


| never thought | would hear myself
saying this, but in the old days
when | joined this business, our
world seemed a bit like a magic
kingdom.

Marketers were kings ...
consumers were loyal

subjects...product differentiation
could be owned...and the
hierarchy was clear.

Life was simple. First we’d bring
our product to life with some
advertising, buy an audience on
TV, spend client’s money relatively
sensibly and job done.




In some ways it felt like we had
cheated the marketing books, it
was primitive marketing, yet highly
effective in its time.

All the “cavemen of marketing”
had to do was club consumers

over the head repeatedly with
television commercials — toss them
over our shoulders and carry them
to the cash register.

However, 25 years ago, David
Ogilvy established his first
Interactive office in New York,
recognising that with the future of
technology there would be a new
future for communications.




But there was nothing new in that
for Ogilvy. When David started
Ogilvy and Mather 60 years ago he
also established a direct marketing
agency.

He called this his

recognising its critical
role in the sales process and .. In
the brand development process.

Building these principles and
philosophy in the organisation
from the very beginning has
allowed us to truly embrace digital
in all aspects of our business and
prepare us for the




Today the marketing ecosphere is
a maze of conversations going on
around the world ... a vast network
of interconnections — brand to
consumer, consumer to
information and perhaps more

importantly,




In this new world of digital
communications

People are changing how they
research and buy products.

They can tune us in or.. tune us out
and deny us access. After decades
of being talked at, they are talking
back, by creating their own
content: blogs, wikis, videos etc. (
a blog is now created every half
second, 10 billion videos are being
downloaded every month in USA)




Some people argue that the
consumer has turned from dog to
cat. We know our dogs as loyal,
dependable and appreciative, but
cats are much more independent,
skittish and aloof.

The consumer of yesterday was
like a 5 year old child, tell them
what to do and they would behave.

The new consumer increasingly
acts like a teenager where we have
to be invited to gain their attention.
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Consumers are no longer
followers, they are in fact well
ahead of marketers.

Research from around the world
shows that consumers are
spending over 30% of their time on
the internet and other digital media
while advertisers are investing just
10% of their media budget in these
channels.

The Marketing Confidence Gap
exists in every major country and
since the consumption of online
media is growing so rapidly, the
gap is not closing.

The sad conclusion is




Some marketers now feel
overwhelmed by the choices in
media and channels.

The average tenure of a Marketing
Director is 30 months where only
14% of Marketing Directors for the
world’s top 100 brands have been
with their companies for more than
three years.

The skills necessary to succeed in
the new marketing ecosystem are
much more different from those in
the past.

The change we need is profound.
We need to re-think the very basics
of marketing.




At Ogilvy, we now feel that the
traditional of marketing must
evolve into what we've called the

We suggest that the marketers who
embrace and practice the 4Es will

survive and thrive in the future.

The age of the 4Ps is over, well
maybe not over, but perhaps less
relevant to our future marketing
strategies.







One of the biggest and most
visible changes is in the shift from

Classical marketing instructed us
to look at product features and find
a single consumer benefit, and
promote this over and over again

to our target audience.

But in aworld where most product
advantages last less than six
months this strategy is losing
relevance.

My advice is to stop thinking about
your product and start thinking
about the full experience.

And the first step is to discover




Do you know how customers shop
for your category? Do you know
who influences their purchase and
where and when it happens? Do
you know what happens after they
buy?

If you don’t, you cannot
understand the end-to-end
customer experience. And you
cannot know where to focus your
scarce marketing resources.

To understand the full

better, look at your own customer
journey in relation to things that
are important to you.




A colleague of ours outside of
work loves to play the guitar. On
weekends he plays in a band. And
even more than playing the guitar,
he loves to buy guitars.

Up until 2004 he always bought a
guitar the same way.

. He would spot a new
guitar model in a music magazine.
When in town he’d visit music
shops and have alook at the new
guitars, he would follow that up
with a serious visit to talk to a
sales assistant and try the guitar.

He would then make the actual
purchase at the shop and another
guitar enters his crazy collection.




In 2006 he bought a guitar and
noticed that the experience was
different. It was hybrid —

It started, once again, with a
picture in a music magazine. But
this time he utilised search and

visited several guitar
manufacturers websites. He still
did some window shopping at the
music stores but he also consulted
some independent online shopping
sites to compare features and
prices.

He also checked out eBay to see
how the residual value of various
models held up over time. Finally
he visited a store and bought the
guitar.




He recently bought another guitar
and it was a

. He received an e-mail
from an Ogilvy colleague in
Germany, who also loves guitars.
He had found a guitar maker in
Germany who would custom-build
an Ogilvy guitar. An SMS reminder

followed “are you interested?”

The website explained all the
product features. It gave the
history and credentials of the
guitar maker. It showed people
playing the guitar together with
their testimonials. It had a very
simple online order form.

So now, without ever having seen
it or played it he bought it.




When we mapped out this journey
for Unilever’'s Dove brand we
discovered a few important things:

The critical importance of the in-
store experience where brand
choices are changed at least 30%
of the time.

The role that Search can play in the
early part of the journey

The under-appreciated post-
purchase phase where women like
to share their brand experiences —
positive or negative- with other
women.




As we all know from our own lives,
a retail journey is multi-touch,
multi-phase and never quite linear.

Literally mapping out journeys
allow us to understand the critical
touch-points, the relative
importance of key channels and
the flow of customers as they pass
through the journey — it can be
extremely insightful.

When you think about

not just the product or the
advertising you can do amazing
things.




A few years ago our office in New
York was asked by Hershey to put
up in flashy poster in Times
Square for one of their chocolate
bars.

But instead of thinking about
products and advertising we
Imagined a brand experience.

A Hershey store experience. The
experience we created is now a
physical and virtual retail store
with one of the highest sales per
square feet in the USA.




Next let's talk about

Place refers to the channels and
media where our brands meet
consumers.

Today people create their own

communication pathways and
marketers must understand the full
range of possibilities in reaching
people.

Instead of interrupting people, we
now want to intercept them, on
their own turf, when they are most
receptive to engage with our
brands




One of the most profound changes
we are seeing in marketing
communications is the growing
importance of the mobile phone.

There are more than 2 bhillion

mobile phones in the world — led
by China.

Marketers are now beginning to
wake up to their power as a way to
connect with people as part of an
integrated recipe of
communication channels.




For our client Lucozade we were
one of the first in the Western
world to adopt the mobile
triangulation technology as part of
an integrated campaign designed
to deliver a virtual community
called the Energy Zone.

The Energy Zone created a high
tech gaming community tapping
the youth network mindset,
creating their own underground
world with its own exclusive
benefits.

We’ve continued this theme with
the latest campaign, John Chase
where the online element sucks

our hero consumer into a virtual
world life as a secret agent.




Another great example of a brand
going with you is
where our Singapore office created
a Personal Digital Assistant for
Johnnie Walker Black users.

When loaded on to their mobile
phone the digital PA makes your

life cool and smooth. It tells you
about special offers at bars, invites
to events, it even has a webcam
feature so that you can check out
bars to see if the action is hot or
cold.




Now let’s talk about the evolution
from . Thisis a
very interesting phenomenon in
the digital age.

“Price” used to be very simple. |
give you a product, you give me
money and | put it in the cash

register.

But as Oscar Wilde said “itis a
cynic who knows the cost of
everything but the value of
nothing.”

Today’s marketer needs to be more
aware of the different value of
things. In particular, what it takes
for a consumer to give you
precious things like their

their and their




Then there is the story of a
Canadian blogger and eBay
“economist” called Kyle
MacDonald who wondered if he
could barter his way from a single
red paperclip to a house.

Kyle started by exchanging his red
paperclip for a fish pen, followed
quickly by atrade for a handmade
door knob.

There was a trade for a camp stove
and generator and then a keg of
beer.

Posting his progress on his blog,
he soon had a large following and
then after endless trades and
endorsements he began to get very
close.




The final trades were orchestrated
with the help of rock star Alice
Cooper who offered himself as a
lunch date.

A low- monetary value ,high
personal value KISS snow globe

was snatched up by actor Corbin
Bernsen in exchange for arolein
his new film.

The role was snatched up by the
town of Kipling, Saskatchewan for
a place located at 503 Main Street
and Kyle had his home.




Lego the famous Danish toymaker
discovered that if they offered their
best customers a chance to
express their creativity and
opinions on the brand’s website
the customers would invent a new
product for them.

The customers did the work. They
did not get paid ...they just
enjoyed the opportunity to
contribute their ideas.A toy train
they created was 200% more
successful than the average new
product.

time, attention




Finally from

“Promotion” is communicating
with people in an attempt to
influence them toward availing of

your product or service.
Traditionally this was a “push”
strategy ... like the Caveman we
tried to beat them into submission

But increasingly we are seeing a
new and more powerful approach
emerging...




By we mean inspiring
your customers so much with your
promise and your brand
experience that they willingly
engage with you and try to
convince others to buy and use
your brand.

It is based on the power of
referrals and word-of-mouth the
most powerful communication
tools available.

The key dynamics in this approach
are or
perhaps just being




David Ogilvy used to say that
“unless your brand is built on a big
idea it will pass like a ship in the
night.”

We have now evolved this thought
from the Big Idea to the

Simply stated, a IS a
universal enduring theme for what
the brand stands for. It is the core
emotional brand platform.

This is where you find

n.b the Big Ideal is the subject of a
separate paper.




