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From product and customer

O human spirit

HERMAWAN KARTAJAYA

S the world changed over
the past decades because
of the technology evolu-
ion, so did marketing.
Long ago during the industrial age --
where the core technology was
industrial machinery -- marketing
was about selling products to a tar-
get market without considering the
needs and wants. This was Market-
ing 1.0 or the product-centric era.

The famous saying of Henry Ford
marked this era: “Any customer can
have a car painted any colour that
he wants so long as it is black.” In
this era, there were many miscon-
ceptions of marketing. Marketing
was considered as mere selling, an
art of persuasion, and even cheat-
ing.

When it comes to today's infor-
mation age, where the core is infor-
mation technology, the job of mar-
keting is no longer that simple.
Consumers are well informed and
can compare several value offerings
of similar products. The product
value is defined by the consumer. It
is a must for marketers to identify
unfulfilled needs and wants and
convert them into profitable
opportunities. This is Marketing 2.0
or the customer-centric era. In
Marketing 2.0, consumers still are
skeptical about marketers and
marketing practice. Marketers are
seen as focused primarily on profits
and ignoring the effects of their
policies on the larger society.

Now that almost every organisa-
tion claims to be customer-
oriented, the strategy may not work
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anymore. We will soon witness the
rise of Marketing 3.0 or the human-
centric era where consumers will
be treated as human beings who
are active, anxious, and creative.
They will request more participa-
tion in value creation. They will
demand that their deepest anxi-
eties and desires, not only their
traditional needs and wants, be
identified and fulfilled. They will
ask for their creativity to be appre-
ciated. In other words, companies
today need to serve consumers as
human beings in order to stay rele-
vant.

According to Stephen Covey, a
whole human has four basic com-
ponents: a physical body, a mind
capable of independent thought
and analysis, a heart which can feel
emotion, and a spirit -- your soul or
philosophical center. In marketing,
the concept of being relevant to the
customers as human beings began
with targeting the mind. Al Ries and
Jack Trout argued in their classic
book, Positioning, that the battle is
in the consumer's mind. That is,
how you position the product in the
mind of the prospect relevantly is

what matters.

The marketing concept then
evolved further. Targeting the mind
is no longer enough. Marketers
should also target the hearts of the
consumers. The concept of emo-
tional marketing emerged. Some of
those works include Experiential
Marketing of Bernd Schmitt, Emo-
tional Branding of Marc Gobé, and
Lovemarks of Kevin Roberts, to
name a few.

Marketers such as Howard
Schultz of Starbucks, Richard
Branson of Virgin, and Steve Jobs of
Apple, apply a more emotional
approach to their companies.
Starbucks' concept of 'third place
for drinking coffee’, Virgin's 'un-
conventional marketing', and
Apple 'creative imagination' are
implementations of emotionally
relevant marketing. These aim to
stir our emotions as a means to lock
in brand preference.

The marketing concept will need
to evolve once more to embrace the
spirit of the consumers. Marketers
should discover the anxieties and
desires of the consumers in order to
stay relevant. This does not mean
that companies should only target
the spirit of the consumers. Com-
panies should target consumer as a
whole human who consists of a
mind, heart, and spirit. The point is
not to overlook the spirit.

Marketing 3.0 is values-driven
marketing. It is not just about the
meaning of marketing. It is about
the marketing of meaning, that
everyone can make a difference in
the lives of others. Companies that
can implement the values-driven

marketing model will win the com-
petition in Marketing 3.0.

The meaning of marketing

In Marketing 3.0, marketing should
be redefined to its root as a triangle
of positioning, differentiation and
brand. A brand should be clearly
positioned in the consumer's mind
to give it a clear brand identity. To
give brand integrity to your posi-
tioning, it must be supported by
strong differentiation. Positioning
supported by strong differentiation
will in turn lead to a strong brand
image.

Brand identity is about position-
ing your brand in the minds of the
consumers. The positioning should
be unique for your brand to be
heard and noticed in the cluttered
marketplace. It should also be rele-
vant to the rational needs and
wants of the consumers.

Brand image is about acquiring
the consumer's mind share. Your
brand value should appeal to con-
sumer's emotional needs and
wants beyond product and service
functionalities and features.

Brand integrity is about fulfilling
what is claimed through the posi-

tioning and differentiation. It is
about being credible to your prom-
ise and establishing the consumers'
trust in your brand. The target of
brand integrity is the spirit of the
consumers. It is the main message
of this triangle: marketing aims to
deliver the promise and enhance
customers' lives.

SC Johnson & Sons Inc. for exam-
ple, positioned itself as “the sus-
tainable five-generation family
company that specialises in home
care consumer products.” The dif-
ferentiation lies in the sustainable
business model. The company is an
early pioneer of targeting the 'bot-
tom of the pyramid', people earn-
ing less than $1 a day, in some mar-
kets such as Kenya.

Marketing of the meaning

In Marketing 3.0, a new matrix
should be introduced where, on
one axis, the company strives to
occupy the minds, hearts and then
spirit of current and future custom-
ers. The other axis takes into
account the company's mission,
vision and values.

This matrix combines the Mar-
keting 1.0, 2.0, and 3.0 approaches.
In Marketing 1.0, companies pre-
dominantly apply vision-driven
marketing, which emphasises
more on the achievement of the
corporate goal. It must not only
promise 'profitability’ and
'returnability’ to current and
future shareholders, but also
sustainability. In Marketing 2.0,
companies predominantly apply
mission-driven marketing, which
emphasises more on the mission
to serve the customers. While

delivering satisfaction to the cus-
tomers at the product level is
essential, at the highest level, a
brand ought to be seen as realis-
ing aspirations and practicing
compassion in some form. In
Marketing 3.0, companies must
predominantly apply values-
driven marketing that emphasises
more on the employee values. The
company must become a brand
that is better, different, and that
makes a difference to current and
future employees.

SC Johnson & Sons Inc. embeds
its commitment to social and envi-
ronmental sustainability in the
mission, vision, and values of the
company. With the mission of “con-
tributing to the community well-
being as well as sustaining and
protecting the environment”, the
company satisfies the consumers
by providing various products,
realises aspiration by inviting con-
sumer's participation in sustaining
the environment, and practices
compassion by targeting “base of
the pyramid” market.

The company has the vision to
be the world leader in delivering
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innovative solutions to meet
human needs through
sustainability principles. The
achievement of the vision is
marked by a profitable growth and
several awards obtained by the
company. It also releases a public
report to measure its achievement
in the area of sustainability.

Its values lie on the concept of
triple bottom line: economic value,

environmental health, and social
progress. To target the minds,
hearts, and spirit of current and
future employees, the company
uses the triple bottom line concept.
By saying that the company's fun-
damental strength lies in its people,
it targets the mind. To target the
heart, the company hires working
mothers and was dubbed as one of
100 best companies for working

mothers. By offering the opportu-

nity to do what's right for the envi-
ronment and social sustainability,

the company targets the spirit.

The writer is an expert and teacher in the
field of marketing. He is the president of the
World Marketing Association and also the
president of Mark Plus & Co. Kartejaya is
coming to the World Marketing Summit in
Dhaka to be held on March 1-3.
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Price Sensitive Disclosure

This is for information of all concerned that the Board of Directors of the Company in its
119" meeting held on 7 February, 2012 at 3:00 pm has approved the audited Financial
Statements for the year ended 31 December, 2011 and took the following decisions:

i) Recommended Dividend

ii) Net Asset Value (NAV)

iii) NAV Per Share

iv) Earnings Per Share (EPS)
v) Net Operating Cash Flow Per Share

(NOCFPS)
vi) Record Date
vii) Date of the 15" AGM

viii) Time & Venue of the 15% AGM

Notes:

: 65% Final Cash Dividend

(i.e. total 205% Cash Dividend for the year 2011
inclusive of 140% Interim Cash Dividend which has

already been paid)

: BDT 3,888 crore (BDT 38.88 billion)

: BDT 28.80
:BDT13.99
: BOT 30.09

: 19 February, 2012

.10 April, 2012

:10.00 am & BICC, Agargaon, Dhaka

a) Members may please note that pursuant to SEC Order No. SEC/CMRRCD/2009-193/104/Admin
dated 27 July, 2011, ACNABIN, Chartered Accountants has been recommended, by the Board of
Directors, to be appointed as new Statutory Auditors of Grameenphone Ltd. for the year 2012
subject to approval of the Shareholders.

b) Members whose names shall appear on the Member/Depository Register on the ‘Record
Date’ i.e. 19 February, 2012 will be eligible to attend the 15" Annual General Meeting
(AGM) and receive dividend.

c) Members are requested to update the particulars of their Bank Account and any Change
of Address with their respective Depository Participants (DP) before the ‘Record Date'.

d) Members may also please note that no gift/gift coupon/food box shall be distributed at
the 15" AGM. '

Sd/-

Hossain Sadat
Company Secretary
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