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% ( ) 2007
% ! - Hiking Brochure due for a re-
b <= design and reprinting.
- New advertising/signage op-
portunities to be available for
2 restaurants and retailers as

well as tourism stakeholders
this Spring.



MARKETING MAXIMS by Keith Powell
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Marketing is people-oriented and more than jushloers.

The world has certainly changed with globalizatmd the Internet, but
branding has not.

In emerging economies consumers are more inéer@strusted brand
names because many local brands are not governibe lsame regulations
or standards as global brands.

When there is more choice, consumers need avotibty handrail (a brand
name) to guide them through the complexity.

The implications of the Internet for advertisgrgd marketing are profound.
With the exponential increase in the number of mediailable through the
Internet, it is more difficult to optimize thanttiere were only 60 TV Chan-
nels.

Traditional media must adapt, along with adversisbut reports of the de-
mise of traditional media outlets are exaggerated.

In marketing, choice increases consumption. Rewhpb used to watch tele-
vision 6 hours a day are cutting back to 3 houwtayabut are possibly
spending four or more hours in the internet, tdeeyrare increasing their
consumption of media.

Surveys in Europe show that organizations likeeBpeace have a bigger
brand recognition than McDonald’s or other Europearporations.

Private sector brands must earn trust to succeed.

Psychology plays a role in marketing effortg, it to manipulate people.
You can manipulate someone once into buying guntg but you cannot
manipulate them into repeat buying, which is thiy evay to build busi-
ness.



