ussia’s shiftin a
lobal economy.




Russia’s dilemma.

Russia must move from a
resources driven economy (oll
and gas) to a market based
economy that begins to build
brands for domestic and export
use.



Russia’s dilemma (con’t).

It has no well
known brands.




Russia’s most famous brand.

gt d WOUFSCANID
S r GENUINE &1 1 "OLICH"A“
i K 3

| vonia ©
‘?{w

l

wouZRCH: mv‘&
- namen

Made in
Lawrenceburg, Ind.

Hartford Cor‘n_

Made in
Leningrad, Russia

an’m ya is the
nhl\an worth the pric

Most American vodkas seem Russian. Stollchnaya is dlﬁerent lt is RuSS|an.



It’s no longer “Russian.”




China’s similar dilemma.

China must move from a
manufacturing driven economy
to a market based economy that
begins to build brands for
domestic and export use.



The world’s dilemma.

Schumpeter

The emerging-brand battle

Westorn brands are coming under siege from developing-country ones

The Economist
June 22, 2013



A fact of life.

The global economy is the
driving force in the world today.

Companies and countries’
success or faillure depends on
how well they sell whatever they
have to sell.



In a tough world,
using strategy
IS how you survive.



A book for the times.

TROUT o

Axex Ipayr

~ lpayr
- ocTparerun

CAPTURING MINDSHARE.
CONRBUERING NARKETS

JACK TROUT

BESTSELLING AUTHOR OF POSITIONING AND MARKETING WARFARE




The seven “abouts”™.

Strategy is a
Strategy Is a
Strategy Is a
Strategy Is a
Strategy is a
Strategy Is a
Strategy is a

VL Y O QY DV DY D

Dout perceptions.
oout being different.
pout competition.
Dout specialization.
pout simplicity.
nout leadership.

oout reality.



A fact of life.

The business world continues
to be more competitive. What we
used to see as competition now
looks like a tea party.

We are in a world of killer
competition.



Another fact of life.

Strategy and marketing must be
combined If you are to succeed.
Marketing is what drives a business
strategy.

Strategy Is what makes you
unigue and what is the best way to
put that difference into the minds.



A marketing laboratory.

The U.S. market Is a competitive
laboratory from which to learn.

That way you don’t have to make
the same mistakes.

My 15 books describe what’s

been happening in this laboratory.



Strategy.
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It’s all about survival.



An ugly fact of life.

If you make a mistake, your
competitors quickly get your
business.

What’s worse is that you
rarely get it back.



Learning from the past.

“Those who cannot remember
the past are condemned
to repeat it.”

George Santayana
(1863-1952)



The situation.

It’s kill or
be killed.




The tyranny
of choice.



Dog food: 180 brands.
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Bottled water: 2000 brands.
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Cough/cold 134 brands.

ui"

The

yarocnience

NightTime

\‘I|\Hn| m Strength

NASAL DECT

AH I YOBIN

Doctor
Recommended

raFlu

“:.m rescription Strength D

Antihistamine / Nas )l Duungml m

12 Hour Reliefof
Cold & Aliergy Symploms

12-Hour I‘I\tcnlahs'

REE NE'W

WA~ NING

MAXIMUM STRENGTH

For Relief of Cold
and Allergy Symptoms

‘ 8 TABLETS

Afrin:

ngestant

Coricidin:zp

Flu, Cold & Cough
Medicine

COLD & FLU Extra
Antihistamine ZMo:stuqzmg
Pain Reliever- - e

Fever Reducer

Maximum relief of:
* cough
mended Brand * nasal cangestion
nuly
ll'y‘
Decongestant-Free . So you can get the
cold relief for people

with High Blo«

Nasal D

Severe Congestion

* Sinus Headache

Hot Liquid Medicine

» headache * body ache
* fever  sore throat

FOR ALLERGY AND SINUS RELIEF

* Sneening

® Sinus & Nasal Congestion
m Runny Nose
m Sncczing W ltchy, Watery Eye

Relieves nasal congestion,
sneezing, runny nose,
and itchy, watery eyes

12 TABLETS

THE NIGHTTIME
SMIFTLING

VICKS. & )2/ BRI
mEe SV #
NVQUII - (OM TRE
LiquiCaps. :: Acute Head Cold

& §iIES Pressure Relief

Headache * Fever » Sinus Pressare
Sinus Cosgestian * Sovetisg ¢ Runey Nosz
Sore Throat Pain » ML:M!I Pain

$ COATED

MULTI-SYMPTOM
COLD/FLU Relief

12

8




Choice explained.



Marketing has basic laws.

The 22
[mmimble

Laws of

MARKETING

AL RIES &
 JACK TROUT




The law of division.

The tenth immutable law of
marketing: Over time, a category
will divide and become two or
more categories.
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It’s all about perceptions.




The tool to use.

“Positioning” is the essence
of the strategy you must employ
to deal with global competition
both at home and abroad.

It Is the starting point for all
your planning and marketing.



The book to read.

LHAWOHUPOBAHME
3A ¥YMbl




Another book to read.

MARKETING IN AN ERA OF COMPETITION,
CHANGE, AND CRISIS

REPOSITIONING

0

JACK TROUT

of POSITIONING
wiTH STEVE RIVKIN




The problem.

“Positioning
Myopia.”

Many use the word.
Few see It clearly.




Positioning defined.

It’s how you differentiate
your product in the mind
of the prospect.




Repositioning defined.

How to adjust the
perceptions in the mind
of the prospect.




How the mind works.

e Minds are limited.

e Minds hate confusion.
e Minds are insecure.

e Minds don’t change.

e Minds can lose focus.



Minds
are limited.




The product ladder.




Hecommuended by Dontists
For Sensitive Teeth

- Fresh Bromn
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MNQCPPI -STRENGTH : A
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PASTE. FRESHBREATH WHITERTEETH
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The rule of seven.




Seven brands account for 90%.

Colgate......coovviiiiiiiieee 28%
Crest. .. e 25%
Aquafresh.....coviiieciiiiiiieeeee, 11%
Mentadent...........c.oeiiiiiiieiiiiiineans 10%
Arm & Hammer..........c.cvvcceiviiivennnnn. 6%
SEeNSOAYNE. . iiiiiiiecccc e ee e rn e e e 3%

Ultra Bright................ 2%



Product ladder is geometric.

First rung............... 40%
Second rung........... 20%
Third rung.............. (e

Fourth rung.............. 5%



Search engine shares.



Product positioning ladder.

. One is wonderful.
. Two can be terrific.
. Three Is threatened.
Four can be fatal.

AW N R



Minds
hate
Confusion.




The first vitamin deodorant.




Vitamin E, incredibly;is a deodorant.

4




A quick death.




The laziness factor.

Minds quickly label
complex ideas as
confusing.

Minds don’t have the
time or the desire to
figure things out.




The confusion of information.

irwe - Wwan w
" 00

wy
A% I ways 2 > gl = vy

AMERICA
1o REVOLUTIONS
FREAKOUT IN
THE MIDWEST

DAVID BROOKS'S
NEXT BIG IDEA




The power of oversimplification.

The best way to
enter minds that hate
complexity and
confusion is to
oversimplify your
message.




The most powerful concept.



Own a word in the mind.

0vernigm
Driving.

Safety.

( )




BMW.

( 5




BMW'’s introduction.

' THE ULTIMATE SITTING MACHINE\VS.
 THEULTIMATE nmvmc MACHINE.




Today’s situation.

Mercedes and BMW
are competing for
sales leadership.




Minds
are
lnsecure.




Why minds are insecure.

e Monetary risk.

e Functional risk.

e Physical risk.

e Social risk.

e Psychological risk.



Buying what others buy.

Most people don’t
know what they want.

Most people buy
what they think they
should have.




Following the herd.

“We determine what is correct by
finding out what other people think
IS correct.

We view a behavior as correct in
a glven situation to the degree we

see others performing it.”
Robert Cialdini, psychologist






Exploiting the herd effect.

Adamas Is the largest jewelry
producer in Russia. It produces
fine jewelry that has along term
warranty.

One out of four pieces bought
In Russia is produced by Adamas.



The positioning strategy.

Adamas.
The leader Iin fine Russian jewelry.



The herd effect.

Why do more people
shop at this store?

Adamas.
eeeeeeeee in fine Russian jewelry.




The Tiffany effect.

Can a jewelry store be a
sign of your love?

Adamas.
The leader in fine Russian jewelry.




The results.

In 2009, Adamas volume grew
10% and profits grew 20% while the
jewelry category dropped by 40%.

People buy where other people
buy.



Minds
don’t
change.




Modifying an attitude.

“In order to change an attitude, it
IS presumably necessary to modify
the information on which that
attitude rests .

It Is generally necessary,
therefore, to change a person’s

beliefs.”

Richard Petty and John Cacioppo ,
Behaviorists.



This Xerox machine cant make a copy.

XEROX




Funny. You dont look likea
Xerox machine.

. XEROX.




And you thought
we only made
great copiers.
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Ty pewriter

#7790 Laser
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Team Xerox. We document the worid.




The New York Times.

Revamping
Announced

$g75 Million Charge
‘Taken and 2,000 Jobs
Will Be Elimin‘ated

By JOHN MARKOFF

After more than two decades of
stumbling in an attempt to become a
major player in the automation of the
office, the Xerox Corporation said

“This is a company that has been a
clear technology leader, yet Xerox
has not been the company to com-
mercially capitalize on those tech-
nologies,”’ said Eugene G. Glazer, a
financial . industry analyst at Dean
Witter Reynolds. ““Investors might be
skeptical that these actions will im-
prove things."”

~Focus on Core Business

Xerox executives said the new
strategy was an effort to concentrate
on what it called its core business,
document processing. That is Xerox’s
way of describing a variety of office
automation tasks from cOmpulers to
copiers.

“We were not sausfled with a num-
ber of businesses," said David; T.
Kearns, Xerox’'s chairman_and chief
executive. The electronic typewrner
business and the work station busi-
ness lost money during the year.

Part of the new office equipment

\ strategy will be to turn to widely

adopted computer industry stand-



Xerox corp.

The Document
Company.



INTRODUCING THE ATST PERSONAL COMPUTER.

i ] NAC
-
w

-

wens wma .

o gams 18 ready for

yourn

AT&T P( lx!l"-l;:l'h‘li'll
wizh to meet dl your busi-

team player in a fully
stem, you'll find our PCa

ph e any computer
task a com puting ure. In addition,
you can expect more standard features.
Monre: expansion siots. More options for
future growth,

OFF-THE-SHELF SOFTWARE
DOES THE JOB
Driven by the MS-DOS*

operating
svatem, the ATET PC runs the most
ular off-the-shelf software for 4 wide

ur PC will a¢ tually o
ler growing pains AN
wr unque PC Interface i
ked to the more sophistic:
ity world of the UNIX** §
iting System—the —\'l.\'l‘
“hrain” that is emerging s the opers
system standard for multi-user; multi
a.-km;.: machines.

THE ATET TRADITION
CONTINUES

Some things about our PC cannot be
measured in bits and bytes, but are of
immeasurable value,

For instance, the unmatched service
and support of AT&T. The built-in relis-
bility—and ¢ :nmsl:mdm;i quality—of our
products. The century-long tradition of
technological innovation and personal
attention to detail.

Think about it. Then make your move—
to the AT&T Personal Computes
ATET Information Systems,

Th get in on the game, call
Account Executive or | 800 7 1212,

AT&T INFORMATION SYS
mmwmmum




The Wall Street Journal

AT&T Begins Slicing Computer Unit,
Plans $1.2 Bllhon Third-Quarter Charge |

VRN : . AT&T Global Informatlon Solutions Restructuring
As Many as 10,000 Workers, | it ...Aﬂernestmcturing

ar ONG 4 O
T —  Revenue

Operaling Loss

Are Facing Dismissal | | Employees 43,000 s
‘ Bugme’gs gtail, financial, transport:
‘ on, consumer gaods manu Employees
3y JOHN J. KELLER acturing,state and local gov
| B) JQI KELLES | | U 1 ind local g¢ Business
SiafT Reporter of T WALL STREET JOURNAL 141 ernments Df"_v’lr‘ and cable
NEW YORK — AT&T Corp., in a vast | TV companies
retrenchment, has begun cutting as many
as 10,000 jobs, or more than 20% of its

Wi :rld wide computer work force and will I Source: AT&T *Analysts’ estimates
teke a §1.2 billion charge to pay for the | -

cutback. | The charge, to be taken in the third | AT&T's new computer chief, Lars Ny

Company Insiders said AT&T ult quarter, and the restructuring amount toa | berg, who is the fourth top executive to run
mately may pull out of the personal-com- major retreat for AT&T, further damaging the unit since 1990, hopes to return the unit
puter business as part of a massive re- | 3 dismal record in computers. AT&T's | to profitability by trimming at least §I
structuring of its alling Global Information | core telecommunications business con- | billion a year from GIS's anngal cost
y‘l’utw‘m Iru, :J'HIY, formerly 'b.m,»wn 45 | tinues to prosper, but it has repeatedly | structure, according to people who have
;\‘ R Corp -“:“H acquired NCR In 1990 | hungled attempts to gain an edge in the | seen his plan




The futility of change.

“Faced with the choice between
changing one’s mind and proving
that there 1s no need to do so, almost
everyone gets busy on the proof.”

John Kenneth Galbraith



©NO Ok WDNE

25 Product categories.

Bacon
Batteries
Breakfast cereal
Film

Canned fruit
Canned milk
Chewing gum
Chocolate
Crackers

—lour

. Mint candies

Paint
Paper

14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.

Pipe tobacco
Razors

Sewing machines
Shirts

Soap

Soft drinks

Soup

Shortening

_ea
NEES

Tollet soap

Toothpaste



The leading brands in 1923.

Swift
Eveready

ellogqg’s Corn
Flake g

Kodak

Del Monte
Carnation
Wrigley’s
Hershey’s
Nabisco
Gold Medal

. Life Savers

Sherwin-V\_/iIIiams
Hammermill

14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.

Prince Albert
Gillette
Singer
Manhattan
lvory
Coca-Cola
Campbell’s
Crisco
Lipton
Goodyear
Palmolive
Colgate



The leading brands of today.

©NO Ok WDNE

Swift
Duracell
Cheerios
Kodak

Del Monte
Carnation
Wrigley’s
Hershey’s
Nabisco
Gold Medal

. Life Savers

Sherwin-V\_/iIIiams
Hammermill

14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.

Prince Albert
Gillette
Singer
Arrow
Dove
Coca-Cola
Campbell’s
Crisco
Lipton
Goodyear
Dial
Colgate



Only 5 lost their leadership.

. 4.
2. Eveready 5. _ _ _ _ _ _ _
3. Kellogg’s 16.
4. 17. Manhattan
5. 18. lvory

6. 9.
7. 20,
8. 2.
°© 22.
0. 23.
. 24. Palmolive
12. 25.



Minds
can lose
focus.




The line-extension trap.

SCOTT,

SCOTKING

- Luycﬁéon SIZE
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UV EADH - 11 IN.X 94 1

FACIAL TISSUES 200 TWOPLY - 96 IN.x 82 IN



Charmin'ig now No. 1.




Scott changes Its strategy.




Life Savers. The candy with
the hole in the middle.




Life Savers Gum?

GUM

‘ % ; LIFE SAVERs

8:7ICKS 10¢ o * ;r-'-'




Life Savers soda®?




Pierre Cardin wine?




Pierre Cardin vodka?




Heinz. The famous ketchup.




Helnz mustard?

% 1EINZ

\
|

| MUSTARD

<I»




A matter of perspective.

Companies look at
their brands from an
economic point of view.

Long term, they should
look at their brands from
the mind’s point of view.




The problem.




Strategy.

It’s all about differentiation.



Yet another book to read.

SECOND

Survival
in Our Era of

Killer Competition

JACK TROUT

Coauthor of Peritioning and Marketing Warfare
WITH STEVE RIVKIN
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Positioning Is not
sloganeering.



Marketing’s big problem.

Creeping
commoditization.




The hard numbers.

In a list of 75 categories, only
21% of the measured brands
had any points of meaningful
differentiation.

That’s 10% less than a 2003
“Loyalty index” benchmark.



Result: Meaningless slogans.

e “Start something.”
® “Welcome aboard. Really.”
® “People drive us.”
¢ “Expanding possibilities.”



Banks are the worst.

® \Where money lives.

® Embracing ingenuity.
® The clean Swiss bank.
® The power to do more.
® \Whatever makes you happy.
® Here today. Here tomorrow.



The result.

In arecent research study of a
wide variety of categories, the
banking sector was determined
to have 0% differentiation.

Meaningless slogans and
endless mergers have
commoditized the category.



Slogan or difference?

“Nike.
Just do it.”



Difference.

“What the
world’s best
athletes wear.”




Slogan or difference?

“I’m lovin it.”



Difference.

mcDon

OVER 99 BILLION SERVED




Difference.

“The world’s

favorite place
to eat.”



Slogan or difference?

“Nokia.

Connecting
people.”




Difference.

“Nokia. The
world’s No.1
cell phone.”




Slogan or difference?

“New Zealand.
The world’s
newest country.”




Difference.

“The two most
beautiful islands
in the world.”



Slogan or difference?

“Australia.
Where the bloody
hell are you?”




Difference.

“The wonders
down under.”



Korea.
Slogans vs. positioning.



A slogan not a difference.

«EILTP

TURN ON TOMORROW




Samsung’s obvious strategy.

Samsung’s success in
televisions, cell phones, and
other electronic products while
Sony is Iin decline, sets the
stage for the following position.



A leadership position.

Samsung.
World’s leader
in electronics.




A slogan not a difference.

7~/ | NEW
&Y _/ | THINKING.

d NEW

HYLURNDAI rossiBiLITIES.




Hyundali’s obvious strategy.

A recent J.D. Powers “Initial
Quality Survey” ranked Hyundai
fourth behind Lexus, Porsche and
Cadillac.

This could be the basis for the
following “Positioning.”



A value position.

Hyundai.
More car for
the money.



The press agrees.

The Most Car for the Least Money?




A meaningful position.

KIA. America’s
fastest growing
car company.




Differentiation
via “attribute”.



“Attribute” psychology.

Researchers say every person Is
a mixture of characteristics.

Being known for one
characteristic makes the person
unigue.

(Albert Einstein: Intelligence.
Marilyn Monroe: Sexy.)



Psychology (continued).

Researchers say each product is
a mixture of characteristics.

Being known for one
characteristic makes the product
uniqgue. (Volvo:Safety. Crest:
Cavity prevention.)



Visa.

Everywhere.



Automotive attributes.

BMW......o e driving
VOIVO....ooiieeee safety
Mercedes.........ccvvvveemmnenn... prestige
Toyota......cccevvvvviiiiiennnnn, reliability
Jaguar.........cceeviiiiiiiiinnnn... styling



Attribute positioning.




Spain’s situation.

Thelr dominant vacation position
In Europe is being challenged by
other Mediterranean destinations
that have sun, beaches and lower
prices.

They need repositioning to
counter their new competitors.



Spain’s tourism history.

They suffer from changing slogans.

1984 Everything under the sun.
1991 Everything new under the sun.
1992 Passion for life.

1997 Bravo Spain.

2002 Spain marks.

2004 Smile. You are In Spain.

2010 | need Spain.



What has stuck.

Spain’s climate and beaches has
made them “Europe’s favorite
vacation place.” (No. 2 in visits.)

But the sun has outshone other
things to see. If Spain Is everything
under the sun, they should spend
more effort on the attribute of
“everything.”



Back to the future.

Everything
under the
sun.




Some of the castles of historic Spain.

Visit the places whero
Kings and potentates
made history,

Everything
under

the

sun,




Some of the cathedrals of religious Spain.

Proy in the shadows . e " T——
of some of the world's \ ol - SRR ¥
finest art,
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Everything
under

the

sun.




Some of the beaches of sun drenched Spain.

Come relax at the
best beaches in
the Mediterranean.

CSpNA,

Everything
under

the

sun.




Differentiating
via “how Iit’s made”.



“How it’s made” psychology.

Consumers want to believe that
products can contain a magic
iIngredient which will improve
performance.

Understanding how the
Ingredient works Is not essential.



Crest.

Fluoristan.



Sony.

Trinitron.



BP.

Invigorate.



Living Proof hair care.

Magic
molecule.



Intel.

Core 2 Quad?




Hand made.

LOUIS VUITTON




Quality construction.
- QUALITY MATTERS

LANDS END

landsend.com




Positioning
a pizza chain.



Who says little guys
can't beat big guys?

“Best overall pizza chain in the US”

- Restaurinis and lositurions magazine, 2197

Named best-tasting pizza in over 40 markets.

- Results of consumer vixing

“Outperforming the entire fast food industry.”
- The Wall Street Journai, A/28/97

When you see how I'apa John's has been
doing latdly, its no surprise that our giant com-
petitor has become, shall we say agitated.

Amesica has an appetite for better quality
pizza — just what's put Papa John's on the map,
And so armed with 2 newly revamped product,
the bug guy is coming after the little company
that's winning all the acdaim.

Its Fanny; though, because we never set out to
create a big stir. All we set out to create was a
really really good pizza.

Back in the early '80s when John Schnarter
(yes, there really is as Papa John) started making
pizzas in the broom closet of his dad’s tavern, his
mission was to bring the public something he
had never personally experienced. A delivery
pizza that’s consistently excellent. Better ingredi
ents, better pizza. Simple idea. Well, in theory.

An admitted fanatic for quality, Papa John
tracked down sauce made with fresh-packed
tomatoes grown only in certain California val-
leys and picked only during the few weeks a year
when they're perfect. And today we're sill the
only national chain that uses fresh packed toma-
to sauce on every single pizza.

He search out the Italian cheese-making genius
who had discovered the secret to keeping moz-

zarclla fresher and moister. Together he and John
developed the special kind of 100% mozzarella
that's piled on every Papa John's pizza. We're the
only place, large or small, that has it.

Using the spring wheat flour and filtered water
for better dough. Hiring professional dough
makers in our regional commissaries to assure a
consistent. product {versus giving the job who-
knows-who in the restaurant, as most of our
competitors do). Obsessive? Yep, thats John.

Call it what you may, his quest for the perfect
pizza has made Papa John's the fastest-growing
pizza company in the country.

Still, Papa John's is only the number four pizza
chain. That is, if all you consider is our number
of locations.

In ies April 28 article, The Wall Street Journal
reports that Papa John's is succoeding specracu-

“lardy at a time when “Goliaths” parent compa-

ny is retreating from the fast-food business
entirely. As the Journal story puts it “Papa John's
1S On a tear.

Put another way, it would seem that we're
number one in everything but size. Which,
apparently, has caused a certain giant to
get his nose just a little bit out of join.

But that's okay. Our sling is loaded.

Better Ingrcdlcnts
Better Pizza.




John’s secret weapon.




Not made from concentrate.




The “better” position.

Better ingredients.
Better pizza.




John’s decision.

When presented with this
repositioning strategy, he listened
to his marketing people argue, then
announced: “Does anyone have a
better idea?”

After a minute of silence he
announced: “Then it’s off we go.”



Differentiating
a ketchup.



The Venezuelan original.




The big guys arrive.

£ N 4
| =

SALSA DE

TOMATE




How the big guys do It.




How Pampero does It.




The differentiating idea.

Most recipes that use whole
tomatoes call for removing the
skin.

Pampero could exploit this
“without-the-skin” perception of
guality and taste.



Fewer |leaks.

The science behind
our unique new warran

Ir's called cathodic protection and ir's offered
only by Batesville
Is the same science that protects electrical
» transmission towers, the Alaskan pipeling
3 y and the hulls of ocean vessels from the
ravages ol Corosion

If vou're interested in how it works,
look at the Hlustration to the lefi

If vou're interested in how well it
waorks, ask your Batesville
representative 10 take you through our
new Progressive Warranty that
guarantecs some of our Monoseal
CasKelts lor up 1o 75 years,

II's a comprehensive guaraniee
program that satisfies the recent
concems of the FTC on burial
warmanty periodds

\pplving the latest science 1o the
manuiaciure of Caskels IS jJustone

of the things we do more of

atesville

The biggest should do more.
It's only right




Differentiation
via “being first”.



“First” psychology.

People tend to stick with what
they’ve got. The status quo has a
magnetic attraction.

But it’s not just being first. It’s
about being first into the mind.



The first nighttime cold remedy.

uPPREb:AT\I..J b NGESTANT '
Relieves major cold & flu-like
symptoms so you can rest
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The first shaving gel.

ifor closer, mo
'ﬂ comfo table haVeS

3 | Regular

U



The first coffee house.




The first search engine.




The first social network.




The first champagne.
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A “First” warning.

Being first with a good idea Is
desirable. Being first with a bad
Idea Is usually a disaster.

Beware of bad ideas.



A clear cola?




Beer tasting water?




Toothpaste tasting entree?




Differentiation
via “leadership.”



“Leadership” psychology.

Humans tend to equate bigness
with success and social status.

Leadership is the most direct
way to establish the credentials of
our brand.

Credentials are the collateral
you put up to guarantee your
performance.



Titleist.

No.1 ball
in golf.



Adding heritage to leadership.







SEIETR
A company In India
applies positioning.



The old Bajaj.




The new Bajaj.
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Rajiv Bajaj.

. “He was so inspired by the
"book Positioning: The battle
for your mind that he
'\ convinced Jack Trout to be
a consultant to Baja] and

DN spend time with his team

“ ™ 'each quarter.” India Today
16 April 2012

‘?
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The strategy.

Build powerful
motorcycle
brands.



Pulsar motorcycles.



The positioning story.

Pulsar pioneered the sport
bike category. It now outsells all
the other sport bikes combined,
Including the Japanese.

It’s the hot sport bike.



The position.

Pulsar.
India’s No.l1
sports bike.



Dramatizing leadership.

Like its predecessors, the allnew Pulsar 20088 wins top
horours across categories. A cool 17 awards Inchuding
oxperts’ cholce, readers’ cholce, design of the year and
technology of the year. And 1o top it all the Bike of the
Yeor award fram mukiple jurie course, you wouldn't
expect avy bess from Incia'’s No.1 sports bike

'BIKE OF THE YEAR READERS’ CHOICE
AWARDS AWARDS

CATIGORY-WISL
AWARDS

NEW PULSAR.
OLD HABIT.

11 top industry awards and counting... g Bt

www.mypulsar.com



Reinforcing leadership.

THIS IS THE BEST PULSAR YET.




Discover motorcycles.



The positioning story.

Commuter motorcycles are about
basic transportation. Discover set
out to position their motorcycles as
have more performance.

The twin spark engine was their
point-of-difference.



The performance position.

Twin spark
power.

Highest fuel
efficiency.




Dramatizing the position.

Bajaj revolutionizes
100cc bikes.

The new Discover 100,

Fuel efficiency
with 30% more power,
style and features

Up till now, 100cc bikes were a boring lot
Fuel efficiency but not much eise. No longer. Using
new technology, Bajaj has added more power, a
new rear suspension and new styling

It's the end of that boring ride to work

T BAAl
-

TISTOTver

Twin spark power. Mighest fuel efficlency,




Proof of performance.

commuter bike shootout.

The new king offers
more motorcycle for the money.

Zigwhesls is India’s No.1 auto si&. In an axhaustive
comparison, the leading commuter motorcycles were run
through thair paces

This repo mmed it all up when the Discover 100
was named the pick of the class with the final obssrvation

“It's got style, comfort and performance as well as

d fued efficiency. It's what the common man

Twin spark power. Highest fuel efficiency




A “Positioning” star.

Business Standard

Mumbai February 16, 2012

Star-studded jury honours corporate excellence
Rajiv Bajaj is the Business Standard CEO of the Year. '

The unanimous choice for CEO of the Year was Rajiv Baja), MD &
CEO of Bajaj Auto, for the way he has made the “elephant dance”, as a
Jjury member put it. Apart from the scale of operations (sales grew 35 per

cent in the last financial year, 11 percentage points faster than industry
growth), what impressed the jury was the 45-year-old Bajaj’s proven
track record in building brands and his ability to take profitability to a
new league. Bajaj Auto was easily the most profitable two-wheeler
manufacturer in India, with net profit touching nearly Rs 3,500 crore in
2010-11 at a three-year compounded annual growth rate of 66 per cent.
Operating margins have been in the 20 per cent region for five quarters
now, despite high input costs.




The 4 Steps to leferentlatlon




1. The competion.

Arguments are never made
In a vacuum. There are always
competitors trying to make
points of their own.

Your message has to make
sense In the context of the
category.



2. The differentiating idea.

You are looking for something

that separates you from your
competitors.

The trick 1s to find that
difference and then use it to set
up a benefit for your customer.



3. The credentials.

To build alogical argument
for your difference, you must
have the credentials to support
your claim of being different.

You must be able to
demonstrate your difference.



4. Communicating difference.

If you build a differentiated product,
the world will not automatically beat a
path to your door. Truth will not win
without some help.

Every aspect of your
communication should reflect your
difference.



The “going away” myth.

Advertising Is less effective
and losing ground to PR,
product placement, the internet
and other new forms of
communication.



The case for
good advertising.



Advertising builds fast
awareness.



In an age of killer competition,
time IS not on the side
of a brand.



Advertising can build
credentials.
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Advertising can deliver
news.



The news factor.
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Miller Lite news.




Advertising can dramatize
a difference.



The execution is different,
ut the concept is basically the same.

Both vehicles are very difficult to destroy.
However. the M-41 (at right) was built to
withstand slightlv meaner treatment than the
Volvo 144 (at left).
Asaresult. the M-41 weighs in at 50,000 |bs.
And for all its bulk. carries only four men—in ex-
streme discomfort. we might add.

70 » s o

anywhere this side of the Aberdeen Proving
Grounds and there is a growing legion of happy
owners who will be glad to verify the point.”

The Aberdeen Proving Grounds, inciden-
tally. is where the U. S. Army tests tanks.

It even kas armor-plating.
Volvo has a finish six coats thick. First the




The car that looks like a tank.




Driving the wrong way.




Advertising can be used
to compare.



* THE ULTIMATE SITTING MACHINE'
THE ULTIMATE DRIVING MACHINE.




Advertising can create
a rationale.



“A Rolex takes a year
to build.”



Some painful research.

Copernicus Marketing looked at
brand differentiation in 46 product
categories. In 40 categories, brand
identities were becoming less
distinct.

In other words, they were
becoming commodities.



More painful research.

Copernicus Marketing viewed
400 commercials. Less than 10%
had a clear selling message.
90% were either a mystery or a
Jjoke with 3 seconds of logo.



The big excuse.

“Differences between products
and services are becoming less.
Therefore, the psychological

differentiation and lifestyle

differentiation are more important.”

Sir Martin Sorrell,
WPP



My conclusion.

The problem isn’t advertising.
As Pogo said, “We have met the
enemy and it is us.”



My advice.

Nothing Is going away. There
are just more ways for you to use
to communicate your point of
difference.
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It’s all about competition.




Another book to read.

POSITIONING
Al Ries
Jack Trout

i !
How American r'.
corporations are Nsing
military strategies
to owtmanecuer,
ountfiank, and even
ambush their !
competition! Witha |
belrind-the-lines look | g
at the cola war, »
the computer war,
the burger war, and
tie beer war!

19
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Military warfare.




Marketing warfare.

Your
company

Competitor
company



The strategic square.
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Defense
warfare

Guerrilla
warfare



Principles of defensive warfare.



Defensive principle No. 1.

Only the market leader should
play defense.



Defensive principle No. 2.

The best defensive strategy iIs the
courage to attack yourself.



Defensive principle No. 3.

Strong competitive moves
should always be blocked.




nited States.




The leading razor blade.

Gillehe

SUPER BLUE BLADES




Gillette attacked itself.



The two-bladed razor.

TRACTE
| =h

! ness
|Gt comfor

|

2twin blade shaving cartridges




Adjustable two-bladed razor.




The shock absorbent razor.




The 3-bladed razor.




Gillette puts $300 mil
ehind its Mach3 shaver

Global ad blitz begins in August; no mass sampling

By Sharon T. Kiahr

After investing more than $750
million to develop its new Mach3
shaving system, Gillette Co. won't
be giving the product away.

“Right now, our plan is to sell
every razor we make in the early
years of launch,” said a Gillette
spokesman. _

Since the introductions of the
Sensor and SensorExcel razors, in
1989 and 1994, respectively, Gillette
has sampled an estimated 25 mil-
lion razors, according to company
executives.

But for Machs, the company
only plans a limited VIP sampling
of 2,000 razors.

“I'd give the whole thing away
right now. If people try Machs,
you'll have gg% conversion. I
would sample g6 million house-
holds,” said Andrew Shore, ana-
lyst with PaineWebber.

To try to make Machj3 the No. 1-
selling men’s shaving’ system.
Gillette plans to spend s300 million
on global marketing, with s200
million in ads coming in the first
year.

'THE BEST’ TAG RETAINED

Ads break in August, and rep-
resent 3 budget double what the
marketer spent on the introduc-
tion of Sensor, according to John
Darman, VP-business = manage-

ment for male shaving.

The Mach3 media mix includes
TV, radio, print, outdoor and Inter-
net ads and will capitalize on the
hightech theme of the product.
Advertising will retain the familiar -
“The best a man can get” tagline.

North American TV advertis-
ing, from BBDO Worldwide, New
York, breaks in early August with
a 15-second teaser spot.

“The major blitz will begin
Aug. 10, and it will be loud when it
hits,” said Mr. Darman.

Following the teaser, there will
be :60s, :45s and :30s depicting a pi-
lot breaking each successive
“Mach" barrier, accompanied by a
sonic hoom.

“
: )

Boom ahead: A supersonic flight is the
theme in ads for the new Mach3.

Throughout the flight his skin
is pulled taut, the wings fly off the




The five bladed razor.




Bic chose to reposition
Gillette as being expensive.



The disposable razor.

For Sensitive Skin
10 Pack




Gillette blocks the disposable.

@ Twin Blade Razors America’s
Best %
Disposable




Razor blade market shares.



Principles of offensive warfare.




Offensive principle No. 1.

The main consideration is the strength
of the leader’s position.




Offensive principle No. 2.

Find a weakness in the leader’s strength
and attack at that point.




Offensive principle No. 3.

Launch the attack on as narrow a
front as possible.




rgentina.




The mountain water war
In Argentina.



The mountain leader.

NO GASIFICADA

AL DE MANANTIAL |

Precordillera de los Andes, .
i Mendoza, a mas de 1.750 metros |
N A o sobre el nigel del mar. :
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The mountain climber.

AGUA MINERAL NATURAL DE MANANTIAL

DEIQYANDE

NO GASIFICADA

"o CCmains ,(\-*jz' xf/ﬂ’*--‘.t
".; ~.\
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The leader’s weakness.

AGUA MINERAL
NATURAL 1 L|
DE MONTANA

CATIONES

Calcio . -, +(CA *t) 23,20
Magnesz'o (Mg ++) 22,8940 4
Sodio - (Na +) 272,00
Potasio (K+) 7,20

ANIONES

Cloruros (Cl-) 46,80
Bicarbonatos (CO3H-) 478,70
Carbonatos (CO3=) 25,50
Sulfatos (504=) . 180,00
Fluoruros "~ (F-) 1,84

Consuniv preferentemente [T IS ﬁ

] ] DESTRUYA ESTE ENVASE
superior de la botella) R




Exploiting the weakness.

MINERALIZACION DEBIL ATERMAL
o CALCIO 30.0 mg/l L
« MAGNESIO 3,0 mghtt
« SODIO 10,4 mg/l
o POTASIO 3.9 mg/l
o CLORURDO 5.3 mgfl
o BICARBONATO 79,3 mgf!
o SULFATO 44,2 mgll
o NITRITOS no cont
o NITRATOS no cont

TOTAL SOLIDOS DISUELTOS 176,1 mg/i

CALIDAD

Quilm®




Reposition the competition
as having too much salt.



A revised label.

EL AGUA DE LAS MONTANES
CON MINIMO SODIO




Support for this concept.

The American Heart Assoclation
recommends ingestion of water
with sodium concentration of less
than 20 mg per liter.

The recommendation for reduced
sodium intake i1s usually 1,000 to
3,000 mg per day.



A revised label story.

Nature’s purest water comes from
the mountains. Originating in the
snow, It filters its way naturally
through the rock.

But nature can sometimes add too
much sodium. That’s why ECO is

bottled at a point where the sodium is
the lowest.



Principles of flanking warfare.
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Flanking principle No. 1.

A flanking move is one made into an
uncontested area.




Flankina principle No. 2.

Tactical surprise ought to be an
iImportant element of the plan .

M- &
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Flanking principle No. 3.

The pursuit is just as critical as
the attack itself.

- &
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A technology flank.






The problem.

In this global economy, If you
don’t have a positioning idea to
differentiate your company, you
had better have a great price.



Thelr strategy.



High fashion.

A day in the life of Naomi ...

07:00 Success?

Wer Erfolg haben will, mulz mitunter fiiher aufstehen

als die Konkurrenz. Chancen rasch erkennen und neue
Wege einschlagen. Spuren, was im Kommen is und sich
darauf einlassen. Dasis dasganze Geheimnis.

Lara

Lyocel |

(DAY (DO (DA
YA Sl L A

J il N N N

ELENZING @ 2000, Lenzing AG. All rights reserved. Web Solution by diamond:dogs.




The problem.

Fashion made no sense.

The important attributes in
buying fiber were quality,
delivery and technical support.

Lenzing scored very well In
technology.



Perceptions in technology.

productivity

technical quality

constant quality

delivery

technical support

B competition
@ Lenzing




Credentials in technology.

1930: Viscose production starts.
1954: Spundyed viscose fibre.
1964 Modal high wet, modulus viscose.
1977. Flame retardant viscose fibre.
1984: 1.1 dennier viscose fibre.
1994: Chlorine free viscose fibre.
1996: Lyocell high strength, washable
viscose fibre.



The technology position.

“The world’s

leader in viscose
fibre technology.”




A coherent direction.

1. Focus on leadership In
technology.

2. Bring that idea to life across all
marketing materials and
activities.



Viscose: A Fibre
at Just Gets Better.

1930: Viscose production starts.
1954: Spundyed viscose fibre.

1964: Modal high wet, modulus
viscose fibre.

1977: Flame retardant viscose fibre.
1984: 1.1 dennier viscose fibre.
1988: 0.9 dennier viscose fibre.
1994: Chlorine free viscose fibre.

1996: Lyacell high strength,
washable viscose fibre.

Lenzing Has Spent 66
Years Using Technology
To Improve One Of
Nature’s Best Fibres.

Lorem ipsum dolor sit amel con;c«

delore mag na ahqum erat vi Ltaal Ut wisi enim ad
ci tation ullamcorper
commodoconsequat.
e doler in hendrerit in vulputate
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iSis al vero eras el ac
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augue duis dolore te feugai 3 m ipsum
dclor sit a net, :onrem-tue adw it, sed ciam

nisl ut aliquip
¢ i al.tcm vfleu m ity
in
dolore eu feugiat nul!a Iac::ms at vero eros et accumsan
et iusto odic dignissim quiblandit praesent luptatum
221il delenit augue duis dolore 1e fevgait nulla facilisi.
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congue nihil imperdiet doming id quod mazimplacera
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exerci tation uflameorper suscipit lobortis nisl ut akiquip
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vel illun > ey feugiat nulla fac

Lenzing.A World Leader
In Viscose Technology.




QLENZING

Introducing Viscose XS.
It Stretches The Limits.

Lenzing now offers extra
strong fibre designed for
today’s high speed
machines.
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e A R »  Lenzing.A World Leader
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nibheuismod tincidunt ut 1aoreet dolore magna aliquam
erat volutpat. Ut wisi enim ad minim veniam, quis nostrud




Modal: Making Other
Fibres Better Fibres.

Whether It’s An Intimate
System Or Sandwich
Blend, Lenzing’s Modal
In The Mix Adds
Important Properties To
Your Product.

Lorem ipsum dolor sit amel, consectetuer adipiscing
&lit.sed diam nonummy nibh euismodtincidunt ut laorset
dolore magna aliquam erat volutpat. Ut wisi enim ac
minim venam,ques nostrug exerci tation ulizmcorper
suscipit lobertis nisl ut aliquip 2x 2a commodoconsequat
Duis autem vel eum iriure dolor in hendrent in vulputate
le NS Uff vd il Ium dnlor" ey feugiat
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2zl defenit augue duis dolore te feugait nulia facilisi.
Nam libertempor cum soluta nobis efeitend option
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facer possim assum.Lorem ipsum dolor it amet,
consectetuer adipiscing elft, sed diamn nonummy nibh
euismodtineidunt ut laoreet dolors magna aliquam erat
volutpat. Ut wisi enim ad minim-veniam quis nestrud
exerci tation ullamcorper suscipit lobortis nist ut aliquip

8x ea commodoeconsaquat. Duis autem vel eum iriure

dolor in hendrent in vulputate velit esse
molestieconsaquat, vel llum dolore eu feugiat nulfa
facilists at vero eros et accumsan et iusto odiedignissim
qui blandit praesent luptatum zzril delenit augue duis
dolore te levgait nallafacilisi. Lorem ipsum dolor sit
amet. consectetuer adipiscing elit, sed diam nonummy
nibheuismod tincidunt ut taoreet dofore magna'aliquam
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Lenzing. A World Leader
_ In Viscose Technnlogy




Lyocell: Making The
World A S

ofter Place.

Lenzing’s New
Generation Fibre Offers
Softness Plus Strength.
It Means More Exciting
Design Possibilities.
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Lenzing A World Leader
In Viscose Technology.




The results.

1.Lenzing now Is the worldwide
leader In cellulose fibers.

2.Revenues have increased 240%
In 8 years.

3.They dominate the third
generation of celluslose fibers.



Principles of guerrilla warfare.




Guerrilla principle No. 1.

Find a segment of the market
small enough to defend.




Guerrilla principle No. 2.

No matter how successful you become
never act like the leader.




Guerrilla principle No. 3.

Stay flexible. Be prepared to leave
at a moment’s notice.

y/




The Caribbean.




The destination.

PUERTO ' Atlantic
e HICO Ocean

e

0
%
¢

Caribbean
Sea

GRENADA




The statistics.

Area:. 344 sg. km. (133 sg. mi.)

Terrain: Volcanic island with central

mountainous rain forest.
Population: 94,000

Unemployment: 25 - 30%

Economy: Mostly agricultural with

tourism becoming more
Important.



The current slogan.
.GRENADA

A R T
|

ISLE OF SPICE




A problem.

No one Is going to travel a
great distance to see cocoa,
nutmeg and mace grown and
processed.



The questions.

How does Grenada avoid the
“just another island in the
Caribbean” problem?

How does it reposition the
competition?
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Unspoiled countryside.
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Grenada should reposition its
competitors as being spoiled.



Proposed strategy.

GRENADA

THE CARRIBEAN
THEWAY IT USED TO BE.




NO BUILDING IS HIGHER
THAN A PALM TREE.

GRENAD

I'HE CARRIBEAN THE WAY IT USED TO BE.




WATERFALLS BY NATURE
NOT MAN.

GRENADA

THE CARIBBEAN THE WAY IT USED TO BE




BEACHES. UNTOUCHED
BY DEVELOPERS.

e &

'c-

t o
f ‘4”
Ham

GRENADA

THE CARIBBEAN THE WAY IT USED TO BE.




Gannett newspaper.

Iravel notes
Best and worst
NYC's museurmns {
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The power of PR In positioning.

“Hanging like a pregnant
teardrop at the southern tip of
the Caribbean chain, Grenada
remains relatively untouched
and wholly unspoiled by the
evolution that has forever

changed its sisters to the
North.”



The power of PR (continued).

“This is the Caribbean of the
1950’s, perhaps the last big
Island where life goes on largely
as 1t did before jet liners and
baby boomers with credit cards
began fluttering in.”



Strategy.
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It’s all about specialization.



A big problem.

Conventional wisdom says
that companies have to continue
to grow. There is no such thing
as having too much growth.

There’s only the perceived
problem of not growing enough.



“We don’t have a
desperate need to
grow. We have a
desperate desire
to grow.”

Milton Friedman




Source of the problem.

Wall Street.




Why specialization
IS powerful.



“Specialty” psychology.

People are impressed with
those who concentrate on a
specific activity or product.

They percelve them as
“experts”, and tend to give them
more knowledge and expertise
than they sometimes deserve.



Psychology (continued).

Conversely, common sense
tells the prospect that a single
person or company cannot be
expert in everything.



The big name vs. narrow names.




The specialists are are winning.

® Cuisinart leads in food
Processors.

® Frigidaire leads In refrigerators.
® Kitchenaid leads Iin dishwashers.

® Maytag leads Iin washing
machines.

® Sunbeam leads In irons.
® \Waring leads in blenders.



The specialist’s weapons.

1. The specialist can focus on one
product, one benefit, one
message.

2. The specialist can become the
“expert” or the “best” in a
category.

3. The specialist can become the
“generic” for the category.



Generalists are weak.
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Kraft: 18% Hellmans 42%.
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Kraft 1%. Grey Poupon 49%.
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Kraft’s leading brand.

SATISFACTION
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The leading shortening.




Crisco line extends.




The leading vegetable oll.




Wesson line extends.




The leading corn oll.




Mazola line extends.




The leading corn oil margarine.
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It’s better to be exceptional at one
thing than good at
many things.



Strategy.
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It’s all about leadership.



The situation in banking.

“After years of shutting
branches and laying off tellers, the
nation’s banks are trying
something desperate to lure new
customers: Customer service. “

— The Wall Street Journal



The opportunity.

“We plan to provide all the
convenience and service factors the
main banks have neglected and
destroyed.”

-Vernon W. Hill, CEO, Commerce Bank



Owning the attribute.

Commerce




How to be convenient.

By ® FEarly morning hours
America’s Most . .o hours
Convenient Loans « sunday hours
Now’s a Great Time to Borrow! ® Multi ple drive-thru
o 24 Fois Lsiin A lanes
e ek ® Free checking
® No ATM fees
e ® 24-hour loan
approvals
=/ C‘@"&i’ﬁ/f ® Free coin sorting

In lobbies



Convenient hours.




Customers agree.
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The bottom line.

= oy ® 460 locations on East Coast
America’s Most  °

2.4 million customers, $48

Convenient Loans billion assets

Now’s a Great Time to Borrow! o Fas'[est-g rowin gm idsize
* 24-Hour Loan Approval b an k

* Competitive Rates and Terms
® Branch deposits growing

* Low Monthly Payments

Apply today or call four times the industry
=22/ b Commerce ® 15% annual profit growth for

‘Bank i
five years




Attributes of a leader.

You must have
mental courage.




Attributes of a leader.

You must
be flexible.



Attributes of a leader.

You must
be bold.



Attributes of a leader.

You must
know the facts.



Attributes of a leader.

You need
to be lucky.



One of the best.

Steve Jobs




No one will follow
if you don’t know
where you’re going.



Strategy.
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It’s all about simplicity.



Marketing avoids complexity
and worships simplicity.

EHE POWER
. OF .

BSIMPLICITY

JACKTROUT

ISER




A paradox.

Complex strategies such as
complex battle plans are usually
doomed to failure. There are too
many things that can go wrong.

But people admire complexity
and don’t trust something that’s
simple.



The antidote.

The antidote for fear of simple
ildeas IS common sense.

Unfortunately, people often
leave thelr common sense In the
parking lot when they come to
work.



“Management is
a curious
phenomenon.

It IS generously
paid, enormously
Influential, and
significantly
devoid of
common sense.”

Henry Mintzberg
Prof. Of Management
McGill University




The definition.

Com.mon.sense noun, adj.
Native good judgement that Is free of
emotional bias or intellectual subtlety.



Common sense guestion.

How would a Cadillac that
looked like a Chevrolet sell?



“Not very well.”

——




PLYMOUTH HORIZON MISER Surprising penny-pincher

[:A“III““[“ “Your average

RENAULT 5 TURBO vs, RENAULT 5 TURBO El d O rad O owner

Exclusive test: Le Road Car vs. Le Race Car

CIMARRON! wouldn’t recognize
Cadillac as underdog: GM against the high-priced imports? a C|marron aS a

==ae——=—=1ll| cadillacif he

L)\ — backed into one.”
T Cover story,

: -- August 1981




A new small Cadillac.

THE CADDY THAT ZIGS..




“Not very well, again.”
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Big Cadillacs are back.




Market share isn’t back.

Luxury Auto Market Share In America
June 2011

W Acura

N Audi
Bentley

N mw
Cadillac

| Infiniti
Jaguat

W Land Rover

W Lexus
Lincoln

= Maserati

N Mercedes-Benz
Porsche

B Saab
Volvo

® Other *

Cadillac
10.2%




An ugly fact of life.

If you make a mistake, your
competitors quickly get your
business.

What’s worse is that you
rarely get it back.



Simplicity requires
sacrifice.



Sacrifice No. 1.

You can’t be everything
to everybody.



Emery Air Freight.

- " .

Overnight. Two day delayed.

- il
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Small packages. Large packages.

—————



Federal Express.

Small packages
overnight.




The power of sacrifice.

Federal Express:
Absolutely, positively
overnight.



Owning an attribute.

Fights cavitites.

Tastes good.

Freshens breath.




Safety.
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A car that looks like a tank.




%mm'

The execution is different,
but the concept is basically the same.

anywhere this side of the Aberdeen Proving
Grounds and there is a growing legion of happy
owners who will be glad to verify the point.”

The Aberdeen Proving Grounds, inciden-
tally. is where the U. S. Army tests tanks.

Both vehicles are very difficult to destroy.
However. the M-41 (at right) was built to
withstand slightlv meaner treatment than the

Volvo 144 (at left ).

Asaresult. the M-41 weighs in at 50,000 lbs.
And for all its bulk. carries only four men—in ex-

dreme discomfort. we might add.

It even has armor-plating.
Volvo has a finish six coats thick. First the °




WE DESIGN EVERY VOLVO TO LOOK LIKE THES

g safcty VOLVO
,




(PEOPLE ONCE LAl
AT SEAT BELTS T00.)




Reinforcing safety.

® Anti-lock brakes.
® Airbags.

® Side door airbags.
® Running lights.

® Four wheel drive?



Better late than never.

Volvo's wagon intro rides
on $35 mil in ad support

All-wheel-drive V7os to take on rivals’ SUVs

By Jean Halliday

Volvo Cars of North America
today begins its biggest launch in
five years—a $35 million national
campaign for its first US. all-
wheel-drive station wagons.

Volvo, which doesn't offer a
sport-utility vehicle, is targeting

the three V70 wagons at buyers of
SUVs.

FASTEST-GROWING SEGMENT

.

One thing we learned is that
the SUV market is the fastest-
growing segment of the car mar-
ket," said Bob Austin, director of
marketing communications at

Volvo. “To even talk to that seg-
ment, you must offer all-wheel-
drive.”

The ad campaign continues
Volvo's shift to reposition itself as
more fun while keeping its core
safety image.

“It is perhaps our most im-

See VOLVO on Page 45




Driving the wrong way.




Sacrifice No. 2

You can’t sell everything
to everybody.



CIGARROS CON FILTRO

MARCA REGISTRADA




A new low tar cigarette. When you want more flavor.

SURGEON GENERAL'S WARNING: Smaking



Marlboro Menthol?

MENTHOL

MMMMMMM
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100’s LlGHTS




Marlboro Ultra Lights?

¥

Marfboro

Mﬂl‘”]ﬂ]'l] ULTRA LIGHTS

ULTRA LIGHTS 100's

LOW TAR & NICOTINE




Marlboro Ultra Smooth?

The nation's largest cigarette maker,
Altria Group Inc.'s Philip Morris USA,
has failed in yet another attempt to sell
Americans on a potentially safer
cigarette, pulling the plug on Marlboro
Ultra Smooth, a version of Marlboro
that used a high-technology filter.

The Wall Street Journal
June 23, 2008



The problem.

Real cowboys don’t smoke
menthols and ultra-lights.






The leader In batteries.

GENERAL
PURPOSE '
. BATTERY

3
. g




Eveready heavy-duty.

SUPER HEAVY DUTY

BATTERIES




Eveready alkaline.

@ ?ur BEtSE -
ongest Lastin
ALKALINE ¥

Power Source
POWER CELLS E 3 iakee




Alkaline only batteries.

DURACELL




The better name: Duracell.

[ e .
DURACELI_@

AAAAAAAAAAAAAAA

“TWO BATTERES




The power of sacrifice.

Duracell
lasts
twice as long.




Enter the energizer.
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Battery market shares.

Duracell ........ccccccoaeeeh . 44%
Energizer..........ccccevennnnnt. 33
Rayovac.........ccovvveeeaoanie. 11

Allothers.......cocvvivvivinnn.n. 12



Sacrifice No. 3

You can’t keep changing
what you are.



Key philosophy.

Move with
the
marketplace.




Constant change of position.




Barely escaped bankruptcy.




New York 1930.




New York today.




Sales per unit.

McDonald’s ................. $1.61 million
White Castle................ 1.32
Wendy’s ........cccceviinnnne. 1.08

Burger King.................... 1.07



Big strategic ideas
almost always
come in small words.



Strategy.

It’s all about reality.



Marketing Is an
exercise in reality.
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Changing reality.



It’s a world of bar codes.
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Someone has to read them.




The Compudata problems.

1. There was branding confusion
between its corporate name

(Compudata) and its product name
(Multiscan).

2. There was the “made in Argentina”
problem of technology perceptions



The recommended strategy.

World leader in laser
bar code document reading.

(Headquarters: USA)



Comp data RK¥N

Robert M. Taylor

Chairman

Multiscan Corp.Inc.
123 45t Street
Miami-Florida
Tph: 345.567.89.00




The results.

® Sales have increased
dramatically (10x).

® Exports have now increased to
60 percent.

® They now sell in 55 countries.



Russia.
Two missed opportunities.




Rolf. Russia’s largest
automobile dealership.
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Rolf’s credentials.

Rolf is the #1 seller of foreign
brands.

Rolf is the #1 importer group.
Rolf Is the #1 retaller.

Rolf has the largest share of the
market.



The credentials. (con’t.)

In America, the land of large
dealerships, the current level of
retail sales would put them well
into the top five dealership
groups.



The position.

Where more Russians go
for a foreign car.



The strategy.

Reinforce the leadership
position and use It as a platform
to tell the story of how they got
to be No. 1.



The Rolf history.

How we got
to be very big by
thinking small.

(The story of how attention
to detail, customer service and
importing good dealership
ideas made the difference.)

Where more Russians go
for a foreign car.




The Rolf motto.

Find great cars
to sell and great people
to sell and service them.

(The story of finding the
right cars for Russia and
training great people to sell
and service these cars.)

Where more Russians go
for a foreign car.




The Rolf philosophy.

Man cannot live
by one brand
of car alone.

(The story of why Rolf
chooses to sell different

brands to different types of
customers.)

Where more Russians go
for a foreign car.




The outcome.

Management couldn’t bring
themselves to launch this bold
leadership move. Their chief
marketing executive went on to
resign. An opportunity missed.



The No. 2 Russian airline .



The context.

The aviation market Is opening
up. While Aeroflot is still the
leader, there Is an opportunity for
a carrier to become the perceived
no.2 airline.

The question Is who will seize
the opportunity.



The 1dea.

Aeroflot is Russia’s old airline.
There’s an opening for a carrier to
become the newer alternative.

“Russia’s new airline” is a
differentiating idea that can be

pre-empted in the minds of the
Russian public.



The credentials.

To establish this differentiating
Idea, the new airline must fly
almost as many passengers as

Aeroflot.
To claim no.2 they must be a

clear no.2 in passengers flown.



Communications.

To communicate this idea, they
cannot have aregional name. They
need a new name that says they fly
many places. Examples: Federal
Airlines or Russian Airways. They
must look and act differently than
Aeroflot. They must become: “A
new airline for the new Russia”.



The best candidate.

SIBERIA AIRLINES

AIRLINES

Siberia 4




Russian air travel.

In 2003, Siberian Airlines flew
3,397,000 passengers. This means
they are first in terms of internal
flights In Russia. Overall, they are
second in total Russian air travel.

They could be that latest or
“Russia’s new airline.”



The outcome.

Management listened but then
went off to London for a new
identity. They ended up with the
name S7 and green airplanes. An
opportunity missed.



S7. The no-name airline.




The problem.

The strange S7 name suits not
a big but a small airline. Big
airlines require big sounding
names.

Small names only reinforce a
position of being a local airline.
The No. 2 position is still open.



A bigger name. No. 2?




My advice.

Think like
the Chinese.




China.




China has adopted
positioning.



Amazing development.

| went to Beijing for the 40t
anniversary of Positioning.

There | was introduced to their new
“Positioning Training School.” They
are graduating management that will

use positioning principles to build
brands.
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China’s Harvard.




Trout In a box.




Reality Is critical In
a competitive world.



Focus is critical In
a competitive world.



Differentiation is critical
In a competitive world.



