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COMPETING FOR THE FUTURE

Breakthrough 
Strategies 

For Seizing Control of 
Your Industry and 

Creating The Markets
of Tomorrow



TRADITIONAL COMPETITION

• Awareness advertising comes first
• Usually gets most money and attention
• Often backed up by sales promotion 

offers and direct marketing
• Incidental database of respondents 

may result
• Traditional relationships



MODERN COMPETITION

• Prospect or customer database 
plan drives the other marketing 
components rather than tagging 
along

• Plan determines content of 
advertising, sales promotion, and 
direct contact messages

• Goal becomes not just ‘recall’ or 
short-term sales increase but 
long-term profitable customer 
relationships



COMPETITION = KILLER INSTINC

• Sales Target = always 
increase

• Always the winners in 
business war

• Limited category market 
Size

• Sudden death in market 
situation (partai hidup-
mati)



FUTURE COMPETITION IN 
CONSUMER VIEW?

• To many brand = 
Disoriented (confused, 
panicky)

• Highly brand switching
• More non loyalty consumer’s
• Highly brand remove 

(“Patah tumbuh hilang 
berganti”)

Competing for the future not only a 
redefinition of strategy, but also a 

redefinition of top management’s role in 
creating strategy



COMPETITION IN FUTURE = 
KNOWING YOUR CUSTOMERS?

• Do you know who your best customer 
are?

• Dou you know how much they are 
likely to spend during their ‘life time’ as 
a customer?

• Do you know what your best 
customers are thinking about your 
product and your competitor’s product 
right now?

• Do you know how long you retain 
customers?

• Do you know what your best and worst 
customers have in common?

• Do you have a record of every sales 
promotion transaction, advertising 
response, query, contest entry or 
complain?



FUTURE MARKET 
ORIENTATION

• Consumer’s Satisfaction Hyper 
Competitor Competition

• Consumer Market Fragmented; 
Service Based

• Consumer-Distributor-Producer 
(integrated) Data Base

• Mass Market Category 
Customized Individualized

• Information Driven Marketing 
Strategy

• Consumer’s Oriented 
Competitor’s Oriented



TOWARD THE FUTURE

The Three Dimensions of Information 
Based Communications and Marketing

• Focus on a niche 
market

• Expand to an 
undersold segment

• Target the 
competition’s 
customers

• Clone your best 
customers

Direct Media

Data
base
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COMPETITION FOR TODAY 
VERSUS TOMORROW

Last
• Market 

Share 
• Business 

Unit
• Stand Alone
• Speed
• Structured
• Single Stage

Tomorrow
• Opportunity Share
• Corporate 

Competencies
• Integrated Systems
• Pre-severance
• Unstructured Arenas
• Multistage 

Competition



COMPETITION IN FUTURE 
MARKET

• Sales Projection Sales Actual (difficult)
• Sectional Market to cover by Global Market
• Sales Forecast Scenario Market
• Multinational Company Local Market
• Local Brand Global Brand
• Modern Imperialism to invade ‘Red’
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Winds Of Change in Indonesia 
(1)

Change can be frightening
• It can separate families, generations, put new 

values in conflict with old value and leave 
people very confused about who they are and 
what they stand for

• It can create great stress as people seek to cope 
with new jobs in new environment or the loss of 
jobs after promises of security

• Financial “downturns”, political and social 
upheavals can compound this stress

Over the past decade Indonesia as indeed 
the rest of Asia, has been subjected to 
Extraordinary changes –and the size of 
these
Changes has been compounded by their 
speed.
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Winds Of Change in Indonesia 
(2)

Change can also Positive

• It can represent a move from old 
systems –both political and 
economic –that limited people’s 
dreams and ambitions in the past

• In this context change can 
represent the potential for greater 
happiness as people get more 
control over their lives, become 
more affluent and start to enjoy 
new rewards
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Winds Of Change in Indonesia 
(3)

Change has a Dislocating Effect

• Change poses a great challenge to 
marketers and advertisers

• Who fear it and don’t seek to 
understand it will lose contact with their 
market and their brands will cease to be 
relevant

• Who embrace will seek to understand 
their customers’ changing needs and 
attitudes –and market to them

• In this way, they will master change 
and stay in profitable contact with their 
customers.
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The “Boom & Bust” Phases In 
Indonesia (1)

Life Before Crisis

• The economic boom of the 80’s and 
90’s created a consuming generation

• The economic forces brought about 
changes in the way Indonesians lived.

• The move from rural to urban; from 
collective, extended family to more 
individual nuclear family, a new middle 
class emerged…it all happened over a 
very short time

• The boom times gave birth to the happy 
time generation. The emerging middle 
class could afford life’s little luxuries.
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The “Boom & Bust” Phases In 
Indonesia (2)

Then The Tsunami Of Crisis Hits!

• With corporate bankruptcies, crashing 
currencies, plummeting real estate 
values, disintegrating banking system, 
disquieting volatility rocks the market 
place.

• Lay-off and unemployment are 
reaching record levels, half of the 
population is living under the poverty 
line

• Mobs, riots, daily demonstrations and 
the tension between different ethnic 
and religious group –all these have 
contributed to a general sense of 
uncertainty amongst Indonesians
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The “Boom & Bust” Phases 
In Indonesia (3)

Impact Of Crisis on Consumers

• Contrary to the general perception, the 
crisis did not have a totally debilitating 
effect on all Indonesian consumers

• Urban, lower-middle classes were the 
worst affected. They were squeezed 
between declining income and 
increasing prices of basic goods and 
service.

• As a result, they have had to rationalize 
consumption, and are living tense, 
difficult life
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The “Boom & Bust” Phases In 
Indonesia (4)

Every Crisis Lies an Opportunity

• Dollars savers reaped windfalls –At the 
very top of society, the upper income 
classes, gained some benefits

• Enterprising retailers and exporters 
struck gold –Enterprising people saw 
the business opportunities –handcrafted 
furniture… part of the booming “grey 
export”

• Shift of Buying power to the farmers –
some companies saw sales improving in 
the outer islands and declining in Java –
a reversal of fortunes
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If We’ve Survived This Long, 
We can Live Through This 

Crisis (1)

Crisis: A Big City Blip?

• The majority (69%) of Indonesians 
lives in rural areas, dependent on 
agriculture

• We must not underestimate Indonesia’s 
centuries of “Rice Culture” which in 
turn has created its own survival ethics

• To this overwhelming mass of people, 
the crisis may be a mere “blip” created 
by the city folks

• They are used to the ups and downs of 
nature
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If We’ve Survived This Long, 
We can Live Through This 

Crisis (2)

Today –”I think I can Survive!”

• A year ago, doomsayers predicated that 
Indonesia was to become a “basket 
case” economy.

• A years later, the mood is one of 
cautious optimism.

• People are discovering that these is life 
after the crisis and that life goes on

• These is a general feeling of “if we’ve 
survived this long, we can live through 
the crisis.”
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If We’ve Survived This Long, We 
can Live Through This Crisis (3)

The Future Is Still Asia

• In the West, over the last 10 year 
many consumer goods market have 
stagnated.

• The diaper market has reached its 
peaks, since affluent women are 
having fewer and fewer babies

• Three of the world’s to consumer 
markets are in Asia (China, India & 
Indonesia) USA & Europe cannot 
absorb the world’s output

• With 210 million people and still 
growing…the global marketing 
companies cannot ignore Indonesia
as a markets with vast potential!
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Looking Beyond The Crisis –Into 
The Next Millennium

Why Look At Trends?

• Trends are important if you have faith 
in the verdict of history

• Success in business operates on a 
simple principle:
• If you are in the right place at the 

right time, you succeed
• If you are in the wrong place at the 

wrong time, you fail. No matter 
how hard you try!

• That’s why Consumers Trends are vital 
to business: They point you towards 
the right place at the right time.
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Trend 1: 
Think Young!

• Indonesia’s population is young –half 
of it is under 25!

• The crisis experience would show them 
that it is not “all rosy” to follow the 
western lifestyles blindly

The “Think Young” Hot Buttons

• Fun and frolic
• A “New Identity” combining western 

and Asian Values
• Buzz words: Youthfulness, Energy, 

Fun, Identity
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Trend 2: 
The Yo-Yo Attitude Factor

• What goes up must come down. And 
likewise, what goes down, must come 
up!

• Like the Yo-Yo economies go up and 
down

The “Yo-Yo Attitude Factor” Hot Buttons

• Be prepared for the boom, this may 
take place in the beginning years of the 
next millennium

• Nurture the self-indulgence values and 
the emotional rewards of your brands 
even during the crisis years

• Buzz Words: Premium, Prestige, 
Indulgence, Status, and Power
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Trend 3: 
Living Life in Fast Forward

• While the West took as much as 30 
years to achieve its current living 
standards, economic in Asia 
compressed these rapid rises in living 
standards in less than a decade

• The rapid economic growth has 
resulted in a generation gap between 
parents and children

The “Fast Forward” Hot Buttons

• Visibility affluent life-styles
• Power Dressing: looking successful
• Buzz Words: Power, Prestige, 

Success, Money
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Trend 4: 
The Fortress Mentality

• Not all consumers will be able to cope 
with the speed of change that the 
FAST FORWARD living demands

The “Fortress Mentality” Hot Buttons

• Give relief from tension and insecurity
• Make product available at home
• Small indulgences to families trapped 

in their homes
• Buzz Words: Trust, Confidence, Peace 

of Mind, Family, Guarantee
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Trend 5: 
The Adversarial Consumer

• Consumers are also enjoying 
freedom of choice and they can vote 
with their wallet.

• The double whammies of declining 
purchasing power and increasing 
cost of consumer goods have made 
these consumers angry and 
frustrated.

The “Adversarial Consumer” Hot Buttons

• Don’t over-claim
• Don’t over-price
• Offer real, substantial difference over 

competition
• Buzz Words: Good Value for Money, 

No Wastage, Efficacy
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Trend 6: 
Back To Basic

• This trend is closely related to 
the desire to simplify.

The “Back To Basic” Hot Buttons

• All things “natural” –as a counterpoint 
to the chemically polluted worlds

• Stress Quality –as a way ensuring peace 
of mind

• Second tier value brands (rather than 
diluted premium brands)

• Demonstrate Value
• Accessibility with smaller packs, single 

serve sachets, better distribution
• Buzz words: natural, Good Value, 

Trust, Tradition
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Trend 7: 
“Pasrah” Return To 

Spiritualism

• People fall back on the Indonesians 
spiritual concept of “Pasrah”

• “Pasrah” suggest that when you no 
longer have the power to shape 
your future, you give up to the 
greater forces

The “Pasrah” Hot Buttons

• “No Frills”: Avoid making products 
more complicated. Simplify the 
offering

• Give tips on how to simplify life
• Buzz Words: Simplicity, Gentleness, 

“Help Lines”, relationship
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Trend 8: 
New Entrepreneur Generation

• You’re 26, a fresh graduate in 1999 –
Guess what? No one is hiring

• This will be stimulated by:
– Need to earn a living, by educated 

young people.
– Middle aged people who lose their 

jobs, and have a small capital in the 
form of retrenchment compensation

The “New Entrepreneur” Hot Buttons

• Work hard & Play hard!
• Value oriented: money is difficult to earn, 

spend it wisely
• New status symbol: being smart bargain 

hunter
• Buzz Words: Value, Smart, Intelligent, 

Success
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Trend 9: 
Delayed Parenthood

• While the boom years have led to the 
emergence of Indonesian yuppies, the 
post crisis millennium will probably see the 
beginning of Indonesia DIKL (Dual Income 
– Kids Later –the new middle class 
urbanites

The “Delayed Parenthood” Hot Buttons

• Time saving conveniences like phone banking, 
drive-in ATMs, home delivery of meals

• Increased propensity to travel, entertainment and 
dining, being more mobile 

• When they eventually have children –they will 
over-indulge. “Pester Power” of Kids will be a 
big influence on purchase decision

• They will tend to be more “Democratic Parents”: 
will save for future education expenses

• Buzz Words:Convenience, Indulgence, Priorities
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Trend 10: 
Power Shift To Women

• The ability to earn their own money is 
central to the influence of these role 
models. In good times, this money 
facilitated a fair degree of indulgence as 
women tried new product

• The key to understanding the changing 
Indonesian women is to understand what 
makes her survive

The “Power Shift To Women” Hot Buttons

• Ideal self image: confident and in control, 
achieving the perfect balance between family 
& career

• Ideal family image: admired, loved & 
appreciated

• Ideal social image: happy, successful and 
feminine. A contemporary woman

• Buzz Words:Balance, Confidence, Home 
CEO, Feminine
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