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ADDRESSING THE MARKETING
PLANTING THE SEEDS FOR A PROSPEROUS FUTURE

Brand Survival Techniques

As the international financial downturn continues, so
does the test of branding.

I’'m sure you’d agree with me that the easiest
strategy for securing a couple more customers is to
reduce the price of your product or service. But,
needless to say, this is also a strategy, which will
damage your brand, weakening it in the eyes of
consumers. As soon as the economy starts looking
up, your discounted brand will be cast aside in
favour of those perceived to be market-leaders.
Your competitors will generate customer loyalty and
you'll lose the custom you thought you’d harnessed.

So, no matter how tempting the price-reducing
strategy might seem, don’t adopt it. The world of
branding offers you a lot of other survival
strategies, based both on rationality and emotion.
Here are a couple of hints to help you generate
sales in the hard times and to even bond your brand
more strongly to your customers.

1. Offer more value for the same price.

We see this technique in action every day. It isn’'t
perceived as a price reduction, rather as adding
customer value. For example, Pepsi might offer
25% more cola in its already gigantic bottles for the
usual price. Interestingly, and this is a fact,
consumption increases. And consumer perception
doesn’t ascribe a price reduction, and consequential
downgrading of the brand, to the offer. Instead,
customers perceive the offer as being a nice gesture
on the brand’s part.
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Offering greater value is a versatile strategy that
can be adopted in a variety of ways. You could offer
extra long warranties, special updates on product
improvements... you name it. Get creative about
how you can increase your brand’s value to your
customers without altering the price. Research
shows that, far from downgrading the customer’s
estimation of the brand, the technique increases
customer incentive to purchase the product.

2.  Wrap your product in more than just
product features.

Recently | sat myself in the driver’s seat of a BMW.
To my irritation | found | had to turn my body
around 180 degrees to reach the seat belt. The
feature seemed an inconsiderate rather than
beneficial one. But, as BMW explained to me, the
reason for the body-turning stretch was for safety.
By obliging the car’s occupants to turn around to
get the seatbelt, the design ensures they notice
what’s happening on the sidewalk, see any
approaching cyclists, check for any oncoming
impediment to the safe removal of the car into the
carriageway. Suddenly a small feature became a
valuable piece of brand information, building my
opinion of the BMW brand and strengthening my
loyalty to it.

So, features of your brand you may have considered
negligible can be used to give consumers another
reason to choose your brand. I’'m sure your product
or service includes facilities and potential attractions
not yet discovered or understood by your
customers. But, as you can see from the BMW
example, these can be extremely valuable loyalty-
enhancers. You simply have to demonstrate and
interpret then for your customers.

3. Humanize your brand.

That interpretation can become a story that makes
a brand unique. The Diners Club story is one
example. Once upon a time a lawyer took some of
his most important clients out to dinner. The
restaurant was a special one, the menu studded
with high prices. To the host’s alarm, he received a
bill at the end of the night with an amount greater
than he’d anticipated. He couldn’t cover it with the
cash he had with him. To avoid this embarrassment
in the future, he resolved to invent a means of
paying cash without needing to carry any money.
And so the Diners Club credit card, the world’s first,
was born. Such a story could well be used to
strengthen ties between the card’s customers and
the Diners Club brand. The story is memorable
because it's about people and, because of this
simple fact; it reflects values we can relate to;
needless to say that the importance of you ensuring
that your online brand is humanized is essential for
your success. Still today, 8 years after the first
appearance of the World Wide Web, people still feel
that offline brands are more human than online
brands. Naturally the history has a lot to do with
this fact — what has been around for a long time —
often is more natural to us. Finding the human story
for your online brand is therefore essential for you



to build even stronger brand bonds.

The common denominator between the above three
loyalty-generating techniques is their avoidance of a
price focus. Think rational; think emotional;
increase perceived value and humanize your brand.
You'll generate sales and build bonds between
consumers and your brand.

By: Martin Lindstrom

More Than "FRIENDS"

Facebook may be where you catch up with pals, but a new
survey by The Creative Group confirms it’s increasingly a
place for business. Nearly half (46 percent) of advertising
and marketing executives interviewed said they currently
use Facebook for professional purposes. Fifty-six percent
of respondents expect to take advantage of this social
network for business in the next three years.

The national study was developed by The Creative Group
and conducted by an independent research firm. It is
based on more than 500 telephone interviews --
approximately 375 with marketing executives randomly
selected from companies with 100 or more employees and
125 with advertising executives randomly selected from
agencies with 20 or more employees.

Advertising and marketing executives were asked, “Do you
currently use Facebook for professional or business
purposes?” Their responses:

Yes 46%
No 54%
100%

Executives also were asked, “Do you think you will use
Facebook for professional or business purposes within the
next three years?” Their responses:

Yes 56%
No 44%
100%

When respondents were asked to estimate what
percentage of their Facebook friends are business or
professional contacts, the mean response was 21 percent.

Thus, chances are, nearly everyone you know...from your
dentist to your colleague... is a part of at least one online
community. Whether it’s Facebook, Twitter or Google+,
people are finding social networks useful for expanding
their professional contact base, mining information that
can help them in their careers, and showcasing their
strengths and industry expertise.

The Creative Group offers five ideas for maximizing social
networks to boost your career:

1. Divide and conquer.

Not everyone in your social network needs to know about
your Friday dinner plans or musings on the latest
blockbuster movie. Segment your friend lists so
professional contacts aren’t inundated with updates they
wouldn’t want to... or shouldn’t... see. Also check your
privacy settings to control who has access to what
information.

2. Be a guru.
Share nuggets of useful information with your business



contacts, and offer advice when they ask for
recommendations or ideas.

3. Give and you shall receive.

Be generous with your contacts by offering to make
introductions or sharing useful information they post with
your own network.

4. Use photo features.

Even if you maintain a personal website or digital
portfolio, you can provide your online contacts with a
snapshot of your latest professional project or even your
entire body of work. Creating albums on Flickr or
Facebook, or using Twitpic or similar photo-sharing tools,
is an easy way to visually show potential clients or
employers your career accomplishments and showcase
new skills.

5. Resist the urge to rant.

Never say anything disparaging about your current or
former company, coworkers, clients or other business
contacts. You never know who might see your comments
and forward them on.

By: Donna Farrugia, The Creative Group
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