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The Crisis in Marketing

TThheerree  iiss  nnoo  qquueessttiioonn  tthhaatt  tthhee  ttrraaddiittiioonnaall  mmaarrkkeettiinngg  llaannddssccaappee  iiss  ffaacciinngg  oonnee  ooff
tthhee  mmoosstt  mmoonnuummeennttaall  sshhiiffttss  iinn  hhiissttoorryy..  

While the stakes are higher than they have ever been, traditional methods
for brand building and marketing have all but lost their effectiveness.
According to a study published by Krober-Riel, as much as 90% of the
information provided to the consumer is ignored.  This should come as no
great surprise given the estimated 3,000 commercial messages to which the
average person is exposed in a normal day.  

This information overload is compounded by an unalterable shift in
consumers’ media consumption and leisure patterns.  Consumers are more
easily distracted than ever and spend more time engaged in highly personal
media, such as iPods, video game consoles, and Internet browsers, than they
do with traditional sources such as TV, radio, and films.  In addition, due to
the inherent interactivity and customizability of these new media platforms,
the ground rules and expectations for how consumers will interact with
brands are changing.  Consumers now expect marketing messages to be
more relevant to their interests and needs, less obtrusive and invasive, and
inherently valuable themselves.

Meeting these consumer expectations for how they are marketed to is
harder than it may sound.  The problem is that traditional marketing
methods are deeply rooted in a much simpler world where three television
networks were all that separated marketers from their potential consumers.
With extremely broad appeal and consumers’ undivided attention, television
(and radio before it) provides marketers with a medium in which they can
carefully and directly communicate the existence and benefits of their
products.  The uniqueness and longevity of the dominance of these media
platforms means the basic underpinnings of consumer marketing have
remained relatively unchanged for nearly 100 years.  This deep-seeded bias
towards a “one-to-many” broadcast approach to marketing, where a
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message developed for a mass audience is prominently displayed in places
where the right people will hopefully come across it, permeates all forms of
marketing today.  Even progressive marketing strategies that incorporate
new media platforms like webisodes, banner ads, and podcasts are still
defined by this flawed broadcast marketing mentality. 

Because these current practices inherently do not meet consumers’ need for
relevance, subtlety, and value, they are tuning out and turning away in
droves.   Ironically, the response from marketers has been to create broader,
louder, and more superficial marketing messages in a desperate attempt to
rise above the clutter; a catch-22 if there ever was one.

The only way out of this predicament is for a real paradigm shift in the
marketing arena that, once and for all, breaks the hold of a one-to-many
broadcast marketing mentality and moves towards a more innovative
approach to engaging consumers.  With many traditional marketing
techniques exhausted, the time has come for marketers and their agencies
to look to fields outside of the traditional marketing disciplines in order to
identify business practices that will engage the consumer, enhance the
brand, and encourage a purchase.

Traditional Media HouseholdsBrand Marketer

Figure 1: Traditional Brand
Marketing Paradigm
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Trademark Licensing – A Primer

One such business practice is trademark licensing, a long standing but
perpetually underleveraged and misunderstood piece of a marketer’s tool
box; and it could very well provide at least part of the answer to the modern
marketer’s conundrum.

For the uninitiated, licensing is a common business practice built upon a
simple concept:  Brand owners are typically unequipped to launch products
in all the possible categories of business in which their brand might be
relevant.   Through a legal agreement called a license, however, such brand
owners (or licensors) are able to grant manufacturers in diverse business
categories (the licensees) the rights to use the brand in conjunction with
new products (all with the oversight and approval of the licensor).  The
licensee is typically responsible for not only manufacturing but also
marketing and distributing the products.   In exchange for the rights to use
the brand, licensees are required to pay a percentage of their sales of
products bearing the trademarks as a royalty back to the brand owner.

This straightforward practice is extremely prevalent.  According to License!
Global magazine in 2005, the most recent year for which data is available,
the world-wide retail sales of products manufactured under such
agreements totaled $180.9 billion.  In fact, one cannot enter a retail store
today without coming into contact with products that result from such
licensing partnerships.  Whether it is the Caterpillar work boots at your shoe
store, Oil of Olay vitamins at your drug store, or Superman laptops at your
electronics store, licensing is an integral part of the retail landscape.

Given the prevalence of brand licensing, it is remarkable how little proactive
strategy and thought on the part of the brand owner typically goes towards
determining into which license agreements they will enter.  While
tremendous financial and human resources are expended to identify and
execute traditional marketing strategies, very few of these valuable
resources are directed toward the execution of brand licensing.  To the
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contrary, licensing has been almost universally seen by major corporate
brand owners as a side business that generates easy revenue by allowing
them to “lease” their logo to people needing a brand.  As long as the
product is of decent quality and generally consistent with the brand, it has
been the brand marketer’s instinct to turn a blind eye to these programs.  In
most cases, licensing initiatives are viewed by marketing departments as a
means of generating revenue that can, in turn, be used to fund the primary
business of marketing the brand via traditional avenues. Because of this
attitude towards licensing, if any dedicated resources exist at all, they
typically reside in some “dusty corner” of the CMO’s organization, only
attracting attention when things go wrong.  

Trademark Licensing as a Powerful Tool
for Marketing the Brand

This traditional approach to brand licensing has meant that a major
opportunity to engage consumers is being missed.  Brand licensing, done
strategically and integrated with other forms of marketing, can be a
powerful tool for breaking through the clutter and getting a company’s
brand in front of the right consumers in a strategic way.  Developing
compelling licensed products that are integrated into the overall marketing
strategy, naturally caters to consumers’ desire for relevance, subtlety, and
value.  Even a basic t-shirt with a brand owner’s logo on it that a consumer
finds appealing, can be one of the most subtle and intrinsically valuable
marketing statements any brand could make.  That purchase begins a richer
and deeper dialogue between brand and consumer than could ever result
from a television commercial or web site banner ad.  There are also a series
of additional marketing benefits unique to brand licensing that build upon
and expand the establishment of this one-to-one marketing relationship
with the consumer. These unique benefits include: 

Increased Brand Awareness – Licensed products unequivocally raise
consumer awareness of the brand.  Very simply, having more products in the
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market bearing the brand means more people will see and engage with the
brand.  In addition, because licensed products are by definition in different
product categories than the core product, they are sold in different aisles of
the store or in different stores altogether.  As a result, increased awareness
often occurs in places where the core business has not penetrated in the
past, further increasing the value of that awareness.  

Consumer Advocacy – Since, by their very nature, many licensed products
bear the brand’s trademarks in ways that are visible when they are being
used, they turn consumers of licensed products into active advocates for the
brand.  Not only will a consumer wearing a branded t-shirt deepen his or
her own bond with the brand, but that consumer will become a human
“billboard” for the brand.  This form of marketing is especially powerful
because it carries the implied endorsement of the purchaser of the licensed
product bringing a higher degree of relevance to the message as it is viewed
by the secondary audience (the purchaser’s peers, family, and community). 

Refined Consumer Targeting – Whereas most traditional one-to-many
based marketing initiatives are imperfect when it comes to consumer
targeting, a strategic licensing strategy can put a brand’s marketing
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Licensed Products Primary Consumers Secondary Audience

Brand Marketer

Figure 2: Brand Licensing
Ecourages Consumer
Advocacy
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message in front of its target consumers with much greater accuracy.  If, for
example, a consumer products brand is trying to target high income males
with an interest in consumer electronics, the marketer could place an ad in
Stuff magazine with hopes that the target consumer will notice and
positively respond to the marketing message. The challenge is that many
different kinds of people read Stuff and the market’s message is just as likely
to reach a male college student or a female gadget enthusiast as it is to
reach the target consumer. On the other hand, the same marketer could
partner with a licensee to launch a branded cellular phone and service that
is priced at $600 and is available exclusively in the Neiman Marcus men’s
accessories department – a brand statement that will certainly get in front
of the right crowd.  

Deepened Brand Associations – Licensed products that credibly carry the
core extendable equities of a brand into a new category help build stronger
brand associations in the mind of consumers.  For example, backyard grillers
looking to purchase a new high quality, easy-to-use and reliable barbeque
grill and who find these attributes in a Kingsford-licensed charcoal
barbeque grill, will be more likely to associate these attributes with the
brand’s core charcoal products.  The quality, ease of use, and reliability
associated with the Kingsford grill can reinforce the consumers’ belief that
the Kingsford charcoal will deliver on the same brand promise.  Over time
the consumers’ brand associations have been deepened and refined by their
experience with licensed products and will positively impact their
perceptions of the core product whether or not they currently purchase it.
This will invariably lead to increased satisfaction and purchase intent.  

Call to Action – Licensed products, when chosen strategically, can also be
used as an on-ramp for encouraging new customers to purchase the core
product.  There is little doubt that a consumer who purchases and enjoys a
California Pizza Kitchen (CPK) frozen pizza from the grocery store, despite
having never visited the restaurant, is more likely to stop by the local CPK
than someone who has had no contact with the brand.  Strategic licensors
have the ability to leverage complementary marketing tools, such as
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including core product coupons in their licensed products, to make sure such
benefits are not left to chance.  The opportunities for utilizing licensed
products for promoting the core product are limitless and, with the proper
attention, could yield extremely tangible and quantifiable positive results for
core product sales.

Brand owners are willing to pay significant money to achieve these benefits
via traditional marketing.  The unique advantage of brand licensing as a
marketing tool is the fact that these benefits tend to accrue to the licensor
as, if not more, effectively than with traditional marketing methods and
there are virtually no costs associated with their implementation (in fact
this becomes a revenue source).  In today’s budget-constrained environment
this combination should be especially appealing to the CMO. 

How to Unlock the Marketing Power of Licensing

To unlock the full potential of a brand licensing program, brand owners need
to employ a systematic approach to determining which adjacent product
categories are best suited for achieving the brand’s marketing goals.  Brand
Sense Partners, a leading strategic licensing firm, has established a model
for screening potential opportunities that factors in brand consistency,
consumer lifestyle fit, marketing value and revenue opportunity to prioritize
potential brand licensing opportunities.   Ultimately, the methodical
implementation of the following screens helps brand owners identify the
best product categories to extend into via brand licensing:
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Figure 3: Brand Sense
Licensed Category Selection
Model

Brand Consistency

Optimal Licensed
Product Categories
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Brand Consistency – The first and most important step in the process is to
determine whether products in a certain licensed product category could
successfully embody the brand’s major extendable attributes.  Consistency
with the extendable attributes is critical to ensure consumer acceptance of
the licensed products.  For example, a durable, all-terrain bicycle is perfectly
aligned with Hummer’s obvious extendable attributes, whereas a Hummer
branded cologne for men may be less so (both products actually exist).  That
is not to say that licensed products that do not embody the extendable
attributes can’t succeed in the market; in fact the Hummer cologne is doing
quite well. This screen’s goal is to make sure a discussion takes place as to
whether the product category is consistent with and additive to the brand’s
core product positioning in order to ensure that entry into a certain
category via licensing does not muddy the marketing message.  

Target Consumer Lifestyle Fit – Once a category has been validated as a
good fit with the brand’s extendable attributes, the next step is to
determine whether the category is a good fit with the core target
consumer’s lifestyle.  Because of the breadth of potential product categories
available to license, an extremely detailed profile of the target consumer
needs to be developed in order to match potential licensed product
categories to how the target consumer is spending his or her time and
money.  If licensed products that embody the brand attributes are focused
on categories that the target market disproportionately consumes, then the
chances that they will be attracted and exposed to the product will be
greater.  On the flip side, entering into licensing relationships in product
categories that are not relevant to the core target consumer’s lifestyle is
generally an opportunity wasted.  

Marketing Value Analysis – Once a product category passes the brand
consistency and consumer lifestyle screens, a calculation of the marketing
impact of the extension needs to be estimated.  Licensing marketing value
analysis is a new field being pioneered by Brand Sense Partners that
attempts to quantify the value of the exposure that certain licensed product
categories deliver to the core brand.  Clearly, different product categories by
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their nature have different marketing impacts, both on the core consumer
and the secondary audience. That said, estimating the positive marketing
impact of a certain category, allows brand marketers to make more informed
decisions about which licensed product categories will most help them to
achieve their marketing goals.  

Revenue Opportunity – As discussed above, revenue generation has
traditionally been the only factor seriously weighed when determining
which licensed product categories to enter.  It is hard to believe that the
Harley Davidson Cake Decorating Kit passed any brand, lifestyle, or
marketing value screens before being approved.  While revenue is a very
important metric, it should ultimately be used as a tool to prioritize the
licensed product categories that remain after passing all the other screens
discussed above.  In other words, if a category does not fit the brand, does
not fit the target consumer’s lifestyle and results in little or no positive
marketing impact that should not be category pursued, regardless of the
economics involved.  This may seem like common sense but a quick look at
many of the product licenses that have been executed in recent years
demonstrates that such logic is not always consistently employed.    

Dodge Towable Recreational Vehicles – A Case Study in
Strategic Licensing

Brand Sense Partners’ Licensed Category Selection Model has been
successfully implemented by DaimlerChrylser’s Dodge division to develop a
large and vibrant trademark licensing program. The Dodge licensed product
program generated almost $500 million at retail in 2006 and has over 5,000
products in the market. In 2005 Brand Sense Partners used its model to
evaluate an opportunity for Dodge to enter the towable recreational vehicle
market via a licensing partnership. The analysis, in that case, provides an
instructive look into how one major brand marketer uses licensing to meet
its marketing objectives. 
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Brand Consistency – The Dodge brand, particularly as it relates to their
pick-up truck line-up, is characterized by boldness, power, street smarts and
“doing more.”  These are all equities that are readily transferable to a
product such as a towable recreational vehicle.  In fact, Brand Sense
determined that a towable recreational vehicle embodied these equities
would meet a need in an RV marketplace in which there was a shortage of
exciting and innovative new products targeted at younger consumers.  In
this case, not only were the extendable attributes completely relevant to the
category but they actually were a key source of differentiation and
competitive advantage for the licensed product.  This is, of course, the ideal
scenario and ensured that the category to pass the first screen easily. 

Target Consumer Lifestyle Fit – Brand Sense conducted significant
consumer research to better understand the lifestyles of the truck-buying
demographic.  Their research determined that approximately 20% of the
truck-owning population also owns a towable recreational vehicle or
camper.  This is over twice the average for the vehicle owning population
(which third party research puts at approximately 8%).  Furthermore, the
research found that truck owners/buyers were on the whole more likely to
participate in outdoor activities.   From this perspective, it is clear that a
licensed towable recreational vehicle would hit the target demographics’
lifestyle perfectly and would put the brand in front of exactly the right
people.

Marketing Value Analysis – Towable recreational vehicles are a very
interesting licensed product category from a marketing perspective because
they serve, in a very real way, as mobile billboards when they are on the
road.  Brand Sense combined some very interesting third party research on
mobile billboards with their proprietary marketing value measurement
techniques to determine the rough marketing impact of each individual RV
when it was on the road.  These estimates approximated that the RV’s, when
on the road, would generate up to 15,000 impressions per day.  Furthermore,
research conducted by American Trucking Association implied that these are
very high quality impressions.   A full 98% of respondents in that survey said
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that fleet graphics (a good proxy for the designs on the Dodge towable RV)
created a positive impression of the brand.  In the same survey, 29% of
respondents said that they would base a buying decision on that impression.
These facts combined with additional qualitative and quantitative research
supported the fact that Dodge-licensed towable RV’s would have a very
significant and positive impact from a marketing perspective; an impact
that would be fairly costly to replicate through traditional marketing
channels.

Revenue Opportunity – The final hurdle to clear was the size of the revenue
opportunity associated with Dodge branded towable RV’s.  Brand Sense
estimated that the total wholesale market size for towable recreational
vehicles was approximately $9.8 billion per year.  With every 1% of market
share resulting in $98 million in sales it was clear that a new entrant in the
market could expect significant revenue even with a moderately successful
program. At even a conservative 3% royalty rate, such a business could
generate millions of dollars of revenue per year.  This result is even more
significant because:  1.) this revenue is associated with positive marketing
results that typically would need to be paid for; and 2.) because the licensee
is responsible for most of the “heavy lifting,” this revenue has virtually no
brand owner costs associated with it and therefore has a very high profit
margin.  In the case of the Dodge-branded towable recreational vehicle, the
fact that the revenue opportunity was potentially significant provided the
final piece of validation needed for Dodge and Brand Sense Partners to
decide to pursue this product category.

Results – With the support of extremely positive results across the brand
consistency, target consumer lifestyle fit, marketing value, and revenue
opportunity screens, Brand Sense Partners met with all of the major towable
recreational vehicle manufacturers to determine which would make the best
partner to develop a licensed towable recreational vehicle that embodied
the Dodge brand equities.  On March 29th, 2006 Dodge entered into an
exclusive licensing agreement with Monaco Coach Corporation to develop
exactly such a product.  This partnership was the result of 18 months of
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planning and category pursuit.  While sales numbers have not been publicly
disclosed, the licensee says that initial demand has been strong and there is
every reason to believe that the program will surpass expectations.

Brand Licensing as a Marketing Tool – TThhee  TTiimmee  iiss  NNooww

Such an example clearly demonstrates the potentially large marketing
benefits that can result from a more strategic approach to licensing.  This is
especially true given the evidence that the traditional broadcast approach to
marketing consistently fails to meet consumers’ need for relevance, subtlety,
and value.  As brand owners scramble to optimize the marketing mix in the
digital era, successes such as those demonstrated by the Dodge licensed
product program mean that the time is now for companies to reassess their
marketing strategies and to determine whether strategic licensing (or other
business practices that are complementary to their traditional marketing
functions) might help them gain an edge in this increasingly difficult
consumer environment.  Executed correctly, licensing is a powerful and
extremely cost effective tool for increasing brand awareness, building
customer loyalty and generating incremental revenue.  As such, CEOs and
CMOs must find that “dusty corner” in their organization that is responsible
for alternative marketing strategies such as brand licensing and more

Figure 4: Dodge Licensed
Towable RVs



Brand Licensing – A Misunderstood Piece of the Marketing Mix

closely examine how strategic brand licensing might become a critical
component of the marketing mix, helping them to reengage and reenergize
their communications with potential consumers.

13Brand Sense Partners, LLC  | www.bsp .comWHITE PAPER


