
Russia’s shift in a             

global economy. 



Russia’s dilemma. 

  Russia must move from a 

resources driven economy (oil 

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. 



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. 

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 failure depends on  
how well they sell whatever they  
have to sell. 

 



In a tough world, 

using strategy 

is how you survive. 

 

Summation 



A book for the times. 



The seven “abouts”.

• Strategy is all about perceptions.

• Strategy is all about being different.

• Strategy is all about competition.

• Strategy is all about specialization.

• Strategy is all about simplicity.

• Strategy is all about leadership.

• Strategy is all about 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 

unique 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. 

 

 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. 



Bottled water: 2000 brands. 



Cough/cold 134 brands. 



Choice explained. 



Marketing has basic laws. 



The law of division. 

  The tenth immutable law of 

marketing: Over time, a category 

will divide and become two or 

more categories. 



Strategy. 

 

 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. 



Another book to read. 

REpostioning 
Marketing in an era of 

competition, change     

and crisis. 

Jack Trout 
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. 

 Minds are limited. 

 Minds hate confusion. 

 Minds are insecure. 

 Minds don’t change. 

 Minds can lose focus. 

 



Minds 
are limited. 



The product ladder. 

 



The rule of seven.



Seven brands account for 90%. 

Colgate…………………………………28%

Crest……………………………………25%

Aquafresh……………………………..11%

Mentadent……………………………..10%

Arm & Hammer………………………...6%

Sensodyne……………………………...3%

Ultra Bright……………………………..2%



Product ladder is geometric. 

First rung……………40% 
Second rung………..20% 
Third rung…………..10% 
Fourth rung…………..5% 



Search engine shares. 

Google………….……54% 
Yahoo………………..20% 
Microsoft……..……..13% 



Product positioning ladder. 

1. One is wonderful. 
2. Two can be terrific. 
3. Three is threatened. 
4. Four can be fatal. 



Minds  
hate  
Confusion. 

 



The first vitamin deodorant. 





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. 

 



The power of oversimplification. 

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



The most powerful concept. 

 

Word. 



Own a word in the mind. 

Overnight. 
Driving. 
Safety. 



BMW. 

 

Driving. 



BMW’s introduction. 



Today’s situation. 
 

Mercedes and BMW 
are competing for 
sales leadership. 



Minds 
are  
insecure. 



Why minds are insecure. 

 Monetary risk. 

 Functional risk. 

 Physical risk. 

 Social risk. 

 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 given situation to the degree we 

see others performing it.” 
                                              Robert Cialdini, psychologist 



Russia. 



Exploiting the herd effect. 

  Adamas is the largest jewelry 

producer in Russia. It produces  

fine jewelry that has a long term 

warranty. 

  One out of four pieces bought    

in Russia is produced by Adamas. 



The positioning strategy. 

 

Adamas.  

The leader in fine Russian jewelry. 



The herd effect. 



The Tiffany effect. 



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. 









The New York Times. 

 



Xerox corp. 

The Document 
Company. 





The Wall Street Journal. 



The futility of change. 
 

 
 

 “Faced with the choice between 

changing one´s mind and proving     

that there is no need to do so, almost 

everyone gets busy on the proof.” 
      

                                            John Kenneth Galbraith 



25 Product categories. 

1. Bacon 
2. Batteries 
3. Breakfast cereal 
4. Film 
5. Canned fruit 
6. Canned milk 
7. Chewing gum 
8. Chocolate 
9. Crackers 
10. Flour  
11. Mint candies 
12. Paint  
13. Paper 

14. Pipe tobacco 
15. Razors 
16. Sewing machines 
17. Shirts 
18. Soap 
19. Soft drinks 
20. Soup 
21. Shortening 
22. Tea 
23. Tires 
24. Toilet soap 
25. Toothpaste 



The leading brands in 1923. 

1. Swift 
2. Eveready 
3. Kellogg’s Corn 

Flakes 
4. Kodak 
5. Del Monte 
6. Carnation 
7. Wrigley’s 
8. Hershey’s 
9. Nabisco 
10. Gold Medal 
11. Life Savers 
12. Sherwin-Williams 
13. Hammermill 

14. Prince Albert 
15. Gillette 
16. Singer 
17. Manhattan 
18. Ivory 
19. Coca-Cola 
20. Campbell’s 
21. Crisco 
22. Lipton 
23. Goodyear 
24. Palmolive 
25. Colgate 



The leading brands of today.  

1. Swift 
2. Duracell 
3. Cheerios 
4. Kodak 
5. Del Monte 
6. Carnation 
7. Wrigley’s 
8. Hershey’s 
9. Nabisco 
10. Gold Medal 
11. Life Savers 
12. Sherwin-Williams 
13. Hammermill 

14. Prince Albert 
15. Gillette 
16. Singer 
17. Arrow 
18. Dove 
19. Coca-Cola 
20. Campbell’s 
21. Crisco 
22. Lipton 
23. Goodyear 
24. Dial 
25. Colgate 



Only 5 lost their leadership. 

1. _ _ _ _ _ _ _ 
2. Eveready 
3. Kellogg’s 
4. _ _ _ _ _ _ _ 
5. _ _ _ _ _ _ _ 
6. _ _ _ _ _ _ _ 
7. _ _ _ _ _ _ _ 
8. _ _ _ _ _ _ _ 
9. _ _ _ _ _ _ _ 
10. _ _ _ _ _ _ _ 
11. _ _ _ _ _ _ _ 
12. _ _ _ _ _ _ _ 
13. _ _ _ _ _ _ _ 

14. _ _ _ _ _ _ _ 
15. _ _ _ _ _ _ _ 
16. _ _ _ _ _ _ _ 
17. Manhattan 
18. Ivory 
19. _ _ _ _ _ _ _ 
20. _ _ _ _ _ _ _ 
21. _ _ _ _ _ _ _ 
22. _ _ _ _ _ _ _ 
23. _ _ _ _ _ _ _ 
24. Palmolive 
25. _ _ _ _ _ _ _ 



Minds 
can lose 
focus. 



The line-extension trap. 

 



Charmin is now No. 1. 

 



Scott changes its strategy. 

 



Life Savers. The candy with 

the hole in the middle. 



Life Savers Gum? 



Life Savers soda? 

 



Pierre Cardin wine? 



Pierre Cardin vodka? 



Heinz. The famous ketchup. 



Heinz mustard? 



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. 



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. 

 “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 a recent 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. 

“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. 



Samsung’s obvious strategy. 

  Samsung’s success in 

televisions, cell phones, and     

other electronic products while 

Sony is in decline, sets the        

stage for the following position. 



A leadership position. 

Samsung. 
World’s leader 
in electronics. 



A slogan not a difference. 



Hyundai’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. 



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 

unique. 

  (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 

unique. (Volvo:Safety. Crest: 

Cavity prevention.) 

   

   



Visa. 

Everywhere. 



Automotive attributes. 

BMW………….……………….driving 

Volvo………..………………….safety 

Mercedes………………..….prestige 

Toyota……………..……….reliability 

Jaguar…………………………styling 

Ferrari……….…………………speed 



 

Attribute positioning. 

 



Spain’s situation. 

  Their 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    I 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. 



 

 

  



 

 

  



 

 

  



Differentiating  

via “how it’s made”. 



“How it’s made” psychology. 

  Consumers want to believe that 

products can contain a magic 

ingredient 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. 



Quality construction. 



Positioning 

a pizza chain. 





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. 



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 

quality and taste. 



Fewer leaks. 



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. 



The first shaving gel. 



The first coffee house. 

 



The first search engine. 



The first social network. 



The first champagne. 



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. 



India. 



Bajaj. 

A company in India     

applies positioning. 



 

The old Bajaj.  

 
 



 

The new Bajaj.  

 



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 Bajaj and 

spend time with his team 

each quarter.”       India Today  

                                                16 April 2012 



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.1      
    sports bike. 



Dramatizing leadership. 



Reinforcing leadership. 



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. 



Proof of performance. 



A “Positioning” star. 



The 4 Steps to Differentiation 



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 is to find that 
difference and then use it to set 
up a benefit for your customer. 

   



3. The credentials. 

  To build a logical 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. 





Advertising can deliver 

news. 

 



The news factor. 



Miller Lite news. 

 



Advertising can dramatize 

a difference. 





The car that looks like a tank. 



Driving the wrong way. 



Advertising can be used  

to compare. 





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 

joke 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.  





Strategy. 

 

 It’s all about competition. 

 



Another book to read. 



Military warfare. 

Your 

army 

Enemy 

army 



Your 

company 

Competitor 

company 

Marketing warfare. 



The strategic square. 



Defense  

warfare 

Flanking  

warfare 

Guerrilla 

 warfare 

Offensive 

warfare 



Principles of defensive warfare. 



Defensive principle No. 1. 

Only the market leader should   

play defense. 

 



The best defensive strategy is the 

courage to attack yourself. 
 

Defensive principle No. 2. 



Defensive principle No. 3. 

Strong competitive moves     

should always be blocked. 

 



United States. 



The leading razor blade. 



Gillette attacked itself. 



The two-bladed razor. 



Adjustable two-bladed razor. 



The shock absorbent razor. 



The 3-bladed razor. 





The five bladed razor. 

  



Bic chose to reposition 

Gillette as being expensive. 



The disposable razor. 



Gillette blocks the disposable. 



Razor blade market shares. 

Gillette……………. 

Bic…………………. 

Schick…………….. 

Wilkinson Sword... 

 

.....62% 

.....19% 

.....16% 

.......3% 



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. 



Argentina. 



The mountain water war     

in Argentina. 



The mountain leader. 



The mountain climber. 



The leader’s weakness. 



Exploiting the weakness. 



Reposition the competition 

as having too much salt. 



A revised label. 



Support for this concept. 

  The American Heart Association 

recommends ingestion of water 

with sodium concentration of less 

than 20 mg per liter.  

  The recommendation for reduced 

sodium intake is 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. 



Flanking principle No. 1. 

A flanking move is one made into an 

uncontested area. 



Flanking principle No. 2. 

Tactical surprise ought to be an 

important element of the plan . 
 



Flanking principle No. 3. 

The pursuit is just as critical as 

the attack itself. 



Austria. 



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.  



Their strategy. 



High fashion. 



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. 

0 2 4 6 8 10

technical support

delivery

constant quality

technical quality

productivity

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. 











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. 



The Caribbean. 



The destination. 



The statistics. 
 

                Area:   344 sq. km. (133 sq. 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. 



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? 



Unspoiled countryside. 



Unspoiled beaches. 



Unspoiled natural parks. 



No Tall buildings. No Tall buildings. 



Grenada should reposition its 

competitors as being spoiled. 



Proposed strategy. 

 





 
WATERFALLS BY NATURE                                                  

NOT MAN.  

 

GRENADA 
THE CARIBBEAN THE WAY IT USED TO BE 

 



BEACHES. UNTOUCHED 

 BY DEVELOPERS. 

GRENADA 
THE CARIBBEAN THE WAY IT USED TO BE. 

 



Gannett newspaper. 



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 it did before jet liners and 

baby boomers with credit cards 

began fluttering in.” 



Strategy. 

 

 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 perceive 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. 

Cuisinart. 

Frigidaire. 

Kitchenaid. 

Maytag. 

Sunbeam. 

Waring. 



The specialists are are winning. 

 Cuisinart leads in food 
processors. 

 Frigidaire leads in refrigerators. 

 Kitchenaid leads in dishwashers. 

 Maytag leads in 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. 



Kraft 9%. Smucker’s 35%. 



Kraft: 18%. Hellman’s: 42%. 



Kraft 1%. Grey Poupon 49%. 



Kraft’s leading brand. 



The leading shortening. 



Crisco line extends. 



The leading vegetable oil. 



Wesson line extends. 



The leading corn oil. 



Mazola line extends. 



The leading corn oil margarine. 



It’s better to be exceptional at one 

thing than good at 

many things. 

 

Summation 



Strategy. 

 

 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. 



How to be convenient. 

 Early morning hours 

 Evening hours  

 Sunday hours 

 Multiple drive-thru 
lanes 

 Free checking 

 No ATM fees 

 24-hour loan 
approvals 

 Free coin sorting  
in lobbies 



Convenient hours. 
 
 



Customers agree. 
 
 



The bottom line. 

 460 locations on East Coast 

 2.4 million customers, $48 

billion assets 

 Fastest-growing midsize 

bank 

 Branch deposits growing 

four times the industry 

average 

 15% annual profit growth for 

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. 



No one will follow 

if you don’t know 

where you’re going. 

 

Summation 



Strategy. 

 

 It’s all about simplicity. 

 



Marketing avoids complexity 

and worships simplicity. 



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 

ideas is common sense. 

  Unfortunately, people often 

leave their 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 question. 

 How would a Cadillac that 

looked like a Chevrolet sell? 



“Not very well.” 



  “Your average 
Eldorado owner 
wouldn’t recognize 
a Cimarron as a 
Cadillac if he 
backed into one.” 

    Cover story,       
August 1981 



A new small Cadillac. 



“Not very well, again.” 



Cadillac’s downhill drive.  



Big Cadillacs are back. 



Market share isn’t back. 

 

10.2% 

Cadillac 



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. 



Federal Express. 

Small packages 

 overnight. 



 
Federal Express: 

Absolutely, positively 

overnight. 

The power of sacrifice. 



Owning an attribute. 

Fights cavitites. 

Tastes good. 

Whitens teeth. 

Freshens breath. 



Volvo. 

Safety. 



A car that looks like a tank. 









Reinforcing safety. 

 Anti-lock brakes. 

 Airbags. 

 Side door airbags. 

 Running lights. 

 Four wheel drive? 



Better late than never. 



Driving the wrong way. 



Sacrifice No. 2 

You can’t sell everything 

           to everybody. 







Marlboro Menthol? 



Marlboro Ultra Lights? 



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. 



Eveready heavy-duty. 



Eveready alkaline. 



Alkaline only batteries. 



The better name: Duracell. 



The power of sacrifice. 

Duracell       
lasts           

twice as long. 



Enter the energizer. 



Battery market shares. 

Duracell ……………………..44% 

Energizer…………………….33 

Rayovac……………………...11 

All others…………………….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. 



McDonald’s ……………..$1.61 million 

White Castle…………….   1.32 

Wendy’s ………………….. 1.08 

Burger King……………..…1.07 

Sales per unit. 



Big strategic ideas 

almost always 

come in small words. 

 

Summation 



Strategy. 

 

 It’s all about reality. 

 



Marketing is an 
exercise in reality. 



Changing reality. 



It’s a world of bar codes. 

 



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. 

 



MULTISCAN 
World leader in laser              

bar code document reading. 

(Headquarters: USA)  

The recommended strategy. 



Roberto Martínez Taylor 
Presidente 

Calle 54 Nº1344 

La Plata 

Rep. Argentina 

Tel: 45.567.89.00 

Multiscan Corp.Inc. 

123 45th Street 

Miami-Florida 

Tph: 345.567.89.00 

Robert M. Taylor 
Chairman 

Comp
u  

data 
 

S.A. 



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.  











Rolf’s credentials. 

 Rolf is the #1 seller of foreign 

brands. 

 Rolf is the #1 importer group. 

 Rolf is the #1 retailer. 

 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. 



How we got                     

to be very big by  

thinking small. 

The Rolf history. 

     (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. 



Find great cars               

to sell and great people   

to sell and service them. 

The Rolf motto. 

 

     (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. 



Man cannot live        

by one brand              

of car alone. 

The Rolf philosophy. 

 

     (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 idea. 

 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 a regional 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. 

2003

SIBERIA AIRLINES



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. 

  I went to Beijing for the 40th 

anniversary of Positioning. 

  There I was introduced to their new 

“Positioning Training School.” They 

are graduating management that will 

use positioning principles to build 

brands. 



   



   



China’s Harvard. 

   



Trout in a box. 

   



Reality is critical in  

a competitive world.  

 

Lesson 



Focus is critical in  

a competitive world.  

Lesson 



Differentiation is critical  

in a competitive world.  

Lesson 


