
BINDEX 01/19/2011 22:49:48 Page 213

Index

About.com, 61

Acculturation, 104. See also

Immigrant population

Advertising to Baby Boomers

(Nyren), 82–83

African-Americans:

in advertisements, 138–139

aspirational advertising,

144–147

community support/

involvement, 147–148

cultural aspects, 149

do’s and don’ts of marketing,

150–151

keeping it real, 140–143

leaving ads open to interpreta-

tion, 140

marketing statistics, 136–137

product packaging, 143–144

skin tone diversity, 139–140

top markets, 137–138
AMP. See Bryant III, Percy

Amtrak, 15

Angelika theater, 12–14

Apple, 6, 87, 96, 97, 200

Asians and Asian-Americans:

community support/

involvement, 159

cultural aspects, 158–159

defined, 152–153

evaluating the market, 155

media options, 156

online/digital marketing, 158

subsegments of, 156

213

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



BINDEX 01/19/2011 22:49:48 Page 214

Asians and Asian-Americans:

(Continued)

translation services, 156–158

in the U.S., 153–155

See also Immigrant population
Assimilation, 104. See also

Immigrant population

Association marketing, 188–189

AT&T, 174–175. See also

Cingular Wireless

Attracting new potential

customers:

communicating with relevance

culture, 44–46

language, 43–44, 51–52

style, 46

transcreation,46–50,

129–131

tweaking marketing

materials, 50–51

complaints, 19–20

examples of, 12–16, 26–32

generational differences (see

Generational differences)

hire from target group, 20

hiring a consultant, 22–23

modifying products and

services, 24–26

observing and talking, 17–18

operational friendliness

examples of, 39–40

overview, 38–39

operational readiness

overview, 33–34

examples of, 34–38

getting started, 40–41

researching your target,

16–17, 18–19

resistance to

examples of, 67–71

with employees, 71

with customers, 71

getting started, 40–41

See also African-Americans;

Asians and Asian-

Americans; Gay, lesbian,

bisexual, and transgen-

dered (GLBT) population;

Hispanic/Latino popula-

tion; Immigrant popula-

tion; Marketing;

Microtargeting; Women
AutoTrader.com, 63–65

Baby Boomer generation:

and eyewear industry,

28–29

and media, 21

overview, 75, 80–84

and Soma Intimates, 32

See also Generational

differences
Baby Phat, 140–141, 142

Baer, Jay, 61–62

Bailey, Maria, 94

Barbara’s Way, 92–94

Bella Pictures, 172–174

Bennett, Tim, 175–176

Berman, David, 203

Birkenstock, 96, 98

BMW, 176–177

Bourgeois Boheme, 206

Bryant III, Percy, 149

BSMMedia. See Bailey,

Maria

Bubbles Car Wash, 62

Bugaboo, 166

214 Index

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



BINDEX 01/19/2011 22:49:49 Page 215

Cadbury, 166

Carson, Dr. Ben, 146–147

Chick-fil-A, 166

Christy, Jack. See Christy’s

Christy’s, 124–125

Cingular Wireless, 9–10

Coldwell Banker. SeeNash, Mark

Constant Contact, 58, 59

ConsumerStyles, 204

Contactology, 58

Container Store, 34–35

Corporate social responsibility

(CSR), 166. See also

Marketing, based on

political views

Cox, Larry, 188–189

Dove, 144

Easy Contact, 58

easywebtutorials.com, 61

Eaton, Karen, 140

Edwards, Kim, 138–139

EmailSynergy Platform, 58

Embassy Suites, 175–176, 178

Equmen, 193

External Reefs, 82

Facebook, 61

Fanta, 128

Fast Companymagazine, 82

Ferrari Beverly Hills, 208

Fields, Bea, 87

Fisher-Price, 94–95

Freedom Paradise, 37–38

Frost Bank, 37

Gaffney, Stuart, 174

The Gap, 165

Gay, lesbian, bisexual, and

transgendered (GLBT)

population:

and Amtrak, 15

and AT&T, 174–175

and Bella Pictures, 172–174

and BMW, 176–177

as consumers, 169

and Embassy Suites, 175–176,

178

do’s and don’ts of marketing,

176, 178–179

gay-friendlymarketing, 171–178

and Key West promotional

ads, 171–172

and Subaru, 67–69, 170

and Wells Fargo, 175, 177
Gay Mortgage Directory, 169

Generational differences:

and media, 20–22

core segments, 75–88
Gen X:

and media, 21

overview, 75, 84–86

See also Generational

differences
Gen Y:

and media, 21

overview, 76, 86–88

See also Generational

differences
Gen Z, 76, 88–90. See also

Generational differences

Girl Scouts, 14–15, 120

Go Green Couriers, 166

Greenz, 26–27

Habbo Australia, 90

Harley-Davidson, 17–18

Hispanic/Latino population:

cultural overview, 114–116

customer service, 134–135

Index 215

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



BINDEX 01/19/2011 22:49:49 Page 216

Hispanic/Latino population:

(Continued)

and dental industry, 69–70

and Fanta, 128

and Girl Scouts, 14–15, 120

and Home Depot, 51

and insurance industry, 39–40

and Mattress Firm, 35–37,

117–118

and Minute Maid, 118–120

operational friendliness,

121–126

operational readiness, 116–121,

125

and Sherwin-Williams, 15–16,

121–122

using Spanish in marketing

messages, 126–129

and Target, 51

and telecommunications

industry, 112–113

and Toyota, 128–129

tweaking product offerings for,

131–134

and Walmart, 118

See also Immigrant population
Hobbies and special interests:

marketing overview,

180–184

direct marketing, 184

special interest magazines/

web sites, 184–185

editorial contributions, 185

venue marketing, 186

niche marketing, 186–187

association marketing, 188–189

connectors, 189–190
Hollar, Katie, 89

Hollis, Jack, 200. See alsoToyota

Home Depot, 51

iContact, 58

Immigrant population:

acculturation, 104–105, 108

cultural embracer, 106

cultural integrator, 107–108

culture loyalist, 105–106

cross-culturer, 106–107

marketing examples, 108–111

marketing overview, 102–104

See also Asians and

Asian-Americans; Hispanic/

Latino population
Iraq and Afghanistan Veterans of

America. See Rieckhoff, Paul

Jango Mail, 58

JCPenney, 190

Jones Soda Company, 6

Kavovit, Barbara. See Barbara’s

Way

Keds, 98–99

Kmart, 201

Kochanowicz, Adam, 204

Kroger, 200

Latch-key kid, 84–85

Lathrop & Gage. SeeHollar, Katie

Lewis, Melissa, 144

LSNMobile, 65, 90

Mail Chimp, 59

Marketing:

to African-Americans (see

African-Americans)

to Asians and Asian-Americans

(see Asians and

Asian-Americans)

216 Index

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



BINDEX 01/19/2011 22:49:49 Page 217

attracting new potential

customers (see Attracting

new potential customers)

following the dollars, 10–11

to gay, lesbian, bisexual, and

transgendered population

(seeGay, lesbian, bisexual,

and transgendered [GLBT]

population)

to Hispanic/Latino population

(seeHispanic/Latino

population)

based on hobbies and special

interests (seeHobbies and

special interests)

to immigrants (seeHispanic/

Latino population;

Immigrant population)

lazy thinking, 4

to meat eaters, 207–209

microtargeting (see

Microtargeting)

to military members, 196–201

narrowcasting (see

Narrowcasting)

based on political views,

163–167

to the rural population,

192–195

spray and pray approach,

3–5

to the urban population,

191–192

to vegetarians, 202–207

to women (seeWomen)
Mars, 166

Mars UK, 205

Mattress Firm, 35–37, 117–118

Mature generation:

and media, 20–22

and moving industry, 29–31

overview, 75, 76–80

See also Generational

differences
McDonald’s, 28

MeatEaters Ball, 208

Mensa International, 180–181

Mercedes-Benz, 145–146

Michigan Gun Owners, 209

Microtargeting:

overview, 53–54

online tools

web site, 54–56

database, 56

e-mail marketing, 56–57

newsletters, 57–59

link exchange, 59–60

search engine optimization,

60–61

mobile marketing, 63–66
Minute Maid, 118–120

Molton Brown, 206

Morgan’s Wonderland, 40

MyEmma, 59

Narrowcasting:

defined, 5

demographics, 7–9

examples of, 6–7

key to, 7

recognizing values, 9–10

See alsoMarketing, attracting

new potential customers
Nash, Mark, 187

National Auctioneers Association

(NAA), 124

Niche marketing, 186–187

Index 217

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



BINDEX 01/19/2011 22:49:49 Page 218

Nike, 9

Nyren, Chuck, 82

Olay, 96

Operational friendliness. See

Attracting new potential

customers, operational

friendliness

Operational readiness. See

Attracting new potential

customers, operational

readiness

Pacific Century Realty. See

Berman, David

Pantene, 144, 145

Political consumerism, 164. See

alsoMarketing, based on

political views

Red Bull, 88

Rieckhoff, Paul, 198

Roots of Nature, 141, 143

Rural Singles of America, 193–195

Sam’s Club, 28

Sculptees, 193

Sherwin-Williams, 15–16, 121–122

Simmons, Kimora Lee. See Baby

Phat

SiteEDGEAgency. SeeThompson,

Janice

Socially responsible investment

funds (SRI funds), 164.

See alsoMarketing, based

on political views

Soma Intimates, 32

Southwest Airlines, 148

Spanx, 193

Starbucks, 166, 181–182

Subaru, 67–69, 170

Swartz, Jeff. See Timberland

Target, 28, 51, 140

Thompson, Janice, 198

Timberland, 165, 167

Timmerman, Melissa, 175

Toyota, 6–7, 31, 128–129, 200

Transcreation, 46–50, 129–131

Vaseline, 144

Vegetarian Society, 206

VegPage.com. See Kochanowicz,

Adam

Venue marketing, 186

Vertical Response, 58

Walmart, 118, 165. See also

Sam’s Club

website-marketing.suite101.com,

61

Wells Fargo, 175, 177

WhiteHouse BlackMarket, 97–98

Women:

and Angelika theater, 12–14

as consumer, 91–92, 101

do’s and don’ts of marketing,

101

example of target marketing,

92–95

and Harley-Davidson, 17–18

key aspects to marketing

authenticity, 95

‘‘tools for our lives,’’ 95–96

show possibilities, 96

reflect aspiration, 96–98

reflect values, 98–99

negative aspects to marketing,

100–101

segments of, 100
Wordtracker.com, 61

Work/life balance, 85

218 Index

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


