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MARKETING

Stefan Engeseth patfil na letosnim Retail Summitu
mezi nejoblibenéjsi fecniky a diskuteéry.

Z jeho nazora zaujala i, vyhrizka" smérem

k firmam, které pfilis nedbaji na silu spotfebitelu.
Pfi rozhovoru nejenom vice pfiblizil podstatu

své prace, ale sestavil i hokejovy tym znacek.

Co si mame predstayit

pod pojmem detective marketing™?
Zaméfuji se na rozhybini obchodu firem
kreativitou, vhodnymi nistroji a know-how.
Spolupracuji & poradenskymi spoletnostmi,

predniiim, pidu knihy, cestuji po svith, Nok-

tef lidé Hkaji, 2e objevujeme obchodnd pi
lezitosti. A ja dodévim, 2o kreativita stoji
miéné ned podil na trhu.

V titulu vadi posledni knihy

je poutit vvraz spotfebitelska

revoluce®, Co tim méte na mysli?

V pozadi a zikladem je Lenox, Napater

a jind softwary a oteviend zdroje, kde si lidd
vymifuji informace, Internet jo vlastné glo-
bélni mozek, nexdvisly zdroj informaci,
diky kterdmu se lidé dosvidajl stile vice ne-
jenom o produktech, ale | spoletnostech,
Vysledkem je transparentnd trh. kde lidé
vidi a vad{ vice o produktech a slugbdch,
porovidAvajl ceny, kvalitu a hodnoty vy-
robku. A kdyE spojite internet, spotfehitelo,
ktefi spoletnsd komunikuji ptes hlogy, a mé-
dig, mite velice silné fedeni. 1 proto, £e no-
vindH hledajf motivaci na internetu, je
svvmi zkufenostmi, postiehy a napady zi-
sobuji spotfebiteld. To vie dohromady je
midarni verzi giloting

Prosim?

V soufasnosti probihd na trhu néco jako
Virlka francoueski revialuce, Niktond silng
znadky s neuvidomuiji silu spotfebiteli
Znattky jako Shell, Exxon a Gstecnf | Melo-
nald’s so na gikladd sviho nynéjgiho cho
viani a poskytovini sludeh mohou, pokud se
napoudi, ocitnoul pod pomyslnou gilotinow.
Daldim pEikladem jo Microsoft, kterd nediva
spatiehiteliim svobodu, tak®e H so obraceji

k jinym softwarovim fedenim. Mimocho-
dem, legrafni a zdroved smuiné je to, e ten,
ko gilotinu vymyslel, pod ni také skonil.

NENASLOUCHAS?
Pod gilotinu s tebou!

Co miite pod pojmem svoboda na myslif
Mirrosoft ji nediva tim, #o kdv2 & od niho
spotfebitel koupi jeden soltware, musi si
koupit i dalai. Tak#e svoboda volby tady
neni. e ale pravdou, o si to firma uvddo-
mila. a pokousl se v tomto smiru sva cho-
viini eménit. Mvodoem je to, e zratili fadue
trhfi @ hodné peniiz. Lidem s prosté nefibil
jejich pistup. Proto firma pfechazi na
systém otevieny i jinym zdrojiim. Stejné tak
i McDonald's nebo Dell nynd ménf sviyj pii-
stup ke spotfehiteltm, protoe nechidji
skondit pod gilotinou,

Edyz mluvime o snackach, predstavie si,
o byste byl trenérem hokejoviho
muistva madek. Kdo by byl

v bramee, kdo v obrand

a kdo v atoku?

To je dobrd otdzka. Po dnenim
setkini se starym pdnem v mist-
nim obchods, kiery mi fekl, 28
prakticky cely Zivol, Cili Sedesat
let. nepije nic jiného nek kivo
Standard, bych do branky dal
urditd tuto znafku. V dtoku by
mitle bt znadka Apple, protode
je ve svém obchodnim stylu ve-
lice ofenzival a agresivol. Dopl-
fiovat by ji méla Coca-Cala
kterd také oplyvi agresivitoo.
Zirovedi ale vyzndvi hruby
styl, tak by asi byla hodni
vylutovina. Do obrany bych
dal Petera Fosherga, ktery

jr svym zplsobem také
znadkou.

Kam byste zafadil Microsofi?
Ten patfi mozi hride, kel nohraji
podle pravidel. Vytvifeji si svoje

pravidla, na jejich? zdklad® chtdji
vEdy vyhrit, Ale jak jsem Fikal, u®
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si uvddomuje, 2o bez divikd nebude skiro-
vat, a tim padem prohraje. Proto se snaff

o zmén. To samié lze Fed i o znatos Nike,
kterd hraje jen podle svych pravidel. Ale
taki g0 uZ postupnéd snai o zminu. Je to
problém velkého pottu americkych firem.

0 jakou zménu konkritng jde? Myslile to,
i s snadi vics naslouchat spotfebitelim?
MNaslouchéni spotfebiteltim by mélo byt
samoztejmosti, Rada korporaci je ale pfi-
li§ strnulé a jejich management je pfilis
staromdadni. Jsem ale pfesvédéen, Ze
pristd uf jejich cesta k ponantent a pii-
gplisobeni se dané situaci bude rvchlejsi
nei dosud, Vezmitme jako priklad Dell.
5 juho sluzbami nebyl spokojen jeden
hlogger, ktery blogoval = blogu  Direct
from hell* a m#&l 10 tisic ndvitdvniki
dennd, To se musi na obchodovini Brmy
rycchle a citeln#d odrazit,

e znamo, #e blogy funguji jako

zdroj informaci a zkuSenosti.

Ale jaky maji vliv na prodej?

Napfiklad Intelu a jeho procesorim, neg
zatal sledovat blogy a naslouchat blogovi
komunit®, venikla ztrdta na prodejich 475
miliont dolard. Nebo si vezméme virobeoe
zimkil pro motocykly, Cryplonite. Néktefi
spotfebiteld zadali terdit, fe tyto zimky Lee
oteviil propiskou. Zastupei firmy tomu ne-
viitili, protode podle nich &lo o nejbezped-
néjii zamky na svité. Tak to nékdo natodil
a dal na blog. NeZ si to firma uvédomila

a pfistoupila ke zmiéné, ptigla o vice neg
10 miliond dolard.

CiSL0 3 - BREZEN 2007

TakZe blog vim mitée piinést nipady,

ale i ulelfil peniee,

Ano, hodné se z ndho dozvite 8 nautite. Na-
pliklad iPod od Apple, to je realizovany nd-
pad spotfebiteli. A dnes tvali ples 49 pro-
cent prodeji fiomy, cof jo hodné.

Jaky jiny zdroj informaci o spotfebitelich

je podle vis dilezité? Co vizkum?

Vifekum je dobrd vée, ale nyni #ijeme ve
spotfebitelské spoletnosti, kter se vyviji ve-
lice rychle. Tak2e v jisté dobé realizovany
vyzkum plnd neodrddi realitu. Dnes musite
pracovat v redlném Ease, pHimo s trhem, mé-
nit se a adaptovat privé ted, Naptiklad po-
kud blogujete o firm# Dell ne zrovna piiz-
nivet, do 48 hodin vdm pHmo zavolaji. Na-
jdou vake tislo, aby se vis zeplali, v fom je
problém, co mohou zménit. Jsou pfipraveni
poslouchat,

Ale ne kazdy je na inlernetu

a ne vaichni vyugivaji jeho slughy?
Samoztejm#, ale obecnd jde o ndvrat k sa-
molné podstaté obchodovini, DFive chodil
sifkuchal po restauraci a ptal se zikazniki,
co g jak fim chutnd, co miZe vylepsit. Byl

s nimi vlastn# v ,on-line" spojend. [ dnes
plati, 2o pokud méte dobré spojent, al uZ ja-
kékoliv, se svymi zdkaznfky, mohou venikat
nové nipady, produkty, sluzby a tak dile.

Myslile, 3¢ mi na lidi jesté stile viiv
klasickd reklama? Ma budoucnost?
To je prosté. Musite dobfe ud#lat svij do-
miici tikol, Jinymi slovy, musite mit opravdu
dobry produkt. Protoée jinak si lidé mezi se-
bou feknou, #e se to za ty penize novyplati.
A reklama by ze méla pouit, kdy2 mdte do-
bry produkl & male o ndm co Hel. Na vyuditi
klasické reklamy, kdy# cheate sdilit nico
hodné rychle, neni nic fpainého, Lee pouil
plirovndini k zreadlu, Proé jej pouXivime?
Abychom se vidali. A kdy2
sa spotfabilel
wuvidi® v re-
klamé, jo vy-
hréno & pro-
dukt i koupi.
Ale na druhié
stranf, v dnetn{
dobé rychlého sdi-
leni zkufenosti a po-
znatki, hlavnd po inter-
netu, stadi oslovit jenom
Zesl lidi. PHlom zikladem -
stu obchodu zistéva, fe nesmile
lhét. A co je dnes vice ne2 patrndg,
spoletnost] v podstatd otevimaji dvefe
a nechdvaji spotfebitele vstoupit do-
vuitf znatky. Jsou tak ,on-line® & trhem.

ﬂn}lké miry je podle vis relevantni,

ve firmich je fizen
muilnim.l neho finanénimi feditalit
Otizka brandingu musi byt spojena s gene-
rilnim nebo finanfnim feditelam, protode
maji pfehled o toku financi dand firmy.
A vie, co se ki brandingu, berou vadnd.

PROFIL

MNavie, pokud se nenechaji svymi pracovniky
ovlivoit nebo plesvédeit k pHjimini nejno-
vitich postuph nejen v marketingu, kdy?

v podstal® nenaslouchaji svim zikaznikiim,
akeiondH jo odvolaji z funkce. Je to ale vie

o salském rozuwmun, neni 1o nic slogitého.
Kdyz lidé naslouchaif, pFindf to zisk.

Miickete uvést pfiklady firem,

které jsou takto progresivoi

a olevient novim postupim?

Rekl bych, #o ve sviich saciteich byl Body
Shop valice otevieny. Ale nejsem si jist, jak
jsou na tom nyni, Do tite skupiny bych zafa-
dil londynskou firmu Lush, ale i Svédskou
spolednost IKEA. Ta naptklad d#l4 akce
typu kv v unttity den pfijde zikaznik s né-
jakym ndpadem na novy kus nabytku, do-
stane & tsic dvédskych korun. Patfi sem také
dinski Lego, mén{ se v lomio sméru

i McDonald's. Ale interakes se zikazniky by
muohla byt abecnd mnohem lepéi.

Zpit k vam a vadi profesi, Jak '.rilil'.in
soutasny trend v rdmei

kdy jsou najimiini nezavisli pnradci

bez odpovidnosti za konedny vysledek?
Neni to vidy k dabru véci. Mam zkudenost,
#e bohuZel casto je to spiie o znimostech
ned o vidomostoch. Je najiméno vice lidi,
kiteti jsou néci znami, ned téch, kiefi znaji
spravné odpoviidi. Moje posledni poraden-
skd price spotivala v lom, 20 mé jisty gene-
rilni feditel pofadal o to, abych piisel jed-
nou za mésic a vznifel dotazy na jeho prici.
Nikdo to totiZ v jeho firmé dosud nodélal.
Asi i proto, 2o se bali o své misto a $8fovi si
netroufali oponovat. Ale nékdo zvenku, ne-
musi to byt zrovne konzultant, mit®e jit

i o spotfehitele, ktery nonf slepy o divd se
kolem sebe, mide svym episobem pomoci.

Ale jaki je forma postihu, kdyE se

nico nepovede, doporuéeni nefunguje?
Musim mit dobrou, ovéfenou vykonnost, Ji-
nik m# nebude nikdo poslouchat. Oviem jo
dobré neposlouchat pouze jednohn, ale teha
etyH a2 pit lidi, ktefi vim poskytnou vitsi
obraz toho, co vidi. Kdy2 tak méte lepsi spo-

jemi se spotfebiteli, lipe pochopite, mk}m
smérem fe theba jit. m Petr Hibal

str. 53
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You are not listening to consumers? Under the guillotine
with you!

Stefan Engeseth has become one of the most popular speakers and debaters of this
year’s Retail Summit. Highly inspiring was his ,menace* towards companies that do not
take much notice of the strength of consumers. In our interview he not only specified
the nature of his work but also put together an ice-hockey team of brands.

What should | imagine under your profession of ,detective marketing“?

| try to activate businesses of companies through creativity and know-how. | co-operate with consulting companies, give
lectures or trainings, write books, and travel. Some people say that we search for new business opportunities. And |
add that creativity costs you less than market shares.

The subtitle of your last book is “consumer revolution”. What do you mean with it?

In the back of my mind | had Lenox, Napster and other software and open sources enabling opinion interchange among
people. Internet is in fact the global brain, independent source of information that offers more and more knowledge not
only about products but also about companies. As a result we have a transparent market where people see and hear
more about products and services, can compare price, quality and value of products. And when you put together
Internet, consumers who communicate via blogs and media — you can get a very strong solution. That is also the
reason why press often seeks for information and inspiration on Internet, where consumers deliver and expose their
experience and ideas. This altogether might compose a modern version of a guillotine.

Pardon?

At present the market is facing something like French Revolution. Some strong brands do not reflect the strength of
consumers. Brands like Shell, Exxon and partly also McDonald’s can soon (if the do not change their current behaviour
and service attitude) appear under the imaginary guillotine. Another example is Microsoft that tries to tie up the
customers and does not give them the liberty. Therefore they tend to seek other software solutions. By the way what is
funny and sad at the same time — the one who had invented guillotine was also executed on it.

What do you mean by the liberty?

Microsoft has been applying the politics that consumers buying one type of software must buy also others from him. So
there is no liberty of choice. However it is true that recently the company is slowly trying to change its behaviour. They
have evidently lost markets shares and a lot of money. So only now the company switches to the system opened to
other sources as well. In the same way, McDonald’s or Dell change their approach to consumers, neither they wish to
be executed on guillotine.

Speaking about brands, imagine you would be a coach of an ice-hockey team of brands. Who would be the
goal-keeper, who will the back or forward player?

That is a good question. After the meeting an old man in one of the local shops here who told me that in fact all his life
(over 60 years) he has been drinking exclusively one brand of coffee called Standard, | would like to have this brand as
a goal-keeper. Offence would be symbolised by the brand Apple due to its offensive and aggressive business style.
Maybe supported also by Coca-Cola that is also rather aggressive, and more over prefers a rather rude style and might
be therefore often excluded. In defence | would like to see Peter Fosberg who has, in a way, also become a brand.

Where would you place Microsoft?

That belongs among players who do not respect the rules. They create their rules that should enable them always to
win. But as | have told Microsoft cannot score without viewers that would be his loss. That’s why he strives for a
change. The same can be told about the Nike brand that also plays only according own rules, though has started to
improve a bit recently too. It is a problem of many American companies.

So what are the necessary changes? To listen more to customers?

Listening to customers must be the necessity. Numbers of corporations are however still too stiff, and their management
is old-fashioned. Nevertheless | am sure that when they start, there way to take the lesson and conform themselves to
new situation will be quicker than before. Just take example of Dell. On blogger dissatisfied with the company’s services
established the blog “Direct from hell” and soon reached over 10 thousand visitors a day. Such activities must have a
sharp impact on the company business.

It is rather well known that blogs work as a source of information and experience. What can however be their
impact on sales?

Very negative if you ignore them. For instance sales of Intel and its processors dropped by $475 million, before the
company finally started to listen to the blog community. Or the story of the motorcycle lockers producer Cryptonite.
Some consumers started to complain that the lockers can be opened only by a ball pen. Company representatives did
not believe it declaring that these lockers are the most safe worldwide. So one consumer made a video of ball pen
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opening and placed it on a blog. Before the company could have made necessary changes, they lost over $10 million.

So blog can also save money.
Yes, you can learn a lot from it. E.g. iPod from Apple that is an idea of consumers that was realized. And nowadays this
idea represents over 49 % of company sales.

Are there any other information sources about consumers important? What about a research?

Research is a good tool but we must consider that our consumption society is developing very rapidly. So sometimes
the research realized in certain time does not reflect the hot reality. Nowadays you must work with the market directly,
change and adapt right now. If you start to blog negatively about Dell nowadays, they will contact you within 48 hours.
They find your number and call to ask what is the problem, what they can change to help you. Now, they are already
ready to listen.

But not all people are linked with Internet and use its services?

Naturally. But in general such direct contact is a return to the former essence of business. In past the chef walked
through the restaurant and asked the guests what they did or did not like, how he could improve it. He was in fact in
“on-line” connection with them. Also today it holds that if you have a good linkage with your customers, you can gain
and establish new ideas, products or services.

Do you think that people are still influenced by the classic advertising? Do commercials have a future?

That is simple. You must do your homework well. In other words you must have a really good product. Because other
wide people will tell to each other it is not worth the money. So you can surely use commercial if you have a good
product and if you know what you want to say about it. If you want to communicate something promptly, there is nothing
bad about the use of classic advertising. You can use a comparison with a mirror. Why do we use it? To see ourselves.
And when a consumer sees him/herself in your commercial, you win. He/She will buy your product. However, on the
other hand, in the period of prompt sharing of experience and knowledge, mainly by internet, it was proved that you can
address just 6 people to spread the information. What is really essential — you must not lie. Therefore many companies
open the door and leave the consumer to enter into the brand. Only then they are “on-line” with the market.

How far is it in your opinion relevant that marketing is in companies managed by General of Financial
Managers?

Branding must be connected with the general or financial managers because they have an overview about the financial
flows in the company. And they take all matters regarding branding rather seriously. They should be open to views of
their marketing colleagues, to accept new attitudes and listen to consumers. If they don’t the shareholders can release
them from their posts. It is nothing complicated, just common sense. If you listen, you can profit from it.

And can you give examples of companies that are thus progressive and open to new attitudes?

| would say that e.g. Body Shop was very open in the beginning. Or the London based company Lush, or Swedish IKEA.
The latter organizes for instance special days when consumers binging in some new ideas regarding furniture are
awarded by 5 thousand crowns. Also the Danish Lego belongs here, or McDonald’s is trying to change in this direction.
But in general interaction with customers might be a lot better anywhere.

Back to you and your profession. How do you perceive the current trend in marketing when many companies
hire consultants who are not responsible for the final results?

It is not always good. | have an experience that it is often rather a matter of acquaintances than of a real knowledge.
Managers hire people they know rather than people knowing right answers. My last consulting work was based on the
requirement of one CEO who asked me to come once a month and to ask him questions about his work. There was no
one in the company to do this. Because they were afraid to lose their job, they did not dare to oppose their boss or ask
any questions. But if you find someone from outside it might be a sort of help. It need not to be a consultant, it may also
be an active consumer, who is not blind. Looks around and can thus help with his point of view.

But how to punish if something does not come out, the recommendations do not work?

It is good to have a well-proved efficiency performance; otherwise none will listen to you. And also to have not just one
external voice, but rather 4-5 people who can provide wider picture of what they see. The better linkage with consumers
you have the better you understand which direction to head.

Profile: Stefan Engeseth
management consultant, DetectiveMarketing.com™
Stefan Engeseth is a consultant, writer and speaker based in Stockholm, Sweden. His work builds on the truth that in

today’s fiercely competitive business world, companies can’t grow without innovation and vision. He wrote books ,Detective
marketing“ and ,,ONE (a consumer revolution for business)*.





