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Know thyself first! 

Then, know the best techniques for success. 
 

http://www.facebook.com/album.php?profile=1&id=73294367969


Dream you future. Share your vision! 



Make your own history. Tell your own story! 







Whatôs in a name? 
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Tales From The Marketing Wars 

Marketing 101 
Jack Trout, Forbes.com 

 

I'm beginning to think that many of the marketing 

mistakes you read about so often are caused by the 

simple fact that many marketing people are 

hopelessly confused about what their job is. And, as 

time goes by, more people add to the confusion. 
 

Academics have written tomes about the complexity 

of marketing and all its functions. Ad agencies and 

consultants have constructed convoluted systems for 

building brands. 
 

One of my favorite pieces of complexity comes from 

a U.K. consulting firm that claims a brand has nine 

positioning elements in a customer's mind: functional 

needs, objective effects, functional roles, attributes, 

core evaluators, psychological drives, psychological 

roles, subjective character and psychological needs. 

Then the consultants turn all this into a "bridge 

matrix.ñ 
 

 

Help! I'm trapped on a bridge to nowhere!!!. 



Tales From The Marketing Wars (cont.) 

Marketing 101 
Jack Trout, Forbes.com 

 

Recently, a marketing firm came out with a book that 

talks about the "ecosystem of consumer demand."  

 

They offer a four-step process:  

 

1. Map the demand landscape. 

 

2. Explore consumption motivations. 

 

3. Re-frame the opportunity space. 

 

4. Quantify the sweet spot. 

 

The objective of all this jargon is to fit your product 

into the changing ecosystem of everyday life, 

transforming how people live, work and play. 

 

 

Help! I have no idea what they are talking about!!!!! 



Tales From The Marketing Wars (cont.) 

Marketing 101 
Jack Trout, Forbes.com 

I'll give you the essence of marketing in two 

sentences:  

 

 

First, it's marketing's responsibility to see that 

everyone is playing the same tune in unison.  

 

Second, it's marketing's assignment to turn that tune 

or differentiating idea into what we call a coherent 

marketing direction. 

------------------------ 

Translation: 

 

The Differentiating Idea is your unique, authentic 

downtown. What sets you apart from the rest? 

 

Coherent Marketing Direction is your strategy for 

sharing your ñideaò, your downtown, with the world. 

 



Tales From The Marketing Wars (cont.) 

Marketing 101 
Jack Trout, Forbes.com 

éthe idea must be competitive in the total marketing 

arena, not just competitive in relation to one or two 

other products or services.  

Second, a differentiating idea must have a 

competitive mental angle. In other words, the battle 

takes place in the mind of the prospect. 

 

A competitive mental angle is the point in the mind 

that allows your marketing program to work 

effectively. The angle is the point you must leverage 

to achieve results. But an idea is not enough. To 

complete the process, you need to turn the idea into 

a strategy. (If the idea is a nail, the strategy is the 

hammer.)  

 



Tales From The Marketing Wars (cont.) 

Marketing 101 
Jack Trout, Forbes.com 

What's a strategy? A strategy is not a goal. Like life 

itself, a strategy ought to focus on the journey, not 

the goal.  

 

--------------------------------- 

In my definition, a strategy is not a goal. It's a 

coherent marketing direction. A strategy is coherent 

in the sense that it is focused on the idea that has 

been selected. 



Tales From The Marketing Wars (cont.) 

Marketing 101 
Jack Trout, Forbes.com 

Second, a strategy encompasses coherent marketing 

activities. Product selection, pricing distribution, 

advertising--all the activities that make up the marketing 

mix must be coherently focused on the idea. (Think of a 

differentiating idea as a particular wavelength of light 

and the strategy as a laser tuned to that wavelength. 

You need both to penetrate the mind of the prospect.) 

 

Finally, a strategy is a coherent marketing direction. 

Once the strategy is established, the direction shouldn't 

be changed. 

 

The purpose of the strategy is to mobilize your 

resources to preempt the differentiating idea. By 

committing all your resources to one strategic direction, 

you maximize the exploitation of the idea without the 

limitation that the existence of a goal implies. 



Tales From The Marketing Wars (cont.) 

Marketing 101 
Jack Trout, Forbes.com 

Who the heck is this guy? 
 

With more than 40 years of experience in advertising 

and marketing, Jack Trout is the author of many 

marketing classics, including Positioning: The Battle for 

Your Mind, Marketing Warfare, The 22 Immutable Laws 

of Marketing, Differentiate or Die, Big Brands Big 

Trouble and his latest, Trout on Strategy. He is 

president of marketing consultancy Trout & Partners 

and has consulted for such companies as AT&T, IBM, 

Southwest Airlines, Merck, Procter & Gamble and 

others. Recognized as one of the world's foremost 

marketing strategists, Trout is the originator of 

"positioning" and other important concepts in marketing 

strategy.  

 

http://http/troutandpartners.com/


Does your brand or business have an emotional connection with at 

least some of its customers? If so, thatôs a very good thing. A new 

study of retail chains showed that while just one in five consumers 

felt they had an emotional connection to a retailer, those that did 

were far more valuable as customers and as brand evangelists. 

 

The study, conducted by market research firm Motista, surveyed a 

large sample of U.S. consumers and asked them about major 

online and brick and mortar retail brands like Amazon, Barnes and 

Noble, Best Buy, Gap, Crate & Barrel, Macyôs, Nordstrom, Walmart, 

and others.  

 

The survey revealed that only 18% of consumers reported an 

emotional connection to a retailer. 

 

http://www.neurosciencemarketing.com/blog
http://www.motista.com/press/retailers-must-look-beyond-awareness-and-traditional-themes-to-drive-sales-this-holiday-shopping-season-according-to-new-consumer-data-from-motista.php
http://www.motista.com/


 

These emotionally connected customers were highly desirable from 

the retailersô standpoint.  

 

Compared to customers who were merely familiar with a retailer and 

ñsatisfied,ò they were four times as likely to shop first at their 

preferred retailer. 

 

 They were twice as likely to respond to direct mail. Significantly, 

nearly four out of five became evangelists, and were 50% more likely 

to push the brand to their friends and family. 

 

Social and Mobile Connection. Emotionally connected customers 

were four times as likely to follow their brands on Facebook and 

Twitter, and an amazing ten times as likely to shop their retailerôs 

website on a mobile device. 

http://www.neurosciencemarketing.com/blog


How to Build the Emotional Connection 
Thereôs no single way to build that connection with consumers. 

Zappos did it by surprising their customers with shipping upgrades 

while at the same time making the ordering and return process 

painless.  

 

Iôd say I have an emotional connection to Amazon, and itôs not due 

to brilliant branding but rather superb execution: their website has 

lots of helpful information, the ordering process is simple, delivery 

is fast, and problems are rare.  

 

Apple has build strong emotional connections with its customers 

with a combination of innovative design and working to convince its 

customers they are a special group (see Revealed: How Steve 

Jobs Turns Customers into Fanatics). 

http://www.neurosciencemarketing.com/blog
http://www.neurosciencemarketing.com/blog/articles/us-vs-them.htm
http://www.neurosciencemarketing.com/blog/articles/us-vs-them.htm


Like any good consulting firm, Emsense has 

created a four-quadrant matrix ï theirs plots what 

they call emotional and cognitive response.  

 

Low levels of both indicate lack of engagement, 

while high levels indicate interest. The other 

quadrants are the most interesting for packaged 

goods, according to Young.  

 

High cognitive involvement with low emotion 

indicates confusion, while the sweet spot is the 

combination of low cognition and high emotion 

(dubbed ñEasy Enjoymentò). 

http://www.neurosciencemarketing.com/blog
http://www.neurosciencemarketing.com/blog/wp-content/uploads/2011/07/emsense-chart.jpg


Use Vivid Images 
The real story here isnôt that advertisers can create false memories, which 

seems unlikely in most circumstances. Rather, this study shows the power of 

print ads that incorporate vivid imagery ï clearly, paper has once again 

shown itself to be an effective medium. (See also Paper Beats Digital For 

Emotion.) These ads, even though static and two-dimensional, can apparently 

create the impression of experiencing the product in consumer brains, and can 

increase positive feelings about the product. 

 

Clearly, itôs worth taking the time to create superb images ï mouth-watering, well 

styled closeups for food products, for example. For other products, images that 

emphasize the products sensual aspects ï textures, scents, etc. ï would likely 

work best, even though the sensory experience will be in the mind of the viewer. 

Since we experience the world in color, I would expect that color ads would beat 

black and white for creating the sense of having experienced the product. 

http://www.neurosciencemarketing.com/blog
http://www.neurosciencemarketing.com/blog/articles/paper-vs-digital.htm
http://www.neurosciencemarketing.com/blog/articles/paper-vs-digital.htm


Direct mail is so last millenium, right? Ultra-efficient digital marketing 

seems all but certain to supplant actual paper marketing delivered by 

humans. It might be a little too soon to shut down the paper mills, though, 

according to a study by branding agency Millward Brown.  

 

The research project used fMRI brain scans to show that our brains 

process paper-based and digital marketing in different ways, and in 

particular that paper ads caused more emotional processing. 

http://www.neurosciencemarketing.com/blog


According to the study, physical media left a ñdeeper footprintò in the brain, 

even after for controlling for the increase in sensory processing for tangible items: 

 

Å Material shown on cards generated more activity within the area of the brain 

associated with the integration of visual and spatial information (the left and right 

parietal). 

 

Å This suggests that physical material is more ñrealò to the brain. It has a meaning, 

and a place. It is better connected to memory because it engages with its spatial 

memory networks. [From Millward Brown Case Study - Using Neuroscience to 

Understand the Role of Direct Mail.] 

http://www.neurosciencemarketing.com/blog
http://www.millwardbrown.com/Libraries/MB_Case_Studies_Downloads/MillwardBrown_CaseStudy_Neuroscience.sflb.ashx
http://www.millwardbrown.com/Libraries/MB_Case_Studies_Downloads/MillwardBrown_CaseStudy_Neuroscience.sflb.ashx


The study also found that the tangible materials involved more emotional 

processing in the subjects, important from a branding and ad recall standpoint: 

 

Å More processing is taking place in the right retrosplenial cortex when physical 

material is presented. This is involved in the processing of emotionally powerful 

stimuli and memory, which would suggest that the physical presentation may be 

generating more emotionally vivid memories. 

 

Å Physical activity generates increased activity in the cerebellum, which is 

associated with spatial and emotional processing (as well as motor activity) and is 

likely to be further evidence of enhanced emotional processing. 

 

http://www.neurosciencemarketing.com/blog


Before we get carried away and crank up the printing presses, a few 

limitations of the findings should be noted. The biggest is that a head-to-head 

comparison of similar digital and print ads may not represent most real-world 

marketing situations.  

 

Digital ads can do things that print ads canôt match, like this Halo ad from 

Unicast. Digital ads can build in video, audio, and interactivity.  

 

 

Furthermore, digital ads can be targeted far more effectively based on user 

interests (search and content), past behavior, and other characteristics that 

print canôt match. 

http://www.neurosciencemarketing.com/blog
http://salesdemo.ad-samples.com/vla/asset/demo/5635_100938/index.html
http://www.unicast.com/showcase.aspx












Ironworks facility.  Forged on the Rock murals honor industrial heritage while 

demonstrating a commitment to the Arts and inspiring confidence in Beloitôs future. 



Emerging retail cluster . Notice chairs placed outside storefronts. 


















