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Branch 1: Marketing Basics

Homework,
planning, testing
and modifying.

5

Boogie:. *“Something totally unexpected and out—of—the—blue that can screw—up even the

best plans.” Jerry Huyler

giﬁ:

AHHE AR ET “BIRME" (target audience) ##EA, PPIRA 2B A BEAR
ERATRAGREAREMSHA, HTRAZKES BAFMERITAHAE, TEMA
D4 IEFo SRR AEFR AN F @AM BAT M., BARREIX AL ERREFE, 10
AR A E T K EOHERAARE,

R, AFZNBT THEHAARKRE, KFH, R, EMUARRAEEANF
@ ET THEHMESGEE, FTRETHELORTARRETHO TR EHBL,
Ppg 4t 4 (what) | ZPREE4 (where), E4564RE (why) MAE KA (cost), iX
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Marketing Defined

It would be helpful if you completed an introductory marketing course before reading this text,
then you would have a better understanding of the marketing concept. You will still be able to
understand the marketing process by reading this text only the process will be simplified. Let’s
explain the principles of marketing in terms for a person who has never taken a marketing
course.

Marketing simply means giving people what they want or what they need while giving
something to yourself in return. People get something: you get something. People believe they
got their money’s worth; you believe you got your money’s worth for giving the product or serv-
ice to the customer. It’s that simple. Make someone happy; you are happy. Make someone
wealthier; you become wealthier. People don’t stay in business very long taking advantage of
other people. Procter & Gamble listens to its customers and gives the customers what they
want. It may be a new product or an improved product, but it starts with the customer. The key
is that you understand your customers and realize that you must satisfy all the customers in-

volved with the brand you .

Target Audience

A target audience means the specific person or the people you are trying to inform, entertain or
persuade. Most communication in business relies on information and persuasion. The word target
is a military term: where to send the missile or a precise place to drop the bomb. In business,
we don’t want to send missiles or drop bombs: we want to communicate. We communicate to

inform or persuade a specific target. The target could be your classmates, your instructor, your

— 2
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Change is the boogie

woogie of life!

[ ==
potential employer; or the head of human resources. Most marketing texts classify target mar-
kets into two primary types: demographic target audience and psychographic target audience

(also referred to a lifestyle and mindset) .

A Procter & Gamble executive was recently quoted as saying that customers are more than

demographics they are people. His point was to think about your target audience as an indi-
vidual ; someone with feelings, beliefs, needs and wants. It is important to keep in mind when

trying to build mutually beneficial relationships.

Demographic Target Audience

Demographics mean the vital statistics or the type of information one can obtain from a census
report: age, education, occupation, gender, race, region of the country, religion, family
status and other vital statistics. For example, the following represents just a few ways to classify

demographics.



Race: Chinese

Region: Tianjin

Gender: Female

Age; 18 ~24

Income : 2000 RMB per year

Education: College educated, undergraduate

Family status: Single
Psychographic Target Audience

Psychographic refers to the mindset, lifestyle or type of person other than vital statistics. You
can usually find clues to someone’s lifestyle by the hobbies, pictures on the wall, the informal
subjects they bring up with a little help from you (sports nut, die—hard alumni of some uni-
versity, couch potato, book worm, intellectual, active father, bachelor, comic or one of a

hundred labels we use to classify someone) .

A lifestyle, as adopted by the research firms making money on labels and acronyms,
means what is inside of people’s heads; how they perceive themselves to be vs. all other people
in their age. For example: a basketball player is an athlete, someone who likes contact, chal-
lenge and being outside or actually doing things with other people. A person who wants to hang
out at Internet Cafes, gaming, may think of himself/herself as an individual, someone who
prefers working alone, a person who thrives on challenges and on winning. The two people

have two distinctly different lifestyles or mindsets.
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The lifestyle and mind —set of the primary target audience for this book is that of a
person who:

1. Is competitive.

2. Is a learner.

3. Is hungry to absorb new information that will give him or her an edge.
4. Is receptive to new ideas and change.

5. Will use his or her imagination.

6. Is willing to workhard.

Why Do You Need to Know the Demographics or Psychographics of Your

Target Audience

Because you can get inside their minds and hearts. When you are able to reach someone’s mind
and/or heart, you can then use more effective tools and evidence to either inform or persuade

the person.
Your Career Primary and Secondary Target Audience

Your primary and secondary audiences are global. It used to be that your primary target audi-
ence was the human resource director of the company you were applying to or the boss or man-
ager of a division. In my previous book, we explained that your secondary target audience in-
cludes the spouse of the manager. But there is more to it than that. During your career, you will
find that those beneath your status, and those you've never met, will also become your prima-
ry target audience. They will become your supervisor. Let’s back up a bit and go back to your
primary target ‘audience or the person you need to influence to get the job. That’s because
students, more often than not, fail to understand this concept.

Most students do not do the homework necessary to research the demographics and lifestyle
of the target audience. Some claim it is impossible to find out who is interviewing you. Why so
much about knowing who your target audience is and how it will help your career? Because you
have to sell to the individual and convince him/her that you are the very best candidate for the
position, that’s why. These individuals are not sitting back in their swivel chairs hoping you
will come along. What they are hoping for is that someone will figure out a creative way to get

into their office with potential that they can shape and polish or train. That takes homework on
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your part to find out who the target audience is and it can only be done with advanced prepara-

tion.

Grab the Attention of the Primary Target Audience

You must grab the attention of your target audience. How you do that varied by culture but it is
the same in all cultures. You must have the credentials, combined with a sterling letter of rec-
ommendation, to break through the clutter of look—alike—resumes and letters of recommenda-
tion from your competition. You must be able to, at some point, look your target audience in
the eye and create an impact that forces the target audience to snap back his/her head, ponder
and then pull your resume and letter out of thousands of competitive letters in the stack.

How do you do that? Act as a model student and work like a tiger. The target audiences
are like magnets, looking for the metal to make it in the big show. Still confused? OK. You be-
come the best student in the class; offering to help and to run errands; you sit up front, ask
questions and accept the professor as your guiding light. You stay in contact with the professor
through professional links or through once—a—year correspondence and when you need the letter
of recommendation, you draft it for him/her and make it easy for the person. You politely re-
quest the letter with plenty of lead time and only request one letter.

You also need to demonstrate loyalty, more hard work, come in early and leave late
when you get the job. Avoid the critics and people with negative attitudes and offer your man-
agement and target audiences to run errands and help with simple things, like opening doors or
cleaning off the board and just by staying in touch. Stand out from the crowd by paying attention
to every word, asking questions and becoming the best student your professor has ever had. If
you do those things, your professor will say just that, “he/she was the best student I have ev-
er had” .

Students call that “kissing someone’s feet” . Achievers call that *just plain good rela-
tionship building” . And it will help you with a pattern that you can use for the rest of your
life. Make the teacher or the boss look good, give him/her the real goods ( work like an ox

and yet deliver the merchandise) and stay in touch with him/her. Then, the golden letter you

request will be just that golden. The words of praise will be genuine. And with luck, that
letter will pop out of the maze of applicant letters the same way a neon sign pops out from the

standard white light bulb.



Branch 1: Marketing Basics

Most of us who have taught don’t mind writing letters for our stellar students or the ones
that stand out in our mind in a positive fashion. We dislike writing letters for mediocre students
or students we barely know. Most of us won’t do it. Every summer, during the middle of the
course, some of my students in Tianjin ask me for a letter of recommendation. Unless the term
is over, | generally don’t even know these students well enough to write a letter of recommen-
dation; so, the letter comes across like plain noodles. But if 1 have in my head that the
student was outstanding, that he/she moved the needle, then I will spend at least a couple of
hours perfecting a letter that is designed to ring the bell inside the head of the target audience.

Be careful of someone who can torpedo or hurt your career. The torpedo person is someone
who will not write a letter for you because somehow you were rude or made him/her angry. But
if an HR person calls them because they were your teacher, employer or co-worker, they will
torpedo you and create a negative impression. How do you avoid being torpedoed? Easy, prac-
tice good manners. Read a book on business manners and practice the skills. Let the older per-
son out of the elevator first. Respect the opinions of your colleagues even if you think they are
wrong. Be kind and considerate and you will not be torpedoed. I am just waiting for the eight
students in China from an American university that will not be named who rushed into the ele-
valor with open beer bottles and did not say hello or allow me, their grandfather, out of the el-
evator first, to have an interviewer call me and ask if 1 knew the student while I was in Chi-
na. [ will politely let the interviewer know without violating the Civil Rights Act or Employee
Privacy Act in the U. S. that, “yes, I recall that student. 7 Then I will switch the subject,
similar to the Dilbert ( Doghert) Cartoon, and say that I once had a bad meal and the only
way | could keep it down was with cheap beer. If the interviewer still didn’t get the message, 1
would add: “Have you ever had a rash?” And then | would wish the interviewer a great
day. You never know who will torpedo your career. And, so, pretend everyone could be a po-

tential torpedo. It is a good policy for success.
So Rethink the Question, Who are Your Primary and Secondary Audiences

This sounds a bit off the wall, but one of the most important candidates as the primary audi-
ence is the gate keeper. That is the person who will let your phone call in or make sure your re-
sume and cover letter get read in a timely fashion by the ultimate decision maker. She, most

likely she, is the person you want to meet personally even if she is in Shanghai or Chicago and
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you are in Tianjin or Memphis. If she does not like you, your follow—up phone call will not do
anything but turn her into a torpedo. Students reading this are saying, “Be real! I can’t afford
to go to Shanghai or Chicago” . Maybe you are correct. But can’t you still figure out who the
gatekeeper is and research her, find out her name and title and write her a letter? That often

necessitates a phone call or some work on the web.

Revised Secondary Target Audience

The secondary target audience is almost too large to list but the following includes possible
members of your secondary audience :
1. Your primary contact’s immediate boss,

The president or CEO of the company.

(98] (S

The secretary of the president of the company.
The wife or husband of your immediate boss.
The wife or husband of the president or CEO.
The HR director.

The HR director’s assistants and secretaries.

The receptionist on executive row and on your floor; in fact, on all floors.

I -

Your colleagues.
10. The night and day janitors. Chances are the CEO and maybe your boss are on better

speaking terms with them than they are with you.

The Four P’s ( Product, Place, Price and Promotion)

Marketing texts are based on the four P’s: Product, Place, Price and Promotion . Maybe one
day we will get rid of the four P’s and replace them with something more imaginative; for ex-
ample: the four horsemen, or the big hogs, or the four pillars. If you decide to continue your
study of the field of marketing, you will run into the four P’s in the same way as you run into
cars in a bumper car ride. All marketing texts continue to pound readers with the same four P’s |

so let’s simplify them for the brand you .



