Marketing Communications….2006  Trends

The Wall Street Journal on July 10, 2006 featured a pull out section on the subject of reaching potential customers through various forms of marketing communications.  Once the choices were limited and consumer behavior quite predictable.   Now, with the power to change the channel, skip the ad, zap the ad, and so forth is available to everyone.   

So how are advertisers breaking through the obstacles of the new electronic era?   By many methods as I will detail here as I comment on the WSJ articles and add my own thoughts.

First, marketers are becoming more and more a part of the customer’s lifestyle.   Sponsorship opportunities give marketers a way to be visible at events and on properties that intersect with the audience’s life.   From the Toshiba ads along the sidelines at the World Cup to Kellogg’s placing stickers on the coffee grinders at grocery stores (to attract the older audience for Special K cereal), marketers are again trying to intersect with customers during their day to day activities or even leisure time.
The internet is another area of growth.  Have you noticed how television shows are imbedding activities to get you to their web page?   From Wheel of Fortune to American Idol, television and advertisers are finding more ways to tie you to their brands.   Internet ads are the fastest growing segment in advertising.   Search engine ads are growing as well.

What is a viral ad?   Or viral marketing?   Think of a real medical virus and how it gets passed from person to person.   Now create a piece of video or a picture or something that is so compelling, perhaps so funny, or entertaining, that it gets passed around the net.   That is a viral marketing campaign.   It is a very powerful use of the internet, if you hit it right!!!!

Create buzzzzzzzzzz.   How?   There are many ways to create buzz.   For instance, let’s say you want to reach office workers about football pools.   How do you reach the person in charge of football pools?   Well, how about giving away footballs in the downtown business district, those little one’s with you web address.   Street level marketing campaigns can be very effective in reaching otherwise hard to reach audiences.   

Radio….with Rhapsody and other services, radio may never be the same.   I use my MP3 player in the car to have the music I want with me at all times.    And Internet Radio is a viable alternative for those with listening tastes that can be matched with playlists on various channels.

Television is adding more and more commercial content into the programming, often to the point where you cannot tell if you are watching a program or a commercial.   It all started with product placement, you know those Cokes sitting on the table during the scene.  Have you watched a ball game lately?   See those ads that look like billboards behind home plate?   They are not really there but are placed there digitally so that you will see the ad during the game.   Anything can be added to digital content to make say a beer truck show up even in Mayberry…old time television reruns will never be the same!!!
Your cellular phone will be next….as your gps equipped phone goes by a restaurant, you may receive an ad from them….soon you may not get a phone bill but rather have your cellular bill paid by advertising revenues.

Marketing communications is a jumble of ideas, concepts, and changes …. And to some degree, it is what works, today!!!

