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This is a really important - and timely -

question. I don’t care what your business

M is, your customers are spending less.

And, at the same time, your competitors are working

frantically to capture their share of these limited dollars.

If you don’t do a stellar job of differentiating your

company and its products, you’ll find yourself in the

downward spiral of price competition before you can say,
“Hurry! At prices like these, supplies won’t last!”

Ultimately, a customer buys from you when she can say
to herself, “This product offers something I really want,
and I can’t get it from any
other product.” How do you
encourage this “I can’t get it
anywhere else” belief in your
customer’s mind, in this time
of economic disturbance?

The reflex most marketers
feel when faced with the
challenge of communicating
a differentiating message is
the urge to advertise that
message. Whether the ads
are in magazines, on television or in direct marketing
envelopes, the idea is the same: Interrupt people’s lives at
a time when they’re not expecting your message, and
“Wow!” them with a breakthrough message.

The problem: Although this advertising-based approach
worked for many years, its effectiveness is waning, for
many reasons. First off, everyone else is also advertising
at your customers — the average American is exposed to
5000 marketing messages every day, and it’s near
impossible to cut through the advertising clutter. (How
many of those 5000 messages actually get through to you
in the course of a day?) Second, customers have so many
choices whenever they want to buy something, that they
are not ready to believe an advertising claim, “Better!”
“New!” “Faster” or “Longer Lasting.” Customers need a
more compelling story to believe you are different than
can be told in an ad.
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B |n this economic upheaval, how do | get customers
m to buy from me without cutting prices?

If, in these times of economic upheaval, you want to
achieve a good return on investment for your marketing
efforts, you need to A) Focus your efforts and B) Tell an
incredibly rich story. Just flashing a cursory message into
the eyes of millions of people is a sure way to squander
your marketing investments. Instead, engage a much
smaller group of people in a more compelling story.

For many companies, achieving the focused communica-
tion of a rich story is difficult, because they don’t have the
venue in which to reach the customers and tell the story.
But for companies who sell products at retail, there has
never been a better time to focus messages at the
all-important point-of-purchase, when a customer is
evaluating your product and those of your competitors.

Advertising happens when customers least expect (or
want) it. Point-of-purchase messages happen exactly at the
time customers need them. Also, it is much easier to
communicate a rich brand story on a retail floor than it is in
an ad. Advertising is made for sound bites and short
flashes of information; customers are ready for more
interesting, richer messages when they are in the process of
shopping.

Although these points have always been true, the dynamics
of our incredibly tough, incredibly competitive, incredibly
frustrating, recession-driven, turmoil-laden marketplace
make this THE time to cut your advertising budgets, slow
down your direct mail avalanche, keep your prices at
normal levels and FOCUS ON COMMUNICATING A
RICH BRAND STORY on the retail floor.

Packaging, displays, training incentives for retail store
salespeople; all of these are much more important than the
old advertising-based tools. Spend your money here, and
you will see a much higher return on investment.

So, what is the best move you can make, today, to help your
business thrive in 2009? Go steal money from your
advertising budget, and invest in the point of purchase. At
a time when the market is dropping so ferociously, isn’t it
nice to be able to make such a good investment?
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