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* A correspondent in Birmingham, England recently visited the large Minster in York. She  writes:  

“Of course, most of the stimulation in the Minster is visual.  They have the largest collection of Medieval glass in the world in their stained glass windows, and in some cases the glassworkers used horns and antlers instead of glass.  Apparently if you soak horn in hot enough liquid for long enough, it becomes pliable and, more importantly, translucent. The guide pointed out to us that the windows were not considered decorative as much as they were considered tutorial because of course the common people could not read.  

“Everything is symbolic, and every window tells several stories.  In addition to people and situations in the Bible that are depicted, the glass craftsmen also set in little symbols to promote their businesses.  Ha!  One guy who gave money for a whole window was actually a bell maker by trade, so every panel has several bells in it.  So if the clergy or merchants were looking at the window, they might think, “Bells are cool, aren’t they?  I think we should have another bell!”  Then, low and behold, the bell maker would have had his name written in the window.  

“Anyone who thinks the strategies of marketing, cross-selling, promotion, and advertising are recent phenomena is wrong!”  

* Target was not an official sponsor of the winter Olympics, but it had a presence in Torino anyway.  It wrapped  commuter trains in large supergraphics featuring downhill skiers and snowboarders wearing Target logos.  It also sent a team of “experiential marketers” who recruited a couple dozen good-looking young Italians to wander the streets dressed in Target colors and skiing bibs.  They answered questions, promoted the brand and found their way on to telecasts.

We were in Hollywood a couple years ago during the Academy Awards and saw a similar strategy.  The Independent film awards celebration was in a couple of large tents out near the beach in Venice.  People dressed in Target colors and riding cute red and white motor scooters were everywhere... zipping along, gathering at intersections, greeting people.

It’s an admirable, out-of-the-box way of thinking about media placement.  And it seems to have grown from a guerilla marketing tactic to a regular part of Target’s opportunistic branding program.

*  My graduate class at St. Thomas had our third annual debate on the pros and cons of branding last week.  A lot of interesting data surfaced, including a good critique from “Beyond the Brand” by John Winsor.  He decries the co-opting of the word to apply to everything from “branding” countries and locations (Bermuda, Puerto Rico and now Oregon, Mongolia and Slovenia) to ordinary activities (HR advice on “what’s your personal brand?”).  One student recounted the tale of a non-profit committee set up to raise funds that decided it needed its own brand and  logo before it could get started.

For all the foolishness, brands and branding are still worth attention.  A few years ago the value of the Coca Cola brand (just the name and identity) was estimated at $69 billion.  The value of the Apple brand was worth more than the market value of the company.  Nortel’s brand was recently valued at $25 billion.  

Market leaders tend to have more valuable brands as well as dominant market shares .  A rule of thumb: the #1 brand holds 50% of the market; #2 holds about 25%; #3 about 12.5% and everyone else splits the remaining 12.5%.  Another rule of thumb:  the value of a leadership brand is roughly equal to twice annual revenues.

For the record:  the “Pro” team squeaked out a narrow victory because they had better arguments and more supporting data.

*  Attempts to replace the #10 package as the standard for producing DM results continues.  A recent test promoting trade shows had postcards returning a 5% response while #10s delivered only 3.5%.

* Little things matter.  In a recent test to increase magazine subscriptions the offer “Save $12.00; Subscribe for only $10” pulled better than “Save $12. Subscribe for only $10.00.”  Every retailer knows that a $9.99 price point will sell better than a $10 one.  But in a recent DM test, $9.97 pulled better than either.

* A couple final factoids to leave you with:

-- Reuters, the European news agency began as a series of posts for carrier pigeons.  It’s a long, long way to the world wide web!  

-- Remember as you’re targeting your markets:  there are 77 million baby boomers in the U.S. and the over 50 demographic controls 20 times the wealth of the 18-35 one. It’s not exclusive to older folks, of course, but the market for replacement hips and knees last year was $3 billion.  Every hour, 330 people in America turn 60. 
