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February 1, 2018
Thursday
National Freedom Day

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
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Welcome to February
February is the shortest month of the year, but it has
several noteworthy holidays, occasions and events to
celebrate or observe. In 2018, a few of these include:
•
•
•
•
•
•
•
•

African-American History Month (all month)
Groundhog Day (February 2)
Super Bowl Sunday (February 4)
Fat Tuesday, to begin Mardi Gras (February 13)
Valentine’s Day (February 14)
Ash Wednesday, beginning of Lent (February 14)
Chinese New Year (February 16)
Presidents’ Day [U.S.], (February 19)
Calendar-led marketing
When planning your promotion calendar, consider
linking promotional efforts with these and other
holidays, events and occasions. Also consider
noteworthy local or regional dates, those of
particular relevance to your industry or brand, and
those most likely to resonate with buyers. Many
other possibilities are noted throughout each
edition of Marketing FAME and on websites such
as
http://www.holidayscalendar.com/
and
http://www.holidayinsights.com/

10 a.m.

Every day is special, with no exceptions
There’s always something or someone to
celebrate, observe, honor or remember.

11 a.m.

____________________

Noon

First automobile insurance policy:
Something to celebrate?

1 p.m.

Hartford, Connecticut’s Travelers Insurance Company
became the first American firm to issue automobile
insurance -- on February 1, 1898.
The first
policyholder was Buffalo, New York resident Dr.
Truman J. Martin whose premium was $11.25. Clearly,
his 1898 policy of $5,000 liability coverage would need
to be updated in today’s world.

2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

In his book, Celebrate Today, John Kremer points out
the potential for promotional tie-ins to capitalize on
this historic date in the history of automobile
insurance. For example, he suggests that automobile
dealers could promote a sales event in early February,
during which dealers could pay for new buyers’ first
month’s insurance. Or, insurance agents might
promote the occasion to remind policyholders to
review the adequacy of their coverage.
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February 2, 2018
Friday
Candlemas Day * Groundhog Day
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Candlemas Day
Religious observers recognize February 2 as the
anniversary of the day on which the baby Jesus was
presented in the temple. The name “Candlemas”
derives from the accompanying celebration involving
the blessing of candles for sacred use.
____________________

Groundhog Day

Objectives & reminders

Appointments

Some beliefs and practices are driven more by tradition
and custom than can be defensibly justified on their
own merits. For example, one traditional forecasting
belief maintains that if a groundhog can see his shadow
on February 2, another six weeks of winter is
inevitable.
Like most approaches to forecasting, however, the
groundhog test is most accurate in the short-term.
That is, if the groundhog can see his shadow today, the
sun is probably shining today.
____________________

Early morning

May I be excused?
8 a.m.
9 a.m.

On February 2, 1852, the first public lavatory (with a
“water closet”) was opened for “Gentlemen” on Fleet
Street in London. Women had to hold their
enthusiasm for nine more days until the first public
“Ladies” lavatory opened in Strand (U.K.).

10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Publicly accessible restrooms are commonplace today
-- thanks, in part, to marketing wisdom. About 100
years after the first public lavatory opened in London,
marketing researchers in the U.S. working for The
Coca-Cola Company learned that motorists tended to
spend more money when they got out of their vehicles
at gasoline “filling” stations. The company used the
research to convince gasoline retailers to stock Coke
products. “Refreshing” and “ice cold” Coca Colas,
coupled with “clean” and “modern” restrooms
became effective promotional lures to coax motorists
out of their cars.
____________________

Automotive milestone
On February 2, 1925, Walter P. Chrysler introduced
his first Chrysler automobile, priced at $1,595. To
better understand design issues and alternatives, Mr.
Chrysler disassembled and then reassembled
competing vehicles over and over again before
finalizing the design of the first Chrysler automobile.
Today, competitors routinely scrutinize their
competitors’ products by taking them apart.
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February 3, 2018
Saturday
Carrot Cake Day

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
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Feedback can be painful
Twenty-two percent of surveyed office workers
reported that they have cried after going through a
structured performance review, while 20 percent said
they have quit their jobs after such a review. The study
surveyed 1,328 U.S. office workers who had
participated in a structured performance evaluation
review process and was summarized in the February 3,
2017 edition of USA Today, p. 1B.
Tips for supervisors to make
performance evaluations more palatable
1. Don’t focus solely on the negatives.
Include positive accomplishments in the
review too.
2. Focus on observable behaviors. Leave
personalities out of the evaluation process.
3. Give workers the opportunity to point out
their own perceived deficiencies. If they do,
the self-criticism will sting less than if
coming from the manager, plus employees
tend to be more committed to closing the
gaps in performance that they’ve identified
themselves.
4. Identify paths for progress, i.e., show
workers specific action steps to take to
improve performance.
5. Avoid surprises. Don’t wait for the formal
annual review to let workers know that their
performance is subpar. Instead provide
feedback, training and coaching throughout
the year.
6. Stay calm.

Noon

____________________

1 p.m.

Service augmentation

2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

In an effort to differentiate themselves from
competitors and add value for customers, service
providers often add extras to the service package. If
customers are receptive to the augmented services,
competitors tend to copy the innovations and begin
including them as part of their service packages too.
In no industry is this phenomenon more apparent than
in lodging. For example, in February 1932, the Hotel
New Yorker in New York City became the first hotel
to install television sets in guests’ “deluxe suites.”
Guests could tune-in to five hours of programming
daily. Today, of course, television sets in hotel rooms
(in industrialized countries) are no longer considered
extras; they’re expected.
Hotels have to look
elsewhere for extras. Slippers?
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February 4, 2018
Sunday
World Cancer Day
National Day (Sri Lanka)

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening
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Super Bowl 52
This year, the annual climatic concluding game of the
National Football League season will be held today –
February 4 – at U.S. Bank Stadium in Minneapolis,
Minnesota.
Although the stadium will be sold out, there will be
enough room in homes, sports bars and other
gathering places around the country to accommodate
an expected 110-120 million football fans who will
watch at least a portion of the big game on television.
Besides football, food will be a common denominator
of today’s get-togethers – making the day second only
to Thanksgiving in terms of food and beverage
consumption in the U.S.
Are you a cute animal or a child?
According to an aytm.com study of 3,500
viewers of the 2014 Super Bowl,
commercials involving cute animals
and/or children were the most
memorable.
Not surprisingly, the enormous number of viewers
(quite likely the most viewed television event of 2018)
means advertising spots during the telecast will be
premium-priced – possibly exceeding the 2017 rates of
$5.5 million for some of the most desirable 30-second
time slots, such as the first commercial break after the
kickoff.
Much to advertisers’ delight, the Super Bowl telecast
may be the only televised event during the year with an
audience that actually looks forward to seeing the
commercials.
Online retailers prepared for
“revenge shopping”
during Super Bowl
As is the case with many sporting events,
online retailers are likely to be busy today
serving shoppers who resent the
attention their spouses, family and friends
devote to the Super Bowl. To
compensate for the perceived injustice,
some snubbed consumers who have no
interest in football may be expected to
seek revenge today by looking for
something to buy online. Accordingly,
online marketers will be prepared for the
day’s upturn in customer traffic.
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Monday
Constitution Day (Mexico)

Marbleous!

Objectives & reminders

Appointments
Early morning
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Happy birthday: Mr. Potato Head
The most famous spud in the world was born on
February 5, 1952. Shortly thereafter he helped to
revolutionize the toy business by being the first toy
advertised on network television. The advertising
exposure not only boosted sales, but may have had
something to do with him meeting and marrying Mrs.
Potato Head in 1953.
Three children’s markets
Today, advertising to children is
common, as marketers recognize the
enormous potential of reaching these three
markets.
1. Children as direct purchasers, who
collectively spend billions of dollars
of their own money. According to a
2017 National Retail Federation
study, 59% of young consumers
(ages 13-21) report receiving an
allowance, 24% work part-time and
22% make money online.

8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.

2. Children as influencers, who frequently
sway family purchase decisions for
food products, household items, and
even automobiles. Similarly, children
are not shy in offering product and
brand suggestions to Santa Claus and
other gift-givers.
3. Children as future adults. Research
confirms that when consumers are
exposed to brands as children, they
are more likely to develop or
maintain a loyalty to those brands as
adults than if they were not exposed
to the same brands until adulthood.

3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Since those early days, Mr. Potato Head has extended
his exposure in several ways: (1) by helping to crosspromote other products offered by his parent
company [e.g., Children’s Educational Software], (2) by
endorsing other organizations’ products in advertising
[e.g., Burger King french fries], (3) by supporting nonprofit causes [e.g., in 1987 he gave up his pipe and
became the official “spokespud” for the Great
American Smokeout sponsored by the American
Cancer Society], and (4) by appearing on television and
in movies [e.g., Toy Story, Toy Story 2].
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Waitangi Day (New Zealand)

Objectives & reminders

Appointments
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Happy birthday:
Thurl Arthur Ravenscroft
Born in Norfolk, Nebraska on February 6, 1914,
Ravenscroft was a singer throughout much of his
career, but his most remembered contribution to
marketing began in 1952 when he landed the job as the
voice of Tony the Tiger, spokescharacter for Kellogg’s
Frosted Flakes breakfast cereal.
For more than 50 years, Ravenscroft’s deep booming
voice helped Tony repeatedly reinforce Kellogg’s
assertion about Frosted Flakes, i.e., “Theeeey’rrrrre
Grrrrreeeeeat!” At the turn of the century, Advertising
Age magazine dubbed Tony the Tiger as one of the top
10 advertising icons of the 20th century.
After Ravenscroft died of cancer in May of 2005,
Kellogg saluted him with an ad in Advertising Age; the
headline read, “Behind every great character is an even
greater man.”

Early morning
Why advertisers like spokescharacters
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

1. They help consumers identify with
the brands the spokescharacters
represent. Tony the Tiger reinforced
the brand in consumers’ minds by
inseparably intertwining the product
with its packaging and its advertising.
2. Spokescharacters provide continuity
over time. Unlike human spokespeople, for more than 50 years Tony
the Tiger never aged or gained
weight. He was never involved in a
scandal, and he never endorsed
competing brands.
3. They help create a “personality” for
the brand by symbolizing the brand’s
attributes or desired position in the
marketplace. If it weren’t for Tony
the Tiger, Frosted Flakes might be...
too flakey?
4. Young children are more likely to
recognize spokescharacters used in
ads, on packages or in displays, than
they are to recognize human
spokespeople.
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All exchanges are not necessarily
equal: Agree or disagree?
“Men may not get all they pay for in this world, but
they must certainly pay for all they get.” -- Frederick
Douglass, American writer and abolitionist, born in
Tucahoe, Maryland on February 7, 1817
____________________

Decision-making recommendation
Objectives & reminders

“Take nothing on its looks; take everything on
evidence. There’s no better rule.” -- Charles John
Huffam Dickens, English novelist, born in Landport,
England on February 7, 1812
____________________

What should managers manage?
Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon

“The trouble with organizing a thing is that pretty soon
folks get to paying more attention to the organization
than to what they’re organized for.” -- Laura Ingalls
Wilder, American children’s writer (Little House on the
Prairie series), born near Pepin, Wisconsin on February
7, 1867
____________________

Managing crises and adversity
“You must not abandon the ship in a storm because
you cannot control the winds... What you cannot turn
to good, you must at least make as little bad as you
can.” -- Sir Thomas More, English lawyer, politician
and writer, born in London on February 7, 1478
____________________

1 p.m.
2 p.m.
3 p.m.
4 p.m.

Substitute “business” for “country”:
Then agree or disagree?
“The trouble with this country is that there are too
many people going about saying, ‘The trouble with this
country is...’” -- Sinclair Lewis, American writer, born
in Sauk Centre, Minnesota on February 7, 1885
____________________

5 p.m.

Green quality
6 p.m.
Later evening

“I will never put my name on a product that does not
have in it the best that is in me.” – John Deere, founder
of Deere & Company (construction equipment, green
tractors and lawn mowers), born in Rutland, Vermont
on February 7, 1804
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Fat Thursday

Objectives & reminders
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Fat Thursday
As the last Thursday before Lent, German and Polish
Catholics celebrate Fat Thursday as a festive day of
feasting, during which they eat a large amount of cakes,
candy and other food forbidden by their religion
during the Lent season that follows. They often enjoy
the day with family and friends. Accordingly, the day
of celebration is somewhat similar to the more familiar
French day known as Fat Tuesday that kicks off the
Mardi Gras festival.
Although the specific date of Fat Thursday varies on
the Gregorian calendar, it always precedes Ash
Wednesday by six days and Easter Sunday by 52 days.
____________________

Books with wheels?
Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.

On February 8, 1957, the library “bookmobile”
concept began rolling along -- first in front of City Hall
(San Francisco according to some sources, New York
according to others). Recognizing the difficulty some
consumers had getting to libraries, the bookmobile
concept was simple: Take the library to the consumers.
It wasn’t long before bookmobiles were crisscrossing
the streets of hundreds of U.S. cities. The over-sized
vans would arrive at pre-publicized locations and times
(e.g., in the local shopping center parking lot at 2:00
p.m. on Wednesdays) and would stay there for a couple
of hours -- depending on demand -- before moving on
to the next location in another neighborhood.
Bookmobile patrons could browse a few hundred
selections routinely carried on the bookmobile, check
out specific library books previously requested, or
return books already read. At the height of their
popularity, bookmobiles made library services more
accessible to more patrons, and at a cost that was
considerably less than that required to build, staff, and
maintain branch library buildings.

3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Fewer bookmobiles make their rounds today than in
the 1960s, but marketers can and still do capitalize on
the concept of taking the service to customerconvenient locations. This is especially true for
marketers of services that require the physical presence
of the customer or his possessions. For example, some
automobile oil change firms take their “oilmobiles” to
customers’ homes or places of employment; they
service customers’ vehicles while customers do things
that are more productive or more pleasurable than
sitting in a service center's waiting room.

Marketing For All the Marbles Every day, 2018 edition

February 9, 2018
Friday
Winter Olympics begin
(Pyeongchang County, South Korea)

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening
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Happy birthday: Bill Veeck
Born in Chicago on February 9, 1914, Veeck was a
colorful contributor to the history of baseball –
particularly to the marketing of baseball.
Working for the Chicago Cubs in 1937, Veeck decided
to make the ball park (Wrigley Field) more aesthetically
pleasing for fans, so he had ivy planted on the outfield
walls – a key point of differentiation for several
decades.
As owner of the Cleveland Indians, St. Louis Browns
and Chicago White Sox, Veeck pioneered several other
innovations that have been adopted almost universally
by baseball marketers – fireworks, Bat Day and
exploding scoreboards that lead the celebration when
a home-team player hits a home run.
Further, it was Veeck’s idea to put players’ names on
the backs of uniforms so fans could identify them
more easily. Relationship marketers now know that
learning names is an essential building block in forming
lasting business relationships.
To boost attendance and generate publicity and
excitement, Veeck wasn’t afraid to exercise creativity
and do what some baseball marketing purists (i.e.,
those who consider baseball to be solely a sport rather
than entertainment) might consider outlandish and
inappropriate. For example, in 1951 Veeck hired
Eddie Gaedel – a three-foot, seven-inch midget whose
tiny strike zone intimidated the opposing pitcher to the
point that Gaedel actually got on base (apparently a
“walk”). “The fans went wild,” Gaedel later noted,
“and continue to talk about the event.” However, few
people seem to remember which team won the game.
Guiding philosophy for sports
marketers: Agree or disagree?
“There is in all of us a competitive spirit,
but winning has become life and death.
We lose sight that it’s only a game. It’s a
delightful game that is occasionally
played by skillful men. Phil Wrigley once
said that all you need is a winning club.
It’s a damning comment. We all like
winners, but winning without joy isn’t
worth the candle.” – Bill Veeck
For more baseball stories and sports marketing
insights, see Veeck’s 1981 book, Veeck As In Wreck.
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Appointments
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Fire safety:
Do you know this about then?
The first U.S. patent for a fire extinguishing system for
buildings was awarded on February 10, 1863. The
recipient was Alanson Crane from Fortress Monroe,
Virginia. In the event of fire, the system of pipes that
extended across the ceiling could be operated by
someone outside to flood the building with water to
extinguish the fire.
Do you know this about today?
February 10 is a good day to familiarize
yourself and your coworkers with fire
safety. Begin with these questions:
1. Is there a fire extinguishing system in
the building where you work? If not,
are hand-held fire extinguishers
available? Where are they located?
Are they operable?

9 a.m.

2. Further, does your organization have
a fire safety plan? Is everyone in your
organization familiar with it? Does
everyone know what to do to prevent
fires, and what to do in a fire
emergency?

10 a.m.

____________________

11 a.m.

Short-term managers:
Fighting fires and alligators

Early morning
8 a.m.

Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

During times of crises -- such as fires -- long-term
plans and strategic thinking are abandoned until the
fires are extinguished. Accordingly, managers who are
overly preoccupied with the day-to-day details of the
business often use a fire metaphor to justify
(rationalize?) their short-term orientation.
Although the strength of many businesses lies in their
superior execution of day-to-day details, if managers
spend too much time “putting out fires,” so to speak,
an organization’s long-term may be sacrificed
unnecessarily. So, effective managers think in terms of
balancing the short-term with the long-term.
On February 10, 1982, U.S. President Ronald Reagan
used another crisis management metaphor to illustrate
the short-term/long-term balancing challenge that
managers face: “I know it’s hard when you’re up to
your armpits in alligators to remember you came here
to drain the swamp.”
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Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
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Happy birthday: Edward Johnston
Born in San José, Uruguay on February 11, 1872,
Johnston was an influential British calligrapher and
letter designer. He spent most of his career teaching
lettering design classes at the Royal College of Art
where he authored two noteworthy books, Writing and
Illuminating and Lettering (1906), and Manuscript and
Inscription Letters (1909).
Today, lettering is much less of an artistic skill as word
processing technology allows businesspeople to
choose from dozens of fonts with the effortless click
of a mouse. Still, it is useful to be sensitive to the
impressions that alternative lettering designs are likely
to make in readers’ minds.
Font selection matters
If you’re not convinced of the role that
letter design has in advertising, signage,
packaging and correspondence, consider
the different impressions evoked by
alternative letter designs for each of the
businesses listed below.
Principle: Effective letter designs should
reinforce – not contradict – the mental
images that firms wish to evoke.

Forever Bridal Boutique
10 a.m.
11 a.m.
Noon
1 p.m.

versus
FOREVER BRIDAL BOUTIQUE
Big Game Bar & Grill
versus
Big Game Bar & Grill

2 p.m.

Party-Time Arcade
versus
Party-Time Arcade

3 p.m.

Progressive Medical Associates

4 p.m.

versus
Progressive Medical Associates

5 p.m.

Speedy Delivery Service

6 p.m.
Later evening

versus
Speedy Delivery Service
Old-Fashion Barbeque
versus
Old-Fashion Barbeque
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Happy Birthday: Peter Cooper
Born in New York City on February 12, 1791, Cooper
dabbled with several mechanical inventions in the
emerging industrial age, but unfortunately none of
them became particularly profitable ventures.
However, Cooper was successful in several businesses
that he started or purchased. One of these was a glue
factory, in which he serendipitously created a flavored
gelatin product -- the ancestor of what we now know
as “Jell-O.”

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Today, we recognize that one of the keys to the
longevity of many discretionary products is their
suitability for new uses or new applications. That is,
the identification and adoption of new uses helps to
boost a product’s sales and extend its life. New uses
often attract new buyers to the product category. New
uses can increase existing customers’ usage rates and
especially in the case of food products, keep customers
from becoming bored with the product. Jell-O, for
example, is not just Jell-O, per se; rather it is a key
ingredient in more than 700 food recipes that help the
product category and brand to thrive.
New applications are essential
when old ones fade away
If you’re not convinced, try
counting the number of people
you know who still use baking soda
for baking.
____________________

Publicity to prove capability
What do you get when you marry 10,000 pounds of
pound cake batter with 4,810 pounds of
vanilla/almond frosting? A record-breaking wedding
cake weighing more than five times as much as a
Volkswagen Beetle and all the publicity its maker can
eat.
The cake was unveiled at the New England Bridal
Showcase on February 12, 2004, by Mohegan Sun
(casino and hotel) to demonstrate its wedding services
capabilities. The five-tiered, 22-feet tall cake took the
company’s 58-person team of chefs almost two weeks
to create.
Presumably if the hotel’s wedding chefs can prepare a
cake of this size, they can handle the catering for
almost any wedding that might be booked at the hotel.
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Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening
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Happy birthday: Paul Felix Lazarsfeld
Lazarsfeld was born in Vienna, Austria on February 13,
1901, and became a U.S. citizen in 1943. As a
sociologist, Lazarsfeld’s research at the Bureau of
Applied Social Research at Columbia University in
New York explored the marketing implications of
sociological phenomena.
Among his many contributions to the field of
marketing, Lazarsfeld demonstrated the important role
that consumers’ families, friends, co-workers and other
people play in influencing consumers’ purchase
decisions. That is, opinion leaders may be found within
most groups -- people who tend to be gregarious and
are likely to have above-average knowledge of the
brand or product category, and whose perspectives
and recommendations are respected and sought by
other consumers.
Lazarsfeld suggested that marketers aggressively target
opinion leaders, especially for new products: “Once
the advertiser knows who the marketing [opinion]
leaders are, he can direct his advertising to this select
group that will eventually, through its influence,
establish the buying pattern of his total market.”
____________________

School lesson
Born in London, England on February 13, 1910,
William Shockley’s inquisitive mind led him to codevelop and commercialize transistors in the 1950s
and 1960s that would create California’s Silicon Valley
and change the world.
Shockley’s reputation as a tenacious, objective-driven
inventor and businessman were influenced by a
negative experience he encountered in school.
According to Shockley:
“I had one experience which gave me some
slant on the way large organizations run. I was
not allowed to take spherical trigonometry
because I’d sprained my ankle. Because I’d
sprained my ankle I had an ‘Incomplete’ in gym,
phys ed. And the rule was that if you had an
Incomplete in anything, you were not allowed
to take an overload. I argued with some clerical
person in the administration office, and was
stopped there. It’s an experience which I’ve
remembered since, and advised people not to be
stopped at the first point.”
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Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening
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Valentine’s Day research:
What does $85.21 mean?
Many descriptive summary statistics are reported for
holidays and occasions throughout the year -including some for Valentine’s Day, which is
celebrated annually in the U.S. on February 14. The
statistics typically provide a glimpse of how many
consumers observe the occasion, how much they
spend, what items they purchase, and so on.
However, the summary statistics are often singled-out
and reported by the media with little or no context
regarding the methodologies used – methodologies
that could sway a study’s findings considerably. So,
before fully digesting or acting on these statistics, it can
be helpful to locate the original research in order to
scrutinize the methodologies and learn precisely what
the statistics represent and how they were calculated.
To illustrate, on the day before Valentine’s Day in
2017, USA Today reported a couple of Valentine’s Day
summary statistics they called “USA Snapshots.” One
asserted that the “average spending on significant
other for Valentine’s Day 2017” was $85.21. A
footnote indicated that the finding stemmed from a
“survey of 7,591 consumers.”
So, what does “$85.21” represent? Consider how the
answers to the following questions could affect the
magnitude and meaning of the statistic:
1. Was “spending” operationalized as actual money
spent, what respondents remembered spending, what
they planned to spend, or something else?
2. Was the “average” calculated as the mean, median,
mode or some other measure of average?
3. Did “spending” include only gifts, or were cards,
dining and travel (airfare, mileage expense) also
included? Was spending the day or two before
Valentine’s “Day” included or excluded?
4. Exactly what is a “significant other”? Was the
statistic inflated by respondents with multiple
significant others, or otherwise biased by those
with different definitions of “significant other”?
5. Were “consumers” adults, or were teens and
children surveyed too?
6. Was the survey conducted online – underrepresenting seniors, less-educated and rural
consumers who are less likely to use the Internet?
7. Did consumers voluntarily take the survey,
possibly excluding potential responses from those
who don’t observe Valentine’s Day?
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Thursday
Susan B. Anthony Day

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
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Happy birthday:
Cyrus Hall McCormick
McCormick was born in Virginia’s Shenandoah Valley
on February 15, 1809. Like most people of the era,
McCormick was born into a family of farmers. His
father helped instill in him an interest in easing the
burden of farming work. When only 15 years old, he
built a light-weight cradle used to harvest grain. At 22
he invented an efficient reaper, soon followed by a new
threshing machine.
Although mechanically-inclined, McCormick’s success
probably had more to do with his aptitude as a
marketer than as an inventor. For example, to convey
the superiority of his reaper’s design he challenged his
key competitor -- Obed Hussey -- to a head-to-head
contest in 1843. McCormick’s reaper won in
convincing fashion, cutting 17 acres in the same
amount of time it took Hussey to cut only two acres.
McCormick was so interested in farmers’ perspectives
that he moved to the mid-western U.S. to be
geographically closer to them. He listened to farmers
and distributors, and adopted many of their
suggestions for improvements.
One reaper
improvement we might consider an obvious need
today, was not so apparent to his competitors -- a seat.
The seat eliminated the need for farmers to walk
alongside the reaper -- thus reducing farmer fatigue
and increasing the reaper’s appeal.
Recognizing that service quality is part of the bundle
of benefits that buyers buy, McCormick also made
building and maintaining a competent and serviceoriented network of dealers a top priority -- a practice
that marketers routinely recognize as key today, but
one that was much more novel in McCormick’s era.

2 p.m.
3 p.m.

Greatness can begin today!
4 p.m.
5 p.m.
6 p.m.
Later evening

“Greatness consists not in the holding of some future
office, but really consists in doing great deeds with little
means and the accomplishment of vast purposes from
the private ranks of life. To be great at all one must be
great here, now... [R]emember this, that if you wish to
be great at all, you must begin where you are and what
you are... now.” – Russell Conwell, American lawyer,
writer, Baptist minister, and founder and first president
of Temple University. Conwell was born in South
Worthington, Massachusetts on February 15, 1843.
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Friday
Chinese New Year

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
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Chinese New Year
The Chinese New Year (CNY) is considered the most
important of the traditional Chinese holidays –
celebrated in China, of course, as well as in countries
with a significant Chinese population or cultural
influence, including the U.S., Canada, Australia and the
Philippines, among others.
Unlike the Gregorian calendar, the Chinese calendar is
based on cycles of the moon, so the beginning of each
CNY doesn’t precisely correspond to the dates found
on the Gregorian calendar. Typically, however, the
first day of the CNY falls somewhere between lateJanuary and mid-February.
Legend provides celebration clues
According to Chinese legend, Nian, a maneating monster descended from the
mountains annually on New Year’s Eve to
feast on humans. Over time, the Chinese
learned that Nian feared the color red as well
as loud noises, so in order to “Guo Nian”
(survive the Nian), people learned to use red
colors liberally and shoot fireworks. Once
the annual Nian threat was repelled,
additional fireworks, feasts, red clothing, and
other traditions were used to celebrate the
anticipation of another safe year.

10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

The length of CNY celebrations varies around the
world, but may begin on New Year’s Eve with a family
reunion and feast, and continue for up to 15 days, with
each day celebrated or observed in a slightly different
way. Generally, only the first day or the first few days
of the CNY are recognized as public holidays, if at all.
When CNY begins on the weekend, the public
holidays may be pushed into the following work-week.
Marketing opportunities
for this CNY tradition?
Chinese families give their homes a
thorough cleaning prior to the beginning of
the New Year – to rid homes of bad luck so
that good luck may enter. Similarly, some
apply a fresh coat of red paint to doors and
window frames to keep bad luck at bay. Red
clothing also is considered lucky and anyone
wearing bright red during CNY celebrations
is destined to have a bright future.
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February 17, 2018
Saturday
Random Acts of Kindness Day

Objectives & reminders

Appointments
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Happy birthday: Michael Jordan
Born in Brooklyn, New York on February 17, 1963,
Jordan became what some people consider to be the
best basketball player in the history of the game. One
key to his basketball success was his positive attitude,
which also can be applied to business pursuits.
According to Jordan: “Obstacles don’t have to stop
you. If you run into a wall, don’t turn around and give
up. Figure out how to climb it, go through it, or work
around it.”
Athletes as advertising short-cuts:
Agree or disagree?
“You can’t explain much in 60 seconds [of
advertising], but when you show Michael
Jordan, you don’t have to. It’s that simple.”
– Phil Knight, co-founder and former CEO
& chairman of Nike (Nike was one of
Jordan’s key endorsements)
____________________

Early morning

Focus group innovation
8 a.m.
9 a.m.

The “transparent mirror” was invented more than 100
years ago, with the first patent issued on February 17,
1903, to Emil Bloch. The mirrors are reflective on one
side, but allow viewers to see through the mirrors when
viewed from a well lit room on the opposite side.

10 a.m.
11 a.m.
Noon

Today, transparent mirrors are often found in rooms
constructed for focus group research. While the focus
groups are conducted on one side of a mirror,
researchers or clients unobtrusively observe the
participants and listen to their comments while seated
in another room on the other side of the mirror.

1 p.m.

____________________

2 p.m.

Marketing research was/is junk:
Agree or disagree?

3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

“[J]udging from papers which continue to be published
in our most prestigious journals and from research
reports which often form the basis for important
marketing management and public policy decisions, it
is all too apparent that too large a proportion of the consumer
(including marketing) research literature is not worth the paper
it is printed on or the time it takes to read.” -- Jacob Jacoby,
consumer researcher, from an article published in the
April 1978 issue of Journal of Marketing, “Consumer
Research: A State of the Art Review,” pp. 87-96.
Jacoby was born in Brooklyn, New York on February
17, 1940.
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What has been the strongest
non-advertised brand in the world?
It may be the one named after Enzo Ferrari, who was
born on February 18, 1898. Ferrari’s love of
automobiles and racing led him to form his own car
company and his own brand in 1947 -- Ferrari.
Although Ferrari stayed away from advertising, his cars
generated publicity and interest by winning races.
According to Automotive News Europe, by the time Mr.
Ferrari died in 1988, Ferrari racing cars had tallied nine
Formula One world championships and 14 victories at
the 24-hour race of LeMans.
Recently, managers of the Ferrari brand began to
advertise on a limited basis. Not surprisingly, the first
television commercial stressed speed, styling, speed,
maneuverability, and more speed. See the ad yourself:
www.youtube.com/watch?v=CPft8xiusTU

Appointments
Early morning
8 a.m.

____________________

Happy birthday:
Louis Comfort Tiffany

10 a.m.

Born in New York City on February 18, 1848, Tiffany
was the son of jeweler Charles L. Tiffany (founder of
Tiffany & Co.). The younger Tiffany went on to
establish his own career as a painter, designer, and
interior decorator. Perhaps Louis Tiffany is best
known for his work with iridescent and stained glass.

11 a.m.

Aesthetic design: Three principles

Noon

1. A product’s exterior design speaks
before its functions do.

9 a.m.

1 p.m.

2. The more publicly visible a product’s
use, the greater the importance of an
aesthetically pleasing design.

2 p.m.
3. Glass is class.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

____________________

Good day to make a sale
“We are all salesmen every day of our lives. We are
selling our ideas, our plans, our enthusiasms to those
with whom we come in contact.” – Charles Michael
Schwab, president of Carnegie Steel Co. (1896-1901),
U.S. Steel Corp. (1901-1903), and Bethlehem Steel
Corp. (1903-1913) – then chairman of Bethlehem Steel
(1913-1939). Schwab was born in Williamsburg,
Pennsylvania on February 18, 1862.

Marketing For All the Marbles Every day, 2018 edition

February 19, 2018
Monday
Presidents’ Day

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening
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Presidents’ Day
The third Monday of each February is set aside as
Presidents’ Day, on which all U.S. Presidents are
honored. Because Presidents George Washington (1st
President) and Abraham Lincoln (16th President) were
born during the month of February (i.e., the 22nd and
12th of the month, respectively), the holiday recognizes
these great Presidents, in particular.
What to say: Insight for
building relationships with
customers and co-workers
“Everybody likes a compliment.”
– President Abraham Lincoln
Accordingly, Presidents’ Day celebrations and
promotions often incorporate images of Washington
and Lincoln, as well as more general patriotic themes
using images of the U.S. flag or red, white and blue
color combinations (i.e., colors of the U.S. flag). Also,
fireworks and the playing of the national anthem are
heard on Presidents’ Day.
What not to say:
Taking the “high” road
“Speak not injurious words, neither
in jest nor earnest; scoff at none
although they give occasion.”
– President George Washington
Finally, note that because Presidents’ Day is a U.S.
federal holiday, most federal workers and the
thousands of businesses that adopt the federal
government’s holiday schedule as their own will have
the day off from work today. Astute marketers know
that when consumers don’t have to report to their jobs,
they have more time to shop, travel and pursue
recreation and leisure activities.
Current and recent Presidents are
too controversial to be honored
today: Agree or disagree?
Although
Presidents’
Day
presumably
honors
all
U.S.
Presidents, marketers tend to exclude
current and recent Presidents from
advertising
and
promotion
campaigns, because they are viewed
as too controversial and thus
references to them might alienate a
significant portion of targeted buyers.
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Social Equality Justice Day

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening
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Happy birthday: Gloria Vanderbilt
Artist, actress, socialite, designer, and spokesperson
Gloria Vanderbilt was born in New York City on
February 20, 1924. After studying art at the Art
Students’ League in New York City, Vanderbilt built a
reputation in oil paintings, watercolors and pastels.
Beginning in the late 1960s, Vanderbilt pursued a more
commercial career by licensing her artwork to
manufacturers of textiles (Bloomcraft) and paper
products (Hallmark), and designing glassware, china,
flatware, and linens. In the 1970s she licensed the use
of her name to makers of products such as eyeglasses,
perfume and clothing. In the late 1970s Gloria
Vanderbilt designer jeans were introduced and
popularized in a series of television ads featuring
Vanderbilt herself.
Attitude is key
“I like the idea of showing that you can
go through a lot and still be on your feet,
still be working, and still be positive about
life.” -- Gloria Vanderbilt
____________________

Advertising pioneer born
Grayson, Kentucky is the birthplace of Helen
Lansdowne Resor -- a business professional described
by advertising legend David Ogilvy as “the greatest
copywriter of her generation.” Resor was born on
February 20, 1886.
Resor’s advertising career is noteworthy in many
respects. More specifically, here are three ways Resor
shaped the practice of advertising. First, she dared to
use sex appeal in ads as early as 1910. For Woodbury
facial soap, for example, she attracted readers’
attention with what was a controversial and risqué
headline at the time: “A skin you love to touch.” Some
magazines refused to print the ad.
Second, at a time when many advertisers used
outrageous claims to hype products, Resor was a
strong believer in the correlation between advertising
believability and effectiveness.
She insisted that
advertising “copy must be believable.”
Third, Resor was among the first to use endorsements of
celebrities and well-known personalities to legitimize
brands -- beginning in the 1920s (e.g., for Pond’s cold
cream).
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International Mother Language Day
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Some promotions are for the
dogs, but apparently some are not
There tends to be an extra element of drama and
accompanying publicity value when sales promotions
and publicity stunts are staged “live.”
But there’s a downside of live events too if things don’t
go as planned. For example, on February 21, 1974, a
dog food manufacturer invited journalists to a
luncheon at which a pedigree dog sat at the table next
to the company’s president. When served the
presumably tasty dog food, the dog refused to eat it.
In an apparent effort to salvage the event, the president
ate the dog food himself. Unfortunately, the dog’s
behavior had already discredited the dog food, while
the president’s bizarre behavior discredited himself.
____________________

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.

Managing the evidence
Because services are intangible and typically not
produced until after they’re ordered, it can be difficult
for consumers to evaluate services prior to purchase.
So, consumers look for bits of evidence in the service
environment that might be used as surrogate indicators
of service quality. For example, is the service provider
dressed professionally? Does the service equipment
appear to be clean, operable and modern-looking?
Because consumers notice these things, so should
service businesses.
Inferential detail
“Never go to a doctor whose office
plants have died.” -- Erma Bombeck,
American humorist, born in Bellbrook,
Ohio on February 21, 1927
____________________

2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Innovations follow innovations
Innovations often create opportunities and demand
for related innovations that follow. Examples: Mousepads followed the mouse, which followed personal
computers. Automobile insurance followed automobiles. Microwavable cookware followed microwave
ovens. And, in New Haven, Connecticut on February
21, 1878, the first telephone book was distributed -only a few years after the telephone was introduced.
The directory listed about 50 names.
What new product/service opportunities might stem
from modern-day innovations such as electric cars,
self-driving cars, and drone delivery services?
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Thursday

Famous response to customer inquiry

Anniversary of People Power
Revolution (Philippines)

Objectives & reminders

Appointments

Francis P. Church was born in Rochester, New York
on February 22, 1839. Part of his career was spent as
an editorial writer for the New York Sun where he
reminded marketers of the importance of responding
to customer comments in a thoughtful and respectful
way.
Customer feedback is essential
Today, market-oriented businesses
welcome customers’ comments which
include complaints, suggestions,
compliments and inquiries. Such
comments help businesses better
understand what their customers
value, how customers use the
products, what they want, what they
are thinking, and so on. Customer
comments also provide businesses
with opportunities to build relationships with customers.

Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Church recognized that well-crafted responses to
readers’ comments could help the newspaper
strengthen its relationships with readers. Little did he
know in 1897 that one such response would continue
to make a memorable impression for generations to
come. That is, rather than dismissing young Virginia
O’Hanlon’s inquiry about the existence of Santa Claus
as childish or beyond the editorial scope of the
newspaper, Church seized the relationship-building
opportunity to reply, as shown in the accompanying
box.
Yes there is!
“Yes Virginia, there is a Santa Claus. He
exists as certainly as love and generosity
and devotion exist, and you know that
they abound and give to your life its
highest beauty and joy. Alas! How
dreary would be the world if there were
no Santa Claus! It would be as dreary as
if there were no Virginias. There would
be no childlike faith then, no poetry, no
romance to make tolerable this
existence.
We should have no
enjoyment except in sense and sight.
The eternal light with which childhood
fills the world would be extinguished.”
– Francis P. Church
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National Banana Bread Day

Objectives & reminders

Appointments
Early morning
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Brands satisfy need for
dignity: Agree or disagree?
When low-income consumers are shown how much
money they can save by buying house brands at the
grocery store instead of well-known national brands,
some reject the seemingly rational argument. Why?
Because they realize they may never live in an affluent
neighborhood or drive a new car, or take an overseas
vacation -- like more affluent consumers do -- but they
know they can afford a premium grade jar of mustard,
a set of tournament marbles or a bottle of the leading
brand of soft drink -- like more affluent consumers do.
To market to the poor,
first empathize
“To be a poor man is hard, but to be a
poor race in a land of dollars is the very
bottom of hardships.” – William E.B.
Du Bois, sociologist and founder of the
National
Association
for
the
Advancement of Colored People
(NAACP), born in Great Barrington,
Massachusetts on February 23, 1868

8 a.m.
____________________
9 a.m.

Inventing a new category
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.

One way to beat the competition is to differentiate
your product so much that, in effect, a new product
category is created. That’s what Leo Hirshfield did on
February 23, 1896, when he first produced a candy
treat named after his five-year-old daughter, “Tootsie.”
Unlike competing treats, the Tootsie Roll wasn’t exactly
a chocolate drop, nor was it exactly a fudge piece.
Consumers didn’t exactly eat or suck Tootsie Rolls;
they chewed them. Clearly, Tootsie Rolls were
differentiated.
When Hirshfield began producing Tootsie Rolls, he
made about 200 per day. Today, thanks to a strong
brand reputation and plenty of automated equipment,
the company cranks out 64 million Tootsie Rolls daily.
____________________

5 p.m.

Staying customer-focused
6 p.m.
Later evening

“It’s customers that made Dell great in the first place,
and if we’re smart enough and quick enough to listen
to customer needs, we’ll succeed.” – Michael Dell,
founder of Dell Computers, born in Houston, Texas
on February 23, 1965
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Flag Day (Mexico)

Objectives & reminders

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
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Happy birthday:
Elizabeth G. MacDonald
Ms. MacDonald was born on February 24, 1894. She
was a homemaker in Saginaw, Michigan in the late
1920s who was dissatisfied with the household cleaners
that were sold at the time. So, MacDonald researched
various cleansing ingredients and formulated her own
cleaner in about 1930. Dubbed Spic and Span, the
brand name meant “perfectly clean.”
Prior to the brand being sold in 2001, Spic and Span
was produced by Procter & Gamble who advertised it
heavily during television soap operas such as Search for
Tomorrow. Several other soap products also sponsored
the soap operas, which is why they are called “soap”
operas or “soaps,” for short. Today, Spic and Span is
owned by Prestige Brands and is still available on
retailers’ soap aisles.
____________________

Leadership role
“My job is to listen to ideas, maybe cook up a few of
my own, and make decisions based on what’s good for
the shareholders and for the company.” – Phil Knight,
co-founder and former CEO & chairman of Nike,
born in Portland, Oregon on February 24, 1938
____________________

New calendar issued
Pope Gregory XIII announced a new calendar on
February 24, 1582. Distinguished mathematicians and
astronomers of the day agreed that the Julian calendar
was ten days off, thus the need for the new calendar
that went into effect later in the year.

1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

In most Catholic countries the new Gregorian calendar
replaced the previously used Julian calendar, although
Great Britain and the American colonies did not adopt
the Gregorian calendar until 1752. Today the
Gregorian calendar is the most widely used calendar in
the world.
____________________

Design as a product’s soul
“In most people’s vocabularies, design means veneer...
But to me, nothing could be further from the meaning
of design. Design is the fundamental soul of a manmade creation.” – Steve Jobs, co-founder and former
CEO of Apple Inc., born in San Francisco, California
on February 24, 1955
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National Day (Kuwait)
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Appointments
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Happy birthday: Adelle Davis
Born in Lizton, Indiana on February 25, 1905, Davis
was a pioneering nutritionist who encouraged people
to pursue healthy lifestyles, especially with regard to
their diet. Two of her books included Let’s Cook It
Right (1947) and Let’s Eat Right to Keep Fit (1954); both
found receptive audiences.
She once observed that, “[t]housands upon thousands
of persons have studied disease [but] [a]lmost no one
has studied health,” but is perhaps best known for her
observation that, “[y]ou are what you eat” (she
popularized the expression, although it originally
appeared in a 1923 advertisement for beef).
Today, consumers, businesses and public policymakers are increasingly health conscious. Consumers
read government-mandated nutrition labels on food
packages while food producers strive to produce
healthier foods. Employers realize that healthy, fit
employees tend to be more productive.

Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.
4 p.m.
5 p.m.
6 p.m.
Later evening

Continued relevance
of nutrition and wellness
“We do need to be concerned about
eating a sensible diet, because this is a
fundamental area in which we can take
charge of our own health... [T]wo thirds
of all deaths in America are directly or
indirectly related to diet...” – C. Everett
Koop, former Surgeon General of the
United States
“Each dollar invested in preventive
health services saves $3.48 in health care
costs and $5.82 in losses due to
absenteeism... 80% of illness and disease
is preventable.” – www.wellnesswiz.com
“Nearly 60% of all companies and 95%
of large companies have programs
designed to encourage individuals to take
some responsibility for their health.” –
www.fitnessworksatwork.com
Acting on the numbers
What are the possible marketing
implications (including new
product/service opportunities)
of these statistics?

Marketing For All the Marbles Every day, 2018 edition

February 26, 2018
Monday
Liberation Day (Kuwait)

Objectives & reminders

www.MarketingMarbles.com

Dress casually today?
In honor of Levi Strauss’s birthday, it’s okay to dress
casually today. Born in Buttenheim, Germany on
February 26, 1829, Strauss created “Levi’s” jeans in
1850 and founded the company that makes them, Levi
Strauss & Company. One hundred and nineteen years
later the popularity of Levi’s prompted Donald Fisher
to launch a new chain of retail clothing stores called
“The Gap.” In the early years, Gap stores sold only
Levi’s jeans.
The French connection
The fabric Strauss used to make pants
was known as serge de Nimes, meaning
that it came from Nimes, France.
Later, the name of the fabric was
shortened to “denim.”
____________________

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.

Happy birthday: Herbert Henry Dow
Born in Belleville, Ontario, Canada on February 26,
1866, Dow graduated from what is now Case Western
Reserve University in Cleveland, Ohio with a degree in
chemical engineering.
While still in his early 20s, Dow developed a process
for manufacturing bromine from brine. To capitalize
on this and other innovations, Dow formed various
companies which eventually led to the formation of the
Dow Chemical Company in 1897. By the time Dow
died in 1930, Dow Chemical plants were producing
more than 200 products. Dow himself received 100
patents during his lifetime.
Policy of excellence
“If you can’t do it better, why do it?”
– Herbert Henry Dow

2 p.m.
3 p.m.
4 p.m.

Today, Dow Chemical, headquartered in Midland,
Michigan is one of the largest chemical producers in
the world, employing 54,000 people worldwide and
tallying more than $48 billion in annual sales across 160
countries.
____________________

5 p.m.
6 p.m.
Later evening

No such thing as “playing it safe”:
Agree or disagree?
“The ultimate risk is not taking a risk.” -- James
Goldsmith, financier and member of the European
Parliament (1994-1997), born in Paris, France on
February 26, 1933
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February 27, 2018
Tuesday

Dummer jokes are no laughing matter

World NGO Day

Objectives & reminders

Governor Dummer Academy, the oldest boarding
school in America, opened for business in Newbury,
Massachusetts on February 27, 1763. The school was
named after its benefactor, William Dummer, who was
the governor of Massachusetts in the 1720s.
Duh!
“Research has shown that the current name
has been an impediment.” -- Judith Klein,
communications director, Governor Dummer
Academy (upon revising the name)
Although the “Dummer” name has served as fodder
for countless jokes over the years, the school continues
to operate today. However, “Dummer” was expelled
from the academy’s name in 2006. Now the school is
officially known as The Governor’s Academy.

Appointments
Early morning
8 a.m.
9 a.m.
10 a.m.
11 a.m.
Noon
1 p.m.
2 p.m.
3 p.m.

Not-so-dumb names
Not surprisingly, there should be a congruency
between the desired image of a company,
brand or institution and its name. Often the
name is the first and sometimes only exposure
consumers have to the organization or brand.
So, if the inventor’s, founder’s or benefactor’s
name doesn’t make a favorable impression (or
if it’s difficult to pronounce, spell or
remember), it’s probably a good idea to use
another basis for selecting a brand or
organization’s name.
Here are three examples of company names
that have carried the same names as their
founders -- names that represent a good fit
with the images the companies want to
reinforce:
1. Strong Funds -- a mutual fund firm named
after Richard Strong (now part of Wells
Fargo).

6 p.m.

2. Crisp Learning -- a series of short,
concisely-written training and “how to”
business books, named after the
company’s founding publisher, Mike Crisp
(Crisp Learning is now an imprint of Axzo
Press).

Later evening

3. Price Club – chain of discount warehouse
stores named after founder Sol Price.

4 p.m.
5 p.m.
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February as a political casualty
Under Julius Caesar’s reign, February normally had 29
days (30 every fourth year), but when Augustus
became the emperor of the Roman Empire, he
chopped a day from February and added it to August - the month named after him.
“Thirty days hath September,
April, June, and November.
All the rest have thirty-one,
Excepting February alone
Which hath but twenty-eight, in fine,
Till leap year gives it twenty-nine.”
-- Anonymous
____________________
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The February effect: More or less
discretionary money available
Because February is the shortest month of the year,
salaried workers paid monthly or semi-monthly may have a
little more discretionary money to spend at the end of
the month. That is, while their paycheck is the same
size as their paychecks received in other months, some
expenses are reduced. For example, instead of buying
gasoline for 30 or 31 days of automobile
transportation, only enough fuel for 28 days is required
in February. Likewise, total food expenses may be
lower during February.
In contrast, workers paid on an hourly basis may find that
they have less discretionary money to spend in
February. With only 28 days in the month, they are
likely to work fewer hours at their jobs during February
(and thus earn less money), yet payments for mortgage
or rent, vehicle payments, and some other “monthly”
bills may be the same size as those faced in other
months.
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Understanding the target market
The variability in February’s effect on
consumer spending serves as a reminder of
the importance of being familiar with the
target market. Knowing that customers are
more likely to be salaried or paid hourly has
implications for promotion appeals and other
business practices. For example, salaried
customers might be encouraged to “splurge”
on items they ordinarily would not buy,
whereas hourly workers might be more
responsive to February appeals that stress
“value” or “savings.”

