Brucker’s IRON RULES OF SMART ENVIRONMENTAL  MARKETING   

1.
Our marketing job is to delight and convince audiences.  If we just satisfy them, that’s risky because they can be switched by aggressive adversaries – other arguments, offerings, downloads.

2.
You WILL lose some audience; your best supporters will tire, move away, or die.  Recruit!

3.
The desire to do a good job is the strongest motivational driver.   The desire to do things better, faster, and cheaper are the most common objectives. “Drink safe water!”  “Breathe safe air!”

4.
The BUYER problem is the foundation of smart environmental marketing. “How can I gain the best health, safety, and fun economically?”

5.
There is no right way to do the wrong thing. Often what your adversary wants is the wrong thing.

6.
Find out what works: do more of it.  Find out what doesn't work: do less of it.

7.
Competitive position is the market's perception of the salient buying reasons and the market's perception of each competitor's rating on those salient buying factors. Positioning is preempting an unoccupied or lightly held position.

8.
Market segmentation consists in matching requirements: the buyers' technical and buying factors with the seller's offer.

9.
The offer always consists of the product or service itself, plus all reward increasers and risk reducers that go with it, in exchange for cost, which is the price plus all non-dollar costs (reward decreasers & risk increasers of the adversary’s offer).

10.
Strike while the iron is hot. “Toxic air and water can kill you, or make you so sick you want to die.”

11.
Ask: What is the best case?  What is the worst case? “They support you better because they know.”

12.
If you don't know what you will do when you get the answer, don't ask the question.

13.
The competitors will always retaliate. When they go on the personal attack, you are winning.

14.
The market is a parade, not an auditorium. Keep repeating your message.

15.
There are only 3 marketing strategies: 1. Differentiate the offer, 2. Segment the market, and 3.Do competitive positioning.

16.   Ask three questions: 1. Why do it at all?  2. Why do it this way? 3. Why do it now?

17.
It is better to lose business to yourself than to an adversary. “No money? That’s OK. Tell your friends.”

18.  Whistle blowing always makes adversaries mad.  Controversy builds interest. Until interest is aroused, nothing is accomplished (A. Morgan).

19.
The only reason for a complicated strategy is when you don't know something. Research is the key.

20.
Get them in the door and they'll buy, and buy some more.  Delighted audiences want more.

21.
To sell anything, raise the perceived value of the environment above the cost. Always offer the BEST.

22.
Give your bad customers to your strongest adversaries. Bad = Time burners, Blusterers, Liars.

23.  Relationship marketing requires the seller to overcome the buyer’s personal fear and confusion.  (Fear can be overcome if the buyer believes the seller’s purpose is to help solve the problem. (Confusion can be overcome through listening and authoritative response.  The relationship earns trust -- disclosure of the buyer’s problem, requirements, needs, wants, good job definition, and constraints.

24   Interactive marketing consists of buyers seeking qualified solutions to problems and sellers seeking qualified problems.  They use two-way blogs, dialogs, and Internet search to seek and present apt offers.  It’s not brochureware!

25.   Strategic marketing is identifying the obstacles to your marketing opportunities and objectives, most of which are competitive.  You plan to solve the environmental problems and overcome the obstacles.

26.   Present marketing plans in SOPPADA form:  Subject, Objectives, Present situation, Proposal, Advantages, Disadvantage, Action recommended. The budget is a description of the elements and their cost and schedule

27.   Staged marketing: Find the facts.  Fix what’s broke.  Spend to make immediate support.  Invest in competitive leap over the adversary.  

28.   The less control you have at the point-of-purchase, the more you need merchandising; i.e., exhibits, demos.

29.   Delight = Audience-perceived sacrificial behavior.  Exploit ← Satisfy → Delight
30   “They cannot win if we do not quit.”  RFK, Jr.

31.   Quality, like beauty, is in the eye of the beholder audience.  It is primarily a marketing concept if you believe in Rule # 1, above. Value is a better word.

32.   Never repeat an adversary’s charge against you. Reframe it in your own message terms.  “You are an elitist tree-hugger!”  “No, I’m a concerned citizen offering a safer, better, more economical solution.” 
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