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Like it or not, the '80s are over. And with rapidly evolving
technologies changing the game every day, it's time for
business leaders to innovate rapidly and obsessively
with the hunger of a challenger -- or throw in the white
towel.
 
The world has become so much more complex since the
practice of integrated marketing was born in the mid-
1980s. And an overwhelming case can be made that a
new, "next gen" approach to integrated marketing is
needed.
 
Unfortunately, the sour economy and priority for self-
preservation has prompted many companies to view

integrated marketing as a means to cost savings and efficiency and not as a sophisticated marketing strategy.
 
Optimization is a side benefit, while the real purpose of integrated marketing remains growing your brand by
inspiring and managing relationships in a way that drives timeless value in your customer's eyes.
 
A framework for this, customized for the challenges of the 21st century, requires:
 

A master strategy, which focuses on creating a unique and timeless value proposition; 
A set of flexible tactical principles to deal with the changing dynamics of new touchpoints, competitive
threats, new technologies, rapid convergence and emerging opportunities; and 
The talent and mindset to pull it off.

 
21st Century Framework for Integrated Marketing:
 

1. Re-evaluate your orthodoxies.
 
Double-check that the best practices and strategies you use to grow your brand are still true today. For
example, the 80/20 rule that many hold dear (20 percent of customers provide 80 percent of your
business) may not still be true. Research by the Ehrenberg Bass Institute of Marketing Science says that,
rather than 80/20, it's more like 50/20, and that 20 percent of customers are not the same every year.
 

2. Focus on new customers as profitable growth targets.
 
So many plans prioritize current customers at the expense of getting new customers, when the latter are
the means to profitable growth.
 
Forrester Research has argued that a brand's most valuable customer today is the one who spreads
favorable word of mouth. Research discovered that customers who like and recommend a brand the most
are in fact its newest customers. The longer people are with a brand the less they talk about it.
 

3. Create a role for your brand in your consumer's life. 
 
Marketers who try to differentiate themselves with features and functions won't achieve a strategic
advantage. Instead, psychology tells us that meaning is driven by a person's subconscious desire to
become who they aspire to be. The universal needs that drive people to seek change are timeless. When
brands identify a singularly meaningful role that resonates with one of these universal needs, the consumer
will feel compelled to include you in their lives.
 
Create and organize all your products, services, channels, content, conversations, experiences, rituals and
symbols around that meaning in order to make it authentic, true and memorable. For a marketer, this
approach provides brand management with a system that integrates everything.
 

4. Connect this meaning to 21st-century trends.
 
Next, take the meaningful role your brand plays in people's lives and bring it to the forefront of people's
consciousness by linking it to the culture, events and norms of today.

ACTIONS

Edit Article

Delete Artitcle

MORE LIKE THIS

Customer Value Creation in a Down
Economy

Do Your Innovation Emperor, Rules and
Idea Management Help or Hinder?

Secrets of Organizational Agility, Part III:
Flow / Triage / Calm

Workplace Mood Swings: Is It the Mind
Only?

What Makes a Great Sales Manager?

https://www.myvistageconnect.com/main-faq.jspa
https://www.myvistageconnect.com/my-account.jspa
https://www.myvistageconnect.com/contact-us.jspa
https://www.myvistageconnect.com/logout.jspa
https://www.myvistageconnect.com/index.jspa
https://www.myvistageconnect.com/community/my_meetings/
https://www.myvistageconnect.com/people/andrew.hard
https://www.myvistageconnect.com/view-my-goals.jspa
https://www.myvistageconnect.com/my-network-landing.jspa
https://www.myvistageconnect.com/community/mrc
https://www.myvistageconnect.com/people/andrew.hard
https://www.myvistageconnect.com/my-sessions.jspa
https://www.myvistageconnect.com/servlet/JiveServlet/showImage/-732377866-1339-1419/new+market.jpg
https://www.myvistageconnect.com/edit-article%21input.jspa?article=1339
https://www.myvistageconnect.com/edit-article%21input.jspa?article=1339
https://www.myvistageconnect.com/articles/1126
https://www.myvistageconnect.com/articles/1126
https://www.myvistageconnect.com/articles/1126
https://www.myvistageconnect.com/articles/1132
https://www.myvistageconnect.com/articles/1132
https://www.myvistageconnect.com/articles/1132
https://www.myvistageconnect.com/articles/1207
https://www.myvistageconnect.com/articles/1207
https://www.myvistageconnect.com/articles/1207
https://www.myvistageconnect.com/articles/1190
https://www.myvistageconnect.com/articles/1190
https://www.myvistageconnect.com/articles/1190
https://www.myvistageconnect.com/articles/1319
https://www.myvistageconnect.com/articles/1319


Vistage Connect: 'What the Hell, Let’s Try It!' Time for the Next Gen of Integrated Marketing

https://www.myvistageconnect.com/articles/1339[10/17/2011 7:42:45 PM]

View Sessions

My Profile

My Goals

My Network

My Resource Center

FAQ

About Vistage Connect

Contact Us 877.636.2438

Vistage.com

Privacy Policy

Terms of Use

Confidentiality Pledge © 2011 Vistage International, Inc All Rights Reserved

 
5. Add a reality check to your ROI dashboard.

 
I started to count the brands I used in a day. Even before I went to work it totaled 47. I'll bet at least half
have the ambition of getting me to their website, blogging about them, or liking them on Facebook. If I
were to advocate or be in a "relationship" with half the brands I encounter in a day I'd not have time to do
anything else.
 
Every brand will need more realistic objectives for how much it can expect from each targeted customer.
To measure this, you'll want a dashboard that focuses on what's important and what's realistic, but also
what WILL be measureable in the next two to three years so you can prepare now. Measure what actually
makes your brand grow, not just what can be measured.
 

6. Consider yourself "always in beta."
 
Google's mantra has long been: Always in Beta. It's given them amazing growth, pre-emptive offerings,
and perceived value in excess of their revenue.
 
Always in Beta is THE mindset for anyone marketing in the 21st century, because even the most
successful among us can be pre-empted by others who are more hungry or innovative.
 
Let loose the creative minds at your company to explore, experiment, and find new ways to reach and
wow your customers.
 

7. Have the hunger and guts of a challenger.
 
In today's global, fast-paced economy anything and everything can change overnight. This means we're all
challenger brands now.
 
Challengers seek out state-of-the-art knowhow on what it takes to truly grow a brand today. They budget
for what it takes to grow, beyond their current share.
 
For advantages, they focus on the edges of their category and society and design -- because that's where
disruptive ideas for new products, services and business models can be discovered.
 
They innovate continuously, obsessively, quickly. They anticipate what's next, seek advantage, and then
say, "What the hell: Let's try it."
 

8. To integrate, over-communicate.
 
When you think about it, "integrated marketing" actually means surrounding your targeted consumer -- as
they live "in" the media. Over-communicating ensures that you're doing enough to actually change people's
attitudes and behaviors.
 
Internally, over-communicating is the insurance you're doing enough to actually change the attitudes and
behaviors of your co-workers and agencies on what needs to be integrated.
 

9. Be the agent of change you seek.
 
If not you, who? Make it your mission to be your team's Chief Integrator; your department's Chief De-
Complexification Officer:
 
Become Chief Challenger of the Status Quo and make a case for the new framework of integrated
marketing that can grow your brand in the 21st century.
 
What the hell! Don't just open people's eyes to the outdated orthodoxies they should unlearn, show your
colleagues what's replacing them: Appoint yourself Chief of What's Next.
 

Are you up for it?
 
Marsha Lindsay is the CEO of Lindsay, Stone & Briggs, a Wisconsin-based marketing and ad firm specializing
in rebranding and new brand launches. You can e-mail Marsha at mlindsay@lsb.com.
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