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Faith Popcorn

Reinvent the Wheel in 2004 —
Or Risk Being I'lattened by It

Agency: brain Reserve
Title: Founder

By SUZANNE VRANICA

IGITAL TECHNOLOGY and
changes in consumer bhehavier are
crealing oppartunities for [uturist Faith
Popcorn, who made her market by fore-
casting important social and economic
Lrends.
Ms. Popcorn founded Brain Reserve,
her marketing consulting firm, back in
1974—which means

THE she knows some-

thing aboul lasling

ADVERTISING the course. She has
REPORT also written several

hooks,  including
"BVEolution” and "The Popcorn Report,”
which helped establish her credentiuls.

Today, Campbell Soup is using Ms.
Popcorn to broaden its marketing efforts.
One concept: “Soup Sanctuaries” al shop-
ping venues nalionwide, where shoppers
can rest and enjoy free soup. “TV com-
mercials are aver,” Ms. Popoorn says.
“We are creating a new model where a
brand inferrupts the culture.” Her
thoughis on 2004 follow.
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WS Are consuimer-purchasing habils re-
Larnimg Lo rorimd ta the uftermath of e
Sepl. 11 terrorist attacks?
Ms. Popecorn: No. There are Iwo kinds of
[ear that are still in place. Internal [ear.

‘Our shock button has been lurned off,’
sitys Ms. Popcorn.

which includes the fear of carbs, office
siress and aging. And external [ear,
which includes the fear of terrorism, bio-
terrorism and even the flu. Fear is slill
running high and that 1s why the alcohol
industry is doing well. Fear makes con-
sumers suspicious and it makes it harder
to sell to them. Big advertisers should be
more maternal and nurturing in this type
nf environmenl. 'They also need (o0 be
avallable. Today, you ean't get hold of
any company. If you have an issue with
vour soap powder you can’l find a live
person to talk to at a company. That is a
problem.

WSJ: Wha!l trend ore morvketers wmiissing?
Ms. Popcorn: Only 10% of families are
traditional. The new household forme-
Lion is mixed, but companics still market
to the soccer moms and white families.
Aboul 51% of households are married-cou-

Cravird I-..“I- I?_LIE'-.M”

new type ol houschold—your child 1s
adopted, you used an egg bhank [to be-
come pregnant] or grandparenls are rais-
ing the kids— you are being ignored.
WsJ: What key marketing trend will
take fold in 20052

Ms. Popcorn: Porn will become the norm.
Nothing shocks anyone anvmore, Our
shock button has heen turned off and [hal
15 why advertisers are finding it hard to get
their messages through. The whole coun-
(ry 1s desensitizad. "I'he media will conlinue
to push the limits of what's acceptable.
wWs): Wil marketers embrace aging
hoomers this year?

Ms. Popecorn: Narketers don't under-
stand them, No one understands them.
Our cullure Lthrows ool older people. More
importantly, marketers don't realize that
there is a group of boomers that are born-
again parents. Many grandparents are
raising kids today. Paying attention to
this generalion 18 not aboul pulling old
peaple in ads, You must put products mto
people’s lives in imaginative ways.
WSL: You spent port of gouy childirood in
Ching. As thal markel heals up, how
should American companies prepare
their markeiing?

Ms. Popecorn: Spcak Chinese first. Chi
nese culture is complex. Americans are
lerrible dal not understanding the cullure,
[ have adopted a Chinese daughter and
had o learn about the culture. Compa-
nies must do the same—it is enormously
important. You need to know that black is
4 bad-luck color in Ching. One small mis-
step could destroy yvour communications.
WS Will TiVo gain strength in 2004,
andd if i does, whot does this mean jor
TV marketers?

Ms. Popcorn: T1Vo will take [he guls oul
ol the television industry, You will sec a

the wardrobe of a character on a show, or
the entire living room Lhal appears on @
show's set. It's not about having Evian
[hottled water] appear in a program.
WELE Are there any other new techmoln-
gies thit laroe the potential (o change
advertising and marketing?

Ms. Popcorn: One company has hegun
pulking bult-in mini TV $creens on wine
bottles. It shows a short film about the
wine and how it was grown. 1 think other
foodd marketers may also use the new TV
technology. It's part of wanting to under-
stand the source of aur food,

WS Is reality TV a fad or a trend?
Ms. Popocorn: IU's a long-term trend that
will he supparted by virlonal realily
rooms that will be In almost every
home. With the advent of virtual reality,
we'll be plaving so many mind games
that rcality fruths will be blurred until
there is no difference hetween reality
™V, Inlernel games and real life. For
example, we will travel with the real
ity-TV team for days al a time in our
virtual realily rooms. When we must go
t0 work, the game will be installed on
the inside of our glasses. We will galhar
al locations al specilic times to meet
others playing in our game. It's "‘Matrix’
to the madx.

WSJ: Whal do you Lhink about the adver-
tising business today? How will it evolve?
Ms. Poepcorn: | think (U5 01 s way to
extinction. In three to five years vou will
see  consumers rejecting advertising-
which will canse sgencies o sceamble as
they try to make a living. Right now,
they are opening trend depdrtments, pub-
lic-relations arms and viral-narketing do-
partments. It's about trying to reinvent
themselves—hul they dare very lale 1o Lhe
game,
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