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Our Mission MEAPAOGS mission is to em
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sSucceed avarchangirngand dypercompetitive

global economy. We are pleased and honored to present this

special edition oL0+1 for the Northwest Oklahoma Business &

Economic Development Conference.
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Acommunitiesi defined as towns, citiesounties, regions,
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A1l ndi v tefinedas goung professionals, entrepreneurs

and workers

Our Portfolia To empower communities, bussses and individuals
we have a portfolio of innovative and proprietary services,
methodologies, seminars, models and publicatidfs:1is just one

of our many publications in our empowerment portfolio.

Contact UsTo learn how we can empowgsur community or
business with the knowledge and
changing and hypercompetitive global economy, please email us at
info@meapa.convisit www.meapa.co or call us at

800.97.MEAPA.
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Explaining the Equation 16-1

The answer to the equati@0+1is not 11. In fact, and to thesdi

may of mathematicians everywhere, @0r-1 equation does not

have an answa@r at least not in the traditional numericasHfigon.

The 10 in the equation refers to theQ@ative Economyevelg-
ments and theales andnarketing implications associated with each
development. Thé refers to the one marketing strategy you should
use in order to successfully address the 10ttreBconomydevd-
opments angales andnarketing implication$ your Creative

Economy Story.

Thus, 10+1: The Credive Economy
Marketing Equationserves as a
blueprint for those interested In
successfullynarketing, promoting

or selling in theCreative EEonomy.

10+1: The Creative Economy Marketing Equation 1
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This book is organized to follow the Creative Economy marketing
equation. There are ten chapters, one for each of the Creative Eco
omy developmentsThe lastfour chaptergetail the 1 (from the

10+1 equation), which is a Creative Economy ftas well as two
marketing models (one for businesses and one for communities),
and an introduction to using Web 2.0 tool$he Creative Economy
Marketing Model willempoweranyone tasked with selling, matke

ing or promoting a company, product or servigth a systematic
approach to designing their Creative Economy Stéwditionally,

the Creative Economy Economic Development Model avilpower
economic development officialgith the ability to crafa Creative
Economy Story for the area they need itonpote and develop.
Moreover, the Web 2.0 tools chapter provides the reader with the
ability to empower their innovation and creativity capabilities by
learning how to apply some of the practical new tools and web sites

of todayds dynawiEconompnd gl obal Cr ec
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Who Should Read 0+1?

10+1is designed specifically for anyone developing, marketing,
selling, funding or supporting a producbmpanyor economic d-
velopment areaReardless of what industry you compete in or the
value of your marketlO+1is a necessary read. The various types

of people who would benefit frot0+1 include

u economic development officials
a community development officials
u employees

u Seniorexecutives

u product managers

o sales and marketing professionals
o businessdevelopment offcials

u venture capitalists

u entrepreneurs

u angel investors

u micro enterprise directors

a incubator managers

o undergraduate and graduate business
and/or sales andmarketing majors

10+1: The Creative Economy Marketing Equation 3
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We know how busy you are. The demands
on your time keep increasing at aaxpaen-
tial rate that seems almost unbearable to
keep up with at times. With that in mind, we
purposely designedO0+1so you couldead

it quickly and then constantly refer back to

it as you create or redesign yo@reative

Economysales and marketing plan

10+1 empowers you to think differently and succeed in the Creative
Economy andncludespracticalinformationthat youcanimme-

diately implamentin your sales and marketing plan. As Richard

Rawlinson noted istrategy + business i The mar kreti ng p
is currently undergoing its most significant transformatiomore

than 50 years. Driving it are major shifts in technology souety

thatare conveging to make the old marketing model obsolete. As

the world changes so must the capabilities of etang professin-

al’s. o

We trustthat10+1 will empoweryou with some new tools that will
enhance your capabilitied sellingand marketing in the Creative

Economy.

4 10+1: The Creative Economy Marketing Equation
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Why You Should Read0+1?

1. To understand better tlievelopments involved with thears-
formation of the Informi@gon Economyto the Creative Economy

2. Torealize the sales and marketing implications associated with
the Creative Economy developments.

3. To createnew marketing tacticdesigned tdurther the market
potential of your prodct or sevice.

4. If you feel overwhelmed by all of the information and tecbnol
gical changes that have takglacerecently and simply do not
feel as though you have a handle on all that has transpired.

From our travels, you would not be alone.

Every day we comacross poplewho are strugglingo understand

all that has happened and what the sales and marketing implications
are related to these new developments. We desighetito do just

that. To that endye haveincluded a good deal of illustrations to

help accentuate key points apcovide you with a series ofrte

plates in the last chapter that will help you develop yorgative

EconomyStory.

10+1: The Creative Economy Marketing Equation 5
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Defining the Creative Economy

The Information/Knowledge Economy of the 1980s/1990s has gi
en wayto the meoe dynamic and accelerated environment in which
we | ive known as the Creatiove Ec
vation Economyo or AConceptual A

and defined differently by various authdrs.

Our definition of the Creative Economy is

The Creative Economy involves
Innovative technological advancements
that enable global mass communication

networks to transfer substantial
amounts of information in realtime to

scattered locations enabling global

collaboration and ttat allow for the

mass customization of products and
services leading to greater innovation

and control by individuals.

10+1: The Creative Economy Marketing Equation 7
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Exactly when did thénformationEconomy end and the Creative
Economy bgin? There is no specifitate because thereris exact
eventpinpointing thetransformation. The best warcdo is ca-
cludesometime durin@0032006, the Information Economy

morphed into the Creative Economy.

tive Ecanomy
the 2000s

>

The introduction and rapid acceptance of these technologies intr
duced during this period have coletely altered the way we
conduct business and live. Thdimation of new technologies has
beencoupled with the emergence of a competitive globalization in

almost every industrfrom aerospace to zoology
The illustrationbelowshould help you visdize the convergence of
the Creative Economy and competitive globalization.

Competitive Globalization

> You are here.

Creative Economy

8 10+1: The Creative Economy Marketing Equation
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As a sales and marketing professional, you need to undetktand
implications associated with haviggur business at this dynamic
crossroad.As Scott Adams, creator @ilbert, said inFast Comp-

ny, "The world is changing, so Dilbert has to change, or else he'll
become outdatedé The only pteopl e
ed States are people with creative jobs, or something that has to do

with communicition and sales. 0

Understandinghe sales and marketing implications related to this
convergence remairgsconstant challeng&-he amounbf informa-
tion producedbn adaily basisregardingCreative Economy
developmentss simply too voluminous to keep up wititherefore,
10+1 provides you with summaryof each of the 10 Creative

Economy developments.

Additionally, sincewe aremulti-tasking more than evewe have
not taken the proverbial breath to look around and consider all that
has changedAs TIME Magazineobsenedin March 2006 A Ou r

level of multiprocessing and interpersonal connectivity is now so

commonplace that itoés easy4to fo

We hope thalO+1 providesyou insightt nt o how qui c kI
a b o u t alsopeovesh practicalresource as yodevelop or revise

your Creative Economy sales and marketing plan.

10+1: The Creative Economy Marketing Equation 9
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Development #1.:

The Information Exchange Rate

10+1: The Creative Economy Marketing Equation 11
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Development #1

The Information Exchange Rate

The first Creative Economy development
that sales and marketing professionals n

understand is the acceded information
exchange rate.

We define thenformation exchange rates the rate by Wich

people businessesr other sources transfeinformation to anot-

er. As the graplon thenextpageillustrates theinformation

exchange rathas accelerated from minutes during the 1990s to now

seonds o-timedimtecaday6és dynamy.c gl obal

In 1995 it would have taken minutes for information to travel
around the globeFor example, when the Oklahoma City bombings
took place in 1995, television and radio reporters knew within m
nutes. Since few people went dime or had cell phones 995 the
information about the tragedy was exchangeubss the typical et

diums of the daytelevision and radio.

In the ten years since, the information exchangehadeaccelerated

to secondsind offers more information tnansmitted eross an &

ray of newmobiledevices.
1995 Characteristic

Few cell phone

207 Characteristic:

Majority have cell phones

No wireless capability
Dialup Internet acces

Wireless capability increasing each de
Highspeed Internet acces

12 10+1: The Creative Economy Marketing Equation
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Fast forward to the summer of 2006 and we witnessed a dramatic
transformation in the information exchange rate. For exampie, du

ing the 2006 FIFA World Cup, soccer fans who subscribed to

certaincell phone providers such agvViobile could watch one of

the soccer matches | ive on their
football fans will not miss a single goal, penalty or pivotal scene

when on ¢f Ahs instanvbeoadsast of soccer masion a

cell phone i-tsi rken.oown Aarso tiilr etra Ineexdoa mp |
information exchange comes in the form of Alert Messages sent to

your cell phone. Customers csign up for any number of Alert

Message offerings on news, sports, weather or atf@mation.

As soon as the source releases the information, the cell phmne pr

vider sends an Alert to your phone.

To empower you with the basic understanding of how to utilize the
new communication platforms in order to communicate successfully
in the Creative Economy, MEAPA has designed the Interaction

Exchange Process. While the Accelerated Information Exchange
Rate illustrateshe speedby which people exchange information,

the Interaction Exchange Process highlidh®w people sharenk
formation. In the Creative Economy, people are interacting in new
and dynamic ways that empower them to alter the control they have

over products you design or product they themselvesesagnd

The Interaction Exchange Process consists of the following four

Creative Economy methods hbw people share information:

14 10+1: The Creative Economy Marketing Equation
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1 Web based social communication People can build their

T

own web based tool such agvii in order to do work. It

can be created, used, and then discarded with ease. Another
example of a web badeool is amashuphatpermits people

to bring together various tools into unique configurations to
achieve their purposes. Social networks that allow people to
build and then share their dine profiles form a third exa-

ple of web based social commuation. The wiki, mashup

and social networks all bypass traditional forms of camm
nication as well as external control by some administrative or
authority figure

o Examples include:
A http://en.wikipedia.ay/wiki/Main_Page
A http://myspace.com/
A http://www.craigslist.org
A http://www.linkedin.com/

Digital media - Digital media formats allow people tte-

velop their own customized entertainment that not only cuts
out marketing but is impossible to market because it is

unique for each customer rather than having a mass appeal or
distribution.

o Examples:
A http://www.apple.com/itunes/
A http://youtube.com/

10+1: The Creative Economy Marketing Equation 15
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ing it is simple, permitting the creation of databases

9 Data or favorites storage - Collecting digital data and sto

controlled by individuals and/or small groups. The type o

data they collect and how they use it has a direct influence

on their view of the world.

It becomes more difficult to

create a uniform or system view which can be manipulated.

0o Examples:

A http://del.icio.us/

Customized discussion groups People can focus on and

discuss the issues that are of most importance to them by

easly finding those whose opinions they agree with. New

outlets such as blogs, or discussion groups, permit effective

two-way communication that cress old barriers.

o Examples

A http://technorati.com/

A http://digg.com/view/technology

The table below provides another view of the Information Exchange

Process andlustratesh ow peopl e

shar e

ative Economy and how that differs frahe Old Economy

16

Old Economy

Creative Economy

Pre-ordained experts write encyclopedias

Web based wiki capability empowers
individuals to contribute to on-line
encyclopedia

Radio stations and record stores offer pre-
selected music options

Digital media empowers individuals to
purchase music directly from bands
thereby ignoring pre-selected music
options (satellite radio factor as well)

Favorites linked to your computer

Data and favorite storage providers now
empower you to access your favorite links
on the road

Magazines, newsletters or fan clubs
allowed linked people with similar interests

Blogs, discussion groups and web sites
tailored to a specific topic empower
individuals to find even the smallest of
niche groups

10+1: The Creative Economy Marketing Equation
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These dynamics place more power into the hands of individuals who
can easily find and gather together ikéended people and create

new consumer segmisnwith their own tastes and interests.

At the same time, the number of potential segments has geown e
ponentially, making it very difficult to assess and understand these
groups. Those with power are also less likely to be influenced by
external forcesince they can create and control the environment

they are most comfortable in.

As a sales and marketing professional you need to be aware of the
accelerated information exchange rate and create messages that
people can understamdthin a matter of sconds.In the previous
economy sales and marketing prof
that involved one munte of detail in order to conveyraessage. In

the Creativdeconomyy ou st i | | need that nEI

now need a ACMehtl ee AEepbphommessa

YOENSEERERIICNE  Failing to do scanhurt yourmarketing

clear and compelling campaignas it will lack the sophistication

SURLEURSRNSE required to attractustomers.As Matthew

can understand it within . L
_ Stewart wrote immhe Atlanticci Ne xt t o
a matter of seconds in

analysis, communication skills must

the Creative Economy.

count among th most important for future

masters of’the universe. o

As the Creative Economy progressesovative technologiewill

produce new communication platforms and enhance established

10+1: The Creative Economy Marketing Equation 17
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communication mechanisms thereby furtheceleatingtheinfor-
mation exclnge rate Thus, as a Creative Economy sales and
marketing professional you must be ever vigilant and continuously

polish your communication skills.

18 10+1: The Creative Economy Marketing Equation
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Development #2:

Convergence of Communication
Platforms

10+1: The Creative Economy Marketing Equation 21
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Dewelopment #2
Convergence o€Communication Platforms

The second Creative Economy developnsahés and
marketing professionals need to understamternghe

enhancement of previousmmunication platforms and
the introduction of new ones.

More communication platforms exist the Creative Economyow
thanin all of the previous economies combines the tableon the
next pagellustrates,each previous economy has contributed one or

more communication platforms.

In the Creative Economy, the addition of wireless technology has
permitted the capability of what ¢
anywhere. o Content anywhere mean:c
your access to information is ambile as you are. For example,

with some cell phones, people can receive email, surf the internet or

send text/picture messages.

While this would normally be enough to warrant a key development

in and of itself, the Creative Economy has also witnessaty new
technological advancements that have greatly improved upon the
previous economy6s communicati on
publishing companies, cell phones with internet access, sataflite r

dio, high definition television and hand held cartgrs are just a

22 10+1: The Creative Economy Marketing Equation
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few examples of how the Creative Economy has enhancqutéhe

vious economyds communication pl at

As aCreative Economysales and marketing professional you
shouldrealize that all of the previous communication platfoms

continue to exist with the exception of the telegraph.

Does your sales and marketing campaign incorporate a variety of the
various communication platformd? not, it should, especially since
each of the previous communication platforms continuernotion

and even advance as new technology is created. Regatiasat

some observers note, new communication platforms introduced do

not make the old ones extinct.

Despite the harbingers of doom that exist in every

economy, new technolagal advancements have

sddom made previous ones olotete.

The Greek philosopher Plato once warned that writing and reading

would harm thoulgt and challenge oral tradition and memory i He

felt that we abdicated our mental powers when we reducecethe d

mand for memory and placed our ideas in an external mefium.

Foll owing the phonographés invent.
French satiristpublished a chapter on "The End of the Boakd

predicted its replacement by audio medighe authors evemi

cluded a drawing of a climber on a mountaintop with a proto

Walkmano’

24 10+1: The Creative Economy Marketing Equation
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An example of how innovation can improve an established asmm
nicationplatformis the telephoneAt the 1964AWor | dés Fai r
York, consumers witnessed a demonstration of the first ttood

phone. They needed to be convinced that dialing a number on a
touchtone phone was better than dialing on the common rotary dial

phone™®

As recently as November 20(8ports IllustratedPresident John

Squires told a room full of newspaper and magazine circulation e
ecutives at a conference in Toronto that, "Print is d&adSquires

advised his colleagues to "Get over it" and mpast trying to save

their ink-on-paper product and focus on the electronic delivery of

their journalism? Others such as Amy L. Webb are not so sure that
APrint i s Deado just yet. Accor
like me still crave newspapersthn maga zi nes é AsS s U mi
of production doesnd6t spi ke, the
digital and t'% @he way hewsiomghnizationst e nt .
gather and distribute informatio

14
|

on digita technol ogi es. 0

This will indeed not be easy. The years 2-2906withessed more
technological advancements and developments than any previous
decade.Asoneobservenot ed Ait 6s nearly i mp
with the flow of new communications devices and serioesing

aboutéitds all h-amme miung kv e/t yt oq

Tohel p you fpi theedentsnel@ted $omeweonsni

10+1: The Creative Economy Marketing Equation 25
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nication devicesve developed th€reative Economy Timelin®n

the followingpage Having this Timeline should helyou gain an
understanding as to how some of ittieovations during the 129

2006 period enhancgevious communication platform3his will

be important as you design your sales and marketing strategy since
you will need tanclude a variety oplatformsin your communia-

tion plan

Understanding how the Creative Economy innovations enhanced
previous communication platforms and created new ones, however,
is only one component of the Creative Economy marketing-equ
tion. There are literally thousandsrefarkable stories about how

recent technological advancements

For example, when schoolchildren along the Keganda border

receive handheld computers to download the latest curricula from
Kenyads educ a tleaocthat the Creaive &aonomyid i s
upon us and it is worldwidk If the Creative Economy has come to
Kenya, then surely the developed countries are not the solegsropri

tors of the technological advancements and accelerated information
exchange rate. Unddanding the global prevalence of the Creative
Economy is yet another component of the Creative Economy ma

keting equation.

26 10+1: The Creative Economy Marketing Equation
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Creative Economy Timeline

19921 World Wide Web launched

19937 MosaicWeb browser developed by Marc Andreesen at Unityeo$
lllinois, Champaigitrbana.

199471 Netscape Communicatiofisunded.
Jeff Bezos writes the business plan for Amazon.com.

199571 Craigslist begins as an email newsletter.
eBay founded.

19961 First DVDs sold in Japan

19971 Fax, cgying, scanning, printing and telephone functionsioimed into
one sihgle unit.

19981 First global satellite phones and pages are sold.

1999171 PayPal begins.

2000171 First Bluetooth enabled products launched.

20017 Satellite radio begins.

2002 i First BlackBerry that supported pustmr&il, mobile telephone, text ree
saging, internet faxing, web browsing and other wireless information

services released.

2003717 MySpace launched.
iTunes music store launched.

2004 7 First city wide WiFi networks are activated.

20057 Cell phones start to offer TV and song downloading.
YouTube launched.

200617 MySpace allows individuals to sell music directly to othembers.
St. Could, Florida first U.S. city to offer free city wide \Wi access.

2007 7 Apple surpasses one billion iTunes downloads.

20087 1.4 billion people around the world
access to the Internet.

10+1: The Creative Economy Marketing Equation 27
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Development #3:

A Global Phenomenon
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Development #3
A Global Phenomenon

The Creative Economy is a global phenometta will
continue tancrease in reach and frequerasyd marks the

third development that sales and marketing profession
need to recognize.

By having constant access to the Internet and cell phones, more
people each year will be able to participate in the accelerated info
mation exchange rate. Additionally, the reach and frequency on the

number of participants will only continue to grow.

Based on the March 20@&timates from Internet Usage and World
Population Statistics web page and summarized in the table below,
73.1%o0f the North American population has internet penetration

and &counts forl7.8% of t he wor | d &wsope,nt er net
47.™% of the population has internet penetration and they account
for27.% of the worl ddéds internet user:

14.0% and 3.6% respectively.

30 10+1: The Creative Economy Marketing Equation
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WORLD INTERNET USAGE AND POPULATION STATISTICS

Population Population Internet Usage, | % Population Usage Usage Growth
World Regions

(2008 Est.) % of World Latest Data ( Penetration) % of World 2000-2008
Africa 955,206,348 14.30% 51,022,400 5.30%) 3.60%) 1030.20%)

3,776,181,949 56.60%) 529,701,704, 14.00% 37.60%) 363.40%)
Europe 800,401,065 12.00% 382,005,271 47.70% 27.10% 263.50%)
Middle East 197,090,443 3.00%) 41,939,200 21.30%) 3.00%) 1176.80%)
North America 337,167,248 5.10% 246,402,574 73.10% 17.50% 127.90%)
Latin America/Caribbean 576,091,673 8.60%) 137,300,309 23.80%) 9.80%) 659.90%)
Oceania / Australia 33,981,562 0.50%) 19,353,462 57.00%) 1.40%) 154.00%
WORLD TOTAL 6,676,120,288 100.00% 1,407,724,920 21.10% 100.00% 290.00%

NOTES: (1) Internet Usage and World Population Statistics are for March 31, 2008. (2) CLICK on each world region name for detailed regional usage
information. (3) Demographic (Population) numbers are based on data from the US Census Bureau . (4) Internet usage information comes from data published
by Nielsen//NetRatings, by the International Telecommunications Union, by local NIC, and other reliable sources. (5) For definitions, disclaimer, and navigation
help, please refer to the Site Surfing Guide, now in ten languages. (6) Information in this site may be cited, giving the due credit to www.internetworldstats.com.
Copyright © 2001 - 2008, Miniwatts Marketing Group. All rights reserved worldwide.

The top 20 countries Wi internet access account for 3. 6f

worldwide internetuisage. There are approximately 192 countries in

the world. With that in mind, this means that 10.4% of the countries

around the world account for ovenethirdo f t he wretr |
usage®

Worldwide Internet Usage Population
Total users in top 20 countries 461,182,46% 34.99
Total users all other countries 858,689,644 65.19
Total global users 1,319,872,109

Wh e n

we see thad3 countries have 50% or greater penetration rates. For

we |

exampl e,

ook

88 %

at

of

Nor wayods

i nt er n e populasoa,g e

dos

a

popul at

highest among all other countries. Netherlands is a close second

with 87.8% of Internetgnetration. The LS. currently ranks ninth

with a penetration rate of 71.79.

10+1: The Creative Economy Marketing Equation 31
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32

TOP 30 COUNTRIES WITH THE

HIGHEST INTERNET PENETRATION RATE

“ Penetration Internet Users Population
Country or Region (% Population) Latest Data (2007 Est.)

1 |Norway 88.00% 4,074,100 4,627,926
2 [Netherlands 87.80% 14,544,400 16,570,613
3 [lceland 85.40% 258,000 301,931
4 |New Zealand 77.70% 3,200,000 4,115,771
5 [Sweden 77.30% 6,981,200 9,031,088
6 |[Antigua & Barbuda 76.30% 53,000 69,481
7 |Australia 75.90% 15,504,532 20,434,176
8 |Portugal 73.10% 7,782,760 10,642,836
9 |United States 71.70%| 215,935,529| 301,139,947
10 |Faroe Islands 71.60% 34,000 47,511
11 |Korea, South 71.20% 34,910,000 49,044,790
12 |Luxembourg 70.60% 339,000 480,222
13 |Hong Kong 69.90% 5,230,351 7,554,661
14 |Falkland Islands 69.40% 1,900 2,736
15 |Switzerland 69.20% 5,230,351 7,554,661
16 |Denmark 68.80% 3,762,500 5,468,120
17 |Japan 68.70% 87,540,000 127,433,494
18 |Taiwan 67.40% 15,400,000 22,858,872
19 |Greenland 67.40% 38,000 56,344
20 |United Kingdom 66.40% 40,362,842 60,776,238
21 [Canada 65.90% 22,000,000 33,390,141
22 |Germany 64.60% 53,240,128 82,400,996
23 [Liechtenstein 64.20% 22,000 34,247
24 |Bermuda 63.50% 42,000 66,163
25 [Finland 62.70% 3,286,000 5,238,460
26 [Slovenia 62.20% 1,250,600 2,009,245
27 [Monaco 61.20% 20,000 32,671
28 |Malaysia 60.00% 14,904,000 24,821,286
29 [Estonia 57.80% 760,000 1,315,912
30 |Israel 57.60% 3,700,000 6,426,679
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With such large numbers of people across the globe having access to
the Internet, and with that number likely to rise rapidly, there is one
fundamental observation that almmunity leades and stakehdt

ersneed to realize. As John Timpaneltie Philadelphia Inquirer
wrote, fAwe are easily the most ¢

humanlei ngs ®ever . o

This interconnectedness will only improve in speed and efficiency
as more peoplgain access to the internet visgh-speed conre

tions. It is vital, therefore, that communities provide the latest
connectivity options to their citizens. An empowered community is

a connected community.

During the Information Economy the main questioo as k was,
people have access to the Intern
the Internet in the Creative Economy the new question to ask is

Ahow do people access ,theslifiOeédn

video versus A Nehedd&yambetbw:0 | ooks
OLD DIVIDE NEW DIVIDE

INTERNET ~ NO INTERNET BROADBAND* DIAL-UP

ACCESS ACCESS ACCESS ACCESS

*Broadband defined as having DSL, Cable or any other high
speed access.
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How does your community fall on this diagram? Is there easy m
bile broadband access in your community? Or is it only available in

intermittent locations at a fee?

While the U.S. may lead most of the countries in number of Irtterne
users and percent of population with Internet access, it lagsfar b
hind other countries in broadband subscribers per 100 inhabitants.
As the table below highlights, the U.S. ranks twelfth with 14.5 out
of each 100 inhabitants having broadband acd@ssadband access

is defined as DSL, Cable or some other ksglked internet access.

Broadband subscribers per 100 inhabitants, by technology, June 2005

DSL Cable Other Total* Rank Subl—g:iers
Korea 13.9 8.9 2.7 25.5 1 12 260 969
Netherlands 13.6 8.9 0 225 2 3642 315
Denmark 13.2 6.1 2.4 21.8 3 1176 637
Iceland 21 0.3 0.4 21.7 4 63 553
Switzerland 12.7 7.2 0.4 20.3 5 1515 446
Canada 9.4 9.7 0.1 19.2 6 6 142 662
Finland 16.3 2.2 0.2 18.7 7 978 600
Belgium 11.0 7.3 0 18.2 8 1899 652
Norway 14.8 25 0.9 18.2 9 836 060
Sweden 11.3 2.7 25 16.5 10 1482843
Japan 11.0 24 3 16.4 11 20 953 090
United States 55 8 11 145 12 42 645 815
United Kingdom 9.7 3.8 0 135 13 8 095 000
France 11.9 0.8 0 128 14 7 935 900
Austria 7.0 5.4 0.1 125 15 1025 036
Luxembourg 10.4 1.3 0 11.8 16 52 920
Australia 8.5 2.4 0.1 10.9 17 2183 300
Germany 9.9 0.3 0.1 10.2 18 8439 732
Italy 9.4 0 0.6 10 19 5783319
Portugal 5.1 4.7 0 9.9 20 1031491
Spain 7.0 2.2 0.1 9.3 21 3949 234
New Zealand 6.4 0.3 0.3 6.9 22 283798
Hungary 2.9 1.6 0.1 4.6 23 469 186
Ireland 35 0.4 0.5 4.3 24 175 500
Poland 25 0.7 0.1 3.3 25 1250 000
Czech Republic 1.8 1 0 2.8 26 284 200
Slovak Republic 1.2 0.3 0.1 1.6 27 86 958
Turkey 1.1 0 0 1.2 28 862 843
Mexico 0.8 0.2 0 1 29 1051 854
Greece 0.8 0 0 0.8 30 93287
OECD 7.2 3.8 0.8 11.8 136 651 000

*DSL, Cable and Other may not add up to Total penetration due to rounding.
Source: http://www.oecd.org/document/16/0,2340,en_2649_201185_35526608_1_1_1_1,00.html

http://www.oecd.org/document/16/0,2340,en_2649 201185 35526608 1 1 1 1,00.html |
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Cell phone ownership represents another component of the Creative
Economyds gl obal i nformation net
phone ownership is gresdtin Japan, South Korea and urban China
where 90% or more of the households in each area own cell phones.
80% of households in Western Europe and 60% in Canada also have

cell phones?

In February 2008 the United Nations released a report that stated,
AThe number of mobile phone wuser
people who donthaveacglhone t his year for
2000, only 12 per cent of the global population had a mobile phone.
"At current growth rates, global mobile penetrationkpexted to

reach 50 per cent by early 2008," according to ITU's January ne

sletter??

A quick glance of the trends associated with cell phone ownership
just in the U.S. provides yet another example of how the Creative
Economy has grown. In 19%pproximatéy 35 million cell phones
were used in the U.S. By 2000 that number had more than tripled to
over 100 million and by 2005 it more than doubled to over 200 mi

lion.
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As a sales and marketing professional you must realizbat
people who purchase your ppduct can now easily communicate

with one another and do so at your expense.

Examples of corporations who have suffered at the handsgf blo

gers and online forums include Dell, General Mills and

Volkswager?® Even fast food restaurant Kentucky Fried e

(KFC) came under online attack following the airing of a television
commer cial that Adepicted a har dwc
his exams and two carefree kids who enjoyed KFC fried ehiakd

di d wel | ©Onfine pritests weeedotid asdggested that

the ad failed to reward the hard working studerB@ reworked

thea d énding to show all three students passing their ex&nhs.

addition to bloggers and online forums, you need to watch out for

entire web sites dedicated to hatingiyoompany We didnodot
to advertise any of those so we choose not to include any afithe a

dresses of those web sites in our hook

In the Creative Economy there are an overwhelming number of
competitors and dynamics you need to contend with in dodget

your cust omeklavidgsan extelleet austomenservice

platform may be your only chance at differentiating yourself

from the competition and/ or gettir
Do notsquander this opportunity i start treating your custom-

ers better.
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How you respond tdhis development of global interconnectedness
should become a componentyoiur Creative Economgales and

marketing strategyAs people continuetd f or ge connect. i
throughwo ds, pi ct ur e sfilesyouwilldavetod-nd at

sign a customer service plan capable of dealing with this type- of

. .. 25
line activity by your customers.

Even the elderly, often overlooked as not being tech savvy, are
going online and creating or contributing émline forums such as
blogs?® The last thing you need is for someone to upload their
bad experience with your product or service on a blog, a web
site, or even make a video out of &nd then not have a response
plan to such developments

In the words of Shaun Rein, founddrShanghabased China Ma

ket Research Group, ACompanies <c
dono6t pay attention t’0AskaCreajwger s
Economy sales and marketing professional, you should pay attention

to your customers using as mamgources as possible.

10+1: The Creative Economy Marketing Equation 37
www.meapa.com



38 10+1: The Creative Economy Marketing Equation
www.meapa.com



Development #4.

Information Production
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Development #4

Information Production

The fourth Creative Economy development that has
implications for sales and marketing professionals is t
the Creative Economy has witnessed, and will contint

to witness, a substantial increase in the amount of
information available.

The next pagetakes the information exchange rate graph we e-
viewed with the first development and now adda triangle
stretched out ove time symbolizing the amount of information

associated with each economy.

As a sales and marketing professional it is imperative thatiyou u

derstand just how quickly information changes in the Creative

Economy. So much information is being producedagidly by so

many different sourcebatit is impossible to make a decision with

all of the information you needAs Alvin and Heidi Toffler -

servedn Revolutionary Wealth Al ear ni cogtindousc o mes a
fl ow processéand we eaoadbghl ear Wi ek
much i nformation being produced, t
of knowledge has a limited shelf life and at some point it becomes

obsolete knowledgea | s o known &sAsénothests | edge .
server notedfiFor the modern person withe slightest intellectual

ambition, the world of knowledge is overwhelming, a vast ocean,
horizonless, plunging to impossible depths. The best you can do is
occasionally go fora wi Th. 0
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So just how much information is created in the Creative Ecolomy
No one knows. Due to the advancements in communication pla
formsand thenter-connectdness of people around the world, we
must divide information into two separate categories: tangible and

INFORMATION CATEGORIES

Information that falls into the tangible cgtey is defined as sogn

intangible.

thing that can be measured or estimated such as the number of
publicly available web sites that is estimated td bdillion Ac-
cording to the University of Califara at Berkeleythe amount of
new information stored on papeinfi magnetic, and optical media
doubledfrom 19992002%

According to another report the ar
globally over the Internet will continue to double each year over the

next f i3 Ehesy &ome ase.stdggering statisticsibthe

Creative Economy they represent only one category of information.
Information that falls into the intangible category is defined as

something that cannot be measur&kamples of intangible infe

mation include but are not limited the number bprivately held

web sitesdata collected on citizens by their governments or data

captured by corporations on its customarstant or text messages

42 10+1: The Creative Economy Marketing Equation
www.meapa.com



andthe billions of conversationell phones have made possible.

Despite having more information @tir fingertips than any gereer
tion before, there is little evidence that our ability to make good,
timely decisions has improveds a society we are computer and

internet literate, yet information literacy lags.

As Alvin and Heidi Toffler wrote irRevolutionary Wealth i we
need not only new knowl ed@e but
Thinking about data or information is also knownrdgsimation

literacy. In September 200%he United Nations declared that i

formation literacy is dprerequisite fo participating effectively in

the information societa nd A shoul d be given 1t
the ThreeR s ' .

As a sales and marketing professional you must recognizenthat i
formation literacy is a critical skill required to not only design a
sales ad marketing plan but also to implement and continuously
improve uponitUn f o r t u wreets ef lsryall businesses are
most at risk of neglecting information literacy because they have to
do several jobs simultaneously and often don't have adequate trai
ing. According to A British researcher andmaintainer of the
Information Literacy Web log, Sheila Webbespietimes they

(small busnes owners¥all at the first fence and they don't even
realize that information could help them with their busirnpeb-

lem."3®
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As the Creative Economy progressbusinesses will face moredan

more challenges with data and information literacy. One repg+t su

g e s tusinesséslwill face a #0ld increase in the amount of

information from their IT systems over thexh@ive years, an influx

of data that will pose tough decisions for smoothly using Bli{bus
nessintelligence) software®® The rise in the increase of

i nformation has also fAicreasted new
similation, and analysis of that dataesiically in the speeds in

which these tadsks must be done. 0

As a sales and marketing professional your information literacy

skills must continuously improve as the Creative Economyldeve

ops. If you find yourself asking the questiofi:Wh at goessd i s a
to unlimited information whfen ther
then you indeed need to reevaluate your information literacy skills.

As a sales and marketing professional it is imperative thatryou e

gage in a continual process of understanding lwolsetome more

information literate yourself. Doing so will help you gain insights

into how your customers process information as well.

The problem is that most people are not trained as professenal r
searchers and the task of looking for and analymfggmation

grows more overwhelming each yeals each year unfolds in the
Creative Economy, the amount of information will only beneo
pounded by the number of products and services available for

consumers from which to choose.

44 10+1: The Creative Economy Marketing Equation
www.meapa.com



10+1: The Creative Economy Marketing Equation 45
www.meapa.com



46 10+1: The Creative Economy Marketing Equation
www.meapa.com



Devebpment #5:
The Availability of Choice
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Develoment #5
The Availability of Choice

The fifth development of the Creative Econothgt sales
and marketing professionals need to reabzbe

existence ofan abundance of choi¢en every aspect of
our lives.

Never before in the history of world commerce has there been such
an availability of choice. Sincéére are more products and services
than ever beforthere arealsomore competitoragainst which you
compete As a sales and marketing professional you

must realize thatin the Creative Economyyou have

competitors. This includes the entire spectrum of products and
services. From new biotechnological products rmmedical devices
to consumer products, you have competiton® matter hownsig-

nificant you may think they afieyou still have competitors.

The table on the top dfie nextpageprovides a brief illustration of

Creative Economy choices. By estimatihg humber of stock

keeping units (SKUSs) in a typical supermarket and then subtracting
angpr oxi mate number of products f ul
needs, we see that there are substantially more products that go u

used.
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Source

By Kathleen Kiley
Consumer
Markets Insider
May 5, 2005 2004

Trout on
Strategy by
Jack Trout,

fiHow To Touch A

Customer Life,0 Smart

Marketing Report,
December 2003

~ number of SKUs in
supermarket

50,000

40,000

30,000

~80%-85% of
household needs met
by ~150 SKUs

150 150

150

~ number of products
you will ignore

49,850

39,850

29,850

In some markets, likadvertising, the neWreative Economghoic-

es make the old choices either obsolete or take a very far back seat

t o

revenueslecliningabout 2% per year since 1998. Radio bros€dca

t hem.

AMagazi nes

abx vath totad adi n ¢

ters ardosing listeners, talents and revenues to satellite upstarts and

iPodplay lists *8 SIRIUS Satellite Radio is an example @{Cre-

tive Economy choicéhat has been successful. InfAungust 1, 2006

presseleaseSIRIUSAiannounced

t h a 2006 rées

nue nearly tripled from the yeago second quarter to more than

$150 million. The company increased its 2006 guidance for total

revenue to $615 million and for yeand subscribers to 6.3 imi

i n. o

As a sales and marketing professional in
the Creative Economy, you mustonduct,

and then regularly update, a sophisticated

analysis in order to identify how you are
unique AND important when compared to
your competition.
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It does nomatter if you are a brand new Creative Economy product
or awell-establishedompany with a long history, the Creative
Economy demands that you develop new marketing strategies in o

der to maximize your productos mart

As Daniel H. Pink wrote i\ Whole New Mingi In an age of abu

dance, appealing onty rational, logical, and functional needs is

woefully insufficientéMastery of ¢
seemingly O0softé aptitudes i s now
firms to stand out “in a crowded mz

An example of a Creative Econgmroduct that needed to differe

tiate itself is SIRIUS satellite radicAdding Howard Stern as a

morning talk show host is one of the ways in which SIRIUS Has di
ferentiated itself from its main competitor XM. Observers estimate

t hat St er nihatelyfl.d mikion, whophave signed up
already have contributed to about

date®?

Examples of long established companies that recently developed

new marketing strategies in order to increase their market share are
KleenexTissuesand Heinz KetchupDuring the 2005 holiday se

son KimberlyClark introduced an ovahaped Kleenex box that

was a clear departure from its usual rectangular shapes. Knowing

that Americans spend more on home décor during the holidays than

at any ¢her time, KimberlyC| ar k 6 s ¢ eiteoh thewpmductt o p o

as a mushave accessory rather than a functional item. It was the
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c o0 mp a n yselling Holelaytine in history, with sales twice those
of the 2004 seasdi.

While Kimberly-Clark redesigned léenex,Heinz revolutionized

the ketchup industry by introducing its inverted battl@002 This

new design addressed the number one complaint of consumers for
years about ketchupthat it simply took too long to get out of the
traditional upright bott e desi gn. A year afte
Heinz saw its shares rise 6% while the overall ketchup industry i

creased only 29%
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Development #6

Increasing Effectiveness &
Efficiency
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Development #6

Increasing Effectivenesg Efficiency

The sixth developmenhat sales and marketing
professionals should understamithat products and

services in the Creative Economy allow people to perf
more tasks effectiveBAND efficiently than ever before.

The two illustrations on the next

and AWhy They Do |Ito when using

services. The Creative Economy has reduced the amount of time
and effort required to complete many tasks AND hassased our
mobility and accessibility related to performing these tasks. Thus,
as the Creative Ecomay continues taunfold, you will moreneed to
highlight howyour producbr sewice helps people become more
effective AND efficient.

Thus, @& a saleand marketing professional you mdsterminehow
your product or service helpgople become more effective AND
efficient. If your product or service does not do so, you neegtto r
think its developmentlf your product is already on the market, you
mayneed to redesign it so that it does increase effectiveness AND
efficiency for your customersProducts that fail to increase effe
tiveness or efficiency will most likely not perform well in the

Creative Economy.
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Why you need to dathings

What you do with technology

Source: MEAPA, LLC

Source: MEAPA, LLC
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As a sales and markeng professional, you will
have to read the signs of your industry in the

Creative Economy and adjust accordingly.

The cereal industry puides one example of how adjustments have

been made due to life in the Creative Economy. According to Steve

Lerch, a newspaper advertising buyer for Campbell Mithun of Mi

neapolis, "You can't take a hddbur to read the newspaper and eat a

bowl of cerealn the morning. People aren't eating cereal anymore,

either. | know-- | have General Mills as a client. People are eating
yogurt bars on *tihireustygaygonithisist o wor k .
cal | elbgotboreakf ast o with cereal bar
market*® By redesigning cereal into a bar, the cereal companies

have managed ®uccessfully develop arsll products for the @r

ative Ecotwgohy &akfiast o | ifestyle.

Two other examples of how Creative Economy products are-allo

ing people to benore efficient and effective are telemedicine and
realestateE|l ectroni c I ntensive @Gare Uni
nology that combines software, video feeds, andtnedd patient
information to let intensive ar e speci ali stso at o
network of other hospitalsStill in its infancy, elCUs exist in about

100 U.S. hospitals but as medical records and software improve and

the cost of setting up elCUs decreases, telemedicine is expected to

increase its presence as the Creative Economy esdfur
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Additionally, realtors arealso looking for ways to increase theiir e
fectiveness and efficiencyror exampleJulie Bradford, a
Bardstown, kentuckyreal estate agent puts her listings on her own

web pagewww.athomewithjulie.conand other sites #t allow free

advertising. Doing so all ows
providing visibility to a wider audience and links to more infarm

tion than previously possibf&.
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Development #7:

The Customization of
Mass Production
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Developmat #7

The Customization of Mass Production

The seventh Creative Economy development that sale
and marketing professionals need to recognize is the

customization of products once only available in a mas
produced format.

For example, consumers now have the ability to design their own
automobile via a companyds web
specific people call, and customize how they receive and pay their
bills with on-line banking optionsFor those interested in making
movies, the Creative Economy affords them the option to develop
their own movie and then sell it directly to a mass audiérbeas
completely bypassing the major motion picture studflos.

As a sals and marketing professional in the Creative Economy, you
must provide some degree of customization as people have come to
expect it. As Thomas L. Friedman noted Tine World Is Flat

i c 0o mp a n i ptagorns thae aldweustomers to serve the

selves intheir own way, at their own pace, in their own time,

according to> heir own tastes. 0

The credit card company Cagli One provides a good example of
how a company succeeds through the adaptation of mass cwstomiz
tion. In the words of chaiman and CECRich Fairbankihey use

iinformation technology to>helop
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When a product manager comes up with an idea, the company tests
that idea against its huge databaseh e end resul t i s
machi ned t hatnealtlotRd kiddargl cigdia | O
cards, each with slightly different terms, requirements, and benefits,
and each requiring a slightly different monthly statenaéftAc-

cording to FairbanKThis is not just a creditard strategd this is a

marketing rewlution that can be applied to many busines3gs."

Do you offer your customers some degree of customizatous?
tomers have come to expect it. This expectation and availability of
choice has led to another Creative Economy sales and marketing

implication- an abundance of choice.
There is simply more of everything in the Creative Bomy.

This abundance of choice has created a burden on consumers as they
seek to make choices between an increasing number of products and
services. Additionally, consumease also challenged to make more
decisions on how to use the product or service they purchasegd. Lo

ic suggests that having options allows people to select precisely

what makes them happiest. But, as studies show, abundant choice

often makes for misery.

Americans today choose among more options in more parts of life
than has ever been possible before. To an extent, it is only logical to
think that if some choice is good, more is better. Yet recent research

strongly suggests that, psychologically, thisuagstion is wrong.
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Although some choice is undoubtedly better than none, more is not

always better than les3.

As a Creative Economy sales and
marketing professnal, your
primary objective i20 make it
easy for people tanderstand

how you are unique ad impa-
tant and why they should buy
your product or invest in your

company. The Creative Econ
my demands that you ease the

decision making process for st

tomers and investors.
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Development #8:

An Independent Work Force
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Developmat #8

An IndependenWork Force

The expansionf a mobile and independent workforce is
the eighth Creative Economy development that sales a

marketing professionals need to recognize.

The paradigm of finding a job upon graduating high school ler co
lege and then staying there for 30 yearsl watirement has
disappeared

There are three factors influencing this Creative Economy develo

ment.

1. As nore businesses drop pension plans or get embroiled in
scandals that wipe out tdue | i fe
American economy is rewarding peopleslaad less for being
|l oyal to cofporate bosses. o

2. U.S. companies have lbsachancdte!l ow t
make gr eat e randexpresstheittalents ab wik.o

3. Many American workers have a need to enjoy what they are
doing and are Awilling t&® trade

Because of these three developments, it comes as nssuhat
the Creative Economy is witnessiagrowing number of indepe

dent workers.Daniel Pink in his bookFree Agent Natiojsuggests

66 10+1: The Creative Economy Marketing Equation
www.meapa.com



thatapproximately25% @3 million) of the U.S. work forcevork for
themselves oarefree agentaindpaid by comnssion or on some
other noatemporal basid? We suggest that the number of free

agentswill only continue to grow.
So how can you maintain a dedicated workforce?

1. The Creative Economy requiregrapanies o fihave not
heads but the heart$ of their employees a n affer them
meaningful worko®

2. You need to include options like flextime, job sharing, work
from home and other enticing employmentiops.

3. As more young people mature and form the first wave o&Cre
tive Economy born and raised eloyees, some will demand
that the brands they worek on #dr
thi%g. o

4. Be transparent asften as you caand include your employees

in as much as possible.

As Kristen Johnson wrote Worthwhile Magazine fi My gener @
(those intheir 20s) has high expectations for work. We want it to be
meaningful, we want it to challenge us and enlist our full taklents

and we donodét want it to become o
spired by the real world, work that is playful, inventive &#edible.
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We have high expectations, and w

If you fail to maintain a dedicated and motivated workforce you risk

alienating the very people thatll be designing your sales and ma
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keting campaignsAdditionally, as the number of independent
workers escalatesit will be increasingly difficult for companies
to maintain a loyal and dedicated workforce trumpeting the vé&
ue and benefits of your products and setices. Motivated
individuals generally build effective sales andnarketing cam-
paigns. Be sure to remember this as the Creative Economy

unfolds and offers your employees more options.

If they do not find your work valuable, they will simply start their

own company. As Wes Moss observed in his b8tkting From

Scratciy, fiMor e and more people are fir
for is themselves. And the best way to do that is to do something

they love, something they know they can do for a long time because

they e®fjoy it.o
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Development #9

The Creation of
AN-Mar keti ng Zon
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Development #9

The Creat-Mankefi idNoZone

The creatMaark edfi nigN&Zones o0
Creative Economy development for sales and marketir

professionals in the Creative Economy.

The Creative Economy now provides consumers mibhe tools to

block advertisements than ever befoBroadcast media hagb

come more fragmented and theiadaa bl e t echnol ogy n«
simpler for peopl*CalendD,suktomizedc 0 mme r ¢
ring tones, TiVO, Video on Demand, customized web pages with
pre-determined news feeds, emalil filtesatellite radio, and personal

audio devices are just senof the tools

consumers can now use to create
AN-Mar ket i n&ereZo
trating these zones is perhaps
the most difficult challenge o
fronting sales and marketing
professionals today.And can-
panies around the world spendt bi
lions trying to do so. Onestimate sg-
gests that in 2004 alone, advssts spent $264 billion in the U.S.,
$125 billion in Europe and $56 billion in Jap&n.
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Advertising tactics sucas product placements in television shows

and moviesdirect mail (a.k.a. junk mail), telemaaters banner ads

and popup windows on the Internet, unwanted email in the form of
spamandmultiple views and scrolls on a television screen at one
tmehave inundated people so much

Marketing Zon&sod in their lives.

Sowhy have peoplae ket e atge ZomMde 0 ar
Simply put, advertisers have worn out their welcome mat in the

homes and minds of many peopkeor television viewrs it is le-

coming increasing difficult todetermine where a television show

begirs and the show leaves offor example, dring the August

2006 MTV Awards, JCPenney pushed
blur the edges between advertising and show content” by running

live ads that intended to make the audience feel integrated into the
avertisements and fiachieve a dee
JCPenney This fAlive advertiserfment o
tional commercials and product placements traditionally used by

marketerd which are overwhelming in and of themselves.

The Creatre Economy has witnessed the number of commercials
substantially increase during a one htalevisionshow from 12

minutes in the 1980s to 19 minutes now. This preponderance of
commercial advertising is so overwhelming ttedévision producer

David E. Kelly, (L.A. Law, Ally McBeal, Picket Fences, Chicago
Hope,andBostonLeggl fisays he mi ghtu- move 1

t urte. o

10+1: The Creative Economy Marketing Equation 73
www.meapa.com



Many consumers have already switched from the commercial laden
network channels to the commereigde cable networks such as

HBO.l n 2004, HBO was so successful
Emmys (more than all the broadcast networks combined) and profits

of more than $1 billior® (more thar

As a sales and marketing professional, you must recognize the

creationof  fANNaor k e t i n gYour sateeand niarketing

plan must include strategi-es and t
mar keting zones 0 Thebespwagto deal With ¢ o n st
these no marketing zones will be your ability to use Old School and

New Shool marketing tactick which is the subject of theext de-

velopment.
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Development #10

Creative Economy
Marketing Tactics
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Development #10

Creative Economlarketing Tactics

The Creative Economy has generated a serigsheiv
Sclo o marketing tactics Any marketing plan, howeve

shouldalso include traidional, orOld School marketing
tactics.

Effective marketing in th€reative Economy rpiires amarketing
mix of Old and New School marketing tactics. The table below lists

the various marketing tactitisat need to be blended

Old School Marketing Tactics| New School Marketing Tactics
Word of Mouth Blogs

Television Commercials Social Netvorking

Direct Mail Interactive Billboards
Sponsorship Mobile Marketing

Radio Advertisements Podcasts

Networking Interactive Web Sites
Spokesperson On-line advertising

Trade Shows Email

Examples of New School marketing tactics are advertisements d
signed by customers, social networking, blogs, pay per clidknen

advertising, and mobile marketinghese New School tactics are
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ways to get customers more involved in the marketing process. For
exampleNew Yorkstartup companyAdcandy solicitsad slogans

and brand names directly from consumiens or d e advd-o0 fAop
tisngtoeveryon®® i Compani es are turning
Janes to create the kind of cuttiadge advertising that will keep
audiences interested & and interacting witld their brands"*

Other interactive tactics include billboards that let passerbys design

a product, downloaablering tones, videos or coupons. California

based Reactrix projects advertisements onto mall and moviertheat

floors where they change when pé®step on therff.

Social networkingalsohasdemonstrated succeas a New School
marketing tactic Social networks such as MySpace, Friendster and
LinkedIn all provide ways for people to create customized wegb pa
es and build a network of friends for s®r professional purposes.
In some situations this has lead directly to sales and commercial
success.For exampleChristine Dolce, a.k.a. Forbidden, a 23 year
old cosmeticiartashedn on her MySpace fan base of nearly
900,000 frienddy gettingspokes model gigs for Axe body spray
and Zippo lighters.fiThen she inadvertently started a clothing line
by posting a picture of herself in rippe@ jeans; after fielding tho
sands of requests, she launched Destroyed Denim which sells

mutilated jeansfor$ a Pop. o

And in the future we can expect more commercial success stories
from the record industry since on September 5, 2006, MySpace a

nounced that it wi || nl et musi Cci
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MySpace pag® without depending on labels, disutors, or other

mi dd! é*men. o

Blogging is also a New School marketing tactic.2005, Merriar
Webster I nc. included the @+reati ve
tionary for the first time and defined it as "a Web site that contains

an online personal yonal with reflections, comments and often

5

hyperlinks.

No one knows for sure how many blogs are now in existence. We

do know, however, that they will most likely be included in more

sales and marketing plans moving forward. For examplbe real

estate market, some agents have found it useful to develop blogs,

such as iR ewwirealtyiBdggng.cpm which dffers

free blogs for th@MseBCOesImart @l gor

ritt createdthe Hog talkleft.com and realizedthdt A TV segment
runs once and itbés gone. A bl og i

to read the posts and 'say how you¢

Perhaps one of the most tell tale signs confirming Creative Economy
marketing cara in the form of the American Marketing Assaci

tionds one day seminar on October
Mar keting: Embrace | The NMAvecm-r Be L
nized that we are now in the Creative Economy as it made this very

first offering of sucha marketing semindf. This was clearly the

first salvo to marketing directors and product managers everywhere

that to maximizdullyt hei r product 6s mar ket p
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http://www.realty-blogging.com/

to consideseriouslyimplementing New School Marketing tactics

such as mole marketing.

Despite the introduction of these New School

marketing tactics, the traditional Old School

marketing tactics are alive and Wle

Il n an article entitled fiWhy Ol d
Business Weatoted that"Marketing a product like that can be

done in many ways, but in the end, adalmpaign most likely

consistof a combination of some cool neactics and strategies, as
well as some of those traditiona
work' anymored”® While New School marketing tactics like online
advertising are growing 30% a ye@nd School tactics still form

part of the marketing mi¥ According to one Chief Marketingf©
ficer of a U.S. automobile manuf
10% of my advertising budget had an online component. Today
(2006) itds 30w Two years from
budgets are notgrowind.t 6 s comi ng at the exf
and pPrint.o

Amidst all of optionsavailable toyou as a Creative Economy sales
and marketing profession, perhaps the one that embodiesthe co
vergence of both Old and New School tactics is Word of Mouth.

Word of Mouth, or recommendations, remains one of the miere e

fective ways marketers can penetrate thenaoketing zones people
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have constructed around them.

fiMany marketers believe that informal, unmediated communication
through blogs, social netwaskorcha s i n the girl 6s
hards down more effective thaneverh e most pol i she
During the last decadéthe media have become so noisy; it's hard

for advertisers to break through unless they can afford something

like a Super Bowl adand even ompanies that can afford them
sometimes question whether it's wortb®it. iPeople are relying

more than ever on recommendations from people they know, [not

b
d

from] machines or editors who don't know y#6.Toy ot ards unde

ground launch of Scion to hip, youngban trendsetters is just one
example ohow a Creative Economiyord of Mouthcampaign was

infused with both Old and New School marketing tactics.

Anotherexample of mixing Old School with New School marketing
tactics is the launch of Splenddhe swetener. New School tactics

- When it launched in 1999, Spenda launched by making it available
on the LifeScan website. LifeScan is a J&J company that makes
glucose monitors. The diabetics spread the word about Splenda on
line and the online business mav@ore than 1 million units in two
years. Old School tacticget a national figurehead to speak about
your product. ARCel ebrity diet
smitten with Splenda that he voluntarily promoted it in his book and
on T%. o
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The 1in 10+1

Your Creative Economy Story

10+1: The Creative Economy Marketing Equation 85
www.meapa.com



Your Creative Economy Story

Now that we have highlighted then Creative Economy devegbe
ments and thesales and marketirigiplications we will now
provide you with th@neCreative Eonomyi your Creative Eco-

omy Story.

What is a Creative Economy Story¥Creative Economy Story is a

sophisticatedfactbased and compelling story about your product
companyor economic development aréat youcanuse as a
springboard for all of your businedecuments and communication
materials. Linking all of your business and communication atoc
ments together with one fabaised persuasive story is apre

requisite for successful marketing in the Creative Economy.

Having a Story will allow you to preseatconsistent and persuasive
message to each of yoawvestors stakeholders and customersd-
ditionally, your Creative Economy Story will allow youdddress
each of thelevelopments and thamplicationsas outlined here.

CREATIVE ECONOMY
STORY ZONE

FACT-BASED &
COMPELLING
MESSAGES
ONLY
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As we stated in thedginning of this book, & wrotel0+1 because

we saw a need for sales and marketing professionals everywhere
struggling to understand the Creative Economy developments and
their implications. Unfortunately, this lack of understanding is often
compounded bthree common mistakes madedatrepreneursges

nior managers and product managers.

1. They believe they know everything there is to know about
the market and fail to utilize the various information sources
available to help them expand their knowledge.

2. Many believe that their product is the best and/or only one
available and ignore many competitors or competitive forces.

3. Third, many companies create their various business-doc
ments and communication materials in isolation from one
anotherand as a rediithey present different, and oftennzo

flicting, messages to consumers.

A Creative Economy Story addresses each
of these common mistakes andmpowers

you with a process toavoid them.

The illustrationon the next pageill help you visualize this reaty.
Companies often develop their various business and communication
documents in isolation with no common messagerig each do-
ument together. Companies that create their documents in isolation

often send mixed messages to stakeholders and custanmemake
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it difficult for someone to invest in your company or buy yourdpro
uct. Thus, this lack of a solid link between business documents only

confuses the investor or customer.

| tor P tati | .
| nvestor Presentation | Trade Show Display |

| Business Plan |

Advertisement
| Brochure | |

| Marketing Plan | | Forecast |

| Web Page |

| Direct Mail | | Email |

The real value of developing a Creative Economy Story is thit it a
lows you to link all ofbelowillustrates, your Story forms the core of
all of your business and communication documents. By consistently
using one persuasive story across all of your documents, you can
make it easy for internal and external stakeholdersedl as your

customers, to understand your company or product.

INVESTOR
PRESENTATION
TRADE SHOW MARKETING
DISPLAYS PLAN

FORECAST CREATIVE BUSINESS
ASSUMPTIONS PLAN

ECONOMY

STORY

DIRECT MAIL
LETTER BROCHURE

EMAIL

CAMPAIGNS WEB PAGE
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Why do youneed a Creative Economy Story?

To make it easy for someone to
buy your product or service or

Invest in yourcompany.

Because we live in an age whanaovative technologicadvane-
ments develop global mass communication networks transferring
substantial amounts information in reatime and allow for the

mass customization of products and services leading to an ove
whelming number of choices and decisions for consumers and
investors. In short,because there is too much @verything now

and the total amount of everything will only continue to in-

crease. Please remember, as a Creative Economy sales and
marketing professional you are asking someone to buy your product
or sevice. That someone you are providing a message toas co

stantly dealing with an overwhelmimgimberof choices.

By providing a compelling factbased and
consistent Story across all of your business
and communications documents, you will

make it easyfor someone to understand

you.
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So what e the ingredients for a Creative Economy Stokyhile

there are slight variations depending upon the type of company or
brand needing a Creative Economy Story, the basic ingredrents i
clude the following itemslIf you would like to upgrade the process
by which you create these items there are plenty of resources-avalil
ble to you. We alsowant to let you knowthat each of the items may
be required at the company AND brand level depending upon the

situation:

Definition

Description

Value Proposition
Positioning

Market Assessment
Commercialization Strategy
Sales and Marketing Tactics
Forecast Assumptions

= =4 -8 -8 -9 _5_4_2

If done correctly, you will be able to use your
Creative Economy Story asa springboard from
which you can thendevelop any or all of the follav-

ing business documents:

Business Plan
Marketing Plan
Investor Presentation
Advertisements
Brochures

Mission Statement
Web Page

Press Releases
Trade Show Booth

=4 =4 -4 -8_9_9_9_°_-2°
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By developing a Creative Economy Story, you will link all of your
business and communicationadments together in a way that is

memorable for customers.

Most businesses fail tprovide a compelling, fadbased storyink-
ing all of their documentsSadly, we have come across too many
executives and brand managerswhe | i eve t hat O6peo

it simply bec alndaet, quiteathe opprositeiisn g i
true. As Steve McKee wrote irBusiness Weelii J u s t
because you sell it dd&esnot
The Creative Economy demandsnore than this tired
elementary approach to marketing. It demands that

you infuse your sales and m:
ni ngf ul noveltyo and, 1 f ne:
paradigm.?® Developing a Creative Economy Story il

empower you to do just that.
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Web 2.0Tools:
Enhance Your Innovation

and Creativity

10+1: The Creative Economy Marketing Equation 93
www.meapa.com



As described earlier in this book, the internet has literally exploded
over the past decade to impact many areas of our lives. The pote
tial of the internet to increase the efficiency of compaaresthe
effectiveness of economic development is tremendous. Wnfort
nakely, many peopleinderutilizethe internet. For some, the number
of options is simply overwhelming. In this chapter we provide some
guidance to assist you in narrowing the optiamsjerstanding them
better, and teaching you how to find what is useful. Others view the
use of internebased tools as an IT area. Web 2.0, the interactive
and collaborative online tools, are easy to use and need to Ibe inco
porated into business by evene. IT people know IT, but they
dondot typically understand your
choosing which tools actually help you in your business and which

are merely cumbersome.

In a March 27, 2008lew York Timearticle, David Pogue listed a
variety of reasons why companies hesitate to engage in Web 2.0
life.: "Not enough money." "Don't understand it." "No technieal r
sources." "Not enough manpower." "No visible return on
investment.” "Fear of ridicule.” "Fear of slander.” "Fear of germ
nence."Fear of the public running amokMuch like Pogue, we
believe that individuals, businesses and communities can and should
take advantage of Web 2.0 tools, despite those concerns expressed
in his article. The only way you can do that is by going ordime
viewing these sites for yourself. Very quickly you will be able to

see which ones can help you and which may not. This task cannot

be done by an IT person, but needs to be done by you.
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The benefits of Web 2.0 tools include the way they allow yaolto
laborate with othersn ot only people you kno
know. They can bring companies closer to customers, andrgover

ment agencies closer to constituents. Web 2.0 lives on servers
outside of your computer. This gives you complete priatedtom

theft, damage, or meltdown of your personal computer. It also gives
you great flexibility and freedom. As a happy benefit, many of the
most frequently used Web 2.0 tools are free.

The objective of this chapter is to provide you with the knowdedg
and ability to think differently using the internet in order to enhance
your innovation and creativity. By visiting the websites listed b

low, you will be empowered to take full advantage of the global
Creative Economy for yourself, your business amdrycommunity.
These sites offer unique and practical approaches to addresses a v

riety of old problems as well as helping solve new problems as well.

Throughout the course @D+1we mentioned a variety of new web
based tools. Below we have placed saite Web 2.0 tools into
categories and provided a brief description of how they can help a
business or community. This is a constantly changing list as new
sites are developed each week. As you begin to understand how the
different types of web toolsaa help you, you will be able to find

new ones and discern if they will be of value to you.
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There are some basic categories worth noting:

Shared Document3 here are websites that permit groups of

people to read, edit, save, and share documents. cCoeneénts
reside on a server rather than on individual computers, arel ther
fore do not need to be emailed as attachments. This is an
additional protection against spreading viruses and a great way
to retain all versions of a document while allowing eveeytin

contribute.

BloggForums- Blogs have changed the way we communicate
and share informatiof.hey are an easy way for anyone to
spread their opinion but they can be a legitimate means to share
information. They also permit discussion among people from
different geographic areas and thus can be used to create co

munities.

Web Communications The free instant messaging (IM) eap

bilities offered by numerous websites are a valuable way to
share information among a team quickly. With cameras on
computersiow, you can also conduct simple video conferencing
for no cost. Sites such as Skype offer great deals on leng di

tance calling.

Talent LocatorsNot only is it possible to seek employees using

job boards, but companies can find experts in virtually aeg a
to solve specific problems or work on temporary project teams.

The ability to tap into global human resources is unprecedented.
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As you scan this list and consider where to start, go to
www.commoncraft.com This site contains several short video clips
that explain some of the main Web 2.0 tools using simple drawings
and plain English. Anyone can understand the tools being described
and you will feel emboldened to learn more and use the tools being
discussed.

Office Tools

The days of going to a store and purchasing a big box of software
then loading CDs into your computer are over. Office productivity
software, such as word documents, spread sheets, and presentation
software, are now available online and ewanfifee from some open
source providers.

1 http://www.thinkfree.com
Office productivity solutiongor Internetconnected devices,
including computers anghobile computing platforms.

1 http://www.openoffice.org/
OpenOffice.org is a multiplatform and multilingual office
suite and an opesource project. Compatible with all other
major office suites, the product is free to download, use, and
distribute.

1 http://file123.com/
File123 provides an inexpensive, stable and simple online
solution for file and document storag

1 http://cutepdf.com/
Create professiongjuality PDF files from almost any ptin
able document. Free for personal and commercial use!

1 http://www.pdf24.org/
With pdf24 you can convert current documents intofpes.
You can do this with pdf2émailconverter online or you
can download pdf24reator for free.
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Project Management

1 http://www.basecamphg.com/

Basecamp's flexibility makes it a great match for all kinds of
groups and businesses. And lghyour projects and purpose
may be different, the goal remains the same: To allow you
and your colleagues to easily track and organize all aspects
of a project or team effort in one place.

http://www.ba&packit.com/

Backpack is a simple wetased service that allows you to

make pages with tdo lists, notes, files, and images. Bac

pack also features a Calendar and Reminders that can be sent
via email or to your cell phone at predefined times.

http://www.zedoffice.net/

Eliminate the need to 1keey time sheets arekpense claims
into QuickBooks. Eployees and contractors can enter time
and expenses thugh an internet browser that companies can
review, approve, and with one click downloadto Quidk-

Books.

Marketing CRM

98

1 http://crm.zoho.com/crm/login.sas

Zoho CRM provides the sales force, executives, antt ma
agement with sales management functsunsh aslead
generation & qualification , sales pipeline analysis, sales
stage & probability analysisompetitor analysis reattime
sales foreasting; sales quota managemeeports; das-
boards; and other useful metrics.

http://www.businessitonline.com
Business IT Online offers free online small businest sof
waresolutions
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IT solutions

T http://www.onforce.com/
With more than 10,000 highly qualified service providers in
virtually every U.S. 7 code, OnForce can suppotbuas-
ness, expand igeographic andkill set coverage and help it
to better serve itsustomers.

Workforce

1 http://www.craigslist.org/
Local classifieds and forums for 450 cities worldwide
community moderated, and largely free.

T http://www.gadball.com/
GadBall created free resume distribution site, in partne
ship with over 1,500 different Job Boards.

Hiring For Project Work

T http://www.elance.com/
The Elance platform allows bunsses téind, hire, manage
and pay highly qualified profegnalsfor exactly what they
need, when they need it.

Developing a Product

1 http://innocentive.com/
InnoCentive onnects companies, academic institutjard
non-profit organizationsvith a global network of more than
125,000 of the world's brightest minds on the world's first
Open Innovation Marketplace. These creative thinkers
engineers, scientists, inventoasd business people with
expertise in life sciences, engineering, chemistry, math,
computer science, and entrepreneurshjpin the
InnoCentive Solver community to solve some of the
world's toughest challenges.
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DistanceCollaboration

1 http://writeboard.com/

Writeboard makes it easy to write without fear of losing or
overwriting a good idea, compare different versions of a
document, collaborate with colleagues on copy, proposals,
memos etc., subscribe to documents via RSS and be notified
of changes,

Communication

7 http://skype.com/

10C

Make calls from your computér free to other people on
Skype and cheap to landlines and cell phones around the
world.

http://meebo.com/

Meebo, the web messenger that lets you access IM tbem a
solutely anywhere. Meebo supports msn, yahoo, aol/aim,
google talk (gtalk), jabber and icg/ith this tool, all the di
ferentIMs can talk to each other.

10+1: The Creative Economy Marketing Equation
www.meapa.com


http://writeboard.com/
http://skype.com/
http://wwwe.meebo.com/

Digital Communication

These tools permit you to easily record voice onto an MP3 file for
easy distribution and downloading. The recording is as easylas cal
ing a tolHree number. The files can be moved simply. With voice
thread, audio can be added to a photogiaplyreat way to describe

a photograph of a building or site to someone in a differemt ge
graphic area.

T http://www.hipcast.com/
With Hipcast, it's just as easy tocadideo to your podcast as
it is audio, and most podcast readers, even iTunes, support
video files in podcast feeds.

1 http://www.gcast.com/
Your ownfreeaudio broadcast, where you can gasgicord
voice messages, mix in your favorite music, and share it all
for the world to hear.

1 http://gabcast.com/
Gabcast.com is a podcasting and atidanging platform
that offers an easy way to create andrifiste audio content.
Recordings are typically made from a telephone buttsm
be completedhrough VolP.

1 http://voicethread.com/
A VoiceThread is an online media album that can hsid e
sentially any tpe of media (images, documents and videos)
and allows people to make comments in 5 different ways
using voice (with a microphone or telephone), text, audio
file, or video (with a webcam)and share them with anyone
they wish. A VoiceThread allows grogpnversations to be
collected and shared in one place, from anywhere in the
world.
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Online Publishing

Todayds Web 2.0 tool s-qupliypuiat easy
tions. They offer great flexibility to order asany, or as few items

as you want, to easily update items, and to distribute thgm an

where. This bookl0+1, is an example of the type of publication

you can have. It was printed by Lulu.

1 httpJ//docly.com
Docly, the Web 2.0 online word processor with copyright
protection, automatically assigns copyrights (both All Rights
Reserved and Creative Commons) licenses to all published
Docly Documents.

T www.lulu.com/
Lulu.com lets you publish and sell prot-demand books
and ebooks, online music and images, custom calendars and
books.

Printing

1 http://printsmadeeasy.com/
PrintsMadeEasy'design is simple to use and allowsiunl
mited customization for advanced uséirsas aselection of
professionally designed templatéstenables even a begi
ner to create colatocuments that looamazing!
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Sharing Knowledge

1 http://www.wikipedia.org/
Wikipedia is a multilingual, welbased, free content erezy
lopedia projectPerhaps one of the most useful features are
all thelinks contained within the articles thgtiide the user
to related pages withdditional information.

1 http://commoncraft.com/
Common Craft uses a simple format and-weaitld stories to
make sense of complexeb-based tools.

Wikis and Web Desim

1 http://joomla.com/
Joomla! is an open source content management system that
can be used for everything from simple websites to complex
corporate applications.

T http://www.wikispaces.com/
Wikis are greatools forsharing documents aruilding
communities.Unfortunately, manwvikis are very engineer
focused: hard to use, buried under busy user interfaces, full
of features only a geek could love. Wikisparsean attempt
to build a wiki that's easy to use and easy to adopt for all
kinds of audiencesYou can focus on building content,kal
ing with other members, and growing your community.

1 http://textpattern.am/
A flexible and easyto-use content management system.
Textpattern is both free and open source.
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Aggregation Sites

Aggregation sites are places that permit you to bring together info
mation and tools from multiple sources across the Internet into one
web page. These make it easy to collect your favorite tools for easy
access.

104

http://www.netvibes.com/

Netvibes lets individuals assemble all in one place thea-fav
rite websites, blogs, email accountsgial networks, search
engines, instant messengers, photos, videos, podcasts, wi
gets, and everything else they enjoy on the Web.

http://www.blogbridge.com/

Use Blogbridge to optimize the way you manages, ct
lect informaton, organize ideas. Manage hundretiRSS
subscriptions with an elegance and style, build rivers of
news, perform complex queries.

http://suprglu.com/

SuprGlu is a new way to gather wtlur corient fromsites

such as flickr, blogger, typepad, and del.icio.8siprGlu

gathers your content from popular webservices and publishes
them in one convenient place, presents your content with
simple, great looking templategich you can customez

and it isfree to use.

http://digg.com/

Digg is a place for people to discover and share content from
anywhere on the web. From the biggest online destinations
to the most obscure blog, Digg surfaces the hiafftas

voted on by our users.

http://www.bloglines.com/

Bloglines is a free online service for searching, subscribing,
creating and sharing news feeds, blogs and rich web content.
With Bloglines, theres no software to download or install
simply register as a new user and you can instantly begin a
cessing your account any time, from any computer or mobile
device.
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Tracking and Filtering Content

1 http://technorati.com/
Technorati sear@sand organize blogs and the other forms
of independent, usegenerated content (photos, videod;vo
ing, etc.). Itis a great way to see what people are doing on
the web.

1 http://blogpulse.com/
BlogPulse is an automated trend discovery system for blogs.
BlogPulse applies machidearning and naturdanguage
processing techniques to discover trends in the highly d
namic world of blogs.

1 http://del.icio.us/
del.icio.us is a social bookmarking website. The primary use
of del.icio.us is to store your bookmarks online, whikh a
lows you to access the same bookmarks from any computer
and add booknr&s from anywhere, too. On del.icio.us, you
can use tags to organize and remember your bookmarks,
which is a much more flexible system than foldeFhis is a
favorite site of the authors of 10+1!
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