
  



  

Welcome to
 the new

world order.



  



  

“Global economy” statistics.

 Of the world’s largest 
    economies, 51 are not
    countries but corporations.
 The 500 largest account for
    70 percent of world trade.
    



  

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.



  



  

The Turquality program.

The world has become a competitive 
place. Winning requires strategy and 
training to successfully avoid mistakes 
and win customers.

Turkey’s program is the first such 
global effort to train and support 
companies to become Turkish 
business champions.



  

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 12 books describe what’s
been happening in this laboratory.



  

Learning from the past.

“ Those who cannot remember 
the past are condemned            

to repeat it.”
                                                    George Santayana                         

  
                                                     (1863-1952)



  

A summary of my best advice.



  

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.

It’s all about perceptions.



  

The mind is the battleground.



  

How the mind works.



  

How the mind works, 
continued.



  

Positioning defined.

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



  

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%



  

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 laziness factor.

Minds quickly label 
complex ideas as 
confusing.

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



  

Manufacturers love complexity.

AT&Ts EO Personal Communicator: 
a cellular phone, fax, electronic mail, 
personal organizer and pen-based 
computer.

Okidata’s Doc-it: a desktop printer, 
fax, scanner and copier.

Apple’s Newton: a fax, beeper, 
calendar-keeper and pen-based 
computer.



  

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.



  

BMW.



  



  

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



  

Corralling the insecure.

1. The bandwagon.
2. The testimonial.
3. The heritage.



  



  

The movie star testimonial.



  



  



  



  

The spirit of emulation.

“We want to copy those 
whom we  deem superior in 
taste or knowledge or 
experience.”

     Stanley Resor,        
            one-time head of J. Walter 
Thompson.



  

Selling your heritage.

Steinway
“The instrument of the immortals.“

Cross Pens
“Flawless classics since 1846.“

Carpenter
“A leader in specialty steels for                

100 years.“



  

Selling your heritage.



  

The “real thing” heritage.



  

“Always Coca-Cola.”



  

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 real thing.”



  

A new thing?



  

A case study:

Forcing
change?



  

What’s a Porsche?



  



  

Porsche 911.

Rear-engine, air-cooled, 6-cylinder car.



  

Porsche 928.

Mid-engine, water-cooled, 8-cylinder car.



  

Porsche 968.

Front-engine, water-cooled, 4-cylinder car.



  

What’s a Porsche?

A front/rear, air/water, 4/6/8 cylinder 
cheap, expensive car.



  

Porsche’s downhill drive.

1986…………….30,471
1989………………9,476
1990……….……..9,139  
1991……………...4,399
1992………………4,115
1993……………...3,728
                



  

The Porsche comeback.

Today, sales are rebounding
thanks to an updated, less
expensive version of the 911.



  

The Porsche mistake.

Now Porsche has introduced an
SUV. This is a Porsche with four
doors, four seats and a tailgate.



  



  

A better direction.

The Cayman.



  

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



  

Minds
can lose
focus.



  

The line-extension trap.



  

Scott changes its strategy.



  

Charmin is now No. 1.



  

First “healthy frozen entrée.



  

All “healthy” has broken out.



  

The New York Times.



  

Life Savers Gum?



  

Life Savers bubble gum?



  

Life Savers soda?



  

Bic Corp.

“We still haven’t leveraged the Bic 
name as much as possible.

We need to develop more new 
products, and in categories that have
explosive growth potential.”
                            Corporate spokesperson



  

Bic pantyhose?



  

Bic perfume?



  

Pierre Cardin wine?



  

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.



  

Line extension “facts of life.”

1. Line extension is good strategy 
if specialist competition never 
does develop.

2. Line extension is bad strategy 
if specialists strike back 
strongly.



  



  

The teeter-totter principle.



  

Heinz loses its pickle leadership.



  

Pickle market shares.

Vlassic       29%
Clausen     12%
Mt. Olive      7%
Heinz           4%

 



  

Some surprising research.



  

It’s all about perceptions.

“Unchecked product-line 
expansion can weaken a brand’s 
image, disturb trade relations, 
and disguise cost increases.”



  

Perception is reality.
Don’t get confused by facts.

Summation



  

The key questions.

Where should top management 
spend its time? If you are to lead, in 
what areas should you lead?



  

CEO’s top priorities.

1.  Finance
2.  Sales
3.  Production

4.  Management
5.  Legal
6.  People



  

The father of business
consulting.

 Peter Drucker



  

His advice.

“Because the purpose of 
business is to create a 
customer, the business 
enterprise has two – and only 
these two – basic functions: 
marketing and innovation.” 



  

His advice (continued).

“Marketing and innovation 
produce results; all the rest are 
costs. Marketing is the 
distinguishing, unique function 
of the business.”



  

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.



  

The situation.

It’s a battle
of brands.



  

Dog food: 180 brands.



  

Bottled water: 50 brands.



  

Cough/cold 134 brands.



  

Strategy.

It’s all about differentiation.



  

Marketing’s role.

1. Help find that differentiating 
idea.

2. Elevate that idea into a 
business strategy.



  

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.



  

Mastercard.

Smart money?



  

Their new campaign.

For everything 
else there’s 
MasterCard.



  

The numbers.

MasterCard’s share of the  
U.S. debit/credit card business 
has fallen by more then 3% 
since 2002.

MasterCard international 
market share has also declined.

        Nielsen Report



  

Good news for MasterCard.

Life takes Visa.



  

Automotive attributes.

BMW………….……………….driving
Volvo………..………………….safety
Mercedes……………….engineering
Toyota……………..……….reliability
Jaguar…………………………styling
Ferrari……….…………………speed



  

Differentiation                    
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.



  

Cadillac.

Northstar
Engine.



  

Chrysler.

Hemi
Engine



  

Differentiating                       
a pizza chain.



  



  

John’s secret weapon.



  

Not made from concentrate.



  

The “better” position.

Better ingredients.
Better pizza.



  

“Better” PR.



  

“Better” results.

1. Sales growing at twice the 
industry average.

2. Profits up 66% last year.
3. Stock price quadrupled from 

initial public offering.



  

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.



  

Ketel One.

Hand-made        
    vodka.



  

Differentiation                    
via being “first.”



  

“First” psychology.

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

Psychologists refer to this as 
“keeping on keeping on.”



  

The first gourmet mustard.



  

The first nighttime cold remedy.



  

The first flu remedy.



  

The first packaged salad.



  

The first natural dog food.



  

First organic baby food.



  

The first shaving gel.



  

The first global coffee house.



  

The first search engine.



  

The first champagne.



  

The first ice cream for dogs.



  

First video for dogs.



  

Differentiation                    
via “the latest.”



  

The “latest” psychology.

When it comes to products, our 
society has trained us to look for 
the newest and the latest.

People are not comfortable 
buying what could be perceived as 
an obsolete product.



  

Advil.

Advanced medicine 
for pain.

                                                  
  



  

Advanced medicine for pain.



  

Pain reliever shares.

Tylenol ……………………22%
Advil ……………………….14
Excedrin ……………………6
Aleve ………………………..5
Bayer ………………………. 4



  

Differentiation                    
via “leadership.”



  

“Leadership” psychology.

Humans tend to equate “bigness” 
with success and social status.

Leadership is the most direct way 
to establish credentials of your 
brand. And credentials are the 
collateral you put up to guarantee 
your performance.



  

Brahma was No.2 in beer.



  



  

Brahma is No.1.



  

Now, Brahma is No.1.



  

A happy ending.

Brahma and 
Antarctica 

have merged.



  

A new position 
for Spanish 

olive oil.
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The problem.

Spain is the dominant 
leader in olive oil production. 
But Italy is perceived as king. 
Spain makes most of the oil 
while Italy makes most of the 
money.



  

Leadership positioning.

Spain
“The world’s No.1 producer”.



  

Dramatize the position.

“Two thousand years ago     
the Romans were our best 
customers. Today, they still are.”



  

Identify the oil.

Develop a symbol or seal that 
will enable customers to identify 
olive oil from Spain.



  

100%
Olive Oil

From SPAIN



  

100%
Olive Oil

From SPAIN

100%
Olive Oil

From SPAIN

100%

Olive Oil

From SPAIN



  

Differentiation
via “specialty”.



  

“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.



  

Turquality opportunities.

In a world of big global brands, 
it would appear that a “specialty” 
strategy will work best for 
Turkish champions.

It is your best deffense against 
the big competitors.



  

A big problem.

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

This leads to endless line 
extensions which undermine the 
meaning of the brand .



  

Source of the problem.

Wall Street.



  

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



  

McDonald’s boast.

“If we served beer and wine 
we might eventually have 100% 
of the food-service market.”

      Michael Quinlan
       President and Chief Executive
       McDonald’s Corp.



  



  



  

McDonalds gets religion.

The new CEO has taken 
McDonalds back to basics, 
improved operations and closed 
stores. Their sales have turned 
up.

They no longer want to be a 
restaurant.



  

What is an Excedrin?



  

Tylenol.



  

Tablets, caplets or gelcaps?



  

Small, medium or large?



  

Regular or extra-strength?



  



  

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 specialist wins in pineapple.



  

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



  

Differentiation                    
via “heritage.”



  

“Heritage” psychology.

Behaviorists say that without 
a line from the past, it is difficult 
to believe in a line to the future.

When merged companies 
have their heritage swallowed 
up, their customers feel 
abandoned.



  

The real thing. 



  

Always? 



  

Countries have heritage.



  

United States.

Computers.
Airplanes.



  

Japan.

Automobiles.
Electronics.



  

Germany.

Engineering.
Beer.



  

Switzerland.

Banking.
Watches.



  

France.

Wine.
Perfume.



  

Argentina.

Beef
Leather



  

Differentiating                       
a technology company.



  



  



  

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

Compu data S.A.



  



  

The results.

 Sales have increased 
dramatically (10x).

 Exports have now increased to 
60 percent.

 They now sell in 55 countries.



  

Russia.

Vodka.
Caviar.



  



  



  

Absolute leader.



  



  

Repositioning Absolut.

Absolut Sweden 
vs.           

Absolute Russia.



  

Differentiation requires 
sacrifice.



  

Sacrifice No. 1

 You can’t be everything
          to everybody.



  

Emery Air Freight.



  

Federal Express.

Small packages
 overnight.



  

The power of sacrifice.

Federal Express:
Absolutely,positively,

overnight.



  

Owning an attribute.

Fights cavitites.

Tastes good.

Whitens teeth.

Freshens breath.



  

Volvo.



  

A car that looks like a tank.



  



  



  



  

Reinforcing safety.

 Anti-lock brakes.
 Airbags.
 Side door airbags.
 Running lights.



  

Advertising Age.



  

Driving the wrong way.



  

Sacrifice No. 2

You can’t sell everything
           to everybody.



  



  



  

Marlboro Menthol?



  

Marlboro Ultra Lights?



  

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.



  

What’s a Chevrolet?



  



  



  

McDonald’s ……………..$1.46 million
White Castle…………….   1.32
Wendy’s ………………….. 1.08
Burger King……………..…1.07

Sales per unit.



  

The steps to    
differentiation.



  

1. The context.

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.



  

If you don’t have
a point of difference,

you’d better have a low price.

Summation



  

Strategy.

It’s all about leadership.



  

A warning.

No one will follow you if you 
do not know where you are 
going.

Worse yet, is leading them to 
a place you should not go.



  

Mistake.

Trying to predict 
the future.



  

Business Week.



  

Office of the present.



  

Office of the future?



  

20 years and $2 billion.



  

Third leg opportunities.



  

A Xerox evolution.

Move from “Xerography” to 
“Lasography” as a way to pre-
empt the surge in laser printing.



  

Hewlett-Packard.

 
Laser     
printer.



  

What they should do.

 
Document 

Engineering.



  

A better direction.

 
Evolving your 

difference.



  

Lotus Development Corp.

 
Lotus
1-2-3.



  

What is Lotus in the mind?



  



  

A breakthrough product.

 
Notes:

The first successful               
groupware program.



  

The new position.

 
Lotus Development Corp.

First the spreadsheet.                        
Now groupware.



  

The new Lotus focus.

 
Groupware.



  

The Wall Street Journal.



  

Business Week.



  

Information Week.



  

Lotus Development Corp.



  

What “Groupware” is worth.

 
3.5         
Billion.



  

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.



  

No one will follow
if you don’t know

where you’re going.

Summation



  

And where you’re 
going should be

your marketing strategy.

Summation



  

A final thought.

In the Olympics, winning a 
medal requires skill and training.

In global business, winning 
customers requires skill and 
training.

To me, thats what Turquality is 
all about.
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