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This means that most buyers of a product are probably light or occasional users, and 
quite critical to focus on in your marketing. It also means it’s statistically unrealistic to try 
to grow by increasing the usage of your most loyal or heavy user. (If you sell shampoo 
and your most loyal users wash their hair once a day—can you really expect to get them 
to shampoo twice a day?) It’s even a myth to assume loyal customers can be your most 
profi table: They probably time their purchase to when they know you discount. 

What the Ehrenberg-Bass study shows is that, 
for both launches and relaunches, the most 
critical rule of thumb for growth today is to get 
as many new quality customers—even light, 
occasional users—as quickly as possible. It’s for 
obvious reasons: More customers mean more 
sales, share and with that, numerically more 
customers that happen to be loyal, heavy users. 
But new customers are the key to profi table 
growth for several other reasons too: 
•  Every new customer provides incrementally 

more profi t because it takes proportionally 
less overhead to serve them.

•  Forrester Research concludes that the most valuable customer today is the one who 
may buy little but whose blog postings, online product reviews and favorable word of 
mouth gets 10 or 50 or 1,000 others to buy. But evidently the longer people are with a 
brand the less they talk about it. Data shows that customers who recommend a brand 
the most to their family and friends are its newest ones. 

Growing a customer base at mach speed is unlikely to come from building an 
e-commerce site and expecting people to fi nd it only through search and blogs. Getting 
lots of new customers quickly requires some sort of mass reach. From the Advertising 
Research Foundation (ARF) to the World Advertising Research Center (WARC) 
the fi ndings are quite consistent: Mass reach from traditional media is still the most 
effective way to grow a customer base. It’s also the quickest way to jumpstart search, 
online relationships and e-commerce. People are realizing that even the “most viewed” 
YouTube videos get their start with a mention in mass media. And leading media 
researchers now conclude that the very thing that can’t be done in social media is what 
traditional media does best: jumpstart conversations. On the other hand, social media 
are great for keeping those conversations alive. 

Most all traditional media still play important roles in peoples’ lives. And TV usage is 
actually increasing as people access it on their computers, smartphones, and tablets. 
Adding TV to the media mix is proving to still be one of the most effective ways to 
jumpstart growth. One particularly interesting case is that of Kayak.com which launched 
only online and ran nicely for two years without mass advertising. But in year three they 
added TV to their marketing mix, and their sales experienced a dramatic lift. 

Research shows that exposure to a TV spot can—even weeks later—drive a potential 
new customer to search for you. This refl ects the fact that today, rather than focus 
on the ROI of a single medium, it’s more important to identify the media mix that 
advances people through the purchase funnel, then work to continuously optimize it. 
Continuously, because unlike a few years ago—when launch campaigns had a beginning 
and an end—products and brands today must be in a perpetual state of launch to avoid 
stalling out. Studies confi rm that marketers who pull back, or whose share of voice 
falls below their market share, do not fare well. The fi ndings from Nielsen and the IPA 
dataBANK (reported in their recent whitepaper How Share of Voice Wins Market Share), 
are quite clear:  One of the most predictable ways for existing products to get more new 
customers quickly is to increase one’s share of voice in excess of one’s market share.
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Of course, the velocity of today’s marketplace also means the race against one’s 
competition also takes place at mach speed. One can’t just obsess about how to add 
quality customers. One also has to obsess over how to add them faster than anyone else 
in your category. If you’re a new-to-the-world product or brand, that means identifying 
or creating entry points into people’s lives, leveraging how and when people form their 
memory structure, guiding people along a path to decision making in your favor. You 
may assume you know your buyers’ path to purchase—until asked to map it. Can you?

2)  Research, plan and 
visually map the path to 
purchase. Know where 
you have to be, when.  
Visually mapping the 
path to purchase can 
be a real eye-opener. 
The mix optimization 
heat map perfected by 
Monitor, shown here, 
has a horizontal axis of 
touchpoints, and a vertical 
axis with the steps and 
stages of the buying 
process. Identifying the 
elements of each axis 
and then plotting the 
path to purchase forces 
marketers to confront what 
they know and don’t know, like: What is the entry point into people’s lives for a new 
category or product? Where can one maximize reach? And for both new products 
and stalled brands, where are people falling off the path to purchase? 

Mapping allows one to design not just an effective “media” plan but also helps 
identify what message is best at each touchpoint to move a person to the next stage 
of their decision making.

It’s almost never one touchpoint or message but a collection—a mix—that optimizes 
the ROI of a launch or relaunch. The optimum mix of media and message differs by 
category, brand, newness, perceptions and more. Research is needed to determine 
what achieves the most engagement, lift and behavioral change. This means 
designing scientifi c experiments that systemically address variables such as different 
product options, geographies, touchpoints and messages, each with a control group. 

But from the start, engaging and moving people along a path to purchase requires 
a clear and meaningful role your innovation can play in people’s lives. What makes 
you relevant in the eyes of your target is something your whole team needs to know 
in order to perform the kind of split-second decision making required when fl ying at 
mach speed. For your team’s sake, it’s critical to identify and frame relevancy in a way 
that’s so easy to understand it can be intuitively applied in any situation.
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 3)  Identify and integrate an intuitively relevant role you can play in people’s lives.  
The ideal role is one that is not short-lived, but rather timeless. So resonant in people’s 
eyes it attracts them like moths to a fl ame. Appeals to people regardless of their 
age, gender, ethnicity. Is so easy to communicate it’s telegraphic regardless of the 
medium in which it’s experienced. Informing all this is research on the motivations 
and behavioral triggers you could leverage in launch. This starts with consumer 
psychology—specifi cally the subconscious—where true decision making lies. 

Psychology tells us that a huge driver of relevance is a person’s innate desire to 
change others and be changed by others. It’s what prompts us all to critique, to blog, 
to join social networks, upload videos to YouTube. 

The code on what we each seek to change in our lives was cracked by Swiss 
psychologist Carl Jung. He defi ned four basic and universal motivations: The need 
for safety, which prompts us to seek structure and stability in our lives. The need for 
self-actualization, which drives us to seek learning and adventure. The need for self-
esteem, which drives us to seek better performance and mastery of things. The need 
to belong, which makes us seek to feel attractive, be liked, fi t in. 

Jung realized that from these core motivations spring 12 prototypical behaviors, 
which are so innate to humankind, they’re universally understood; so archetypal, 
they’ve been personifi ed and appear as characters in the stories of every culture. 
They’ve been used for thousands of years to explain, predict and inspire the 
behaviors of others. 
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Take the innate desire in everyone to master something against the odds, to fi nd 
within us some courage or determination. This is the hero story of Camelot’s King 
Arthur, Switzerland’s William Tell, Asia’s Samurai warrior, the milquetoast reporter 
whose alter ego is Superman. Brands that have framed their products and services as 
serving everyone’s innate need for greater personal mastery include Federal Express, 
the U.S. Marines, and, of course, Nike.  

Through the eyes of Jung’s motivational construct one can recognize in many brands a 
meaningful role they’ve carved out for their offerings that is timeless, resonant, universal, 
telegraphic. The clearer and more compelling one’s relevance, the more people will buy 
what you’re offering. So it should come as no surprise that this approach is correlated to 
fi nancial performance: Research by Y&R and Stern Stewart across 13,000 brands shows 
that those positioned as delivering against a single archetypal motivation experience 
66% more economic value added than those that do not. 

Here’s an example of all this applied to a brand that wanted to grow. Called CycleOps, 
the brand is a system of fi tness training equipment, heart rate monitors, and software 
that serves cyclists, runners, triathletes and health enthusiasts seeking to improve their 
physical power output. Using this archetypal-based approach to relevancy, the brand 
was relaunched in 2010, and international sales increased 47% over the previous year 
without any other changes in products or distribution. 

The meaningful role CycleOps plays in people’s lives is self-mastery. (This is the hero 
archetype in Jung’s construct.) The target is promised that the power to physically 
perform better is already in them, and CycleOps will help them fi nd it.  
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With this, the attributes and 
functionality of CycleOps products 
are elevated to emotional and 
social benefi ts in a way that frames 
them as MORE relevant, timeless, 
universal in their appeal. By claiming 
these things fi rst CycleOps is 
making it harder for competitors 
to also claim them. The result is a 
relevant positioning that forms an 
umbrella over today’s products and 
future innovations. 

The entire marketing mix is organized around the promise that “the power is in you 
and CycleOps will help you fi nd it”. The integration of this into every tactic in the mix 
reverberates across them all to lift 
the ROI of each one. 
For example, since efforts at 
self-mastery often take place in 
a home basement on a power 
trainer, one print ad headline reads: 
“This is where you win races that 
don’t start for six months.” When 
this ad appeared, large numbers 
of the target audience started 
appropriating the visual as a screen 
saver and Facebook photo. They 
were saying “This is me.” They were 
endorsing the brand’s relevancy 
and forwarding the endorsement 
to their friends. 

We created more lift by tapping 
into this wannabe hero’s desire to 
change and be changed by others 
in ways relevant to the category: 
We built a microsite and invited 
people to share the mantra that 
helps them slog through endless 
hours training in a basement or 
on the road. In just three months, 
over 200,000 unique visitors 
shared their mantra and drew 
on the power of others’ mantras. 
Thirty thousand went so far as 
to click through an online tool 
we developed to let them peruse 
which CycleOps product might be 
right in the quest to maximize their 
potential. 

Sometimes the toughest competitor is yourself. Our indoor trainers 
are part of a complete system of products that help you dig deeper 
to discover your inner power. Learn more at www.cycleops.com
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And, given the admonition 
that job one is to focus on 
adding as many quality 
customers as quickly as 
possible, we’ve added an 
innovation to the CycleOps 
e-commerce site. It’s a 
social network where 
people can change others 
and be changed by others, 
by sharing and comparing 
performance data from 
their rides. Called Training 
Camp, here they can 
create—like fantasy 

football teams—virtual cycling teams and create virtual rides to see how they’d do on 
the same Tour de France route as their idols. And in all these things, they can invite 
others in search of self-mastery to join them in the experience. 

CycleOps prospects become intrigued and engaged by the brand’s relevance when 
experiencing it through jumpstarts in traditional media or from friends in social 
media. It is why, despite economic volatility, the investors, executives and employees 
of CycleOps are 
once again enjoying 
impressive sales 
growth in 2011 
over 2010. 
 
Growing awareness of 
the brand’s relevancy 
increases the odds 
that innovations 
launched in 2012 will 
be successful, too. 
This is, of course, 
the defi nition of 
brand equity. 

In a world operating 
at mach speed, the 
archetypal-based 
approach is a means to navigate chaos and complexity at mach speed. Applied from 
the top down, the approach is a means for management to align and integrate a team 
on a universal, timeless, meaningful role for the brand in people’s lives. It can intuitively 
serve as the inspiration and litmus test to ensure new innovations and new conversations 
are relevant, on point, on brand. The archetypal framework is so clear it is easy for team 
members to follow and embrace regardless of their job function, age or geographic 
location.

But the success of your launch—or relaunch—will also benefi t greatly from powerful 
fuel in the form of multiple innovations—preferably built in from the start.
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4)  Build in multiple innovations from the start. Many businesses don’t realize there are, 
in fact, 10 major areas of innovation that can drive growth.  

Most companies typically start and stop with just product innovation. However, 
extensive analysis shows that new product innovations alone often provide the least 
growth trajectory. The most powerful launches involve multiple innovations—six or 
more orchestrated in unison—to serve customers better and prevent imitation.

Part of the success of 
the CycleOps relaunch 
is due to multiple 
innovations across 
their offerings and delivery systems.

This is also the genius behind Apple where the iPod, iPhone and iPad each represent 
multiple innovations, including new business models. Multiple innovations are also 
behind the success of Google, Enterprise Car Rental and Nespresso. 

The impatience for growth, and the shortened life cycle of products and launches, 
means more innovations than ever are needed in every company’s pipeline. Building 
in multiple innovations from the start not only differentiates an offering, it also forms 
signifi cant barriers to entry. While others struggle to copy or best you, you can speed 
by them, growing a preemptive customer base and dominant share. 

The velocity at which the marketplace moves is only going to get faster. This has 
huge implications for what it takes to successfully launch and market an innovation 
or relaunch an underperforming brand. Do you and your team have the know-how 
to fl y at mach speed? 

For a deep dive on launch know-how, attend LSB’s Brandworks University May 15-17, 2012. 
Tips, videos and whitepapers on what it takes to grow your top line are also available 

from Lindsay, Stone & Briggs (www.lsb.com) and Monitor (www.monitor.com).
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