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TEN GREAT IDEAS

For marketing
Innovations

Judith Lydia Mercure
Calibre Communications




Why these?

My personal favorites

 They addressed common problems in
knowledge organizations

 They were chosen for measurable & significant
positive impact

 The concepts are not new; innovation often lies
INn ‘customizing’ execution to the knowledge
culture.

* They excited knowledge professionals!
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What problems will entrepreneurs face?

Getting past the perception that marketing COMPRISES
SALES OR ADVERTISING only.

Getting knowledge workers to drop DISCIPLINE APARTHEID
to work in multidisciplinary teams.

Getting controller-monitors to RISK LIMITED EMPIRICAL
EVIDENCE OF SUCCESS before trying new ideas.

Getting knowledge workers to understand that POINTING OUT
THE ERROR OF THEIR WAYS TO CLIENTS IS NOT GOOD
MARKETING.

Getting knowledge workers to accept that the REPORT OR
THE WORKSHORP is the BEGINNING OF THE PROJECT!

Managing people who try to do it all: commercial superheroes
are people with interesting jobs IN BUSINESSES THAT FAIL.
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Topics: Marketing from the inside out

Five culture-building ideas to educate, focus,
and inspire knowledge workers:

1. Educate: Science Marketing Clinics

2.

B

—ocus: Stakeholder mapping, consultation and
nlanning

~ocus: Competitor analysis
nspire: ‘Wow’ projects and teams

nspire: KSI-driven job tools
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Marketing from the inside out

Science and technology marketing remains a
competency gap in many knowledge
organizations.

“Marketing Is the job of everyone who gets a

pay cheque in this organization.”
(A fantasy quote from my dream CEOQO)
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1. Educate: Intensive science marketing clinics...

Short 1-2 day evidence-based intensive courses

* Topical (core-business enablers) and often tactical, eq:

— ‘Marketing principles for knowledge organizations’
— ‘Branding for sustainability and thought leadership’
— ‘Market research strategies and tactics’

— ‘Sales and business presentations and follow-up’

« A fast-track mechanism to enhance skills
* Creates step-change in the organization

* Fosters multidisciplinary teams

* Gets everyone working on the same page
 Must integrate multi-level evaluations
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...Create staff awareness of a challenge...

*“We needed to
review our
stakeholders’
'Interests and
needs and
create a new
strategic
marketing
program!’

«“QOur website
could be more
strategic and
Interactivel!”

(Quotes from 2008
clinic participants.)
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...and make an impact on the business!

 Evaluations after many workshops
test satisfaction and intention only.
Bonding is NOT the point!

 We emall evaluations 3 and 6 mos
after workshops to test post-clinic
knowledge retention and application
In the workplace.

* Interviews 12 mos after clinics test
Impact on the business.

e Quote from a research scientist after
a clinic-driven project:
“The new website makes me feel
proud to be part of the
organization!”
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2. Focus: All staff must understand stakeholders

e ‘The effectiveness of an organization derives
from the management of demands... of [key]
stakeholder groups” (Pfeffer and Salancik 1978).

o “Stakeholders can be prioritized based on their
ability to influence the success ... of the
organization” (Mitchell et al 1997).

e Structured 3 party interviews give objective
Insights.

« Consultation creates stakeholder ownership and
champions!
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Map stakeholder segments to understand their demands
(sample based on actual stakeholder interviews)...

Public
Government Large Affiliates

Companies

Sciencc_a Politicians
community Taxpayers
Media

v'Recognition
v Time for
creativity &
publishing
v'Good
facilities &
tools
v'Rewards &
remuneration
v'Job security
v Environmt
that fosters
creativity,
minimises
bureaucracy
v Thought
leadership
role for the
organization




This information helps you create persuasive,
stakeholder-driven marketing action plans, like this:

Target
stakeholder
segment

Large
national and
international
food
companies

Value proposition
to this segment

‘We lead thinking
in food safety
research and
engage in research
& transfer where
potential impact is
high and return
on investment
significant.

Segment
concerns & how
influenced?

Concerned with:
profit & market
share, consumer
attitudes to the
industry and
product safety.
Influenced by
personal
relationships,
shared
involvement in
product research
and launches,
evidence of
standards
compliance and
knowledge to avoid
PR crises

Recommended
mechanisms

e Increase
scientific
publications &
conferences

» Awards for safety
standards
compliance,

e Industry trade
publications,

* Responsive
safety issues
management,

» Strong media
profile on safety.

» Website safety
Q&A facility

 Industry staff
safety training

Our planned Q1
activities

Corp identity
media launch
E-bulletin:
‘Science for
health, safety, ¢
stewardship’
Introduce
industry staff
safety webinars
Sponsor industry
survey and votin
on best practice
Downloadable
whitepapers by
food safety
crisis experts.
Online wiki for
safety Q&A.



3. Focus: Competitor analysis

Competitor analyses often treated as ‘too hard’, too subjective.

 Compare strateqgic strengths, eg.
— Outstanding scientific/technological capabilities (in X disciplines)
— Sustainability and competitive growth

 Agreed, quantitative, evidence-based proxy indicators, eg:

— Science: publication citations, patents, awards, star researcher
recruitment

— Sustainability: Revenue growth, commercialized patents, repeat
business

e Research, research, research!

 Don'’t overlook small competitors in niche, growth markets or
regions!
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Research results were used to compare existing
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...and determine what resource commitments
were needed to:

« Double the organization’s current internationally recognized
scientific publications

* Focus IP investment and exploitation on agreed scientific
areas

* Improve competitive staff offers and working conditions
* Average >2 successfully commercialized patents per 3 years
e Maintain a ratio of 2:3 scientific to total staff numbers

* Win one scientific award or participating in 1 major
International project annually

 Have 9-10 genuine international partnerships in place, with
joint projects.
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4. Inspire: ‘Wow’ projects and teams

 What is a project? “A non-routine,
non-repetitive, one of a kind
undertaking normally with discrete
time, financial and technical

performance goals”. (Source: Harrison,
Advanced Project Management, Wiley).

* Why projects? Increasing evidence
from innovative companies suggests
that high profile projects are the most
effective means of achieving
organizational change.
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What Is a ‘wow project’?

« Tom Peters’ invented the jargon but every project leader
understands the power of ‘buzz’.

« “AWOW Project...is dynamic, stimulating, a major bond

builder with co-workers ... where everyone else wants to
be.”

 “A'WOW Project...moves at record speed...is considered
a startling success...makes Quick Prototyping its
mantra...... and thumbs its nose at all things
bureaucratic.”

(Source: Tom Peters: The Project 50: Reinventing Work, Alfred A. Knopf, New York,
1999).
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Wow project teams don’t look like this...

e Homogeneous
teams are rarely
effective

» Balance skill sets,
team role
preferences, and
characters.

* The best project
teams are not too
large (eg 4-6
members).
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... they look more like this:



And they often act like this:
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Which is why the Project Leader is so important!

e Spends not less than 30%
of her time on the project

 Is occupied with not more
than 3 projects

 Understands, respects, and
uses complementary views
and skills!
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5. Inspire: Culture-building internet job tools

e Establish organizational Key Success Indicators
with staff

* |dentify the tools and policies that enable their
achievement

« Audit your existing job toolkit and policies
« Acquire or develop tools & policies that fill gaps

 Make them simple and available from a central
toolkit intranet repository

e Ensure the CEO leads the roll-out to all staff.
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Some common organizational KSls...

KEY SUCCESS INDICATORS

l

A\ 4

A\ 4 \4

A\ 4

Responsive,
competitive and
sustainable
business

Excellence in Effective
our chosen research and
disciplines business

Partnerships

Outstanding
people,
supportive culture
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Your intranet can help create a collegial culture
that recognizes achievement of KSls

Rewards staff
contributions to
all KSls




Topics: Marketing from prospect to partner

Five great ideas to help your organization
Interact with clients, lead and grow

1.
2.
3.

4.
5.

nteract: Prospect to partner communications
nteract: Digital, interactive media

nteract and lead: Foresighting and community
consultation

Lead: Thought leadership positioning

Grow: Challenge workshops with innovation
partners
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1. Interact: Marketing from Prospect to Partner

 Changing paradigms of marketing
« The 4 P’s were about getting a market for our products.

« Brand marketing was about shifting market value to the
Image of our products.

« Marketing from prospect to partner is about creating a
community happy to interact with us.

 Above all: understand (changing) needs; keep interest
with credible & accessible mechanisms and quality
content; and convert interest to transactions with work

samples (yes, free!) that solve problems.
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Undertake market research on mechanism credibility for
ProSpPects (source: Mercure 1996. 2004).

Ads broadc _—l

Aw ards

New s broadc

News prim#
Ads print
Brochures
B LBNL
Recommendation
O CSIRO
Trade mags —

Trade shows NI

WWW
Scientific confs
Scientifc pubs

T T T T T T T T T T
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Prospect to partner marcomms

 Information needs change
and demands for interaction
iIntensify as prospects move
up the customer loyalty
ladder

* Research effective
mechanisms by ladder stage

Advocate

C /

[ cient

C /

/ Customer /

/

C
/ Prospect /

C /

/ Suspect /

 Invest where return Is
greatest (highest steps).

8 10 Great Ideas: REE Asia 19 June 2008




2. Interact: Digital, interactive media

Digital interactive marketing is often called ‘word of
mouth (or mouse)’ advertising) www.womma.org.

This Is the culture of our future customers and staff.
Social media sites are currently populated by people

describing their preferences and providing free

reviews.

Market researchers paid people for this information

Internet marketing suggests new opportunities for
customer engagement.
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http://www.womma.org/

New digital mechanisms

« RSS feeds

 Podcasts

* Blogs

e Wikis and forums

e Social networks: Bebo, Facebook, Orkut, Meetup

e Other user generated content sites: YouTube,
Cyworld

e Direct-to-consumer news releases
e Viral ‘buzz’
 Consumer review sites: Epinions and Trip Advisor
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Investment patterns

 Americans spend an average of 14 hours a week
online and 14 hours watching TV.

 Marketers currently spend 22% of their advertising
dollars on TV and only 6% online, according to data
compiled and analyzed by Google.

« HOWEVER, spending on internet marketing Is
expected to grow 13.4% in 2008 alone.

Source: Knowledge@Wharton 6 Feb 2008
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Digital interactivity: unanticipated consequences

‘Consumers use digital media...beyond the
control of marketers...to communicate among
one another, responding to marketing’s
intrusions by disseminating counterargument,
iInformation sharing, rebuttal, parody, reproach
and, though more rarely, fan-dom!’

(Source: Deighton & Kornfeld Harvard Business School and
MUSE Mobile Consortiuum 2007)
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Are knowledge organizations immune?
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Blogs: www. Technorati.com search engine

CSIRO is Australia’s
largest R&D
organization



http://www.technorati.com/

Researchgate.net. A Face Book for
Science!

Jobs

Partners

Grants

Funds
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Blogs and ‘viral marketing’

A new technology
goes viral!
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University review Site: www.studentreviews.com

Students review
universities by their
own criteria




Review site for R&D organizations:

www.Webometrics.info. (Primarily citations-based)

Will citations-based
rankings include
reviews & blogs?



http://www.webometrics.info/

Multiple media site

. http://stvp.stanford.edu/

Podcasts

Videos

E-books

Job tools




What you can give away

* \White papers (objectively address a problem
the user has)

 E-books

* E-bulletins

* \Webinars

 Wikis (FAQs everyone can ask)
 Research and survey reports

* Blogs (these need a passionate
facilitator/writer!)
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3. Interact and lead: Foresighting and community
consultation

e |In 1999, CSIRO sponsored a 1200 participant fore
sighting activity.

e Focus: future of food-related innovation.

* Industry experts described future innovations

* A random sample of over 2000 Australian residents
returned 1000 28-pp surveys (50% response).

 CSIRO held a conference on the subject and used
data to guide research investment.
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4. Lead: Positioning via thought leadership

* In a post Bayh-Dohl era, many knowledge
organizations have been criticized for
embracing industry’s values too
enthusiastically.

 Thought leadership is about balancing
economic sustainability and community good
citizenship.

g 10 Great Ideas: REE Asia 19 June 2008



Case study: SCU Global Social Benefit Incubator

Source: http://www.scu.edu/sts/gsbi/
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SCU’s Global Social Benefit Incubator

* An intensive 2-week residential program at Santa Clara
University that enables aspiring entrepreneurs to scale
their endeavors and achieve sustainability:

— Competitive application process

— Participant have a demonstrated commitment to applying
technology to address urgent human needs.

— Intensive mentoring by successful entrepreneurs as adjuncts.
— Intensive post course consulting.

A key element of SCU’s positioning strategy!
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5. Grow: Challenge workshops

* Workshop a significant client’s
optimal research/product
development investment

* Pre-work: research market
opportunities, technology trends,
client’s corporate innovation culture,
shortlist opportunities

e Recruit a mixed functional team of
discipline experts, influencers and
decision-makers.
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Sample ranking criteria

« Agree a weighted ranking system for
iIdeas’ merit

— Criteria focus on technical feasibility,
market potential, and strategic
alignment.

— Agree weightings based upon an
understanding of the client’s
strategies and innovation culture.

o Select a winner technology

 Whiteboard a project action plan with
assignments

* This approach gets support fast (and
grants!)
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Let’'s get started!

e Contact us any time at
calibre.consulting@bigpond.com

e Visit our website at
www.calibrecommunications.biz

* Resources: workbooks & job tools

 Resources: Calibre
Communique, our e-bulletin of
of tips, tactics, and useful links
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