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Reconnaissance is a succinct compilation of ideas, issues, 
images, emerging trends, contrary thinking, and provocative 
observations all intended to stimulate your thinking on a 
wide variety of topics.

Opportunities multiply as they are seized.
Sun Tzu

We are too dependent of marketing tactics that are not in touch with today’s 
consumer.
Jim Stengel, P&G CMO

I’ll study and get ready, and then the chance will come.
Abraham Lincoln

The demarcation between here and elsewhere has become blurred. Thanks to 
technology, each of us exists simultaneously in not just one ‘here’ but in 
several…such technologies are forcing our brains to restructure themselves and 
accommodate to a world of multiple identity and presence.  
The New Mind, Richard Restak, M.D.



For The First Time Consumers Outspend Brands On Media

In the August 02, 2004 issue of the FT, Peter Thal Larson writes about a recent 
study by Veronis Suhler Stevenson. The article references how consumer 
spending last year overtook advertising as the primary source of revenue for the 
U.S. Media Industry, reflecting the growing popularity of pay-television, DVDs, 
video games, ring tones, and the internet in an era characterized by 
ever-expanding choice for media users. The study stated that consumer 
spending on media at $178.4bn, an increase of 6.5%, surpassed advertising, 
which grew by a mere 3.2% to $175.8bn in 2003. 

Clearly this development is to be taken seriously by all marketers. It points to 
rapidly changing behavior in consumers who are actively paying to avoid and 
evade ad-supported media. This is further evidence that mass media is losing 
its historic grip on the market it once dominated.

The Forbidden City’s Not So Discreet Secret

In the critically acclaimed book Lords of the Rim, Sterling Seagrave describes 
China as “invisible”. While that may be true in cultural terms, there is no 
questioning the fact that China’s economic development has been very visible. 
And as we have been reading & hearing more and more about China’s assent to 
a market oriented, consumer centric economy, it is no surprise that many 
international brands have popped up in Beijing. What is surprising, however, is 
the commercial nature and overt Western brand presence. The most obvious 
example is the Lamborghini dealership set to open 5 blocks from the Forbidden 
City and Tiananmen Square. 

The following is a pictorial on Beijing’s premium brand landscape meant to 
illustrate the progress the capital has made into the world of commercial brand 
development. We believe this country-wide trend will continue to heighten, 
especially as the 2008 Olympic Games approach.
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Huge Demands on Big Brands 

Over the past few years, we have observed a number of material trends that 
affect marketers. These trends have gathered steam and are now creating a 
perfect-storm environment that big brands have no choice but to address 
directly. In the coming issues, we will explore the following 6 trends in greater 
detail:

1. The unrelenting destruction of the mass market
One size no longer fits all. Technology and media choice have helped people 
discover the importance of individuality. The ability to seek out and 
communicate with others with like interests, no matter how obscure, has made 
today’s youth prize their uniqueness more than any generation before them. 

In the 1960s, an advertiser could reach 80% of U.S. women with a spot aired 
simultaneously on CBS, NBC, and ABC.  Today, an ad would have to be shown 
on more than 100 TV channels to have even the remotest possibility of 
achieving the same end. (Source: Business Week, July 12, 2004). 

2. The proliferation and unbundling of media 
According to Nielsen Media, the average U.S. household received 27 channels 
in 1994; today, that number is closer to 100.  In the past decade, over 400 new, 

“targeted” consumer magazines have been launched.  As Business Week 
recently reported, “Only 10% of the 6,200 consumer magazines published 
today in the U.S. are general-interest titles, down 30% two decades ago.” Add 
to that the thousands of online and mobile media outlets and the point 
becomes ultra clear. 

3. The loss of trust
Consumers have lost confidence in the honesty and integrity of Corporate 
America. Where can we find trust after the betrayals of the past few years, 
greedy CEOs, Wall Street analysts with conflicts of interest, made-up press 
stories, abusive manufacturing practices, exaggerated oil reserves, doctors 
accepting kick-backs from pharmaceutical companies?  Think about what 
today’s young people have experienced in their short time on this planet—the 
Columbine shootings, the Monica Lewinsky scandal, Enron, 9/11, and a very 
loud & divided political spectrum. 

4. Society’s commercial information overload
Research is confirming that people are undergoing sensory overload. In the 
Book The New Brain, Richard Restak M.D. highlights our societies’ attention 
deficit. His theory talks about how the brain must reorganize and evolve to 
keep pace with the utter volume of information it must now process. He points 
to, “Time-compressed speech, which is routinely used on radio and TV to 
inject the maximum amount of information per unit of time.”
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He continues, “We all have become accustomed to rapid-fire commercials 
spoken at truly incomprehensible speeds. Think of the last car commercial you 
saw where all the ‘fine print’ of the latest deal was read with lightning speed, or 
the pharma pitch that names a dozen possible side effects in less than five 
seconds.”

5. The power of the retailer and weakness of the manufacturer
A product’s availability, how it is presented to the customer, its price, and the 
presence or absence of rival brands—these factors drive sales and determine 
market share.  Manufacturers no longer control these variables—retailers do.  In 
many ways, the major retailers now play the role once reserved for the 
30-second TV spot, which beamed into 80% of America’s homes—they 
communicate for brands. 

Recently P&G announced major plans to restructure how it’s brands 
communicate within the retail environment – the new formula, aptly named 
Shopper Marketing is changing almost every marketing function within the 
largest consumer marketer in the world. 
  
6. The inexorable rise of the private label - The stigma of private-labels is gone.  
 
Boston Consulting Group recently issued a report entitled: “Private-label: Threat 
to Manufacturers, Opportunity for Retailers”
 
“Consumer Reports recently ranked many of the private-label products of 
Wal-Mart, Safeway Winn-Dixie Stores, Albertsons, and The Kroger Co. among 
the top ten brands in many categories, including crunchy peanut butter, tuna, 
raisin bran cereal, ice cream, and strawberry yogurt. Two-thirds of U.S. 
consumers think private-label products are as good as branded products.  And 
virtually every household in the country has purchased a private-label product in 
the past year.”
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The Coming Boom of Mobile Device Content
 
Ten percent of the all music industry revenue is ring tones. In one hour of 
programming in the U.K., Big Brother earned $6 million from text messaging 
alone. According to Forrester, the mobile gaming and content business will 
increase to $77.8bn by 2007, up from today’s $16.8bn, representing industry 
wide year-on-year growth of 64%. 
 
The pure business opportunity that ‘mobile’ offers brands and content providers 
is significant. Capturing the opportunity is the hard part. In our view, the ability 
to balance the following 4 dynamics will dominate the future:

1. Creativity
2. Technology
3. Production quality
4. Marketing

Unfortunately, current developers and publishers approach wireless from a 
‘porting’ standpoint, in which campaigns are forced into their operational model 
and pumped out to the consumer. This leads to a disconnect between the 
wireless service and the original brand equity, leading the consumer to ignore 
most of the programs.

The MTV Video Game Music Video Awards?

For the first time in history, MTV awarded its first Video Music Award in the 
video gaming category. "Tony Hawk's Underground" took home the hardware. 
Without noticing, a new distribution channel has officially been born. 
Reconnaissance asks the obvious question: How long will it be until the next hit 
launches on an Electronic Arts title and what does this mean for marketers?
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Brand Extensions Growing in Popularity?

Hummer has launched a cologne, Gucci is building a hotel, Audi is creating a 
restaurant, and Evian is creating a chain of international day-spas*.  We are 
witnessing the beginning of a significant marketing trend in which brands are 
seeking to live outside the traditional communications channels. The reasons 
why will often be discussed in this paper but can be best summed up by Larry 
Light, CMO of McDonald’s, when he said, “The days of mass-marketing are 
over”.

In our view, it is quite possible that brands will begin to take their ‘old’ 
advertising budgets and begin to create ‘new’ branded assets. A potential 
Gucci hotel is a prime example. Rather than investing $25MM in advertising, 
they could create one of the world’s most luxurious hotels – which would serve 
as a living embodiment of the Gucci brand and would likely generate more 
press and media presence than an investment of $25MM in advertising. Further, 
branded extensions that function as marketing also create their own direct 
revenue stream.

*Which of these extensions do you think is actually happening? Reply to 
recon@anomalynyc.com

Anomaly Communications is a new type of communications company 
specializing in the creation of entrepreneurial marketing opportunities and 
solutions for brands. Comprised of an elite group of proven executives with 
experience that spans brand and business strategy, advertising, media-strategy, 
innovation, content, and client-side management. For more information about 
Anomaly please visit www.anomalynyc.com. 

To inquire about Reconnaissance or contribute please send email to: 
recon@anomalynyc.com
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