one night during that time in 

2006 when gasoline prices in Los Angeles were at their highest ï over $4.00 a 

gallon ï ñHey, Kev?! Do you know what óSUVô stands for?ò ñNo, Jay. What does 

SUV stand for?ò ñSUV stands for Suddenly Useless Vehicle.ò 

 

 óSuddenly Useless Vehicleô. Within a simple joke, GM, Ford, Daimler-

Chrysler have their SUVôs and large trucks categorized as useless, gas-guzzling road 

monsters. It was not uncommon to learn of two -car families leaving their larger 

vehicles in the driveway, while necessary commuting was done in the vehicle with 

the better gas mileage. óSUVôé what a disastrous position for a companyôs branding 

to find itself.  Not being a company that quits easily, Ford is in the process of getting 

in on the ócross-overô vehicle market. I sincerely wish them well in this venture, but 

they are late-comers to a marketplace that has been dominated by the Asian auto 

makers for the last four years. 

 Not only domination in  the marketplace, but domination of the ad vertising 

arenaé the Asians rule! Toyota truck commercials came out swinging, ready for a 

marketplace brawl. Or, as U.S. Chief Marketing V.P. James Farley put it: ñNo more 

subtly in our truck advertising.ò  

 

 The first truck commercial shown during SuperBo wl XLI (2007) was one for 

a Ford extended cab model. All sorts of amazing graphics where incorporated 

where an óexploded viewô of the truck  smoothly came together as the announcer 

walked and talked the sales message. Very impressive graphics, but basically a 

multimedia show and tell.  

 

 Toyotaôs two truck commercials for the Tundra, by contrast, were 

elaborations on a single theme: a fully cargo loaded, hauling to-the-max Tundra 

would climb an amazing incline and then óteeter-totterô down the incline, speeding 

towards the literal end of the road  - a dead end of impending crash disaster. We 

saw the Tundra make the climb, and then go downhill towards disaster when, 

suddenly, the driver hits the brakes ï all four disk  brakes gripped the large rotors. 
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And, the truck, and its load, stopping without veering or jack -knifing. Really 

amazing. 

 

 Toyota has delivered trucks that are logically configured (8-foot-long cargo 

beds for sheets of plywood and drywall), tougher suspensions and stronger engines. 

Their commercial s show this. What is it that Ford, DodgeÊ and ChevroletÊ trucks 

show us in their commercials? A bunch of yahoos driving through mud pits,  pools 

of water, off-road chewing up the countryside and not much else in the way of  

common sense logic that will persuade a truck-buying consumer to part wi th $30 -

50,000 of hard -earned money.  In the South, from what Iôve seen over the years, 

very few consumers would ever take their expensive trucks off road and risk soiling 

them with mud or (heaven forbid) scratching the paint! The folks down here like 

tough trucks, but they are very hesitant about getting tough with their trucks.  

 

 

 One other observation regarding brand loyalty:  Toyota has a powerful 

marketing point that equates to gold: Toyota factories in the U.S., are hiring 

automotive workers; Ford is f iring them.  

 

 The marketplace is continually changing because of economic and social 

events-pressures. The advertiser that is slow to grasp marketplace reality will be 

slow to make profits. Case in pointé. 

 

Microsoft Vista ®  -   

 Iôm not going to get into depth on Microsoftôs introduction of its new 

operating system, Vista, because itôs an on-going story thatôs going to unfold for the 

rest of the year 2007, through the process provide us all with some of the juiciest 

marketing and advertising foibles that should be very entertaining and revealing. 

 

 On January 30, 2007, Microsoft , after two years of fanfare, finally let loose 

what it claims to be the best, most feature-laden, secure, operating system ever. 
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Trouble is with Vista ®  is multifold: There are four p rimary versions of it, along with 

upgrade versions for Windows XP®  operating system users. Both the upgrades, and 

the primary versions, are expensive. According to countless independent third-

party tests, there is really no compelling reason to upgrade from Windows XP SP2. 

 

 Add to this Vistaôs inability to embrace a large number of computer 

peripherals (printers, scanners, cameras, flash-memory sticks, etc.), nor can it 

embrace many of the utility and CD and DVD-burning applications. In my case, Iôve 

tested and learned that Iôll also have to replace one of my video cards because the 

cardôs on-board memory is too low. Vista requires 128 Mb RAM on the card. Also, a 

minimum of 1 gigabyte of system RAM memory, but experts suggest a minimum of 

2 gigabytes. And, if you plan on doing some serious computer gaming, or working 

with all of the Adobe Creative Suite®  applications simultaneously open, youôd be 

better off investing in a new computer that has an Intel Ê Duo Core®  or Quad 

Core®  processor.  Actually, according to my gut feel and in conjunction with nearly 

every computer authority  Iôve read, youôd be better off investing in a new computer 

with Vista preinstalled  instead of enduring costly hardware upgrading .  

 

 From a marketing and advertising point of view, I t hink the Microsoft Vista ®  

marketplace introduction represents a colossal headache. But, not so for 

Microsoftôs competition.  

 

 AppleÊ on the spot! Apple markets hardware, first, and a proprietary 

operating system, OS X, second. Apple computers can run Microsoft Windows XP®  

along with XP ï scripted applications; WindowsÊ-specific computers canôt run 

Apple applications. So, sensing the dire straits and angst many Microsoft users are 

presently in, hereôs what came through my e-mail today:  
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 What Apple has done is provide us with a perfect example in observing that 

the basic nature of customersô needs and wants do not change, but it is the 

marketplace, itself, thatôs suddenly deviated after January 30, 2007, and Apple was 

at the ready to capitalize on Microsoftôs problem. Thatôs dynamic marketing! 

 

Marketingé brandingé? 

So, what is this óbrandingô business? ï  

 

 In many circles, the term óbrandô and óbrandingô can be difficult to describe; 

often so elusive to define in a simple declarative sentence as it is to pick up a drop 


