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			Book Presentation:
Meatball Sundae by Seth Godin

			Book Abstract

			MAIN IDEA

			Sometimes when you mix two good ideas, you can come up with something incompatible. A meatball sundae sounds entirely unappetizing, even though in and of themselves meatballs might taste nice and ice cream sundaes taste good.

			The same thing is happening in marketing today. Think of traditional marketing vehicles as being like meatballs. Many successful companies have been built from the ground up using conventional marketing strategies and techniques. When these companies try and add in the new marketing devices like social networks, blogs, Google and all the other interesting stuff, all you end up doing is adding an ice cream sundae topping on the top of meatballs. It doesn’t work. You cannot merely layer some new marketing over traditional marketing and expect it to work.

			Marketing determines what kind of business you build. Therefore, instead of asking how all these cool new tools can be added to your existing marketing arsenal, consider what kind of organization you need to build and be in order to use these new tools to their maximum effectiveness.

			New marketing devices are radically transforming what gets made, how it gets made and how it gets sold right across the economy. Successful organizations get to be that way by leveraging what works rather than by trying to bend the world to suit themselves. The companies which will prosper in the future will use new tactics which combine fresh and innovative marketing with products and services which are fundamentally aligned with the realities of today.

			You can either get immersed in new marketing today and start making superior ice cream sundaes or you can keep trying to make better meatballs in the vain hope someone will notice and buywhatyou make. We’re at the crossroads. Which path will your organization take?

			“What business are you in? Marketing determines the answer to that, and marketing just changed.”

			– Seth Godin

			About the Author

			SETH GODIN is an author, the CEO of Squidoo (a recommendation Web site) and a popular blogger. He has written nine books about marketing including The Dip, Purple Cow, Permission Marketing, All Marketers are Liars, Unleashing the Ideavirus and Free Prize Inside! Mr. Godin, a graduate of Tufts University and Stanford Business School, was the founder of Yoyodyne, an interactive direct marketing company which was acquired by Yahoo! in 1998. He was recently named “the Ultimate Entrepreneur for the Information Age” by Business Week.

			The Web site for this book is at www.SethGodin.com.

			Important Note About This Ebook

			This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.

			Summary of
Meatball Sundae (Seth Godin)

			1. The meatball sundae imperative

			Instead of asking “How can we use the cool new tools of marketing to support our existing infrastructure?”, everyone in business should be obsessing over “How can we change what we do to grow because of the New Marketing devices which are available to us?”

			Business as usual just isn’t going to cut it anymore. You’re going to need to radically change the strategy you’re using to support your marketing.

			A new way of marketing is rapidly taking hold throughout the economy. This “New Marketing” isn’t based on a completely new technology, a single launch event or even on the success of any specific Web site. Rather, it is the combination of a number of trends which have been heralded in by the ongoing advancement of better communications technologies.

			To be specific, New Marketing is the combined result of these kinds of trends:

			
					Direct communication is now possible between producers and consumers, free of middlemen.

					Consumers can amplify their opinions about anything through the use of blogs, social networks and other communication vehicles. Consumers can also communicate with each other and pass on their opinions with ease.

					As more and more producers enter a market niche, the demand for authenticity grows rather than diminishes.

					Consumers today have short attention spans because there is so much media clutter and background noise.

					In every market, a “Long Tail” effect is happening. There are fewer hit products as more and more people can track down and buy products that match their own personal preferences.

					Outsourcing is all pervasive. It’s very hard to tell who makes what these days and different elements can be grafted in from anywhere in the world.

					Search engines like Google slice and dice everything so it becomes feasible to find all kinds of things anywhere in the world.

					Interruption marketing – shoving ads in front of consumers while they are trying to do something else – is rapidly declining in effectiveness. In its place, permission marketing – where customers grant organizations they trust permission to deliver them messages about additional products – is becoming far more powerful.

					Attention is a very scarce commodity nowadays. Consumers are literally spoiled for choices. They are therefore only attracted by “big ideas” and everything else just melts into the background blur.

			

			What’s interesting and noteworthy is that New Marketing favors some marketing approaches far more than others. The successful organizations of yesterday were optimized around the marketing tools that worked best at that time. That success doesn’t automatically translate into the new tools. Specifically, New Marketing doesn’t demand better marketing tools. There’s too much transparency for that. New Marketing is based on providing better products and better services delivered by better organizations and then letting happy customers spread the word.

			The functions of an organization can be visualized quite simply and directly in this way:

			[image: ]

			Traditional marketing really only concerned itself with the top of the pyramid activities. Most organizations were built on the premise what happened at the top would pay for the rest of the operation. The job of marketing was to leverage the company’s investments in the foundation of the business. If marketing didn’t deliver, then changes were made and new people were put in charge of marketing.

			Traditional marketing is fine for standard products and average stuff. There will always be a place for traditional marketing but to deliver growth, too many traditional marketers are dabbling with New Marketing ideas. You simply cannot add all of the gimmickry of New Marketing on the top and hope for the best. There’s a basic disconnect that must be addressed. New Marketing requires changes to be made to the entire business structure, not just the marketing vehicles.

			To get an organization into sync with New Marketing, the business foundation has to be built around the marketing rather than the other way around. Specifically:

			
					The challenge of closing sales is the same with New Marketing as it ever has been with traditional marketing. You have to earn people’s trust.

					Noisemaking is dramatically different under New Marketing. Instead of buying ads, you need to develop viral marketing concepts, invest in Google AdWords and place video clips on YouTube. This is quite a different approach from simply buying ads.

					Distribution is also changing. Not only can you sell online but you can also use affiliates, person-to-person sales, megastores, microstores, subscription programs and more. Digital distribution channels are changing the dynamics here very quickly and you need to think this through if you’re to make the most of New Marketing.

					New Marketing is radically changing the way products are developed, designed and produced. If you build something worth talking about, you’ll be rewarded quickly and impressively. If you can involve your customers in developing the next generation product they would most like to own, similarly impressive things can happen.

			

			Companies of all sizes are now using the tools of New Marketing to do business differently. You can either get on the bandwagon and ride the trend or stay as you are and miss out on some of the best growth opportunities of the twenty-first century.

			“The new rules are here and they’re not going away. If your assets are synchronized with what you can do with the New Marketing, you win.”

			– Seth Godin

			2. The fourteen trends

			1. Directness

			Organizations can now communicate directly with customers without middlemen. That’s great because it means companies can create products for their customers instead of endlessly searching for customers for what they have already made.

			Customers demand to be heard. At one time, that was difficult because there were so many layers between any organization and its customers but this is no longer the case. There is no longer any insulation. Companies can speak directly to individual customers through today’s communication technologies.

			The challenge for companies is how to organize the thousands of motivated customers who want to communicate into a profit center. The obvious way to do that is to reverse the traditional marketing dynamic. At one time, companies would spend thousands of dollars trying to reach potential customers through TV ads, print ads and so forth. That was the PR era of dominance, where everybody wanted to be on Oprah or advertise during the Super Bowl.

			Savvy companies today are reversing that dynamic. Instead of trying to reach more people by advertising, these companies are consolidating their customer’s opinions into new product ideas. They are then creating better products they already know their existing customers will buy because they have had a hand in designing them.

			This is the ultimate form of permission marketing as opposed to interruption marketing. Today’s smart marketers are hard at work building a “permission asset” for their organizations – a pool of customers who welcome communication from the company. These companies earn the privilege of delivering personal messages to just the people who want to get them. This is a far more calm and patient approach to marketing and it’s one that actually works rather than the usual scattergun advertise-it-and-they-will-buy approach which used to work in the past.

			2. Amplification

			Today, every customer can amplify their opinions. In effect, everyone is a critic. It’s urgent, therefore, to create products which satisfy your critics. This holds true not only for purchase transactions but also for after-sales service and support.

			Since time immemorial, mass marketers have ignored individual customers. They have been fobbed off with “That’s our policy” ad infinitum. Consumers today have the tools to fight back with. If a customer receives lousy service, he or she can set up a Web site and get the message out to everyone who uses the Internet.

			This is why blogs matter. Blogs convert readers and those who view them into active participants in the ongoing discussion. Blogs are now supplemented by video clips on YouTube. All of this represents a fundamental change in the way marketing should happen.

			Pure and simple blogs are a personal publishing platform. There are already more than 80 million blogs worldwide covering every topic imaginable, and more are coming into existence every day. Blogs appeal because they are people talking in their real voice rather than being sanitized by the corporate PR department.
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			Many companies think of sales as a funnel where attention goes in at the top and orders come out at the bottom. It’s time to flip the funnel on its side. Give your customers a megaphone. Make it easy for them to have and express an opinion about what you have to offer. Do this and your existing customers can become the best marketing asset you have available.

			3. Authenticity

			Consumers today can find out about your organization from a variety of sources, not just your own marketing materials. As a result, authenticity reigns supreme. You can’t say one thing and then do something entirely different without suffering the consequences.

			It is very easy for someone to follow you around with a video camera and document what you do and then upload it to YouTube. If you say one thing but then end up doing something entirely different, people will find you out. This is the fundamental difference between the Internet business era and those which have preceded it. Bad or potentially embarrassing news can travel far and wide today.

			All of this helps consumers differentiate between what’s real and what’s fake. Even when there is a subtle disconnect between what you say and what happens in reality, people notice and vote with their wallets. The other point to keep in mind is the Internet never forgets. Once a customer has posted an unfavorable item about your company, it’s there for keeps. Search engines are equally adept at finding articles which were posted a few hours ago as they are at finding what was written many years ago. There is a shared institutional memory to the Internet which is very far reaching and pervasive.

			When everyone in your company from the top to the bottom believes and more importantly lives the values you espouse, you create a thoroughly authentic story which will resonate with potential customers. You also make it easy for the story to spread far and wide. A good example of this phenomena is a company called Patagonia which makes coats used by climbers. This company reduces, reuses and recycles with a passion, and comes up with numerous ways to give back to the environment. The company’s organic cotton shirts sell for ten times more than comparable nonorganic shirts and yet the company does extremely well. For Patagonia customers, the shirt becomes more than mere clothing. It’s a way for wealthy consumers to tell a story about themselves and their personal priorities. It’s a tangible way for consumers to show they care about the environment and are willing to put their money where their mouth is. That’s what authenticity can do.

			4. Simplicity

			The inevitable consequence of more clutter is consumers today have short attention spans. Complex messages can’t get through the absolute deluge of interruptions. To be persuasive, keep everything you say short and to the point.

			Very few consumers today will sit down and read all 1,296 pages of Tolstoy’s War and Peace. They are more likely to watch a YouTube video clip for about ten seconds, and then if the clip has not captured their attention, they will move on to something else. After all, there are more than 7 million (and growing) clips to choose from, so life’s too short to waste watching something that is uninteresting or boring.

			Consumers nowadays face an absolute deluge of interruption marketing – messages calling for their attention. The natural and obvious flow-on effect of this is to be heard, you have to cut to the chase quickly. Every interaction with a potential customer is a make-or-break proposition. There isn’t time to move down the learning curve. You need to overcome any initial discomfort and move into the delivery of value quickly or all is lost.

			The only way you can achieve that is by simplifying what you’re trying to say. This is reflected in television advertising. Commercials used to be one or two minutes long. Then people came up with the idea of running two per minute, then four. Today it’s common for radio ads to be only three to five seconds long.

			Online, people know they’ve got to move quickly to survive. If your classified ad doesn’t sound perfect within the first sentence or two, consumers glance at the next ad without hesitation or regret. After all, there are often more than 20,000 or 30,000 ads to get through so consumers know they have to be quick.

			The other point of note is it’s easier than ever to sell anything you like. Outsourcing is now so well established if you want to enter just about any industry, you can with just a little cash. Companies exist to do every back office task that’s required with often awe inspiring efficiency. The days where only a few well-funded corporations could do things are long gone. So too is the place of complex advertising.

			5. Choices

			The domination of a few hit products in most markets is fading. Instead, consumers today tend to favor those entities which provide the most choices. Focus on giving customers the ability to choose and you’ll be aligned with this growing phenomena.

			Over an extended period of time, very few free markets consolidate around one or two leaders. Instead, most markets tend to break into a lot of small niches. It’s clear that humans like choice and the more choices there are, the more revenue there is to spread around.

			The fact consumers have a bias for greater choice will not be a surprise. More is usually better for everyone involved. Consumers like choice because it allows them to express themselves as individuals. Producers are becoming more comfortable about making many choices available because technology is making it easier for customized goods to be made. There are also tools around (like search engines) which specialize in helping consumers find what’s out there.

			So what’s the way to prosper in this kind of environment? There

			
					Identify an emerging market – a small fragment of some mass market where people are linked by a shared passion or obsession for something.

					Create something genuinely remarkable which will appeal to consumers in that niche – something so awe-inspiringly good not only will some people rave about you but others will feel compelled to find you. They’ll also feel equally driven to tell everyone they know about you as well.

					String together enough of these markets until you have a business – and then start making additional products that you know your existing customers will love. Making additional products won’t be hard – almost anything you can imagine can be outsourced today. Digital products in particular can be customized and stored ad infinitum. Digital technology also makes it easy for non-digital products to be customized. Figure out some savvy ways to blend these kinds of technology together in making follow-on products.

			

			6. Outsourcing

			
			
			
			
			
			
			7. Pick-and-Choose

			
			
			
			
					Consumers are no longer being required to make the trade-offs which have normally existed in a bundled world.

					It’s no longer possible for one product line within a business to subsidize another. If that situation arises, a host of competitors will rush to offer the more expensive products at their true cost.

					There is no real need any more for middlemen who don’t add value. People can find precisely what they want themselves and order it.

					Shelf space is not a limiting factor either. In an electronic catalog, there are no physical limits on the number of individual items which can be offered.

					It is becoming harder and harder for companies to charge large markups for items simply because they have them in stock. Someone else just a click away has the same item for a much more reasonable price and consumers know that.

			

			
			
			8. Chaos

			
			
			
			
			
			
			
			9. Networks

			
			
			
					Get your product manufactured in quantity.

					Find distributors.

					Prepare point-of-sale materials.

					Ship to retailers willing to carry your product.

					Run promotions to get people into the stores.

			

			
			
			
			
			
			10. Scarcity

			
			
			
					Hard-drive space – glamor industries

					Manual labor – a workforce of blue collar workers

					Overnight shipping – required private couriers

					TV or radio airtime – the domain of the networks

					Shelf space – controlled by dominant retailers

					Long-distance phone service – offered only by AT&T

					Knowledge about other people – hard to track down

					Music

			

			
			
					Spare time

					Attention

					The ability to pollute without consequences

					Good old fashioned trust

					Workers who were well trained and ready to go

					Office space

					Clean water and other natural resources

			

			
			
			11. Big Ideas

			
			
			
			
			
			
			12. Customize

			
			
			
					Advertising during the Super Bowl is the Holy Grail.

					A billboard in Times Square is impressive.

					Pay more to get on Yahoo!’s home page.

			

			
			
			
			
			13. Diversity

			
			
			
			
			
			
			
			
			
			14. Gatekeepers

			
			
			
			
					If you can get even just a few people to mention your product in their blogs, you can generate far more awareness than any article in a magazine could ever have hoped for.

					If you can get a few of your best customers to rave about you on Squidoo or in their Facebook profiles, word will spread quickly that what you have to offer is well worth experiencing.

					A number of multi-billion-dollar companies have been built simply by launching and then growing their Web sites. Google, for one, was launched and has grown without spending anything on advertising or even on generating a stitch of hype.

			

			
			
			
			
					Start out by identifying a few blogs which have an interest in what you’re trying to feature.

					Read those blogs regularly and get up to speed on what they’re saying.

					Over a period of time, start interacting with those bloggers. Post comments by all means but also contribute some useful information to the ongoing discussion.

					Then months or possibly even years later, contribute something relevant. One good way to do this is to send someone you’ve interacted with a personal note. That note will often get read and commented on or posted on the blog.

					The stronger the track record you create for contributing something of value, the more people will post what you’re trying to say.

			

			
			
			
			
			
			
			
			
			
			
			
			
			
					EVDOinfo.com – a type of wireless Internet access technology which allows easy roaming. The company has five thousand registered bulletin-board users who can provide technical help and support on everything to do with EVDO. The company excels at delighting every customer it has in order to create a virtual reservoir of goodwill.

					Recordingthebeatles.com-a self-published art book which exhaustively examines every facet of the recording sessions the Beatles used to create their classic albums. Three thousand copies of this book were sold at $100 each using Google, bulletin boards and word of mouth rather than old style advertising.

					Echo – a new ski area located near Denver, Colorado which is using its Web site to let skiers design the future of the mountain. This user group is deciding when the lights should stay on to each night (currently 9 P.M.), what features should be added and what kinds of summer activities would be worth offering. Instead of building fancy lodges, Echo is giving its more than six hundred registered users the opportunity to create their ultimate ski field.
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