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The best and the brightest understand that 

-
ed is at our fingertips and on our time. We can find 
the answers to the most puzzling questions or the 
menu of a Chinese restaurant around the corner 
within seconds.  We can consume the things dear-
est to us exactly when we want them. Therefore, 

brands, and products.
Seducing a market is not as easy as it once 

to define yourself in the same way they do. You can 
no longer be defined by the products you push. In 
turn, the relentless pursuit of measurement can be-
come a feeble attempt at intimacy. The new market 
demands a deeper and more sincere relationship. 
We need to become part of their trusted circle. How 
we get there remains the challenge.

-

true marketing emanates from the soul and we 
are so proud that he took the time to share his 

the Heart) of Fine Marketing. With thoughtful and 
heartfelt insight, Jon’s message resonates with 
true marketing minds.

-

as our friend Saul Kaplan explains in his Q&A, is 
-

designing business models that challenge tradi-
tional assumptions and makes us rethink how we 

Alexander Osterwalder, the bestselling author of 
Business Model Generation, and Gina Testa, Vice 
President, Graphic Communications, Xerox Corp., 

are finding a better way. 
We hope you enjoy our last issue of 2011. We 

are extremely proud to create this content for you. 
We wish you the best in the New Year and hope 
you find new and better ways to connect with your 

Warmest regards,

Jon Wilbanks and Susan Ishmael
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marketing insights

-
ued during the business downturn, the report notes.

By contrast, larger companies—those with annual 
-

-

-

-

company websites, search engine optimization, and social 
networks, continues to increase rapidly.

Marketing organizations are also allocating more of 

-

THE 2011 PROGRAM SPEND MIX – THE ‘DIGITAL ISLAND’ VIEW
Program Spend Allocations

(Digital Island View) Allocations
Excludes

Search Ads

Marketing

Traditional
Other  
Areas: 

Marketing 
Support and 
Sales Tools, 
Collateral 

Marketing Excludes
Email Marketing

Excludes

Source:

Search Engine 
Optimization

Social Networks

Company  
Web Sites

 
Ads

Email
Marketing

Search Ads

Digital Marketing

ABOUT THE DATA: 

T
Larger 

companies 
are reporting 

marketing 
investment 
growth of 
2.1% on 

average.
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Print In the Mix

Direct Mail Spend 
Expected to Grow 
4.6% This Year

to grow at a quicker pace 

comes from direct marketing. 

in 2011 and now accounts 

expected to continue  

expenditures in 2011 is 

across all industries, compared 

media, which continues to 
outpace other channels in 

expects digital channels to 
continue to increase their share 
of the marketing budget from 

The total spend on digital 

channels in 2011, with an annual 

search engine marketing, and 

will all increase by more  

and display, will both grow at a 

traditional channels remains 

direct mail bounced back 

expenditures are expected to 
 

O  
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Aformulas, social media analytics and marketing metrics, there is a rising roar about the data explosion. Some 

petabyte can hold 500 billion pages of standard text. And scientists say we are rapidly approaching the realm of 

would take approximately 11 trillion years to download a yottabyte file from the Internet using high-power broadband. 

by Lorrie Bryan

The Science of Marketing
Not surprisingly, technology has also produced 
new ways to process this deluge of raw informa-

from customer sentiment in social media and 
predicting future outcomes, to faster insights 
with in-memory processing and greater under-

-

-
ics are fueling a new marketing megatrend and 
essentially changing the marketing dynamic as 

-
ence rather than an art. 

Many marketers welcome this insight into 
-

graphic. Traders and merchants dating back to 

knowing their customers’ or trading partners’ pref-

deer skins.) Heralding this new personalized strat-
egy as intelligent one-on-one marketing, many 
marketers are eagerly finding new ways to gather, 

more personal messages using multiple mediums. 
Other marketing minds are wary of this 

new trend. “I find this hyper customization and 

Tips from a Master Marketer
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The Art and the Heart of Fine Marketing

localization troubling,” says Jon Cropper, 
a highly respected media strategist and 
entrepreneur. “This is a desensitizing, 

industry. I think you’ll continue to see 
less art and more science. That’s not all 
that comforting, but that is definitely the 
reality. It’s getting creepy.”

Cropper, the genius behind some 
-

aside, the trend is disturbing because 
it is an attempt to create a false sense 
of intimacy. “Intimacy is based on trust 
and the mutual sharing of ideas between 
people who are trying to connect. This 

you do and who you are in an attempt 
to exploit you—more like a stalker who 
is pursuing you in an inappropriate way. 
It’s completely wrong.” 

It likely won’t end well, he predicts. 

-

We’ll all be enduring unnecessary attempts to get into our pockets.”

The Art of Marketing

altruistic approach. The key principles that he thinks are necessary for 
marketers to succeed in this new economy focus on trust, multicultural-
ism, community building, attention to details and an element not usually 

1. Trust

their promise to keep their promise. “I use the word principles specifical-
ly—I mean key principles in the framework of ethics and morals. Trust 

is a manipulation designed to create a 
false sense of need. The messages are 

re-up their commitment to do the right 
thing. There’s the cliché double bottom 
line mindset—do well and do good; gen-
erate profit and do good things. Com-

-
ernment, in this country and in many 
countries around the world, has faltered 
in their fiscal responsibility. It’s par-
tially the role of marketers and brands 

think that’s going to be a mandate and 
requirement for marketers operating in 
this ‘new economy.’”

2. Multiculturalism
-

there should be different messages for people that come from different 
-

saging is shocking. Messages should resonate with people that come 
from all different backgrounds,” he explains. 

3. Community Building
Marketers need a deep appreciation for and understanding of how to 

Cropper suggests. “A group of people who are fans of a brand should not 

a town or digital community. It’s not just your job to sell something, but 

“Social media and mobile technology are remarkable enablement 

“Great marketers have a responsibility to project and 
inject optimism into this culture and become more 

love-based rather than fear-based in their orientation.” 
– Jon Cropper
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4. Attention to Details

-

costs more money, but details matter,” asserts Cropper. “That’s what 

90 percent.” 

5. Love
“This is a word that people often find uncomfortable to use in the 

project and inject optimism into this culture and become more 

shouldn’t be about creating anxiety for people; it should be about 

they can get there.”

…And the Heart of Marketing
Cropper says that one of the most important pieces to this whole thing is 

and honest inner dialogue. Be able to say this is who we are; this is what 

anyone trying to figure out how to create some kind of energy that will 

selling the energy around the product.”

commercial realm. There is a sense of responsibility that comes with be-
ing able to reach out and communicate with lots of people. I think that 
looking at my work as a responsibility—and not just as a job—has left 
me in a good place. 

“At the end of the day, I think the goal and mission of marketers is to 

forward…It’s as simple as that.” 

1. SIMPLE ELEGANCE

transcends the object being sold—a beautiful, el-
egant, simple message. Most people site Apple’s 

as simple as it gets, yet as impactful and signifi-
cant as it gets.”

2. USEFUL INFORMATION
“Out teach rather than out sell your competi-
tion. The message that you are putting out there 

be better with that object in their life. Inspiration 
is the fuel of progress.”

3. FEARLESS PROVOCATION

one. Break through the clutter with a bold mes-

done a great job with this, creating a culture that 

JON CROPPER ON THE ELEMENTS OF GREAT ADVERTISING

-

9
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THE MODEL 
BUSINESS

By Michael J. Pallerino
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A business model describes the rationale of how an 
organization creates, delivers and captures value. 

that simple – sort of. In his groundbreaking 
book, the “Business Model Generation,” Oster-
walder takes the art of the business model to 

-
preneurial leaders to rethink the way they cre-

their organizations. 
But to fully understand Osterwalder’s ide-

als, you must start from the beginning. 

dissertation he completed on business model 

concept, the crux of which was defined in a 
must-read blog, began being applied around 

Ericsson and Telenor. And then one day, dur-
ing a workshop in the Netherlands, Business 

the question: “Why is there no book accompa-
nying the method?” 

The question spurred Osterwalder and Pig-
neur into action. But the last thing they wanted 
to do was publish a book on business models in 
a market flooded with books on business mod-

the traditional publishing route, they launched 
a hub. The online platform would not only en-
able them to share their writings, but it also 
would allow them to seek input from follow-

-

finance the production of the book, while the 

W hat if Alexander Osterwalder is right? What if you could 
-

tegically redirect its fortunes with nothing more than a 
large whiteboard and some sticky notes? What if this seemingly 
simple method of helping transform your business model was as 
easy as that?

“There’s not a single business model… There are really a lot of opportunities 
and a lot of options and we just have to discover all of them.” 

The “Business Model Generation” encour-
ages business owners to plot out their business 
models using, what Osterwalder calls, the “busi-

-

preneurs to communicate their business model 

- grow without you calling all the shots – which 
is the essence of a sellable company,” he says.

The art of (re) establishing your business model is about changing the rules 
and adapting to the harsh (or antiquated) realities of doing business today. 
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The model business

-
see sidebar, 9 business model 

building blocks you need now) that show the logic of how a company in-

any business makes money: customers, offer, infrastructure and financial 
-

mented through organizational structures, processes and systems. The tool 

existing business models. 
In an economic climate defined by how your company responds to 

change, the “Business Model Generation” lends credence to the theory 
-
-

tion) is always going to be important,” Osterwalder says. “But in many 
-

Take Apple, which in 2001 launched its iconic iPod portable media 

users to transfer music and other content from the iPod to a computer. But 
Apple wasn’t the first to hit the portable media player market. Others such 

Its strategy offers a seamless music experience by combining its distinc-

-

business model also included a number of deals with major record com-
panies, creating one of the world’s largest online music libraries. 

-
walder says. “Technology in and of itself is just a technology. It’s how you 

firmly say that a company’s decision to transform its business model is 

Vice President, Graphic Communications, Xerox Corporation, she has 
seen how product offerings – and, in effect, business models – were 
dictated by the type of technology a company used. 

Today, most of the growth graphic communications companies are 
-

is no longer a growth engine,” Testa says. “In making this transition, 
graphic communications is aligning with the global economy, which is 

differentiators and opportunities for growth come from applying a flexible 

offset press might still be the right solution for printing a large quantity of 
a particular book or marketing collateral piece,” Testa says. “[But other 

-
ented business model that can be adjusted to optimize each application 
and, potentially each customer’s application.”

they should to business planning and business models. Small and medium-
sized businesses can be especially burdened, as they typically run lean and 

-

“The process of designing a model begins with a plan that addresses the 
business’s challenges and opportu-
nities, and establishes measureable 

exercise should help guide entrepre-
neurs and small businesses to the 
type of business model they need to 

For companies that might 

models, Testa says it’s not too late. 
“We get asked this question all the 
time. The first step is to sit down 

– ‘Where is your business today? 

-

leadership team on where your company’s future lies. Without a plan, 
you’re just floundering.”

After a decision is made, Testa recommends laying out a strate-

alone,” she says. “Look for strategic partnerships. We establish partner-

and on the back end in areas such as inline finishing equipment). No one 
company can afford it all.” 

“In all enterprises, it’s the business model that deserves  
detailed attention and understanding.” 

– Mitch Thrower
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As for the printing industry, the product is just one small piece of the 
equation. The solutions are the key. “That’s the direction today’s business 

producing something for the sake of selling it. For some, that’s the hardest 

As the scope of the economic landscape continues to change, the 

markets. “You can’t predict the future,” Osterwalder says. “What we 
see in a lot of industries is that a lot of disruptors are succeeding, and 
in some industries, replacing the incumbents.”

Osterwalder says that existing companies are finding better ways 

creating new business models. “You hear the folks in Silicon Valley say 

weaknesses yet. But they will learn how to deal with this.”
-

ample, Osterwalder cites the story of Xerox’s foray into photocopiers. Chester 

technology that enabled a company to photocopy 2,000 copies per day in a 

But after sitting down with its consultants, the consensus was that 
-

sultants. But that’s not the lesson, Osterwalder says. Xerox went back 

commercialize the machine. If nobody was going to buy it, they were 

would cost them a few cents a copy. 
-

nies started making 2,000 copies a day. And as those extra 
copies started to add up, the market was transformed. “Xe-
rox couldn’t look at what the competition was doing,” Oster-
walder says. “A company’s first inclination is to be better than 
the competition. But there wasn’t any competition. So they 

norm rather than the exception today. “There will be barriers 
that will force a company to go beyond prod-

to rethink their business mod-
els. It won’t be about beating 
the competition. It will be about 
changing the landscape.”

“Drive thy business or it will drive thee.” 
– Benjamin Franklin

9 BUSINESS MODEL BUILDING 
BLOCKS YOU NEED NOW
(From the book – Business Model Generation)

The “Business Model Generation” shows that a successful business model 
can best be described through nine basic building blocks that show the logic 

-
ability. Following are the nine building blocks.

1. CUSTOMER SEGMENTS – This 
building block defines the different 
groups of people or organizations an 

2. VALUE PROPOSITIONS – This 
block describes the bundle of prod-

for a specific customer segment. 

customers through communication, 
distribution and sales channels.

3. CHANNELS – This block 
describes how a company com-
municates with and reaches its 

4. CUSTOMER RELATIONSHIPS 
– Customer relationships are 
established and maintained with 
each customer segment. This block 
describes the types of relationships 
a company establishes with specific 
customer segments.

5. REVENUE STREAMS – -

propositions successfully offered to 
customers. This block represents 
the cash a company generates from 
each customer segment – costs 

to create earnings.

6. KEY RESOURCES – Key resourc-
es are the assets required to make a 
business model work. 

7. KEY ACTIVITIES – These work by 
-

ties. This block describes the most 
important things a company must 
do to make its business model work.

8. KEY PARTNERSHIPS – Some 

resources are acquired outside the 
enterprise. This block describes the 
network of suppliers and partners 
that make the business model work.

9. COST STRUCTURE – The busi-
ness model elements result in the 
cost structure.

eyoyondnd p prorodd-
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columnist

Inducement to Innovate
Q. What does business innovation mean 
to you? Is it different than technical or 
product innovation?

A. -

during bad economic times. That’s the good news. 

-
erybody is talking about the word, and, of course, 

-

-

customer is trying to do.  A lot of people confuse 

-

can use. We’re not short on new technology, but we are short on the ability 

Q. What types of business models do you see on the horizon?

A. 

And they need to do that for business models as well. In the 21st century, 

literally experimenting with potential new business models on an ongoing 

Q. How do people start thinking disruptively? Assuming that dis-
ruptive thinking causes change and sustainable growth, how 
do we go about it?

A. The first thing that needs to happen is that you 

we see is through the lens of the current business 

to understand it through the lens of the customer 
instead of the lens of the current business model, 
and get inside the heads of our customers and 
see what they are experiencing and what they are 

is about experimenting and creating platforms and 
ways that you can play with new configurations 

by your current business model. 

Q. Why have large companies failed to sus-
tain innovation and what insight can you 
give us into the challenges that innovative 
companies face? 

A. 

and autonomy. That’s the biggest challenge for most large companies 

focused on how to make their current business model more effec-

types of experiments as well. 

-

model to a new one. 

Innovation 
 

Saul Kaplan
By Lorrie Bryany y
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book recommendation

The New 
Capitalist 
Manifesto
By Umair Haque

In the midst of a most difficult time, it becomes logical to question our eco-
nomic platform and the institutions that operate within it. Many of us are 
scared and curious about the future of capitalism in general. Capitalism is 

The New Capitalist Manifesto, economic 

-
tions and the idea of a “dog eats dog” world are no longer sustainable. Haque details 

concepts that could lead to enduring prosperity in the new landscape of business:

LOSS ADVANTAGE: 

RESPONSIVENESS: 

RESILIENCE: From strategy to philosophy

CREATIVITY: From protecting a marketplace to completing a marketplace

DIFFERENCE: From goods to betters

The New Capitalist Manifesto: Building a Disruptively Better Business is a great 

With insightful examples that include Google, Nike, Apple and other leading brands, 
Haque makes us think differently about business in the 21st century. It can be as-
sumed that the world has changed, but that capitalism has worked in the past. It will 
work again, but with new cornerstone concepts. 

-

succeeding in the new day.
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