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• Adding “New Marketing” tactics to your traditional marketing strategies works as 
well as adding meatballs to an ice cream sundae. 

• Traditional advertising sold products to consumers through mass media. 
• New marketing uses innovative media vehicles, from podcasts to Web sites, to 

target small groups that have a pre-existing interest in the product being sold.
• New marketing builds on 14 trends, such as making direct sales, telling real stories, 

fighting clutter and “Googling.” 
• Other trends include outsourcing, treating people as if they are rich, and selling 

directly, from businesses to consumers, and from consumers to each other.
• The “Long Tail” trend says, “If you give people more choices, revenue goes up.”
• The Internet gives everyone an equal voice, so people can share experiences.
• Google and other search engines have “atomized” the way people make purchases.
• Since people can find almost anything on the Internet, companies that profited by 

exploiting scarcity must rethink their strategies. 
• The Web is a big “haystack” and you are a “small needle.” Reach out to the 

consumers who are looking for you.
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  Relevance

What You Will Learn
In this Abstract, you will learn: 1) Why traditional marketing methods no longer work; 
2) Why simply adding “New Marketing” strategies to your existing tactics won’t work 
either; and 3) How to make new marketing intrinsic to your organization by taking 
advantage of 14 trends. 

Recommendation
The title of Seth Godin’s new book is an immediate tip-off that he knows how to grab 
your attention. This savvy marketer satiates your curiosity quickly, explaining that 
simply adding “New Marketing” techniques, such as podcasting or uploading viral 
videos, to your existing strategies works just about as well as adding meatballs to a 
sundae. The “meatball” in this case is a generic product sold through traditional mass-
marketing tactics. Instead of adding new marketing like a cherry on top of your current 
ad program, gain a true understanding of today’s evolving social marketing environment, 
so you can use it to the advantage of your product. Godin says companies must retool 
their marketing to survive, because “ideas that spread through groups of people are far 
more powerful than ideas delivered at an individual.” He breaks the new marketing wave 
into 14 trends marketers can use separately or in combination. getAbstract recommends 
this timely little book, which is full of case studies and examples that will help anyone 
who is selling an idea, product or service.

  Abstract

Taking Multiple Paths to Reach the Public
When companies graft “New Marketing” tactics onto their existing traditional strategies, 
the result is about as appetizing as topping a dish of ice cream with a meatball. The 
meatball represents “average stuff for average people, delivered straight from the store 
to you.” To be a cutting-edge marketer, don’t make “meatball sundaes.” Instead, dish up 
some new ways to sell. 

Traditional marketing uses a somewhat limited number of conduits to reach the public: 
print or broadcast advertising, packaging, promotions and person-to-person sales. These 
traditional methods are good at selling meatballs, or commodities. In contrast, new 
marketing sells through almost every form of contact, using a plethora of inexpensive 
vehicles to reach the public. Outlets range from Web sites, podcasts, e-mails and text 
messages to online ads in search engines, such as Google. Marketers are scrambling to 
figure out how to use this smorgasbord to their advantage. However, instead of asking, 

“How can we make this new stuff work for us?” they should be asking, “How do we 
become an organization that thrives because of the new marketing?”

The environment in which marketers sell has changed. New marketers find small 
communities of people who have an existing interest in their products or services, and 
capture their attention. New marketing’s fast dissemination of ideas is intense and 
unrestrained, but those who build something buzz-worthy win substantial and immediate 
rewards, so your offerings and organizations must be better than ever, dynamic and 
original. New marketers use their merchandise as the medium and the message by “telling 

“The landscape 
of tomorrow 
(and the day 
after tomorrow) 
is fundamentally 
changed from the 
environment that 
drove commerce 
and organizations 
for the last 
hundred years.”  

“Here’s the sea 
change: You have 
the chance to 
go from fi nding 
customers for 
your products (the 
meatball way) to a 
new way – fi nding 
products for your 
customers.”  
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stories,” “creating remarkable products” and “gaining permission to deliver messages 
directly to interested people.” People now decide if and when they will give you their 
attention. To get that attention, take your product to the people who already want it. 
Although human nature remains the same, marketing must evolve. New marketing is 
made up of 14 trends. Those who apply it well combine several of these trends:

Trend 1 – “Direct Communication and Commerce”
“Eliminating the middleman” has always meant saving money. Now, organizations can 
sell directly to consumers without needing a retail outlet. Instead of interrupting TV 
or radio programming to reach the consumer, marketers can establish direct two-way 
communication. Furthermore, rather than manufacturing a product and then searching for 
customers, companies can produce products they know their customers already want. 

In 2005, Threadless.com sold around $6 million worth of T-shirts via its Web site without 
spending a penny on advertising. Its buyers find the site because the company prints T-
shirts that customers design, and then sells the shirts online. Potential T-shirt designers 
frequent the site and tell their friends about it. When a customer sends an e-mail to 
the company, someone reads it and responds. This demonstrates that, used correctly, e-
mail is a powerful tool. Spam is ineffective because people exercise their prerogative to 
hit “delete.” Permission marketing is the only method that works, because it gives your 
message the status of an invited guest.

Trend 2 – Amplify “the Voice of the Consumer and Independent Authorities”
Organizations can no longer ignore the individual consumer’s voice. For example, 
conduct an Internet search for “Dell hell” and you’ll find hundreds of sites where 
customers share their experiences with Dell computers. Today, everyone is a reviewer 
and a critic, so companies cannot afford to alienate even one customer. Blogs potentially 
give everyone a voice, whereas YouTube offers them a video outlet. People are more 
connected and their opinions carry more weight than any official PR story.

Trend 3 – Tell “an Authentic Story”
In traditional marketing, marketers created a company’s story and communicated it to 
the public. Now that the Web tells everything about everybody, a company’s story is not 
in its control any longer. Wal-Mart advertises that it takes top-notch care of its workers.  
However, when an internal memo from an executive VP stating that the company could 
save money by encouraging turnover appeared in The New York Times, the corporate story 
and the real story conflicted. Now, more than ever, a company’s story must be authentic.

Trend 4 – “Extremely Short Attention Spans Due to Clutter”
The sheer number of choices available to consumers has tolled the death of mass 
marketing. With so much movement and so many choices, people’s attention spans have 
grown shorter. Amazon.com offers millions of books with a simple click. YouTube has 
more than seven million videos online. You can sell something on eBay or Craigslist. 
The number of media alternatives is overwhelming. Today, every single interaction 
with a prospect or customer counts, because you might not get a second chance.

Trend 5 – “The Long Tail”
Whenever companies offer more variety or a new range of prices, sales rise. Popular 
products no longer dominate their markets. Instead, the “other” category is now the 
largest market segment. As author Chris Anderson’s “Long Tail” theory explains, 

“New marketing 
treats every 
interaction, 
product, service 
and side effect as a 
form of media.”  

“New marketing 
doesn’t demand 
better marketing. 
It demands better 
products, better 
services and better 
organizations.”  

“The distance 
between the brain 
of the designer 
and the ear of 
the consumer is 
now much, much 
shorter than it ever 
was before.”  

“Given the 
freedom, market 
leadership spreads 
out, just like an 
oozing cube of 
melting caramel.”
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“Given the choice, people want the choice. In any normal marketplace, if you give people 
more choices, revenue goes up.” Specialization has become paramount for the long-tail 
provider. The people who want your product will find you, even if they make up only a 
small share of the market. When they find you, be ready to create and sustain a bond.

Trend 6 – “Outsourcing”
The brand name on the package does not always represent the actual manufacturer. 
Flextronics produces computer chips for Microsoft. Outsourcing – hiring someone outside 
your firm – is prevalent. No longer bound by geography, outsourcing is often more efficient 
and cheaper. If you want to keep doing a repetitive job in-house, give those who do it the 
freedom to do something that can’t be outsourced – and that can be sold. 

Trend 7 – “Google and the Dicing of Everything”
In the past, companies “bundled” products. When you bought a cell phone, it came with 
a charger. Now, if you lose your charger, you can find a new one on eBay for a fraction 
of the cost the original provider would charge. The day when a store can charge a 600% 
markup because it stocks an accessory is long gone. Search engines have “atomized” 
the way people make purchases. “Component-based” solutions that favor buyers have 
replaced the “end-to-end solutions” that were in the distributors’ best interests.

Trend 8 – “Infinite Channels of Communication”
Once, the company with the most advertising money usually won. It created products that 
appealed to large numbers of people and reached them by traditional media. The equation 
has changed. Instead of producing generic merchandise for large audiences, concentrate 
on the fraction of people who are fervently interested in your product. Blendtec produced 
a series of short videos titled, Will It Blend? The videos, which cost around $600 to make, 
feature Blendtec’s CEO blending all kinds of improbable items, including marbles, soda 
cans, credit cards and a whole chicken. The videos became a YouTube hit, reaching more 
than 62 million viewers and vaulting Blendtec to the top of its market.

Trend 9 – “Direct Communication and Commerce” among Consumers 
Not only can companies now communicate directly with the consumers, consumers can 
communicate with each other. Social networks are becoming ubiquitous. Certain Web 
sites, such as eBay and Craigslist, allow everyone to become an entrepreneur. For instance, 
Terry Gibbs in Mesa, Arizona, has a thriving business selling model trains around the 
world, and another business teaching people how to become online entrepreneurs.

Trend 10 – “The Shifts in Scarcity and Abundance”
Scarcity is scarce these days because the Internet lets consumers find anthing they 
want. Therefore, companies that profited from selling items that were in short supply 
need to rethink their strategies. When hard-drive space was inadequate, companies that 
provided it thrived. Now, hard-drive space is cheap and readily available. It was once 
almost impossible to get a package to its destination the next day. FedEx made next-day 
shipping commonplace. Manufacturers used to battle over shelf space. Internet shopping 
makes it almost inconsequential. Google and its kin have edged out companies that sold 
knowledge. So much for those forms of scarcity – yet, consumers will pay for a few 
things that are still rare, including:

• “Spare time” – People are happy to pay someone else to do things they don’t have 
time to do, such as prepare meals, shop for food or walk their dogs.

“Now it’s easier 
than ever for 
organizations not 
to rely on external 
forces but to build 
the marketing right 
into the product 
itself.”

“As consumers, 
we’re getting 
better and better 
at discerning the 
difference between 
the fake and the 
real.”  
 

“Organizations 
that attract and 
keep the tiniest 
portion of the top 
of the market now 
have the leverage 
to grow.”  

“Make something 
worth talking 
about; and make 
it easy to talk 
about.”
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• “Attention” – You can buy lists of the people whose attention you want.
• “Trust” – People will pay a premium to companies they trust to fulfill their promises. 
• “Sufficiently trained workers” – Companies need trained employees. 

Trend 11 – “The Triumph of Big Ideas”
Traditionally, “big ideas” were the creative energy that powered successful ad campaigns 
such as StarKist’s Charlie the Tuna and Alka-Seltzer’s “Plop, plop, fizz, fizz.” New 
marketing is about building the big idea directly into the product experience. The 
BlackBerry cellphone exemplifies this concept by providing the type of connectivity 
that fits the way people now conduct business.

Trend 12 – “The Shift from ‘How Many’ to ‘Who’”
New marketing has made mass marketing obsolete. Marketers can now determine who 
is using their Web sites, frequenting their stores or responding to their advertising. 
Consumers are not all the same and marketers no longer need to communicate with them 
as if they are. Marketers can pay Google a relatively small amount to reach people who 
already are looking for their products. 

Trend 13 – “The Wealthy Are Like Us”
Although the gap between rich and poor is widening, society has more wealthy people. 
New marketers have learned that not all wealthy people are the same. Prosperous 
consumers make up a large, diverse crowd and one-size-fits-all marketing will not work. 
The purchasing bell curve has changed. Once, the middle of the curve was the highest 
point and represented the peak of the mass market. Now, the middle is the lowest point. 
Wal-Mart purchases are at one end – goods that people buy based solely on price. At the 
other end are things the wealthy will buy regardless of price, such as Rolex watches.

Trend 14 – “New Gatekeepers, No Gatekeepers”
It used to be that if you wrote a book and The New York Times gave it a good review, 
you had a hit. If you were lucky enough to break through the old-boy network and get 
noticed, you struck gold. However, the day of the gatekeeper is over. The Web has changed 
everything. The old approaches won’t work any longer. Instead of struggling to get your 
press releases read by someone important at someplace important, you can just write 
independent messages. Everyone has an equal chance to gain attention. 

The caveat to all this is clear: “The Web is the biggest haystack in the history of mankind, 
and you’re just a tiny needle…without help, no one will ever see your Web page, listen to 
your podcast or watch your video.” Reach out to blogs and sites that already are interested 
in what you are doing, and interact with them. Use the new media, step-by-step over time. 
Develop partnerships to expand your reach. Post your material on centralized, relevant 
Web sites. Tell your real story. That is how new marketing lets you “leverage” these 14 
trends to your advantage. 

  About the Author
Seth Godin has written nine bestsellers, including Small Is the New Big, Permission 
Marketing, Unleashing the Ideavirus and Purple Cow. He also founded Squidoo, a 
marketing blog. 

 

“The Web is 
the single worst 
medium ever 
devised for 
interrupting people 
who don’t want to 
be interrupted. It 
costs too much, it 
takes too long and 
it doesn’t work.”

“It’s like Russian 
roulette. You have 
to assume that 
every chamber is 
loaded, that every 
interaction is an 
interaction with a 
critic.”  

“The reason big 
organizations 
stumble is that 
they can’t make 
the commitment. 
They want both 
strategies – they 
insist they can have 
a meatball sundae. 
They’re wrong.”  


