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“I studied marketing and am now employed asa marketer,
butl feel Istill have so much to learn. W hat kind of informal
training and mental exercises outside of work can | undertake
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MELANIE JOHNSTONE

ADMA 2002 Young Direct Marketer of the
Year and director of Rocket Science.
melj@rocket science.com.au

m Asmarketers,our overallgoal i to
achieve set busines s objectives
through the application of cost effec-
tive communications to customersand
potential customers. Therefore it 5 au-
cial that marketers understand the
basic principles of direct marketing.
>>Pollowing is alist of ecommenda-
tions that could assist youto further
your knowledge of marketing:

m Spendtime reading industry publi-
cations such as Marketing, B&T
Weekly, and AdNews, paying particu-
lar attention to industry case studies.
Visit web sites that detail case studies
and relevant marketing information
such as<www.postdirectcom.au> and
<wwwdraytonbird.com>.

m Attend short coursessuch as the
ADMA Certificate in Direct Marketing
or nextphase (an Australia Pog initia-
tive that provides a practicalinsight
into customer-focused marketing).

m Attend industry events such as the
ADMA Pan-Pacific Corference. Adopt a
mentor who you can bounce ideas off.
m Finally,identify where your true
marketing passion lies. Isit developing
strategy, building response models or
creating ideas? Whatever t is find
and explore your individual niche.

to make me a better marketer?” bonaid olley, vic

FRANK CHAMBERLIN

Copywriter, Action Words; part-time lec-
turer in Masters in Marketing at Monash
University. frank@actionwor ds.com.au

m Amarketer who has a‘marketing
personality’ has an enquiring mind.
Such apersonis alwaysonthe look-
out for newthings,new methods,new
ideas Eagernessfor lear ning, above
all else, enables an individual to
become a better and better marketer.
>>The professional marketer cannot
see an adwertisement without won-
dering about the objectives of the
sellerthe target mar ket or the likely
impad inthe marketplace. Such men-
tal exercises can create ideas and
stimulate new approaches forone's
own communicationschallenges.

>t goes without saying that reading
the thinking of leading marketers isof
the utmost importance. But it isalso
critical to be on lotsof mailand email
liststo see what other marketers are
doing,to ask questions of people in
business, to be alert to new customer
service techniques and to embrace
new experiences in daily life.

BARRY URQUHART

Conference keynote speaker and author of
Marketing Magic — Streetsmart Marketing.
urquhart@marketingfocus.net .au

m Bvery day marketers learn
more..including just howmuch they
never knew.lt is a lifetime joumey and
isone of the rigours of the profession.
>>Adheretothe phiosophy: “YOU
LEARN BH-ORE YOU EARN".
>>Knowledge worldwide is estimated
todouble every 30 months.
Disturbing forsomeiis that you'll
never know it al. The marketplace is
progressively becoming more com-
plexin breadth, with globalisation,and
in intensity, with nano-technology.
Segmentation hasevolved into frag-
mentation. Macromarketing has
developed into micromarketing.

>> esson one. Understand your role as
marketer, which isto. STUDY,
RESPOND, FULAL

>>The better mar keters have attitude
Marketing successcentreson atti-
tude, not aptitude. Don't rely entirely
on percentages that are derived from
market research or reportson con-
sumer habits.

>>Remember and congantly repeat
this marketing mantra: ‘THAT’S
INTERESTING.WHY ISIT SO’
>>Finally avoid value judgements.
Remember,the customer is
alwaysright.
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Every issue, we will post your
guestion to a cross-section of
marketing experts. If you have a
guestion y ou would like the panel
to comment on, email it ©
marketing@niche.com.au.

LUCY ASHLEY

Principal of specialist direct marketing
copywriting company, e-dm. lucy@e-
dm.com.au

m Congratulations for recognising
that while a mar keting degree is cer-
tainly an asset, it doesnt make youa
good marketer onits own.

>>As a copywriter, I've learnt that even
the most detailed and precise demo-
graphics are only half the story if
you're serious about getting inside the
heads of yourtarget market. What are
they happy about right now? What's
most important in their world? What
sort of words are they using? And how
canyour product or service really
make their lives better/happiereasier?
>>| also think it's vital to consider what
people might be DONGwhenthey're
exposed to your advertising - are they
tired and hungry after work and
struggling through their mail;, or are
they enjoying the Good Weekend,
with the time and inclination to try
something alittle bit challenging?
>>S0 here’'s my advice to you: WATCH
PEOPLE And step outside your own
comfort zone asofen asyou can. If you
drive to work, catch the train occasion-
alyand listen and leam. Fnd reasons to
\vigt places far from where you live Get
to know people who arent like you.

>>If you combine what you learn daily
in the ‘school of ife’with what you've
learnt at uni, there’s noway you can
fail to become a better marketer.

MARKETING FEB RUARY 03 11


mailto:ting@niche

