Miscellaneous marketing notes -- 6/8/2004

*  Advertising/marketing that produces measurable (and measured) results is hard to find, but it’s not impossible:  

-- The Aflac insurance campaign (with that annoying duck) has posted impressive numbers.  Name recognition has nearly doubled and Aflac has posted double-digit sales gains while the rest of the industry stayed nearly flat.  Pretty good use of an icon-based creative strategy.

-- In places where the California avocado industry campaign has run, the percentage of “heavy users” of avocados increased from 28% to 44%.  Sounds good, but that’s over 10 years and one wonders if the change is due to the advertising or broader changes in diet and cooking patterns that led to using more avocados.

-- If you’ll pardon the lack of humility, I’m still enjoying a small direct mail campaign we did last fall for a manufacturer of cabinet doors.  The package cost under $6000 and produced first year new sales over $131,000, with a three-year projection of over $400K.

*  My favorite recent ad -- for an organization promoting the healthy effects of eating more beans.  The visual is a baked bean on a fork.  The headline:  Live to be an old fart.

*  From a recent article by industry pundit Bob Donath, an old friend and, indeed, a fellow old fart (in the finest sense of the term):  “Two years ago... business marketers faced exceptional spending scrutiny from senior management.  Not that the big bosses demanded professional multivariate modeling of dependent and independent endogenous and exogenous marketing variables, they simply wanted persuasive evidence of what they were getting for the marketing buck.  Out of context ambiguous metrics such as lead counts, Web site hits, share of mind and dealer sales call counts, augmented by optimistic ‘they really love it’ platitudes rang hollow during a recession that cruelly debunked the ‘new economy’ fantasies of the 1990s.”

* In the same piece, Donath noted a survey by the Institute for the Study of Business Markets that listed the top challenges facing B2B marketers now.  Achieving profitable growth was #1, followed by “better organize and market the marketing function itself.”  This is part self-interest, of course -- if marketing people want to keep their jobs, it’s wise to pay more attention to marketing the value of what they do.  But it’s also a sound business strategy.  Good marketing is well researched, consistently supported by senior management and responsible for results.  Lousy marketing is poorly conceived, inconsistently supported and more about BS than ROI.  

* June is the month of choice for people looking to consummate marriage vows.  There’s almost as much love in the air as there is pollen.  Also money.  The marriage industry took in $70 billion (with a “b”) in revenues last year -- about twice what the movie industry did.

*  Good service never goes out of style and in many cases it’s the real basis behind a strong brand.  Over 100 years ago Sears Roebuck revolutionized the mail order business with this guarantee:  "Kind Friend," Sears warmly addressed its catalog prospects in 1900. "Any customer ordering anything from us and not finding it entirely satisfactory, even though it be exactly as represented, is under all circumstances at liberty to return it to us and we will promptly refund the money paid for it, and bear the freight or express charges both ways."  

Wonder if that works for marriages?

