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Was bewegt die Marketing-Branche heute?  
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Der Marketing-Fokus im Wandel 

Verlag John Wiley & Sons 
1.Aufl. Mai 2010 

 

Marketing 1.0 

Produkt-zentriert 

„Ein gutes Produkt 
verkauft sich von 
selbst“ 

Marketing 2.0 

Konsumenten-
zentriert  

„Der Kunde ist König“ 

Marketing 3.0  

Werte-zentriert 

„Der Kunde urteilt 
auch über den 
moralischen Wert 
eines 
Unternehmens“ 

 



4 

Marketing-Evolution lt. Kotler 
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Marketing 1.0 
 
USP = funktional 
 
„köstlich und erfrischend“ 

Beispiel Coca Cola 
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Marketing 2.0 
 
USP = funktional  

       + emotional  
        

TV-Kampagne 1989 – You Can‘t Beat the Feeling 

TV-Kampagne 2016 – Taste the feeling 

Beispiel Coca Cola 
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Beispiel Coca Cola 
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Marketing 3.0 
 
USP = emotional  
          + wertorientiert  

 
„Der neue Verbrauchertypus ist weltweit 
vernetzt, kommuniziert und mischt sich ein.  
 
Er will nicht nur ein Qualitätsprodukt kaufen, 
sondern urteilt auch über den moralischen 
Wert eines Unternehmens.„  
 
Muthar Kent, CEO Coca Cola 
 

Beispiel Coca Cola 
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Das Versprechen… 
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…und die Medien-Wirklichkeit ... 
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… interessiert die Kunden nicht ?? 

Volkswagen Konzernmarken auf Zielkurs 
 
Mit 34,7 % kumuliertem Marktanteil erreichen die Marken des 
Volkswagen Konzerns eine gute Halbjahresbilanz und liegen damit auf 
dem Niveau des Vorjahres. Bei den Neuwagenzulassungen erreichen 
die Volkswagen Konzernmarken mit 59.676 Einheiten ein Plus von 6,1 
%. 
 
Vier Marken können sich auch diesmal wieder unter den Top 10 
platzieren. Volkswagen bleibt unangefochten auf Platz 1, Skoda 
folgt auf Platz 3, Audi – die Nummer 1 der heimischen Premiummarken 
– erreicht Platz 5 und Seat reiht sich auf Platz 9 ein. 
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 Warum CogniRoots for New Marketing?  

  
•  Marketingausgaben sin 1-2% des globalen Bruttoinlands- 
   produktes. 
 
•  Steigen schneller als die Umsätze 
 
•  Haben über eine halbe Billion (Euro 600.000 Millionen) erreicht 
 
•  McKinsey: 15-20% dieser Ausgaben können eingespart werden, 
   wenn die Effektivität im Marketing erhöht wird.  
  
•  Renditen-Optimierung der Marketing-Investitionen (ROMI) wird 
   immer wichtiger 
 
•  Komplexität der Rahmen Bedingungen: Globalisierung, Umwelt,  
   Finanz-, Resourcen-, Produktions-, Absatz- und Konsumenten-Druck) 
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Millword Brown 2020 Summary  

The Challenge:  
How companies interact with customers has profoundly changed.  
Yet in most companies the orgnization of the marketing function is stuck 
in the past. What strategies, structures and capabilities  should marketers adopt 
to excell? 
 
The Research: 
10 000 + marketing executives interviewed about their organization‘s data 
analytics, capabilities, brand strategie, cross-functional and global interactions, 
employee engagement and other factors and compared the responses of high vs 
low-performing organizations. 
 
The Conclusion:   
High performing organizations excelled in their ability to leverage customer 
insight, communicate a social purpose, and deliver a rich customer 
experience. They also demonstrated superior cross-functional collaboration, 
strategic focus, organizational agility, and training. New, fluid organizational 
structures facilitate these capabilities.   
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• Komplixität bedingt fachliches UND integratives Denken  
 
• Bildung: Zeitgemäß? 
 
• Marketing-Ausbildung: Ausreichend? 
 

Warum CogniRoots for New Marketing?  
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“People around the world feel the winds of multidimensional 
change WITHOUT TRUELY UNDERSTANDING IT, let alone 
feeling a grasp upon the process of change.“  
 
(Manuel Castells, span. Soziologe, 2000)  

Warum CogniRoots for New Marketing?  
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Thinking Next 
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 Philosophy & Values 

 
 
 
 
 
 
 
 
 
 
 
 
 

• Death / 
absence of  
philosophy 

Cultural 
Dilution 

• Identity crisis 

 

• Fundamentalism 

Dis- 

orientation • Encapsulation 

• Polarization 

• Extremism 

• Difused values 

Values? 
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Philosophy & Values 

 
• What are values 
 
• Where are they, by whom, doing what? 
 
• Do values have any future? 
 

  … which (in the light of gloablisation)? 
 
• Ride on the current values‘ wave? Create new ones? Share them (Red 

  Bull, Green Peace, Facebook)? 
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Will the West abide  
to the restraints  

of the East?  
 

or  
 

Will the East gradually get 
influenced  

by the West? 
 
 

Philosophy & Values 
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Future of Values 

     WEST 
   1-7th Century 

7 7 

7 7 

    WEST 
  14–21st Century 

    EAST 
   7000 Years 

     EAST 
7-14th Century 

   Chinese, Indian, 
  Persian, Egyptian 
       civilizations 

   Greek philosophy 
     Roman empire 

      Islamic  empire, 
 

       Enlightenment, industry 
          science, Democracy,  
                 economy 

? 
    EAST 
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Definition:  Study of the individual’s mental functions and behavior 
 
Do I need it in Management/Marketing? 
 
• Learning 
• Memory 
• Thinking 
• Feeling 
• Emotions 
• Motivations 
• Happiness / Satisfaction 
• Depression, frustration 
• Understanding customer behavior 
• Product / service perceptions 
• Advertising effectiveness 
• Social psychology and social media 
 

Psychology 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Psychology and Advertising 

http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.ons.gov.uk/ons/guide-method/measuring-equality/equality/ethnic-nat-identity-religion/ethnic-group/&ei=0r8_VOHCK4i1ygOKoIGgBA&bvm=bv.77648437,d.bGQ&psig=AFQjCNGAFCkoq7Ra2gb4cOwc7KWCEQ7QTA&ust=1413550294861956
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Psychology & Advertising 



Stimulation of  

our senses 

Mix with  
previous  

experience 

Emotions / 
 Attituces Behaviour 

Nerve  
signals  
to brain 

 Psychology: How do we perceive and behave? 

INPUT OUTPUT 

http://www.facebook.com/photo.php?fbid=1951398578851&set=a.1725079441014.95542.1059226035&type=1&theater
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Neuroscience 



 Neurscientific basics 
 
 
 
     Reptilian: Physical Brain 
     Physical survival, Instincts, etc. 
 
      
     Limbic: Emotional Brain 
     Bonding, Memory, etc. 
 
 
     Neo-cortex: Rational Brain 
     Problem Solving, Conscious  
     Thought, etc 

http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.ons.gov.uk/ons/guide-method/measuring-equality/equality/ethnic-nat-identity-religion/ethnic-group/&ei=0r8_VOHCK4i1ygOKoIGgBA&bvm=bv.77648437,d.bGQ&psig=AFQjCNGAFCkoq7Ra2gb4cOwc7KWCEQ7QTA&ust=1413550294861956
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Neuropsychology: Basic unit (nerve cell = neuron) 
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Neuropsychology: What is awarness? What is conciouness? 
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Neuropsychology: Consciouaness 



Neuroscience Learnings 
 
 
• Brands are learned behaviors 
 
• The best way to learn is focused attention 
 
• Mind is pattern recognizer/prediction machine 
  
• Works on need to know basis 
 
• Only notices what defies prediction  

http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.ons.gov.uk/ons/guide-method/measuring-equality/equality/ethnic-nat-identity-religion/ethnic-group/&ei=0r8_VOHCK4i1ygOKoIGgBA&bvm=bv.77648437,d.bGQ&psig=AFQjCNGAFCkoq7Ra2gb4cOwc7KWCEQ7QTA&ust=1413550294861956


Emotion is Like the Weather 
 
 
• Part of our nature and shaped by our environment 
 
• Automatic action programs guide us from threat 
  towards opportunity without having to think 
 
• We don’t choose our emotions  
 
• We can only (try to) choose our reactions to feelings 
 
• Neural circuits of emotion is like deep flowing rivers, 
  rational thought is like babbling brooks 

http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.ons.gov.uk/ons/guide-method/measuring-equality/equality/ethnic-nat-identity-religion/ethnic-group/&ei=0r8_VOHCK4i1ygOKoIGgBA&bvm=bv.77648437,d.bGQ&psig=AFQjCNGAFCkoq7Ra2gb4cOwc7KWCEQ7QTA&ust=1413550294861956


Brands are  
learned unconscious behaviors 

http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.ons.gov.uk/ons/guide-method/measuring-equality/equality/ethnic-nat-identity-religion/ethnic-group/&ei=0r8_VOHCK4i1ygOKoIGgBA&bvm=bv.77648437,d.bGQ&psig=AFQjCNGAFCkoq7Ra2gb4cOwc7KWCEQ7QTA&ust=1413550294861956
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 Anthropology 
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Anthropology: Cultural Differences 
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 Anthropology 

•  Supermarket behavior (Verbs vs. Names) => Linguistics 
 
•  Object vs. Context perceptions => Neuroscience (fMR) 
    
•  Epistemological Differences      => Philosophy 
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Panda Chimpanzee 

Banana 

Panda Chimpanzee 

Banana 

EAST WEST 

Panda EATS Banana Both are ANIMALS    

   (Verb) = Relationship        (Noun) = Objects 

  Linguistic Anthropology: Language and Culture 

http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.giantpandazoo.com/panda/photo-album-hao-hao-xing-hui-belgiums-future-panda-couple/&ei=INFCVPKzM8LAOejxgeAH&psig=AFQjCNF3QgZ7Wq6somal7Nx76v2kg_5y3A&ust=1413751387822240
http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://globalmagazin.com/themen/wissenschaft/patente-auf-leben/&ei=b9FCVNegLIT2OuP1gMgP&psig=AFQjCNEKhyXzYXQRQwQa25FKN77vUBUsNA&ust=1413751524548569
http://en.wikipedia.org/wiki/File:Banana-Single.jpg
http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.giantpandazoo.com/panda/photo-album-hao-hao-xing-hui-belgiums-future-panda-couple/&ei=INFCVPKzM8LAOejxgeAH&psig=AFQjCNF3QgZ7Wq6somal7Nx76v2kg_5y3A&ust=1413751387822240
http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://globalmagazin.com/themen/wissenschaft/patente-auf-leben/&ei=b9FCVNegLIT2OuP1gMgP&psig=AFQjCNEKhyXzYXQRQwQa25FKN77vUBUsNA&ust=1413751524548569
http://en.wikipedia.org/wiki/File:Banana-Single.jpg
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 Neuroscience in Anthropology Westerners vs Easterners 

 
 
 
 
 
 
 
 
 
 
 
 
 

Medial pre-frontal Cortex 

 

 
                          

     

 

 
 

     

https://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=dqEbfZk__QcI5M&tbnid=xiP8mFDGQ3UoCM:&ved=0CAcQjRw&url=https://feministphilosophers.wordpress.com/2010/04/20/&ei=9WA4VNayCIXePfC9gMAO&bvm=bv.77161500,d.bGQ&psig=AFQjCNHHNK42UGGeWppnllz6olL72BGbXQ&ust=1413067378970319
http://pr-diva.com/wp-content/uploads/2010/12/MC900447084.jpg
http://pr-diva.com/wp-content/uploads/2010/12/MC900447084.jpg
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Medial pre-frontal Cortex 

 

 
                          

     

 

 
 

     

 Neuroscience in Anthropology Westerners vs Easterners 

https://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=dqEbfZk__QcI5M&tbnid=xiP8mFDGQ3UoCM:&ved=0CAcQjRw&url=https://feministphilosophers.wordpress.com/2010/04/20/&ei=9WA4VNayCIXePfC9gMAO&bvm=bv.77161500,d.bGQ&psig=AFQjCNHHNK42UGGeWppnllz6olL72BGbXQ&ust=1413067378970319
http://pr-diva.com/wp-content/uploads/2010/12/MC900447084.jpg
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 Marketing Implications 

 
 Socially focused messages work better for Far-Easterners than 

object-based ones.  



http://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.ons.gov.uk/ons/guide-method/measuring-equality/equality/ethnic-nat-identity-religion/ethnic-group/&ei=0r8_VOHCK4i1ygOKoIGgBA&bvm=bv.77648437,d.bGQ&psig=AFQjCNGAFCkoq7Ra2gb4cOwc7KWCEQ7QTA&ust=1413550294861956
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Linguistics 

The Language of the State of the Union 
An interactive chart reveals how the words 

presidents use reflect the twists and turns of 
American history. 

War 
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 Eastern 
Philosophy 

Western  
Philosophy 

CogSi 

 Academia   Business 

    Philo- 
    sophy 

 Psycho- 
   logy 

 Anthro-   
 pology 

 Neuro- 
 science 

 Lingu-   
  istics 

 Artificial 
 Intellig. 

          HEAD  
  Knowldege   

        HEART        

    Attitude   
             HAND 
   Performance 

 is an Integrative Approach 

Consulting . Training . Coaching . Mentoring . Train-the-Trainer  

Intercultural Comm. Leadership Education Marketing 

„Translate“     Apply  

 21st Cent.  
V . U . C . A 

Education 
Shortages 

http://www.google.at/imgres?imgurl=http://www.clker.com/cliparts/w/M/r/e/T/z/plain-hand.svg&imgrefurl=http://www.clker.com/clipart-plain-hand.html&h=430&w=316&tbnid=VLvMtLF2lv6-hM:&zoom=1&docid=LrrIKKCFHjRZIM&ei=-JCeVJL4K-XXyQOVs4HACg&tbm=isch&ved=0CCkQMyghMCE4rAI&iact=rc&uact=3&dur=1372&page=15&start=317&ndsp=26
http://www.google.at/imgres?imgurl=http://www.clker.com/cliparts/Q/U/V/V/y/z/heart-hi.png&imgrefurl=http://www.clker.com/clipart-heart-132.html&h=557&w=600&tbnid=SSze7mwGFFzumM:&zoom=1&docid=RUkV0XxAoAON2M&ei=SYmeVNj8JeO9ygP8qYK4Cw&tbm=isch&ved=0CEQQMygSMBI&iact=rc&uact=3&dur=727&page=2&start=12&ndsp=24
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Thinking Next 

 
1. Marketing is primarily a mental (cognitive) activity 

 
2. Cognitive processes are the „roots“ of all marketing 

interactions. 
 

3. While marketing education is not sufficient, Cognitive Science is 
the best introduction to rapidly and cost-effectively undstand 
such cognitive processes 

 
3. CogniRoots® helps you link Cognitive Science with the 

marketing practice 
 

4. It helps your organiztion to succeed, and … 
 

5. …… your career development to accelerate. 
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