
Mitchell

354 H E N RY  S T E WA RT  P U B L I CAT I O N S  1 4 6 3 - 5 1 7 8 .  I n t e r a c t i v e  M a r k e t i n g .  VO L . 1 N O . 4.  PP 354-367.   APRIL/ JUNE 2 0 0 0

In one-to-one marketing, which
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Abstract
Marketing, as a process of connecting buyers and sellers, has
traditionally been a seller’s monopoly. Now the information age is
throwing up new business models and brands — such as
consumer agents — which act for and on behalf of consumers as
buyers and which enable consumers to take part in the marketing
process. Consumer agents will turn the world of traditional
marketing upside down, posing a threat to some brands. But they
also open up huge new opportunities to re-engineer marketing
processes and costs; to dramatically cut the cost of going to
market. Indeed, the agent revolution could significantly boost the
competitiveness of those brands willing to relinquish their
monopoly on marketing to share it with their customers.
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The information age in perspective
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The information age
is unleashing a tidal
wave of change

Marketing is at
the epicentre of
the information
revolution

Marketing now
accounts for a
half of all
economic activity
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Figure 1: ‘Downward’ flows of information are rapidly increasing

The information
age creates the
mother of all
price disruptions …

… and a
fundamental shift
in the balance of
economic power
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Figure 2: ‘Upward’ flows of information transform marketing
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Figure 3: ‘Horizontal’ flows of information create new types of business
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Figure 4: ‘Horizontal’ communication between companies allows for creation of ‘one-stop’
shopping

Figure 5: Rise of ‘reverse marketing’, eg search agents, buying clubs, reverse auctions etc
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So far all
marketing has
been about helping
sellers to sell

Tomorrow,
marketing will also
be about helping
buyers to buy

Corporations’
monopoly on
marketing is
being broken
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Agents give
consumers a choice
of market, as well
as a choice of
product or service

Agents create a
new division of
marketing labour

Agents are
not confined
to the Internet

Many traditional
brands will evolve
into agents
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Who are brands for?
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Most distinctions
between dot.coms
and bricks and
mortar are
superficial

Agents side with
buyers, not sellers

Most marketing
assumptions
are completely
seller-centric
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‘Today’s brands are product or vendor-centric brands — they
are statements about the quality or attributes of the product
or vendor. On the Internet, the most powerful brands will be

How does your
marketing add
value to the
consumer?

Traditional
branding is also
seller-centric
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customer-centric brands — they will be statements that the
brand-holder knows the individual customer better than
anyone else and can be trusted to tailor the appropriate
bundle of products and services to meet the needs of that
individual customer. The most appropriate holders of this
new kind of brand are intermediaries, rather than product or
service vendors themselves. Implication: today’s brands may
be wasting assets and the challenge for management will be
to evolve to the new kind of brand before existing brands
lose their ability to capture and retain attention.’11
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The hole at the heart of marketing
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Agents will be the
new superbrands

Why database
marketing never
fulfilled its promise
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Reversing the marketing arrow
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The real price
of consumer
information
is agency

The agency
revolution creates
massive new
opportunities

Agents are
triggering a
fundamental
re-engineering
of marketing
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The new marketing mix
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Go-to-market costs
could plummet

Dare traditional
brands embrace the
agency revolution?



In one-to-one marketing, which ‘one’ comes first?
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Both seller-centric
marketing and
buyer-centric
marketing have
their place

Powerful new
win-win solutions
are possible
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