NOW FOR A WORD FROM OUR BRAND-OWNING CONSUMERS

Cur markeling
rules are stuck in
Henry Ford's era

PETER CLEARY

IM B4, LS advertisamg and sales
pivneer B, 51 Eloes Lewis myvented
the marketing model AITTRA
slpmaling for awarencss, inferest,
dhesire action, This modol assurses
veo e fo tulk to many to con-
vinee A few bochanpe hehaviour. A
teleyision campaign, for example,
reaches alotof people with the in-
tention of getting a fow to buy:

It accepts there will be wastage
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along the way. 11 15 unbelievalle
that despite our advamces in 1he
past 113 vears many advertising
el marrkeling decisions Loy are
Bsed on The ALTYA maodel 0t is
Lierie Lo b Ehan® omeks heacl,

Caontinuing to base marketing
decisions on this model is crazy
considering how the relationships
between consumers and bramnds
have changed. [nour digital wordd,
consumers awn brands. Consum-
ors say what & brand stands for.
They generate awarcness.

Look at how some nol-fos-
profit crganisations lave dane il
blovember started small and 1ar-
geted and naet everyone undes-
staqd 1t Today, lens of thausands
of mren lake pard and Hsers ane fow

whirtlin § know pboutit, Bed Mose
Ly is imwdther exampie

In 18%8, we wore getting oar
information primanly from nesws-
papers. Hadio was just emerging.
The Wright Brothers were sull live
years away frooe teekr fest feght
and Heairy Ford sl bad wo vears
before he budlt his fest car, Hiow
cars, planes and mackeling steal-
epy have faken very different
paths since Hhen,

While AL lag servisd mor
kelers for many yenrs, it hasn 't tak-
eninto siceoenk consumer gener-
afexl word of mauth, which i now
huge thanks temabile phones, the
indermst anel social medin,

W nizedd b change, According
bo a1 ghubal stsly by the Fournaise
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Sarketing Group, customer @n-
gagement rates with adverlizing
dropped 19 per cent worldwicles in
the firsl b6 of this e,

The decling wis sbecpest in
Awgirale, ot 23 per cent, Online
:'||.|'.rve'.rti:1il|§:'.-.'.:l'\-'_L:-ﬁu'n.'{'mur_-_!_'?pl_'r
cend bess eflective thon fraditional
imeeglise Fournase deduecd the
triap wak e fo Jess efochve comi-
pitigms wnal [ocus on creativity
rather thon customer benefits.

In today's world, where con-
sumers are bombarded witly ad-
vertisinge, o hrand s actions speaxk
lovderthan wordsand o coasuneer
nddvocate is far more powerdul Hian
n hrand one.

Az Plato soid, "sood decisions
are based on knowledge, nel an

netmlers" ot many marketers
e Lheir marketing decisions on
longstamding media melrcs such
s reach, frequency and pen-
ciration in the beligfthese will cre-
nfeawareness and ultimately sabes
{the classic AIDA agpraacie)
Awareness daes nol have Lo
come first. IE makes mnre somse fo
croale targeted bebaviaur chanae
ficst amdd the 11 vonr consumer
advacates coeste pwareness for
vauat o exten charpe Thie ATDA
imrled mees o bie replaced with
Hee A LA model wehion, desine, in-
leresl il ivwareness, This isanin-
vierse luzmiel Hhnk starks with ackion
i Tillers ot to awWareness
Hhronph pogitive word of mouth A
spnall growp el people interactwith
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the brand, their posilive sxperi
erce creates word of snoath Thad
leads to desire pnens a wider
circle Wond of mauth evenbzally
Apreands Lo pmass marked bo coeate
HELF e+ Bl

The: world has changed since
Hency Ford and the Wright
Brothers: Yet a lot of marketers
v vt pelapied. Marketers need
b think strategy first, media and
marketing channels secomt. TV 3
not dead in the 2ist century. Aud-
vertising is not dead. Butb tea-
ditional media metrics apae inorens-
ingly irrelevant. ALGA shoabd e
replaced by the new ADLA maedel

Peter Cleaey s fornder of bramd
proateetionl agftroe K



