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PREFACE

was playing golf with a friend, who asked me

what was the latest book I was working on (ex-
cuse his terrible grammar). When I told him it was
the seventh edition, no less, of our best-selling mar-
keting communications book, he replied, “Well 1
hope you get it right this time!” I think we have. Ze
and I are delighted to have gathered an array of in-
triguing, cutting edge examples of marketing com-
munications in action, underpinned by academic
theory, all written in a very practical way. In fact, we
hope you enjoy it as we really want to ‘edutain’ you
and perhaps even ‘wow’ you occasionally. As we
know, having to read through volumes of books can
be fatiguing, so we try to lighten your load with the
occasional intriguing, controversial or even mildly
humorous examples.

Something that has become screamingly obvious
is that tactical communications tools never work in
isolation. For many years now, we have been push-
ing marcomms integration, ie integrate everything
in order to leverage and maximize the impact of
each tactical marketing communications tool. In
fact, we’ve been saying this for a quarter of a cen-
tury (the first edition in 1993 was Marketing
Communications: An integrated approach). Today,
it is impossible to isolate any tactic, as marketers
today think in an integrated way — whether it is a
microsite built for an ad campaign with a contact
strategy of an email followed by a tailored landing
page/microsite followed by some remarketing, mar-
keters today think integrated, which is great. You’ll
see this in all the mini cases at the end of each chap-
ter in Part Two.

Even this is changing, as Al-driven chatbots can
shorten this sequence and deliver far better leads, as
we show in Chapter 11. From time to time, you will
think, ‘Hang on, shouldn’t this case study actually
be in another chapter?’, because it will feature other
tactical tools almost as much as it does the tool
being discussed in that chapter. Personalized videos
atscale appear in several places. Pedigree’s Al-driven
app is in the packaging chapter (Chapter 19), but it
could have featured in content marketing and sales
promotion. You will see a lot of this.

What’s new in the
7th edition?

In addition to demonstrating the maturing of mar-
keting automation, content marketing, single user
experience and the lifetime journey, we are delighted
to tell you that we have included materials from the
best in the world including America’s Larry Kim
(Facebook bots and unicorns) and Mark Schaefer
(content shock and the human-centred approach to
marketing), Banksy (the street artist and his world’s
greatest PR stunt), Greenpeace, Al companies and
generally organizations that use both the left brain
(analytics and data) and the right brain (creative
thinking) approach to marketing.

We have a broader international range of exam-
ples, with world-class campaigns from the UK,
Europe, the USA, Ireland, India, Sri Lanka and Brazil.

We have put a lot more emphasis on data and Al
in particular. In fact, references to Al and data appear
throughout the book. Al is here to stay. As is the
clever use of data. We also explore the misuse of data.

We also include the hidden Web and how it was
used by the Leave campaign, which was subse-
quently found to have broken the electoral laws and
advertising principles: ‘legal, decent, honest and
truthful’. We include links to the hidden Web ads
that Facebook initially refused to release. You can
see the need for data protection, and hence the
importance of GDPR is emphasized.

Hence there is a need for, and we encourage, a
more responsible approach to marketing, as dem-
onstrated by Mark Schaefer’s human-centred mar-
keting. His infographic on p 315 should generate a
heated discussion or two.

Finally, the last photo in the book (p 636)
includes ethics, which, ironically, might be objec-
tionable to some, but to us it is a brilliant example
of using ‘owned media’ by a small semi-pro football
club in the south of England.

The application of the SOSTAC® planning frame-
work has been updated in Part One and applied
throughout the second half of the book. Overall, we
hope you find this edition more challenging and
enlightening than ever before. Read on.



ABOUT THIS BOOK

his book should not be read from cover to cover

but rather it should be used as a reference when
addressing a particular aspect of marketing com-
munications. The integrated nature of the subject
does, however, refer the reader to other chapters
and sections that are relevant to the particular area
of interest. The anecdotal style, examples, case stud-
ies, questions, key points and sections have been
carefully structured so that the reader can dip into
an area of interest, absorb the information and
cross-refer if required. This allows the reader to ex-
tract specific answers quickly and easily. This book
is designed to entertain as well as inform and so it is
hoped that when dipping into a particular area, the
reader will be lured into reading more.

Part 1 (see Figure 0.1), Chapter 1 introduces the
new thinking and new tools (largely driven by mar-
keting automation, social media, virtual worlds and
new analytics tools) alongside 100-year-old busi-
ness principles that are, surprisingly, much required
today. Part 1 continues to build a background to
marketing communications by exploring branding,
customer relationship management, buyer behav-
iour and communications theory and how informa-
tion reduces risk (what information market research
can and cannot provide), how to work with agen-
cies and consultancies of all types, moving with the
changing business environment, international
marketing and ultimately shows how to write a
marketing communications plan using the simple
SOSTAC® planning framework.

Part 2 covers specific marketing communication
tools that marketing professionals have to manage
at some time or other. These include selling and
sales management (and Key Account Management),
advertising, PR, sponsorship, sales promotion (par-
ticularly free ‘content marketing’), direct mail, exhi-
bitions (all online and offline), packaging, and
finally, websites that work and social media that
wins. The case studies at the end of each chapter in
Part 2 have been carefully selected to show a range
of different types and sizes of organizations using
various communications tools across a range of dif-
ferent industries and markets. Materials are drawn

XV

from both small organizations with small budgets
and larger businesses with multi-billion-dollar
budgets.

This book should prove useful to anyone inter-
ested, or working, in marketing. The reader will dis-
cover that all of the communication tools can and
should integrate with each other, as shown in Figure
0.2 and explained at the end of Chapter 1. Equally
we need to be able to think creatively (right brain)
and analytically (left brain) to make better-quality
marketing decisions to ensure we satisfy exactly
what our stakeholders need, at the right time in the
right place amidst the white heat of competition.

It is sometimes difficult to separate and catego-
rize an activity as being one type of tool or another.
For example, direct marketing and sales promo-
tions should probably be called ‘direct promotions’
since they both more than likely involve each other.
The chapters are not listed in order of importance.
Selling and sales management is not always included
in a marketing communications budget but the
sales force is a potent form of communication and
generally they (or the sales manager) report to the
marketing manager. In fact it has been put to the
top of the list because all the other chapters thereaf-
ter tend to lead into each other.

The successful application of the marketing com-
munications mix is helped by an understanding of
communication theory and buyer behaviour theory.
Marketing research can provide some practical and
specific answers to the questions that the theories
generate. This provides the building blocks for the
marketing communications plan, which draws
upon an understanding of how agencies operate
and how different media work. The details of the
plan are worked out within the sometimes complex,
but always integrated, web of the marketing com-
munications mix (see Figure 0.2). The changing
marketing communications environment and inter-
national opportunities/threats constantly affect the
whole marketing communications mix. The world
has moved on since the sixth edition.

Different organizations allocate the same com-
munication tools to different departments/budgets,
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FIGURE 0.1 Part One: Background to the communications process
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FIGURE 0.2 Alltactical communications tools integrate with almost all other communications
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eg exhibitions may be seen to be part of public rela-
tions, although the sales team will man the stand
and benefit from extra sales. Sponsorship is consid-
ered by some to be an extension of advertising,
while others consider it to be part of PR. And no
one is too sure about whose budget covers the web-
site. Regardless of classifications, ownership and
responsibilities, each tool must integrate with many
others.

PRSmith.org [} PRSmithMarketing [l PRSmithMarketing ' PR_Smith

About this Book

We are always looking to update the material
within the book and our readers are invited to con-
tact us with any ideas, suggestions and contribu-
tions to the next edition. As our subject of marketing
communications is ever changing, we are keen to
keep the content fresh and lively. Please post your
examples of excellent marketing communications
to PR Smith Marketing on LinkedIn or Facebook or
any of these:

@ PRSmIith1000 (@ PRPSmith A SOSTAC.org
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KEY FEATURES OF THIS BOOK

Learning objectives — these will provide you with
an outline of what we will be covering in each
chapter.

LEARNING OBJECTIVES

By the end of this chapter you will be able to:

® appreciate the importance of branding;

@ list the stages in building a brand process;

@ avoid the classical branding mistakes;

e understand why brands need to be maintained.

Case studies — selected to show a variety of differ-
ent types and sizes of organizations using various
communications tools across a range of different
industries and markets.

CASE STUDY  PPC ads boost ROI: Cover My Cab

The situation The challenge

After four months working on Cover My Cab's paid search
campaigns, results were good. However, ClickThrough
suspected more gains could be made by opening the
monthly budget caps (ie removing the daily cap or monthly
budget) and opting, instead, for an ‘always on’ PPC
strategy, to get 24/7 visibility (since users search 24/7).

Cover My Cab has more than 30 years’ experience
providing specialist insurance products to taxi drivers,
fleet owners and taxi operators. The brand is part of J&M
Insurance, a business-to-business’ insurance firm that
has served the taxi industry for longer than any other
specialist broker.

ClickThrough Marketing began working with Cover My
Cab in April helping to manage and optimize its PPC
campaigns.

Key points — a checklist of all the issues covered
within the chapter.

Key points from Chapter 2

@ Brands help customers and the organizations ® There
behind them. brand

@ Branding is a strategic issue. e Brand
maint:

@ Branding can create competitive advantage.

Feature boxes — quotes and pertinent points of
interest to punctuate the discussion.

No brand, no cattle

The term ‘brand’ comes from the old Norse verb
brandr, which meant to burn, and which eventually
became a noun and adjective in medieval English.
The noun ‘brand” meant flame, fire or torch, and
the adjective meant burning, hence ‘brand hot'.
Animals were marked with red-hot branding irons

Further information - contact information for
organizations relevant to the topics discussed.

Further information

Ofcom

Riverside House

2a Southwark Bridge Road
London SE1 9HA

Tel: +44 (0)300 123 3000
www.ofcom.org.uk

Market Research Society (MRS)
15 Northburgh Street

London EC1V 0JR

Tel: +44 (0)20 7490 4911
www.mrs.org.uk

Online resources for lecturers — contain PowerPoint
slide decks for each chapter, links to videos mentioned
in the book plus others, links to PR Smith blog posts
relevant to each chapter and questions for each
chapter. Go to:

www.koganpage.com/marketingcommunications?7
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understand the importance of customer-orientated thinking;

understand the need for both left-brain analytics and right-brain creativity;

embrace the 4th Industrial Revolution, led by data, Al and digital developments;
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see how everything can fit into a carefully structured marketing plan.
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Introduction to integrated
marketing communications

Marketing orientation

“What is the single most important reason why you
have a website?’ is a great question which we ask
when we run workshops. Surprisingly, it generates a
lot of wrong answers, even from experienced mar-
keters. Answers like: ‘to sell more’ or ‘to give infor-
mation’ or ‘to collect email addresses’ or ‘to show
off our new services’ or ‘to compete with our com-
petitors’ and so on. These are wrong answers. They
are not the primary reason. There is only one pri-
mary reason: ‘to help customers’. If you can help
your customers better than your competitors you
will convert more visitors into sales, and eventually
convert more customers into lifetime customers. All
the initial answers were product-orientated — about
business benefits rather than customer benefits. So
keep asking, ‘How does this help my customers?’
In fact, Peter Drucker, known as ‘the father of
business’ and arguably America’s greatest business
author, once said ‘The purpose of business is to cre-
ate and keep a customer’. We go further and say,
“There is only one reason that you are in business: to
help customers.” The moment you stop helping cus-
tomers better than your competitors is the moment
you start sliding down the subtle, slippery slope to
lost sales and spiralling down towards extinction.

‘There is only one reason why you are in
business. Itis, simply, to help customers. The
moment you stop helping customers (better than
your competitors do) is the moment your
business starts to die.’

PR Smith

Customer-centric mission

Now consider one of the world’s largest ecommerce
companies, yet relatively unknown (to some west-
erners),they’recalled Alibaba. Their customer-centric
mission reads: ‘making it easier to do business
across the world’, and is followed by their motto:
‘Customer first, employee second, shareholder
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third.” Their founder Jack Ma says, ‘We know well
we haven’t survived because our strategies are far-
sighted and brilliant, or because our execution is
perfect, but because for 15 years we have persevered
in our mission.” Meanwhile, top American digital
marketing blogger, Brian Solis (2015) insists that
businesses must empathize with customers and de-
velop strong missions.

Temper profit with customer empathy

‘Learn to temper (balance) their profit goals with
empathy and look at the bottom line as part of a
larger mission, doctrine or ethos.’

Solis (2015)

Customer empathy

Success ‘requires true empathy for what your custom-
ers are thinking and an ability to identify what they
want or need even before they do’ (Solis, 2015). Apple
consistently did it with the Mac, iPhone and iPad.
You ‘have to see your customers for who they are be-
coming, not just who they are today’, Solis continues.
“This all starts by defining the experience you want
your customers to have. How do you want them to
feel> What should they share? Define it. Build it.
Building it includes integrating marketing systems, lo-
gistics systems, customer relationship management
(CRM) systems. Being customer-centric goes beyond
the marketing team, it has to be in customer-centric
operations also. It also requires a different perspec-
tive. Campaigns cannot reach buyers if, say, an adver-
tising campaign is shorter than a buyer’s journey.

Long-term success - think about

customers differently

‘To succeed means thinking about customers
differently as groups of connected people and
not simply demographics. It requires a level of
leadership that can see something others don’t
or find inspiration in what others feel or hope to
feel. These traits — not the technology itself —
are what will define the most resilient
companies in the years to come.’

Solis (2015)




1 | New Integrated Marketing Communications

Customer experience

Although customers are on a multichannel journey
(from websites to offline stores and back to social
media, etc), they want a single, well-defined, cus-
tomer experience across channels. Whether they
touch (have contact with) your brand via your mo-
bile site, your website, your app, your in-store dis-
play, your staff, your social media, your customer
care, telesales, direct mail - it is all one journey for
the customer. They want a nice consistent experi-
ence, regardless of channel.

Customer service time bomb

Although some companies have managed to im-
prove their customer services, the continual culling
of employees and general cost cutting combined
with sloppy marketing execution has put marketers
on the cusp of a customer revolution. It may well be
that the really clever chatbots that learn to become
experts and really help customers to find solutions
quickly and in a 24/7/365 always-friendly manner
will be the winners.

Many customers are angry, irritated, impatient
and ready to switch to another brand as soon as
something better becomes available. In a word, they
are dissatisfied. We have gone backwards in market-
ing. Look around. Many brands have falling satis-
faction scores, sloppy websites, automated telephone
queuing, customer service people who can’t answer
questions and others who simply don’t really care.
How many bad experiences do customers suffer
while seeking service from a utility, a phone com-
pany or a bank either on the phone or on a website?

The manager’s online banking system: A

foreign country he rarely visited

‘Recently, | had problems with online banking.
After lots of frustration with technical support, |
rang my bank manager. In the past, whenever |
had a problem he had been extremely helpful
and made sure it was resolved immediately. This
time around, things were different. “I’'m not
technical”, he told me. He began to talk about
his bank’s online banking service as if it were a
foreign country he had rarely visited. He was

behaving like a typical senior manager when it

came to IT. He wanted to wash his hands of
responsibility. It was not his domain. IT, it seems,
is not the responsibility of senior managers or
CEOs. They have much more important things to
do, obviously.”
McGovern (2010)
Has this changed since 20107

Combine the sloppy service with customers’ lower
tolerance levels: less time, less attention and less pa-
tience with inefficient service. Don’t customers like
endless automated telephone queuing systems, ro-
botic rerouting or, if they are lucky, after queuing
and rerouting, getting to speak to someone whom
they cannot understand, or to someone who cannot
solve the problem, who then puts them back into a
queuing system? It seems that many brands have
gone backwards in marketing.

How many people have had bad experiences
online with websites that are confusing, have dead
ends or just don’t work, sites that waste precious time
and cause irritation? And all the time advertising
budgets are wasted driving customers to these sites.

Harvard’s Ram Charan and business CEO Larry
Bossidy many years ago wrote a book claiming that
the last source of real sustainable competitive
advantage was the ability to execute plans better
than the competitors. Called Execution: The disci-
pline of getting things done (2002), it highlighted
the importance of executing with excellence and
passion the small things, the basic things including
customer service.

So if companies get worse at marketing then this
creates a huge opportunity for those organizations
that have a process for listening to their customers,
and continually improving and staying relevant.

Nightmare on Banking Street

‘I hadn’t physically visited a bank in years.
However, when | was doing a favour for a friend,
| walked into a well-known high street branch in
London on a Saturday afternoon to be greeted
almost immediately by a friendly-faced customer
service clerk, in a nicely branded blazer, who
pleasantly informed me that the queue in front of
me would take 40 minutes. | thought | had




stepped into a time warp. What amazed me was
that other customers seemed prepared to queue.
Was it always like this? Then it occurred to me
that instant automated ATMs, although quick, do
effectively ask customers to sometimes stand in
the rain, block prying eyes and hidden cameras
from stealing your PIN and hope that the
muggers around the corner have not seen you
yet. Fear has increased in many people’s lives.’
PR Smith

A sense of purpose

Ask: “Why does your brand matter?’ If you don’t
know, and no other colleagues know, then nobody
else will care. A sense of purpose at work is impor-
tant — partly because customers like to buy brands
that stand for something and partly because
employees like to work for an organization that
stands for something more than just making money.
Something deeper.

e Johnson & Johnson support nurses;
Procter & Gamble support mums.

® In 10 years, ‘firms of endearment’ grew
collectively at a rate of 1,000 per cent +

@ In 10 years, Standard & Poor’s 500 companies
grew collectively at a rate of 122 per cent

‘Find your sense of purpose — your mission —
your passion. You simply cannot drive sustained
performance and high levels of achievement in
one’s job and career without being fully engaged
and feeling a strong sense of purpose... The
common element that often is the spark plug for
change and progress is a sense of purpose. We
have found this applies to people in the
beginning of their careers as much as it does to
middle managers and senior leaders.’

Moore (2017)

‘It's not about merit, professionalism, or quality. It
is about faith, belief, conviction, courage, and
meaning. Because the brutal reality of today's
new world is this: If you don't stand for something
you're dead; it's just a question of when.’

Sisodia et a/(2014)
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‘Companies who put purpose and passion at the
heart of what they do are blowing away the S&P
500 averages when it comes to their
performance.’

Sisodia et a/(2014)

‘Strive not to be a success, but rather to be of
value.'
Albert Einstein

100-year-old principles still win
today

Despite the emergence of digital body language,
marketing automation, programmatic advertising,
retargeting, content marketing, multichannel fun-
nels, hyper competition (we’ll explore these later),
the same old marketing principle remains intact: be
customer-centric. It’s interesting to see that al-
though customers are changing, technology leaps
are rampaging through markets and wonderful
new tools are becoming available to marketers, the
same basic business principles survive from over
100 vyears ago. Interpreted by Mark Zwilling
(2014), here are the highly successful industrialist
(and subsequent philanthropist) Scottish American
Andrew Carnegie’s top tips (from 1889), which still
work today.
Andrew Carnegie’s top 10 tips for success:

1 Definiteness of purpose (a real and
passionate mission).

2 Master-mind alliance (marketing marriages
and strategic alliances).

3 Going the extra mile (help customers).

4 Applied faith (believe in the opportunity you
see).

5 Personal initiative (be proactive).

6 Imagination (ability to see opportunities/
vision).

7 Enthusiasm (a contagious quality).

8 Accurate thinking (analyse carefully before
deciding).

9 Concentration of effort (on key success
factors).

10 Profiting by adversity (learn and improve
from failure).
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Zwilling’s (2014) interpretation of Carnegie’s tips is
worth a read. There are valuable lessons for today’s
marketers stored in ancient wisdom. For example,
arguably the best marketing book ever written is a
2,000-year-old book, The Art of War, by the Chinese
military strategist, Sun Tzu, who always believed that
battles could be won without confrontation. Proper
application of intelligence wins wars, often peace-
fully. A few thousand years later, we (in the West) are
getting excited about the power of analytics.

- Stop, look at who you are and what your

business is for

‘If you believe your business is a machine for
making you rich, you are going down the wrong
road. If you believe your purpose is to make the
world a better place, then do so, and wealth will
come to you.’

Witzel (2015)

Happiness is a business model

Happy employees want to create happy customers,
which helps to generate sales, repeat sales, better mar-
gins, bigger profits and ultimately happy shareholders.

Happy employees = happy customers = happy
shareholders

It’s possible to “suck the fluffiness out of happi-
ness” and make it real, measurable, and tangible’
(Kuppler, 2014). This means clearly defining values
that actually create a culture such as integrity and
being innovative. Leaders then must ensure every-
one is committed to running a values-driven organ-
ization in both good times and bad times.

There are different approaches to maintaining
those happy values throughout the organization. For
example, Zappos ask their employees to summarize
what the Zappos culture means to them. These
answers are then published unedited (other than
typos corrected) in a Zappos Culture Book for every-
one to see. Capgemini take a different approach to

happiness and are committed to creating an environ-
ment and opportunities that ‘nurture your passions’
and ‘to love what you do. And if you demonstrate a
love or passion for what you do, we’ll help you to
build the skills and obtain the experience that will
empower you to ace your career’ (Capgemini, 2018).

Integrating left-brain and
right-brain thinking

Analytics (left-brain thinking) and creativity (right-
brain thinking) are both necessary in marketing
communications to break through the clutter of
noise and hyper-competition. ‘Relevant creativity’
means creating products and services and commu-
nications that are always deemed to be relevant
(and useful) by your target markets. Although ana-
lytics often refers to Google Analytics or similar
analytical software, we are broadening the term
analytics to include analysing customer and com-
petitor behaviour via all forms of market research.

Analysis builds a foundation
for success

As previously mentioned, arguably the greatest
marketing book ever is The Art of War, written over
2,000 years ago by the Chinese military strategist
Sun Tzu (translated by Wing, 1989). Most senior
marketers have a copy of it on their shelves. It has
become a classic read, particularly for some enlight-
ened marketing managers. Interestingly, confronta-
tion, or war, is seen as a last resort and the best
military strategies win the war without any blood-
shed. They win wars through intelligence.

‘Much computation’ or much analysis is required.
The better the analysis, the easier the decisions will be
later. Decisions about strategy and tactics become a
lot easier when you know your customers, your com-
petitors, your competencies and resources as well as
market trends. In fact, you need to know your cus-
tomers and prospects better than they know them-
selves. Old tools (in-depth discussions) and more
contemporary tools like digital body language (ana-
lysing click behaviour on your website) both give
marketers vital information that helps deliver better
messages (more relevant messages), better websites,
apps, ads, presentations, sales pitches — you name it.



That’s why half of your marketing communica-
tions plan should be devoted to the situation analysis.
It doesn’t have to be at the front of the plan (you can
dump a lot of it in the appendices) but the detailed
analysis must be carried out if you are to succeed.
The first year you do this analysis it will be particu-
larly challenging, but as you find better (and often
free) sources for highly relevant information, the
analysis gets easier, the intelligent information gets
stronger and consequently, you make more informed
decisions. This ultimately boosts your results.

More good news — there is a plethora of new lis-
tening tools and analytic tools available to market-
ers. Although traditional market research is still
useful, there are faster ways of monitoring online
discussions and analysing customers, competitors
and spotting trends.

‘All markets are conversations’ declared the
influential Cluetrain Manifesto (Levine et al, 2000).
The subsequent rampant growth of social media
since that time confirms the classic Cluetrain
vision.

‘The old marketing ship is sinking. All marketers
need to monitor, analyse and engage in these con-
versations because the old ‘shouting’ model, consist-
ing of pumping out advertising, PR and marketing
content through social media channels (‘shouting’)
no longer works as well as it used to.

FIGURE 1.1 Theold marketing ship is

sinking

SOURCE: Photo courtesy of DavyMac.com

Part One | Communications Background and Theories

Customers do not always
understand their own needs

However valuable market research is, significant
creative leaps can sometimes be too difficult for cus-
tomers to grasp. Therefore, negative customer feed-
back for innovations (particularly discontinuous
innovations/significant innovations) can sometimes
be misleading. In some cases, ‘Listening too much to
customer input is a recipe for a disaster’ (Christensen,
2003). “If Id listened to my customers, I would have
invented a faster horse,” said Henry Ford.

Whoever could have imagined that a device cre-
ated for engineers to communicate with each other
would one day become a global necessity for all
young people (text messaging)? Whoever could
have imagined that people would walk around with
invisible vinyl record players on their heads (stream-
ing music with headphones)? Whoever could have
imagined a nation seemingly talking loudly to them-
selves (hands-free mobile phones)?

Here are some classic quotations that demon-
strate how, not just customers, but even experts in
their field, could not see the benefit of a significant
innovation that subsequently went on to become a
massive global success:

Telephone: ‘This “telephone” has too many
shortcomings to be seriously considered as a
means of communication. The device is
inherently of no value to us’ (Western Union,
internal memo, 1876).

Radio: ‘The wireless music box has no
imaginable commercial value. Who would
pay for a message sent to nobody in
particular?’ (David Sarnoff’s associates in
response to his urgings for investment in the
radio in the 1920s).

Movies (with sound): “Who the hell wants to
hear actors talk?’ (Harry M Warner, Warner
Bros, 1927).

TV: “TV will never be a serious competitor to
radio because people must sit and keep their
eyes glued on a screen. The average American
family doesn’t have time for it’ (New York
Times, 1939).

PCs: ‘I think there is a world market for maybe
five computers’ (Thomas Watson, Chairman

of IBM, 1943).
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Home PCs: “There is no reason for any
individuals to have a computer in their
home’ (Ken Olsen, President, Chairman and
Founder of Digital Equipment Corp, 1977).

The Beatles: ‘There is no demand for guitar
bands’ (Decca Records turning down The
Beatles, 1962).

Looking back on it, there are many innovations in
common use now, the need for which simply did not
exist five or ten years ago. This applies to both
business-to-customer (B2C)and business-to-business
(B2B) markets. As organizations, and marketers in
particular, embrace creative thinking, new solutions
will emerge and contribute to continued success
once we learn to think ‘outside the box’.

‘It's seeing one thing in terms of something else.
That eureka moment. You dont have to be a
brilliant novelist or painter or musician... it can
be about some private matter. It can be about
economics. It can be while you are reading a
novel, you suddenly make a connection that
suddenly gives you an insight that no one else
has had. Someone defined science as “seeing
what everyone else can see but thinking what
no one else has thought”.

Greenfield (2007)

Market research: A fundamental
part of Edison’s creative process

Despite the lack of vision by many chief executive
officers (CEOs) and the challenge of researching
innovations (since customers often don’t know
what they want, particularly with innovations),
the United States’ greatest inventor, Thomas
Edison, used market research creatively in the 19th
century. He literally went to homes and places of
work and analysed what people did in order to
gain insight to invent products that could help
them do it better and faster. He looked first for

unmet needs and then applied science and creativ-
ity to fill them. The first example of Edison’s suc-
cess using a ‘needs-first’ approach to invention is
one we seldom associate with him: document du-
plication. Post-Civil War newspaper accounts of
the rebuilding of the South and the tremendous
demand it created for insurance policies led him to
think that the insurance business could use some
efficiencies. Edison got permission from insurance
agents to watch their clerks at work. He saw that
most of their day was spent hand-copying docu-
ments for each party to the insurance sale instead
of selling insurance. Edison realized that if he
could invent something that would save both the
insurance clerks’ and agents’ time writing, they
could all make more money (Caldicott, 2010).
Interestingly, today’s top CEOs spend time with
customers. In fact Martin Sorrell, CEO of the
world’s largest communications services group
($66 billion turnover), spends one-third of his time
with clients (Rogers, 2014).

Edison combined creativity
with customer needs

Thomas Edison was indeed a creative genius, but
it was not until he discovered some of the princi-
ples of marketing that he found increased success.
One of his first inventions was, although much
needed, a flop. In 1869 he created and patented an
electronic vote recorder, which tallied the votes in
the Massachusetts state legislature faster than the
chamber’s old hand-tab system. ‘To Edison’s as-
tonishment, it flopped. Edison had not taken into
account legislators’ habits. They don’t like to vote
quickly and efficiently. They do like to lobby their
fellow legislators as voting takes place. Edison had
a great idea, but he completely misunderstood the
needs of his customers’ (Caldicott, 2010). He
learned from his failure the relationship between
invention and marketing. Edison learned that mar-
keting and invention must be integrated. ‘Anything
that won’t sell, I don’t want to invent’, he said. ‘Its
sale is proof of utility, and utility is success.” He
realized he needed to put the customers’ needs first
and tailor his thinking accordingly, despite any
temptation to invent for invention’s sake. His
change of mindset led to tremendous success
(Caldicott, 2010).





