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AROUND THE TA B L E

MELANIE JOHNSTO N E
ADMA 20 02 Young Direct  Marketer of t he
Year and dire c t or  of Ro c ket Sc i e n ce.
m e l j @ ro c ket sc i e n ce.co m . a u

■ As markete rs , our ove rall goal is  to

a c h i eve set busines s objectives

t h rough the application of cost effe c-

t i ve co m m u n i cations  to cu sto m e rs and

p ote ntial cu sto m e rs. Th e refo re it  is  cru-

cial that markete rs  understand the

bas ic principles of direct market i n g .

> > Fo l l owing is  a list of re co m m e n d a-

t ions that could as s i st you to furt h e r

your knowledge of market i n g :

■ Spend t ime reading industry publi-

cations such as Marketing, B&T

W e e k l y, and A d N e w s, paying pa rt i cu-

lar atte ntion to industry ca se stu d i es.

Visit  web sites  that detail ca se stu d i es

and re l eva nt marketing info r m a t i o n

such as <www. p ostd i re c t.com.au> and

< w w w.d ray to n b i rd .com>. 

■ Attend short co u rses s uch as the

ADMA Ce rt i fi ca te in Direct Market i n g

or nex t p h a se (an Au st ralia Post init ia-

t i ve that prov i d es  a pra c t i cal insight

i nto cu sto m e r- fo cu sed market i n g ) .

■ Attend industry eve nts such as the

ADMA Pa n - Pa c i fic Co nfe re n ce. Ad o pt a

m e ntor who you can bounce ideas off.

■ F i n a l l y, ident i fy where your true

m a r keting pa ssion lies. Is it  deve l o p i n g

st ra te g y, building res p o n se models or

c reating idea s? Wh a tever it  is,  f i n d

and ex p l o re your individual niche.

F RANK CHAMBERLIN
Co py w r i te r, Act ion Wo rds; pa r t-t ime lec-
t u rer in Maste r s in Marketing at  Monash
U n i ve rs i ty. fra n k @ a c t i o nwo r d s.co m . a u

■ A marketer who has  a ‘m arket i n g

p e rso n a l i ty’ has an enquiring mind.

Such a person is always on the look-

out for new things, new met h o d s , new

i d ea s. Ea g e r n ess for lear ning, above

all else, enables an individual to

b e come a better and better markete r.

> > The professional marketer ca n n ot

see an adve rt i se m e nt without wo n-

dering about the objectives of the

se l l e r, the ta rg et mar ket or the like l y

i m pact in the market p l a ce. Such men-

tal exe rc i ses can crea te ideas and

s t i m u l a te new approa c h es for one’s

own co m m u n i cations challenges.

>>It  goes without saying that rea d i n g

the thinking of leading markete rs is of

the utmost impor ta n ce. But it  is also

c r i t i cal to be on lots of mail and email

l i sts to see what other markete rs are

doing, to ask questions of people in

b u s i n ess, to be alert to new cu sto m e r

se r v i ce te c h n i q u es and to embra ce

n ew ex p e r i e n ces  in daily life.

BA R RY URQUHART
Co nfe r e n ce key n ote spea ker  and aut hor  of
Market ing Magic – Street smart Market ing.
u r q u h a r t @ m a r ket i n g fo cu s. n et . a u

■ Every day markete rs lea r n

m o re…including just how much they

n ever knew. It  is  a lifetime journey and

is one of the rigours of the profession. 

> > A d h e re to the philoso p hy : “YO U

LEARN BEFORE YOU EARN”.

> > K n owledge worldwide is est i m a te d

to double every 30 mont h s.

D i sturbing for s ome is that yo u ’ l l

n ever know it all.  The market p l a ce is

p ro g ress i vely becoming more co m-

p l ex in breadth, with globa l i sation, and

in inte n s i ty, with nano-te c h n o l o g y.

S e g m e ntation has evo l ved into fra g-

m e ntation. Macro m a r keting has

d eveloped into micro m a r ket i n g .

> > L esson one. Understand your role as

m a r kete r, which is to:  ST U DY,

R ES P O N D, FULFIL.

> > The better mar kete rs have att i tu d e.

M a r keting success ce nt res on att i -

tu d e, not apt i tu d e. Don’t rely  ent i re l y

on perce nta g es that are derived fro m

m a r ket resea rch or re p o rts on co n-

sum er habits.

> > Remember and co n sta ntly re p ea t

this marketing mant ra: ‘THAT ’S

I N T E R EST I N G. WHY IS IT SO ’

> > F i n a l l y,  avoid value judgements .

Re m e m b e r, the cu stomer is

a l ways r ight.

LU CY AS H L EY
P r i n c i pal of specialist  direct  market i n g
co pywr iting co m pa ny, e-dm. lucy @ e -
d m .co m . a u

■ Co n g ra tulat ions for re co g n i s i n g

that while a mar keting degree is ce r-

tainly an asset, it  does n’t make you a

good marketer on its ow n .

>>As a co py w r i te r, I’ve lea r nt that eve n

the most detailed and pre c i se demo-

g ra p h i cs are only half the story  if

yo u ’re serious about gett ing inside the

h eads of your ta rg et market. What are

t h ey happy about right now? Wh a t’s

m ost importa nt in their world? Wh a t

so rt of wo rds are they using? And how

can your product or se r v i ce rea l l y

m a ke their lives  bette r/h a p p i e r/ea s i e r?

>>I also think it’s vital to consider what

people might be DOING when they ’re

ex p osed to your adve rt is ing – are they

t i red and hungry after work and

struggling through their mail;  or  are

t h ey enjoying the Good Weekend,

with the t im e and inclination to try

so m ething a litt le bit  challenging?

> > So here’s my advice to you:  WATC H

P EOPLE. And step outside your ow n

co mfo rt zone as of ten as you can. If yo u

d r i ve to work, ca tch the train occa s i o n-

ally and listen and learn. Find rea sons to

visit places far from where you live. Get

to know people who are n’t like yo u .

>>If you combine what you learn daily

in the ‘school of life’ with what yo u ’ve

l ea r nt at uni, there’s no way you ca n

fail to become a better markete r.

“I studied marketing and am now employed as a marketer,
but I feel I still have so much to learn. What kind of informal
training and mental exercises outside of work can I undertake
to make me a better marketer?” Donald Jo l l e y, VIC

Every issue, we will post your
question to a cross-section o f
marketing experts. If you have a
question y ou would like the panel
to comment on, email it to
marketing@niche.com.au.
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