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Top Marketing Trends for
2009: Execs ‘Sick’ of Web 2.0
Marketing executives are going back to basics this year, putting
renewed focus on satisfying and retaining customers and
investing in research and insights, but they are “sick” of hearing
about Web 2.0, according to a survey from Anderson Analytics
conducted for the Marketing Executives Networking Group
(MENG). 

The second annual Top Marketing Trends survey of MENG
members examined the top marketing concepts, buzzwords,
global areas of opportunity and targeted customer demographics
for 2009, as well as the books and thought leaders that
marketers look to for inspiration and growth opportunity.

The economy played a significant role in this year’s survey as
more marketers expressed concern on how a recession would
impact priorities moving forward. Half of executives believe their
marketing budgets will decrease in 2009, but 56% indicated their
staffing plans will either stay the same or increase.

The Top Five Trends:
#1. Insight and Innovation Key: Insight and innovation are
viewed as keys to combat down economic and business cycles.
Some 72% of respondents indicated that innovation efforts would
stay the same or increase, while 39% say their use of market
research will increase in the next year. This is significant given
that most marketing experts agree it’s imperative to innovate and
mine insights during a recession, Anderson Analytics said.

#2. Customers at Top of List: Basic customer satisfaction and
customer retention remained the top two concepts of interest to
marketers, followed by marketing ROI, brand loyalty and
segmentation. Together, these represent a move back to the
core principles of marketing, Anderson Analytics said.

Of the 62 identified marketing concepts, faith-based marketing,
six sigma, game theory, anti-Americanism and immigration were
viewed as the least important.

#3. Green Marketing and Global Warming Lose Importance:
The issue of global warming showed the largest decrease in
importance (dropping 14 places in the rankings), while green
marketing showed a statistically significant 5% drop.
#4. Marketers “Sick” of Web 2.0: Twice as many marketers are
“sick” of hearing about Web 2.0 and related buzzwords such as
“blogs” and “social networking” compared with last year’s survey.

However, marketers still admit they don’t know enough about it.
This was evident in results from a November 2008 MENG social
media study showing 67% of executive marketers consider
themselves beginners when it comes to using social media for
marketing purposes.

#5. Most Opportunity in China and among Boomers: China
ranks as the #1 greatest area of opportunity (53%) for marketers
with international responsibility, while India is a distant second
with votes from 17% of respondents.

In terms of the best opportunity for customer targeting, marketing
execs also still feel that Boomers hold the most promise.
However, the perceived importance of Generation X and
Generation Y grew significantly compared with 2008 survey
results.

IIR's new clothes 

It's been brought to our attention that Will Morris, a tradeshow
veteran, is now Commercial Director of IIR Exhibitions Dubai. 

He replaces John Hassett who has been promoted to Managing
Director of Exhibitions. 

Will Morris, who once worked for the DWTC, has run and
developed a number of events in the GCC and internationally in
a number of trade sectors. 

John Hasset, who has remained loyal to IIR over the last 10 or
so years, has developed Arab Health into the monolith it is
today as well as developing IIR's portfolio of events though a
policy of aquistion. 

All of us at ispypublishing, and TBG Group, wish them well. 

With the state of international commerce and the increasing
difficulties in the GCC they'll need all the help they can get! 

How to deal with jerks at work 
We’ve all employed them or worked with them at one time or
another: people who are disruptive, abusive or otherwise
demeaning or mean-spirited. In short, they’re jerks. Incendiary
workers can kill workplace productivity says management guru
Robert Sutton 

Antagonistic workers are more than a workplace distraction. 

Indeed, a growing body of research is being conducted that
examines the impact bullies have on productivity and financial
performance. We spoke with management guru and author
Robert Sutton about the inspiration for his latest book (Warner
Business Books) and some of the lessons that managers can
draw from it. Excerpts from that interview follow:

What inspired you to write this book?

It’s partly the result of the endless parade of jerks that I’ve had to
deal with in my life. But it primarily stems from a department I
used to work in here at Stanford and how invoking the rule
helped promote a better workplace. Also, I wrote a Harvard
Business Review article on the topic that produced hundreds of
e-mails, whereas previous articles I’ve written for them might
have generated 10 or 15 e-mails each.

Is it harder to get away with being a jerk in today’s
politically correct work environment? Or are jerks learning
how to adapt? 

I think you can make the argument that it’s more socially
acceptable than it used to be because we’re putting people
under an enormous amount of pressure at work, such as holding
them to performance requirements. Increasingly, law firms track
their profits per partner – it doesn’t matter how much of a pain in
the neck you are.

At one law firm where I was asked to speak, the CEO called me
and yelled at me about my airfare, even though it had been
agreed to earlier. The first thing a senior partner said to me when
I walked into the auditorium before my presentation was this:
“Our law firm used to be a balance of humanity and economics.
Now it’s all about economics.” It may be getting better in terms
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of political correctness, but people are more skilled in many
ways. It’s probably not against the law to be an equal
opportunity jerk.

You mention in your book that companies such as
Southwest Airlines and Intel have instituted “no jerks
rules”. What are these, and how are managers able to apply
them? 

At Intel, they have this constructive confrontation norm where
you can fight but you can’t be too nasty.

My favourite one is about a company called SuccessFactors.
They’ve been around for almost seven years. Lars Dalgaard is
the founder. For the first six and a half years of their existence,
they said they had a “no jerks rule” (except that they used a
much stronger word for jerks) and had employees sign an
agreement that they wouldn’t be (insert synonym for) jerks. Lars
recently came up with a list of the company’s accomplishments,
including not having hired any (strongly-worded synonym for)
jerks in the first six and a half years. Then they replaced that
controversial synonym with plain and simple “jerks” because
some of the customers didn’t like the language. I visited them
and have more information about it on my blog
(bobsutton.typepad.com/my_weblog).

You also mention a lot of high-profile people in the book by
name, including former Sunbeam CEO Al “Chainsaw”
Dunlap and former US ambassador to the UN John Bolton.
Any concerns about legal retribution? 

Anybody can sue anybody. I was very careful. The way I defined

jerks was someone who was consistently demeaning. I’m very
careful to say things in my opinion and to cite other sources.
Who knows, I may get sued, but I was very careful about how I
labelled people to protect myself. I [even] quoted a Wired
magazine story about some people who have worked with him,
who have their “Steve-Jobs-the-jerk” story.

For some organisations, the “no jerks rule” is used to help
prevent disruptive people from joining your organisation in
the first place. But what if your department already has a
pre-existing jerk? What steps can managers take to either
keep this person in check or flush them out of the
organisation?

The first thing is what’s going down with the person right in front
of you. If you demean people in public, you can face a lawsuit.
The second thing is to bring up a performance evaluation. Some
organisations don’t have the guts to demote people who are
consistently demeaning. Other organisations have demoted
people who are disruptive and demeaning and have lowered
their pay.

At one Fortune 100 company, a new CEO took over and
assembled a hit list. The CEO wanted to get rid of these people
immediately, but their lawyers told them they’d have a bunch of
lawsuits on their hands so they had to do it more systematically.

What steps can someone take to deal with a boss who’s a
jerk without putting their own careers in jeopardy? 

The best thing you can do is not take the job in the first place.
Empirical studies have shown that if you work for a boss like



that, you start acting like them. But if you can’t get out, there are
three different things you can do. First, you’ve got to learn the
power of indifference, learning not to care when you can’t control
the situation. The other two things are to focus on this notion of
reframing things. If you can’t leave, become more detached in
other ways. Have shorter meetings or avoid them at meetings or
contact them as much as possible by phone or e-mail. Even
prisoners of war can find little ways of gaining control and
exacting revenge.

A couple of weeks ago, this guy described to me how he was
flying back to LA from New York. He had this abusive passenger
seated in front of him and he said to the airline employee, “How
can you take this kind of abuse?” The woman said with a
straight face, “Mr Smith is going to Los Angeles but his luggage
is going to Nairobi.” It’s this little notion of taking control. If you
look at the basic ways to cope with these situations, find the little
nooks and crannies where you can exercise actual and
perceived control.

How can employees fight back? 

HP has always taken its employee surveys very seriously,
especially in the days when Lew Platt was running the company.
There was a boss in the ‘80s there who was really nasty and
tended to [rush] in and take credit when something good
happened. On her evaluations from her employees she typically
received ones [1 being bad and 5 being excellent].

Has there been a rise in the number or percentage of jerks
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in the workplace? Or has this remained a constant? 

I don’t know the answer to this. But there has been a dawning
awareness in academia to study abusiveness in the workplace.
I’m confident in saying that in some countries there is a societal
and legal movement against it. And we’re starting to see this
spread to other parts of the world.

You write about a metric called TCA, or total cost of abusive
employees to an organisation. How did you come up with
this? How does it work?

This is like an open-source book. A management consultant sent
me a note about the TCA concept and how expensive they can
be and what the hidden costs are. I asked if he would let me
publish his name and he never got back to me.

If there’s one message you’d like people to take away from
your latest book, what would it be?

The reason the book is important is not just because there’s a
business case for it, I wanted to write the book because we only
have so many days on this planet. So if you’re experiencing a
life that’s filled with constant abuse, you end up having a terrible
life. It’s just not worth putting up with that kind of treatment.

‘Go Lean’ for the New Year
Consultants and professional services firms are reliant on their
people. They are the core of their business, which is why many
firms are keen to keep hold of their skilled staff. For many other
businesses redundancies are an obvious way to cut costs, but
for project-based companies it has to be the last resort.

Many of these companies are reluctant to go down the same
route as they did in the early 1990s - when redundancies were
the first port of call for any CEO looking to balance the books. It
took them a long time to get the same quality of staff back
through the door when work started coming in – and as a result
it took them longer to respond to positive circumstances.

So, how can companies who want to take a considered
approach to the current economic climate take meaningful action
to be more efficient, streamlined and lean without letting go of
talent required for future growth?

By streamlining the internal structure (like resource and reporting
planning systems) businesses can start to see the savings that
can be made from deploying resources properly, without anyone,
or anything ‘on the bench’ costing money rather than making it.
This means running an efficient business specifically from a
control and management perspective.

Resource management is the key to this. The fact is you simply
can’t run a successful commercial operation without a complete
overview of the business. However, over 60 per cent of
companies we surveyed had no real system of monitoring their
resources – so there are huge savings out there which are not
being made.

Some companies believe that a simple spreadsheet (like Excel)
is enough, but it’s simply not capable of giving the right
information to run a tight ship. A proper planning system will
allow a business to understand some key metrics. Namely:
which resources are fully booked, and which are ‘on the bench’;
what grades and levels of staff are in demand from their clients;
whether resources can be shifted across projects or divisions to
avoid hiring expensive and unnecessary freelance or contract



resources and finally, where the resource hotspots are before
they occur. These are vital statistics; something a basic
spreadsheet programme is incapable of providing in real-time,
and over a long period.

It’s always surprising to hear a company say that they can
realistically manage all their resources with a spreadsheet. Sure,
Pele said he could play football with slippers, MacEnroe said
that Roger Federer could beat most people with a frying pan,
but the rest of us need the best possible tools available to do a
perfect job - so it’s fair to say that a basic spreadsheet is
unlikely to keep your resources at optimal levels in a recession.

For example, it’s all too easy to make the decision to bring in a
freelance consultant when deadlines are looming. There are
massive benefits to be achieved to an organisations bottom line
by understanding whether current staff have the capacity to take
up the slack – it’s a classic oversight and a good example of
where poor planning methods can affect budgets.

In many ways a downturn can actually be an opportunity for
professional services businesses to focus their working systems.
It can provide a catalyst to tighten the structure of the company
so that it is as much about the people within it, as it is about the
systems behind it. The benefits will be seen more than ever
when the upturn comes and you can grow with the knowledge
that your business has the right structure behind it and the right
people at the front.
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business will solve them better than any of your competitors.

Take a small hotel, for example. In this case, some buyer
personas might include an independent businessperson, the
travel department of a large corporate with headquarters nearby,
a young couple looking for a venue for their wedding reception,
and a family on vacation. Says Scott: “I don’t want you to create
information about your hotel online until you can tell me what are
the specific buyer personas of the people who are coming to
your hotel. Once you know who your buyer personas are, you
need to ‘interview’ those buyer personas. Find out, in their
words, who they are and what problems they have that your
organisation’s products and services can solve.”

This shift in perspective is incredibly effective at boosting the
effectiveness of your web copy and will drive more business
through your website, says Meerman Scott. The old approach to
copywriting fails because it assumes that the audience is
already interested in your product. In fact, what they are
interested in is finding solutions to their own problems. The big
step, says Meerman Scott, is “forgetting about your own ego,
forgetting about your own product, and thinking instead about
what the problems are that you are going to help solve.

If you can understand what motivates a person to be interested
in your product and what their problems are, then you are not
just rattling off what’s great about what you do. Understanding
buyer personas will help you to be a much better salesperson.”

The great news is that you probably already know a great deal
The art of writing great web
copy that prospects will read
There are a whole host of reasons why having great copy on
your website can drive brilliant results for your business, but the
bottom line is this: you only have a matter of seconds to grab
and hold the attention of potential customers. While the design
and look of your website is important, great copy is absolutely
fundamental to getting good results from your site. Copy must
engage the reader immediately, speaking directly to their
problems.

This sounds straightforward enough in theory, but according to
digital media experts, most professionals need to change the
way they think about writing for the web. Speaking recently in an
interview with online business TV network yourBusinessChannel,
David Meerman Scott explained how creating genuinely effective
website copy requires a fundamental shift in perspective for most
writers. Meerman Scott is a popular digital marketing blogger
and author of the widely-cited New Rules of Marketing and PR.

The single biggest mistake people make, according to Meerman
Scott, is to focus on themselves, on their products and services.
“Most companies when they set out to create an online
marketing initiative are way too egotistical,” he says. “Their
websites are organised around what their products and services
do. Well I’ve got news for you: no one cares about your products
and services! What they care about are their own problems and
how you can help them to solve their problems.”

What marketers need to do instead, says Meerman Scott, is to
think very carefully about who their potential customers are, and
what they need. He recommends that businesses do this simple
exercise. Make a list of the various categories of customer who
will be coming to your site. These are your ‘buyer personas’.
Now, flesh out these buyer personas. Build a story around them,
to help identify what their needs and problems are and how your



about your customers. By applying that knowledge to the
rewriting of your web copy, you could revolutionise the
effectiveness of your site.
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“You don’t need negative growth in developing countries to have
a situation that feels like recession,” Timmer said.

“We estimate at the moment that potential growth on average in
the developing world is something like 6.5 percent, so that
means when you’re growing at 4.5 percent you’re growing at 2
percentage points lower than potential growth, which is a
situation where you see closures of factories and increasing
unemployment,” he added. 

MENA growth in 2009 to slow
to 3.9% - World Bank
Growth in the Middle East region is predicted to slow to
less than four percent in 2009 as the global financial crisis
and a decline in oil prices continues to bite, according to a
new report.

The World Bank’s 2009 Global Economic Prospects report
suggests world growth will weaken to 0.9 percent next year with
simultaneous recessions in the United States, Western Europe
and Japan.

And it says the previously turbo-charged growth of the past
decade in the developing world will also slow with the Middle
East and North Africa (MENA) region growing by 3.9 percent in
2009, compared to 5.8 percent in 2008.

While a rise in oil and natural gas revenues to $200 billion
helped drive growth in the oil-rich economies in 2008, next year
might be a different story, added the report.

The biggest impact to developing countries will be from slowing
investment growth, which is set to decline to 3.4 percent in 2009
from more than 13 percent in 2007. 

Meanwhile, international trade volumes will fall by 2.1 percent
next year, the first drop since 1982, the World Bank report said.

The Bank also said the global economic recession will cause
both commodity prices and inflation to drop further, with oil
prices seen averaging $75 a barrel in 2009, food prices easing
by about 23 percent and metal prices to decline by 26 percent.

Still, commodity prices will remain well above the low levels of
the 1990s because of growth in developing countries, it added. 

While the UAE’s GDP growth is expected to slow as well, it is
expected to remain above 6-7 per cent, according to the UAE
Ministry of Economy, much above the growth rates predicted
elsewhere in the Mena region.

“With oil exporters facing diminished revenues in 2009 due to
sharply lower oil prices, Mena regional growth is expected fall to
3.9 per cent in 2009,” the World Bank.

“Growth among the oil exporters as well as the diversified
economies is anticipated to fall to about 4 per cent in 2009.”

The report added that a quick recovery in 2010 is possible,
depending on how fast oil prices are pushed up to a so-called
‘fair’ price of $65-$75 per barrel.

The region’s oil producers are expected to push for a cut in oil
production at the Opec meeting on Dec. 17 to lift falling oil prices
which fell to below $40 last week, less than six months from their
record high of $147.

Hans Timmer, who is responsible for international economic
analyses and forecasts at the World Bank, said a recession in
developing countries was unlikely but the slowdown was still
significant.

Fears for business grow as
new survey highlights impact
of recession
A survey published recently by the Chartered Management
Institute compounds fears for business in the run up to 2009. It
shows that managers and business leaders across the UK are
concerned about rising business costs, low levels of credit, the
impact of employee disputes and low skill levels.

The survey of 1,243 individuals shows a 12pc increase in the
number of senior executives who are nervous about the year
ahead. Asked specifically about business prospects for their
organisations, 26pc said they are ‘pessimistic’ about 2009,
compared to 14pc last year. Those who are ‘uncertain’ about
what next year will bring has risen to 22pc, up from 20pc last
year and 10pc in 2007.

Unsurprisingly, it is clear from the findings that business
confidence is being eroded by the economic climate and the
knock-on effect of cash-flow problems. 56pc say that rising
energy costs will have a negative impact on their business next
year, while 42pc say that the availability of credit will create
problems. Some also focus on the cost of redundancies with
34pc expressing concerns over ‘employment disputes’ and 41pc
worried about the impact of labour shortages.

Respondents also remain concerned that efforts to kick-start the
economy may stall, with 82pc suggesting consumer spending
will plummet despite the recent drop in interest rates. 75pc
believe that household debt will increase over the next 12
months and 48pc say rising levels of personal debt will hit
business in the New Year.

Yet it seems that, despite the pessimism in the marketplace,
individuals are motivated to succeed. 18pc still intend to change
jobs next year and 5pc plan to start their own business. 22pc
also want to build their personal profile and 27pc are committed
to developing business contacts or networks.

However, it is clear that these individuals recognise the need to
‘get qualified’ as a route to employability, with 35pc claiming they
intend to take up a qualification or course in the New Year and
22pc resolving to ‘build transferable skills’.

Against this backdrop, 4 out of 10 employers suggested that
gaps at the ‘higher end’ of the skills spectrum will have a
negative impact on their performance in 2009. The problem is
compounded with 60pc predicting a decrease in training and
development, up from 20pc last year.

Jo Causon, director, marketing and corporate affairs at the
Chartered Management Institute, says: “No one should be
surprised at this level of uncertainty. However, the drop in the
number of organisations developing their senior teams is



disappointing, particularly given fears over staff available with
the ability to lead their way out of the downturn. Now, more than
ever, is the time to invest wisely because if organisations think
that developing competence is expensive, they should also
consider the cost of failure and mistakes.”

Respondents were asked to provide a long-term forecast after
revealing plans to spend less at Christmas. The survey found
that, although the proportion of employers still hosting parties
remains high (67pc), many refused to make a financial
contribution to ‘office celebrations’ this year.
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art of strategic self-criticism. It never fails. 

3. Conduct a relevant interview

Wrong—conduct a gloriously irrelevant interview. Approaching a
topic head-on can be a headache—especially if it’s been done to
death. Try a sideways approach. What can your design firm
glean from interviewing a homeless man? How might a chat with
a priest spice up your women’s fashion newsletter? Why would a
software developer pick a farmer’s brain about emptying grain
bins into semi trailers? 

I don’t know the answers to these questions, but I’m willing to
read your e-newsletter to find out! 

4. Take an in-depth look at a product or service you offer

Wrong—take an in-depth look at a product or service you refuse
to offer. As the visionaries of 37signals say in Getting Real (sort
of a Thomas Paine’s Common Sense for the digital generation),
“do less than your competitors in order to beat them.” 

Embrace l’esprit du moment by poking satirical fun at the
superfluous features common to your industry. Waving the
simplicity banner while it’s still in vogue is smart—and your next
e-newsletter is a smart place to wave it. 

5. Springboard off of current events

Wrong—springboard off of that which is timeless. Your readers
are suffering from information overload—spare them the latest
trope on gas prices, politics and Paris Hilton. Realize that the
guys reading your scrap metal e-newsletter probably don’t give a
rat’s ass that it’s Halloween. 

And while you’re at it, throw away the springboard. Relying on
convoluted conversation-starters is a milquetoast way to win
friends and influence people—both in life and in e-newsletters. 

6. Ask your readers

Wrong—listen to readers. In the words of Louis Armstrong, “if
you have to ask what jazz is, you’ll never know.” Same wisdom
applies to knowing the hearts of your readers. Get in sync with
customers’ needs by observing their riffs in natural online
habitats built around your company. Replace pre-fab surveys
with improvised forums. The intuition you gain will free you up to
follow the inspiration of the moment and hit the high notes
needed to create authentic brand loyalty. 

Rebelling against clichés will keep your customers reading, and
it’ll keep you writing—without falling asleep. This matters.
Readers can sense when you’re just going through the motions.
That can’t be good for your brand, regardless of what the stats
say. 

So ask yourself: Am I excited about my e-newsletter? Does it
express my voice and vision? Did I have fun creating it? If you
have to ignore an army of email experts’ advice (including mine)
to get to where you can answer “yes” to those questions, so be
it. That’s called employing the virtues of e-newsletter
disobedience. 

Email Marketing
Disobedience: Six laws of
proper e-Newsletter creation,
and why you should ignore
every one of them
Nobody loves email marketing more than I do. But even I admit
that within the grand taxonomy of consumer touchpoints, e-
newsletters hold a sorry position. 

They’re the longwinded busybodies who never get invited to the
cool parties. Porcelain-skinned print campaigns turn up their
perky, sans-serif noses at e-newsletters’ frumpy templates and
canned copy. Super Bowl spots kick sand in e-newsletters’
bespectacled faces. 

Yet, these boxy embodiments of mediocrity move product and
build loyalty. Marketing people are aware of this—they’ve proven
it with charts and everything. You need an e-newsletter and you
know it. 

Before rolling up your sleeves, cranking up the REO
Speedwagon, and cooking up some long-form creation-wizard-
based love, please review the following six bromides from a
recent how-to article phoned in by a reigning email-marketing
magnate. 

After each, I’ll explain how to do the exact opposite so that you
can avoid polluting the e-cosystem with mediocre e-newsletters. 

1. Share expertise

Wrong—share ignorance. Consider the old Zen adage “the more
I know, the less I know.” It means the more expertise we have,
the more we’re dazzled by just how little we currently
understand. 

Pick something you’re marvelously clueless about and confess
the fact to your readers. They won’t fault you for it—but they just
might love you for it. As long as the topic you’re “ignorant” about
is something they didn’t even know they were ignorant about
until reading your enlightening e-newsletter. 

2. Tell a success story

Wrong—tell a failure story. It humanizes your company and
demonstrates your high standards. Example: a legendary 1960s
ad for the Volkswagen Beetle showed just the car, with “Lemon”
in bold type. The copy explained, “The chrome strip on the glove
compartment was blemished and needs to be replaced.” 

While other car companies waxed self-congratulatory about
success, Volkswagen cornered the market talking about failure.
You can do the same with your e-newsletters—simply master the

Companies wasting time,
money, rekeying content from
customers, suppliers
New AIIM research found that 54% of organizations manually re-
key some of the content they receive from customers, suppliers,



and partners. Nearly 40% of respondents say they don’t scan
any of their incoming documents, implying that they still haven’t
tapped into the enormous benefits of converting paper
documents into a digital stream, despite the fact that these
technologies have demonstrated clear ROI from process
automation for over a decade. 

According to AIIM, this represents a wasted opportunity to
reduce transaction processing costs. Scanning invoices and
order forms, and using modern capture techniques to
automatically match them against data held on internal systems
can considerably improve productivity and speed of response.
As a positive endorsement of modern recognition techniques,
over 34% of organizations polled convert at least one in ten of
their scanned documents into editable text, with 16% converting
more than half. 

The AIIM survey also addressed content publishing at the output
end of enterprise content management (ECM). For the most
part, organizations understand the benefits of re-purposing
content — with 57% citing reduced costs, 51% more effective
communication and 45% tighter control of content as core
benefits. The translation of these benefits into action is only at its
earliest stages, with only 41% saying they are somewhat or
extensively involved in content repurposing/recombination. 

Many cutting-edge organizations cite the benefits of XML in
improving the agility of content delivery. The survey suggests
that this recognition is not yet widespread in the larger business
community. Only 16% of organizations say they have deployed
XML-based publishing within their organization, indicating a
significant opportunity for organizations to improve how they
repurpose content and deliver it through multiple channels. 

According to Doug Miles, AIIM Director of Market Intelligence,
This survey shows that many companies are paying insufficient
attention to the process automation opportunities presented at
each end of the content management process. On the input
side, data capture from scanned forms and invoices can feed
directly into transactional processes, and on the output side, the
compilation of multi-purpose and multi-variant documents from
text components can dramatically automate many publishing
processes.
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accounting, reported earnings, disclosure and tax implications. 

The fourth resolution is businesses should keep their eyes
peeled for merger and acquisition (M&A) opportunities.
Companies looking to expand through M&A should stick to their
core services and competencies and ensure they’re making
smart purchases. This could also mean snapping up an
underperforming competitor as prices become more affordable. 

Holding on to high performers is the fifth resolution on Ernst &
Young’s list. It noted that many companies are searching for
quick ways to control and reduce costs. While labor may seem
like an obvious expense, retaining top talent during this time can
help companies stay afloat and reduce costs in the longer term. 

Coming in at number six, companies should resolve to look
beyond the here and now. With the Baby Boomers hitting
retirement age, entrepreneurs will have to turn to succession
planning, which could offer opportunities for those looking to
expand their core businesses. It’s important that, while
navigating current challenges, businesses don’t forget about the
future. 

The seventh resolution is make your non-financial metrics count.
Ernst & Young noted that the current state of the global
economy has naysayers arguing that economic reality will kill the
budding green industry. However, investing in sustainable and
clean technology can create an important competitive advantage
in the form of cost reduction, efficiency improvements,
compliance with new regulations and the creation of new
products and services. 

Number eight is companies need to get ready for the
International Financial Reporting Standards (IFRS), which are on
their way to Canada in 2011. In 2009, public companies are
expected to provide the Canadian Securities Administrators with
a detailed implementation plan and quantify the conversion’s
impact on their business more precisely. 

The ninth resolution is organizations need to implement smart
tax strategies to save money. Businesses can implement tax
strategies to improve cash flow or minimize taxes. 

Finally, coming in at number 10, Ernst & Young said that
companies need to see the lemonade, not the lemons. Use the
heightened scrutiny caused by the current financial and
economic challenges to identify ways to improve and grow
business. Remember: a climate of fear and risk aversion creates
real opportunities for investment and innovation if firms are able
to step back and see beyond the current turmoil. 

Ernst & Young unveils ten
business resolutions for 2009
As we leave behind 2008 and enter 2009, Ernst & Young offers
up 10 resolutions for businesses to start fresh and reconsider
key objectives and priorities as we enter the New Year. 

Resolution number one on the Ernst & Young list is cash is king
and manage it well. The company noted that cash is the most
precious asset that businesses hold and must be expertly
managed. Cost optimization is important for all companies.
Businesses need to ensure that, even if revenues are dropping,
they have sufficient cash to meet obligations when they arise. 

Number two is businesses need to pay attention to risk
management. One of 2008’s biggest lessons was that
unidentified risk can lead to catastrophic results. Leadership
must refocus and redouble their efforts to ensure that effective
risk management is tied directly to business priorities. 

Third is companies should resolve to be mindful of
compensation. Compensation packages, especially around
variable pay, should be examined carefully as changes to pay
programs affect numerous stakeholders in the form of

Four ways to revive a
declining show
Is your attendee quantity or quality declining? Are you
experiencing cost overruns or last-minute change orders? Is
there internal apathy or frustration about your program? Are you,
your staff, or your vendors burned out? 

If you answered “yes” to one or more of the above, the diagnosis
is clear: Your event is in a rut. And any event is susceptible, no
matter the age, size, type, or budget. 

Most event marketers land in a rut by falling victim to one (or
more) of three devilish temptations. Some become victims of



their own success as they repeat, over and over again, a model
that once brought results, failing to evolve along with the market
or cultural environment. Others lose focus on the end game —
building awareness, loyalty, or sales — and instead give priority
to tracking, and reacting to, what the competition is doing. Still
others founder by trying to be all things to all people. 

No matter the cause, a stagnant event will eventually corrode
not only your company’s credibility, but your own. It can lead to
budget scrutiny and woes if you throw good money after bad,
continuing to fund an ineffective program. It can wear down your
team and vendors, while eroding your internal support. The
biggest risk? Allowing a stagnant event to continue can cause
long-term damage to your program’s ability to be an effective
marketing channel. That’s a bruise that can take a long time to
heal. 

Methodical Medicine

Climbing out of a rut doesn’t mean trashing all your past hard
work and success, leaping onto a wild-n-wooly new approach,
and completely starting over. Instead, there are four methodical
strategies that, when built into your overall event-planning
process, can guide you out of the rut you’re in … or help you
avoid one altogether. 

1. Engage in a discovery process. If you see an obvious
problem — and an obvious solution — to what’s holding your
event back, consider yourself lucky. Most of the time, the
problem isn’t immediately apparent. In this case, it takes a
thorough discovery process to uncover what’s ailing your event. 

An effective discovery process can help you accurately
troubleshoot problems and uncover what isn’t working, validate
what is working, and identify new opportunities that you hadn’t
seen before. More important, it can help you confidently
relinquish your previous assumptions as you gain a better
understanding of internal requirements, external market forces,
and the overall industry landscape. All are essential ingredients
in a creative event refresh. 

But to do this effectively, you need to do more than invite a few
team members to brainstorm in a room about ways to improve.
To uncover the best information, hold a series of individual
interviews with internal and external stakeholders, along with a
review of industry resources. 

As you develop a list of internal stakeholders to interview, look
to your company’s management, colleagues who have led or
currently lead other customer programs, distributor and sales
networks, business units or product divisions, vendors, and if
you’re a global company, your peers in regional offices. Ask
them a mix of questions that probe into your event, and into the
market in general. What have they heard from your — and their
— attendees? What do they know about customers’ hottest
issues? What are customers struggling to understand about your
company? What other companies are particularly effective at
addressing some of the challenges and issues they just
mentioned? 

Ask customers and partners to weigh in on the same questions.
As you conduct each interview, set your mental channel to
“receive” mode, invite honest and candid feedback, and avoid
any defensive or argumentative responses to what you may
hear. It can be hard to hear others criticize something you’ve
worked diligently to create. But their unfettered opinions are
essential to improvement. 
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As you evaluate the internal and external feedback, make note
of any trends, commonalities, or disconnects. Then supplement
the individual perspectives with broader reviews of industry
research and briefs on your competitors’ events and any other
relatable industry conferences. 

Summarize the information, and focus on key areas that have
the biggest potential to positively or negatively affect your
business and events, and bring it back to your team. Now, when
you do get together for that brainstorming session, you’ll start
from a commonly understood set of issues and opportunities,
along with an unarguable rationale for change — thanks to the
third-party feedback and opinions you’ve collected. 

After you’ve identified changes to implement that will bring
energy and momentum back to your event, don’t forget to
schedule a post-mortem. Get it on the calendar before you
leave for the event, and aim to hold it within 14 days of your
return. Like any good checkup, a post-mortem is good for every
event’s health and vitality. What worked? What didn’t? What
needs more time to evolve and resonate with customers? 

By taking ownership of a timely post-mortem and publicly
communicating the report, you’ll shut down negative
commentary and squash the Monday morning quarterbacks. 

2. Don’t use logistics as a forcing function for strategy.
Does this sound familiar? “Let’s just book the space and then
we’ll figure it out.” Once you book the space, the logistics train
has left. You’ll end up negotiating yourself into the status quo as
the zillion details that need to be addressed now take
precedence over developing a sound strategy. 

Or how about this goodie: “We’ll fix it next year. We just have to
get this done.” This is a green light to landing smack back in the
middle of your comfort zone, using the ease of past consensus
to avoid the admittedly challenging process of uncovering the
innovations that can refresh an event. Remember, continuing
with a bad strategy just makes that rut deeper. Strategy delayed
is strategy denied. 

Have a solid plan before you sign a single contract. If that
means postponing your event or holding it on a smaller scale,
so be it. You’ll come back stronger when you allow yourself time
to think.

3. Always focus on the value to the business and to your
customer. At the center of your plan should be a well-defined
business need, and how your event will address it. Pleasing
internal customers is a fact of corporate life. But your events
aren’t, in the end, for your internal customers. Make sure they
are always targeted to drive a business objective: awareness,
lead generation, thought leadership, or pipeline push. 

Consider your event strategy in terms of those business needs.
How can and should it add business and attendee value? Then
assess every event element against its contribution toward this
goal. This focused analysis will give you new, objective
perspective on each event component. In some cases, this
analysis may tell you it’s time to dump an element or two. That
pre-event incentive that, while extremely clever and a good
brand positioner, isn’t helping your registration cause? Drop it
and reallocate those funds. Have a keynoter who, while well
known and inspirational, isn’t adding to a thought-leadership
halo effect for your brand? Replace her with someone better
aligned to your message. 



You’ll not only unlock new ways of thinking about your event
elements that can help you creatively refresh them, you can also
find better, more productive ways to use your budget. 

4. Harness the power of your village. Your extended team can
be a tremendous well of knowledge. But very often, in an attempt
to minimize “noise,” particularly when exploring new directions
for an event, we limit team involvement or input in the interest of
staying focused and on course. 

In reality, shutting people out of your planning process can
actually bog down effective decision making, isolating your event
from those who have unique information or expertise that can
bring fresh air to your program and help you climb out of or avoid
a rut. When you invite input early, you reduce the late requests
— and second guessing — that protectionist planning breeds. 

But, if you’re inviting a village to your table, you need clear
definitions of how each person may contribute and who makes
the final decision to avoid the nightmare of decision-making by
committee. The best time to identify final decision makers is
before you start planning your next event, not when under
deadline pressure. 

For each event there are four essential team roles to be filled: 

Project Managers. PMs lead the decision process, framing what
the team needs to accomplish and how. They are responsible for
speed and efficiency. PMs ensure the right people are involved
in the process, that communication flows, and that deadlines are
set and met. 

Final Decision Makers. They are responsible for program
quality and ensuring a commitment to execution. Decision
makers identify and communicate decision criteria, especially
any non-negotiables. 

Subject-Matter Experts. SMEs provide input as you move
toward decisions about your event strategy. Representing
virtually any department or team within your company that stands
to benefit from your event work, SMEs offer insight and
expertise, and make recommendations to the decision maker.
But here is an important distinction: SMEs have a voice in your
process — but not a vote. 
Implementers. These staffers are informed after a decision has
been made. They typically have a role in executing or supporting
the decision, and need to know and understand what was
decided and why. 

When you’re assessing an event that is “stuck,” many people will
want to have a voice in how you evolve the event strategy to get
it back on track. With clear role definition, you can give those
stakeholders a voice, while making it very clear who holds the
votes. The result? Decisions that stick with minimal churning and
revisiting. 

Roles may vary from event to event, from objective to objective,
or from year to year. The important thing is to collaboratively
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define the roles and stick to them. 

Change Agent

No matter how in need of a refresh your event may be, change
can be difficult for a team. As Thomas Edison said, “…
discontent is merely the first necessity of progress.” 

You can smooth the waters by educating your extended team
about your work with the four strategies: report on the discovery
process and the identified outcomes, explain how those
outcomes align with your company’s business objectives and
inform your event objectives, specify when and how you will
implement new strategies from what you’ve learned, and define
what each team member’s role will be. 

It’s also important to remember that every event rut is different
— even within the same company or division — and every event
will find its own unique solution to climbing out of that rut. But by
using the four strategies described here, you’ll be well on your
way to finding your own unique path to re-energized
stakeholders, events, and — most importantly — results. 


