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Christopher Roberts
AMAMI CPM

Title: Founder and Director, Engaged
Marketing Pty Ltd

Years in marketing: 22
Qualifications: Bachelor of Science
(Physics), Bachelor of Business
(Marketing). Industry Fellow at the
University of Queensland.

Latest project: Promoting a
groundbreaking consumer loyalty and
recommendation benchmarking study
across four industries — banking, motor
insurance, property insurance and cars.
Accomplishment most proud of:
Developing and implementing an
organisation-wide, customer-focused
strategy that resulted in approximately
100,000 incremental sales over a little
more than a year.

Marketing mentor? I have mentored
several people but never been mentored.
Typically, mentors do not tend to
volunteer their services and I have never
been the type to look for a mentor as
such. Having said that, I believe you
can learn something from everyone. My
marketing thinking has been strongly
influenced by some of the extremely
talented people who worked for me

as opposed to my seniors. I learnt the
finer aspects of direct marketing from
Jodie Beckmann, market research and
segmentation from Melissa Youlden,
and new product development from Ray
Cao. From a distance I have admired
the work of Jack Trout and Al Ries,
Seth Godin, Hugh Mackay and Steven
Covey.

What brand do you most admire and
why? Southwest, because they focus

on staff first, then customers and then
shareholders. They are one of the best
examples in the world of truly ‘living’
your brand at every touch point. I also
admire Apple because they are so cool
and their products and stores are unique.
When you look at the position they were
in a few years ago before Steve Jobs
rescued them, it is simply amazing.
What marketing program do you wish
you had worked on? The current Old
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Spice campaign, making something old
and daggy cool again. Check it out on
YouTube

What’s the most valuable marketing
lesson you picked up during your
career? That marketing is not just about
what you ‘say’, it’s about what you ‘do’
and who you truly ‘are’. If you can truly
engage your front-line staff you can
achieve results that are not possible with
the largest advertising campaign budget.
What has been the biggest lesson

in your career and what did you

learn from it? Persistence is the

key to success. Once you develop

an innovative strategy that all your
experience and intuition suggests is right
then never give up. I once presented

a strategy to my executive nine times
before it was finally accepted. You

must change your approach, though,
otherwise you are just nagging. When it
went live it was hugely successful.
What are the biggest challenges
facing marketers? The first challenge
is dealing in an over-communicated
world with increasing competition,
media fragmentation, product choices,
commoditisation and customers who are
well informed and increasingly cynical.
The second is about marketing taking on
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a leadership role within an organisation
as opposed to being the fluffy brochure
department. To achieve this, marketers
need to speak in a language that is
understandable and relevant to their
CEO’s goals and objectives.

Best recent technological advance

for marketing? Web analytics and
potentially clever customer loyalty
mobile apps such Foursquare. Look it
up at foursquare.com

Do you think sustainability is a
burning issue for marketing? It

is an issue but not a burning issue.
There are far greater challenges facing
marketers such as over-communication,
competition, new channels, social media
and increasing customer cynicism.
What attributes make a great
marketer? You need to be ‘creative’
(the ability to develop strategies

and initiatives outside the box) and
analytical (be absolutely surgical in
terms of segmentation, targeting,

ROI). Most importantly, you need to

be focused on bottom-line results both
short term and long term.

Future direction for the marketing
profession? To take an organisation-
wide leadership role where they drive
customer-focused brands, product
development, customer experiences, and
value propositions that are designed to
drive growth.

What does the statement ‘Value
Creation Through Marketing’ mean
to you? For me it means creating

value for all three key stakeholders:
customers, shareholders and staff. You
achieve this by developing innovative
strategies that drive customer loyalty
and recommendation, increase
shareholder value and developing strong
staff engagement where all staff are
strongly committed to making your
strategy successful. Where organisations
stumble is when they attempt to deliver
‘value’ to one stakeholder, such as
shareholders, at the expense of the other
two. This results in short-term benefit
that is not sustainable in the long term. ®
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James Peereboom AMAMI

Title: Communications Manager,
Multi-Brand Strategy and Architecture,
Corporate Affairs and Sustainability,
The Westpac Group.

Years in marketing: Nearly four.
Qualifications: Bachelor of Commerce,
double major in marketing and business
information systems, plus several
Institute training programs.

Current project: Brand and advertising
tracking for master brands of The
Westpac Group, including Westpac, St
George, BankSA, RAMS and BT.
Accomplishment most proud of:

Best days are ahead of me!

Marketing mentor? The most
important marketing mentors I have had
have been my direct managers. Their
willingness to share their experience
and knowledge has equipped me with
skills that have not only help to develop
my core marketing skills, but also better
deal with all facets of being successful
in a professional and large organisation.
What brand do you most admire and
why? Apple. Any brand that wields the
power to make Sydneysiders wait in the
streets for hours on end (in the middle
of winter!) for a product that has highly
publicised, significant flaw commands
respect.

What marketing program do you
wish you had worked on? Following
the Apple theme, I will never forget the
‘I’'m a Mac’ campaign, where Apple
went head-to-head with PC. A campaign
built on clear customer insights that was
burnt into our minds with a very funny
piece of creative. Classic! I think the
“fighter brand’ positioning and all the
campaigns that stemmed from that prop
would have made working on the Apple
brand exciting.

What’s the most valuable marketing
lesson you picked up during your
career? Pre-test, pre-test and pre-test
(and if you have time, pre-test again).
As a young marketer, what has been

the biggest lesson in your career, and
what did you learn from it? For me,
one of the biggest (and first) hurdles you
are faced with as a young marketer is
the management of a large number of
senior stakeholders when executing a
campaign or event. The need to deliver
disappointing news or to delicately say
‘no’ to well-intended creative sparks is
an important part of a marketing role.
Developing my ability to effectively
‘manage-up’ continues and I am sure
will do so for the remainder of my
career. Developing the skill to manage-
up can often be a bumpy road; however,
a personality/drive to get things done
combined with self confidence can go a
long way.

What are the biggest challenges
facing marketers? Not withstanding
the numerous external challenges, I
think most marketing teams continue to
feel the pinch at home with increasingly
scrutinised or diminishing budgets. The
biggest and first challenge marketing
professionals everywhere are faced with
is the need to meaningfully quantify
and measure the value of marketing
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programs and investments to senior
stakeholders.

Best recent technological advance

for marketing? The most obvious has
got to be Internet and all its glory, with
its ability to segment the market and
talk to those customers you wish in a
meaningful way. The Internet is opening
all sorts of doors to have two-way
conversations with our customers.
Future direction for the marketing
profession? Marketing is customer
engagement, and as marketers we must
capitalise on creating real and relevant
connections. The channels to do this are
changing and growing. More marketers
are learning (and need to continue to
learn) how to better leverage the digital
space in application and mobile device
marketing and further focus on the
social media space.

Do you think sustainability is a
burning issue for marketing?
Sustainability will always be something
companies need to address, but this
topic seems to have become almost a
hygiene factor. A recent focus group

I attended spoke to this exact point.
Respondents seemed less and less
impressed with companies’ actions in
this area — “It’s not a matter of boosting
about it, they should just be doing it!”
and “If they weren’t doing it, someone
else would”. Should we build marketing
campaigns around it? I would suggest
not.

What attributes make a great
marketer? First and foremost, great
communication/people management
skills, closely followed by impeccable
time management.

What does the statement ‘Value
Creation Through Marketing’ mean
to you? Making marketing accountable
for every dollar spent finding,
converting and keeping a customer,
aiming for an equitable or greater return
in net profit. ®
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What can marketers learn from the election?

Marketers should be keeping a keen

eye on how the 2010 federal election
plays out in social media spaces such as
Twitter, facebook and YouTube. It will
be the first election in Australia where
social media will play an influential role
in swaying swinging voters, particularly
among younger adults — the marketer’s
most prized demographic.

Some marketers have already
made impressive use of social media
in campaigns. Tourism Queensland’s
breakthrough ‘Best Job in the World’
campaign incorporated Myspace,
facebook, YouTube and Twitter.

It allowed the audience two-way
engagement with the brand and attracted
massive worldwide interest.

Wieden + Kennedy’s Old Spice
campaign used two-way social media
on YouTube and Twitter as well as
traditional advertising. The campaign
was an instant success, beginning as a
clever professional marketing campaign
and transforming into a viral web
phenomenon. Its star, Isaiah Mustafa,
has signed movie deals and appeared on
Oprah and The Late Show with David
Letterman.

Old Spice body wash sales
reportedly increased 107 per cent
following the campaign. Marketers are
viewing it as a case study on how to
manufacture a viral hit, but so far the
copycats have fallen short.

New forums, new views

Twitter, facebook and YouTube
have all been a significant part of the
media arena for the federal election,
often creating forums and views that
have never been available before.
People who usually would not have a
voice in the election are reaching people
who normally would not listen.

, an online election
monitor created by online media
monitoring and intelligence service
BuzzNumbers, ranks children’s author
and Perth grandmother Lesley Dewar as
the most influential individual tweeter
on the election. She is second overall
behind ABC News and has outranked
Annabel Crabb (ABC Online’s chief

#gpmyspace.

You[)

facebook

political writer), Latika Bourke (a
Canberra-based political journalist) and
even Sky News Australia. On any given
day, Lesley tweets more than 50 times,
reaching out to her 11,000+ followers.
After announcing the election,
Prime Minister Julia Gillard quickly
signed up for a Twitter account.
(Opposition Leader Tony Abbott already
had one.) Both candidates and parties
have facebook accounts. Simply having
a presence is not necessarily a good
thing or enough to make a difference.
A key factor in making an impression
online is essentially the same as offline —
participate in meaningful conversations
and engage with your audience.
Australia’s main political parties
probably still have much to learn about
using social media effectively, judging
by the level of activity on their facebook
and Twitter accounts. Using compelling
content that engages your audience
and perpetuates the interaction is key
to influencing people. That content
can then be re-tweeted; such activities
engage more users, which often leads
to greater reach and influence. Social
media is a platform for engagement,
building communities and support
networks that should be in the media
arsenal for any political campaign — or a
marketing campaign.
US President Barack Obama is
the prime example of effective use of
social media in a political campaign.
Some commentators believe that then
presidential candidate Obama won
his party’s nomination and then the
presidency on the back of a strategy that
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included thorough and impressive use of
social media. On election day, Obama
had more than three million fans,
whereas Republican candidate John
McCain had only 600,000. The Obama
campaign’s expert use of social media

to engage voters appeared to give him a
huge advantage. It engaged not only US
voters, but people around the world.

Traditional looks to new

Traditional media now
acknowledges and includes social
networking sites such as Twitter and
facebook in its coverage. The ABC
has made use of a type of dashboard
called Campaign Pulse, described as
giving “ways of assessing Australia’s
electoral mood — from the tried and
true opinion poll to experimental social
media sentiment analysis”. It presents
statistics, polls and Twitter trend topics
all in a dashboard-style format.

For marketers, social media is
an important new tool to influence
and engage with prospects, customers
and target markets. New social media
monitoring tools also help marketers to
measure the impact and effectiveness
of their campaigns in this space, a
necessary prerequisite if it is to win
a permanent place in the marketer’s
arsenal.

BuzzElection was launched by
BuzzNumbers, Australia’s first
social media intelligence and
monitoring company. Its web
software enables organisations to
track online media, news, blogs,
forums, social media and video and
provides powerful intelligence and
analysis capabilities. BuzzNumbers
will be exhibiting at the Australian
Marketing Institute’s Government
Marketing and Communications
Conference from 1-3 September on
the Gold Coast.

Website:
http://www.buzznumbershq.com/
Election monitoring of Twitter:
http://www.buzzelection.com/
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