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Paper for the 9th IASSAISworld congress
Helsinki and Imatra, June 2007

Dear Ladies and Gentlemen,

it s a pleasure to be here in Finland again,
and | m looking forward to a wonderful congress.

And I m glad that you give my the opportunity to speak here about
misunderstanding in marketing and advertising. Although this speech
has been moved twice, | think it has a lot to do with media and media
studies.
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Conseguences for Marketing
Conseguences for Semiotics
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SEMIOTIKAN,

What will this presentation be about?

Of course about misunderstandings in and about
marketing-communication.

But as | am working in the consulting field it is often not enough to be
critical. My clients say to me: Dont tell us where we are bad, tell us
how we become better.

So I will not focus on the intellectual pleasure of showing one
communication mistake after the other but also give some positive
perspectives for marketing and for semiotics as well.

And of course we Il have some fun and some insights with marketing
communication

But first let me please start with few sentence about myself and my
business, so that you can see where these ideas come from



Who is KMB?



KMB O. HasM By prdessardl

Dr. Klaus M. Bernsau: 15 years experience as consultant and
conceptionist for advertising and marketing agencies

Founder and owner of KMB|Konzept " Management " Beratung fur
Unternehmenskommunikation

(i.e. Concept Management Consulting for Corporate
Communication C%

Clients: Coca-Cola, ContiTech, Deutsche Bahn, Deutsche Post,
Opel, Rewe, but also many small and middle seize companies

Branches: automotive, energy, finance, trade/AMCG, industry,
IT/telecom, logistics, pharma, fashion

" www.kommunikation-kmb.de

&G X

SEVIOTIAN, KMB [

Actually I m working since 1991 in advertising agencies and
consulting firms, you can see the clients.

Not mentioned the many small and middle seize firms, which you
probably do not know.

At the end of 2005 | started my know consulting company KMB, which
stands for a) my initials and b) for Konzept " Management "
Beratung flr Unternehmenskommunikation

Which means in English: Concept Management Consulting for
Corporate Communication

So here you could shorten it to C* (C to the power of 4)
Im working for a broad range of branches.

You re welcome to visit my website.



KMB D. HasM Barseu saatific

Dr. Klaus M. Bernsau: Sudies of Communication Sience, German
Literature, Marketing, Physics, Sociology and Information
Management

Magster (M.A.) Degree in Communication Science about  Sgns for
Sle Coca-Cola-Marketing looked upon in a semiotic way

Dr. phil. Degree about Changng the economic structure is
changing the social meaning  Regiona-marketing of the
Ruhrgebiet

For over 13 years teacher and researcher at University Duisburg
Essen main subjects: Corporate Communication, Communication
Theoriy, and Semiotics

Different presentations and publications about the theory of
corporate communication in nowadays globalizing media society
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But | m scientist also. Only a part-time one, but better than nothing.

And of course I m a semiotician as well. My master and my PhD
Thesis dealt with semiotic theory and applied semiotics.

| had the pleasure to lecture at the Essen University for over 12 years
now. And for almost 10 year now | m attending semiotic congress
and try to convince people of the power of applied semiotics.
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These are my current clients with KMB. For some of them | m doing
semiotic work too.

But still not enough.
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So let s start with the fun!




Marketing is advertising

Advertising sells products

Advertising is communication

Advertising is branding

Advertisements have a certain meaning
Advertising is about creativity

Creative advertisements sell better

Creative advertisements communicate better
Branding creates meaning

The typica semiotic analysis of advertising
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There are so many misunderstandings about marketing that you could run a
whole congress about these. Here are the to my opinion most popular and most
important ones:

Marketing is advertising

Advertising sells products

Advertising is communication

Advertising is branding

Advertisements have a certain meaning

Advertising is about creativity

Creative advertisements sell better

Creative advertisements communicate better

Branding creates meaning

The typical semiotic analysis of advertising
Just to make clear: this are all misunderstandings!

The idea of my paper is that | pick now one or two from the lists and discuss them
a little bit longer.

The others, we can talk about, if there is any time left at the end,
or we discuss them in a more personal round afterwards.
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Advertising is branding

Advertisings have a certain meaning
Advertising is about creativity
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SEMIOTIKAN,

So here | picked:
" Advertising is communication

"And The typical semiotic analysis of advertising which as far as |
have seenit is very likely a misunderstanding per se.
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Many to many people in marketing and advertising still believe or at least
work with a stimulus-response sender-receiver-model of communication.

Yes it s so easy, and everybody understands it. But it is totally wrong, and we
should know this.

And also should professionals in communication should know this.

But believe me they don t. In one of my classes at the Essen University we had a
survey among directors of communication. And they mostly explained
communication with the sender-receiver-modell, or they could explain it at all.

And in Germany it would be even easier to work with an other theory of
communication in advertising.

As in German the word for to advertise werben stands also for an activity that
you would refer to as to court someone . So here might the personal meaning,
the face-to-face background, be much more obvious.

But when you open a semiotic or linguistic textbook or some semiotic journals
you still find these Roland Barthe-ish advertising exegesis, that decodes and
distillates so many meanings out of the plain advertising copy, not as potential
interpretations but as the real impact in the communication process!

oe
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SEMIOTIKAN,

This diagram is for me still a very suitable compromise between
complexity and explanatory potential.

You see communication is always an indirect process whether
you go with system-theory or constructivism or not, it s a fact
that the is no direct line from brain to brain.

And there are always two worlds and we can only assure to a
certain amount that my world and your world are similar enough
for the actual purposes of a situation.

There are many important qualities of communication that you
will never respect when you consider a simple print ad or a TV-
Spot as communication.

And when you claim that all meaning and all effects in the
communication-/advertising-/marketing-/buying-process are in
this ad.
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So how can we understand, what with no doubt is happening.

For example with a picture like this, which everybody even people
from no-cigarette-advertising-countries  will connect with a certain
brand and a certain meaning.
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' What we see is the result of a complex social process
There are many different and divergent targetsin this process
Buying is mostly a problem solving process
Interpretation and creation of meanings is important
in buying decisions
Interpretation and meaning are results of living, acting,
and thinking people

" Asin every communication the influence of the marketing
communication is only an indirect one

' Asin every communication process getting feedback and changing
the rolls of speaker and hearer is essential
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He are some positive thesis, how to understand marketing
communication:

What we see is the result of a complex social process
There are many different and divergent targets in this process
Buying is mostly a problem solving process

Interpretation and creation of meanings is important
in buying decisions

Interpretation and meaning are results of living, acting,
and thinking people

As in every communication the influence of the marketing
communication is only an indirect one

As in every communication process getting feedback and
changing the rolls of speaker and hearer is essential
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" Asin every communication the influence of the marketing
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And again | pick two!
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Thae ae nay tagds in the proes

But there many to pick it up,
not only advertising agencies.

DER SPIEGEL

50%of the marketing budget
is thrown out of the window

The whole media industry and wide parts of the cultura
industry run by (misspent) marketing budgets
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Together with the idea that a piece of advertising is communicating often come
the idea, that marketing and advertising are following a big aevil plan.

But | can assure you it is not. You just have to observe one decision making
process about a campaign in a bigger firm and you will see, that there are so
many different, personal interests in this process that the result is better
described as produced by random than as produced by a strategic plan.

The director of PR does want to speak with the direct marketing guy, the head of
sales doesnt like the color of the models dress and the CEO s wife does not like
the model. (The owner of the agency does!) And so on and so on.

Decision Theory puts this into the metaphor of the garbage can decision .

There is the saying that 50% of the advertising budget is thrown out of the
window and to my opinion the decision making process is the main reason for it.

But many, many people earn their living from the out of the window 50%, not only
advertising agencies. So not really many people even in the big companies want
to do something against it or can do something against the waste of budgets.

Because so many aspects and effects of our modern media life participate form
the right or wrong spent money.

New virtual worlds rise and magazines can report on them both powered by
marketing money. Models become actors and actors be come models. Soap
opera the name is a story for its own characters become part of our own lives
and this makes them some of the best paid actors in the world for just 20 minutes
a week. With friendly support of the season s main sponsor.

oe
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An other aspect is the emergence of meanings in our modern society.
The are so many different means of expression, informing and even
communicating ourselves and with ourselves.

- ICQ and other instant messengers
- Cell phones and its many non-telephone features
- Online communities and platforms like YouTube

- How could anyone dare to say the buying impulse comes from the
printed ad or even that there might be any directed buying impulse in
an ad.

The handiness of an model is not a suitable argument if it comes
along with a non-explaining and non-describing simplicity and
stupidity.

In my personal opinion the best effect of the so called new media is

that they bring back the importance of the individualistic old
fashioned face-to-face communication.

In a HP TV-commercial they claim the PC is personal again and so
communication is individual again .
oe
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So what are the consequences for Marketing?

By the way: These spots have three functions:
- They are proof and comments to the PowerPoint-Slides
- They should show the impact of advertising

- But they also should show the openness of advertising on the first
sight as every complex sign is open at least on first sight
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Qupervising the decision process with respect to a communication
and/or a marketing god is crucia

Marketing needs aintegrated model for describing the ongoing
interpretation process of the target groups

Instruments for gaining feedback or even better achieving a hearer

roll for the company become success factors
New media can help to generate these instruments
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So what are the consequences?

" Supervising the decision process with respect to a communication
and/or a marketing goal is crucial

"Marketing needs a integrated model for describing the ongoing
interpretation process of the target groups

"Instruments for gaining feedback or even better achieving a hearer
roll for the company become success factors

"New media can help to generate these instruments
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This integrated model is most important for marketing management.
And it is, as fare as | know, still missing

And semiotics as theoretical framework, as interdisciplinary
methodology, and as applied theory could give a major contribution to
this integrated marketing meaning model.

19
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This visualisation comes out of the classic pictures of sign
chains and the idea of a final interpretant as a kind of
asymptote the chain of interpretation tends to.

Normally in these diagrams the curve goes down.

If you turn this chain of sign processes upside down, you dont
get a asymptote suggesting the gravity of steady meaning , as
a kind of an idea of a naturall, final, steady meaning.

But you get a saw tooth diagram that gives you the inmy
opinion right impression that you have to do semiotic work to
realise a steady meaning of a sign

against the forces of diffusion and oblivion.

And this is what you have to do to build a product s meaning or
even real brand in the every days work of marketing and
branding.

Of course there are different dimensions in this modell:
strength, depth, clearity.
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" Semiotics " Process

For controlling and For havingin mind the _
comprehending the different interaction and the factor of time

sources of meaning and within communication
under standing

" Hearer " Didog
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SEMIOTIKAN,

| see four main factors or fields of factors:
- Basically the hearer
- Then the dialog at least as a pattern one refers to

And on a meta level

- The process as theoretical construct to describe and explain
communication

- And semiotics as theoretical toolbox to understand where currently
realized and pragmatically powerful meanings come from and how to
handle them

21
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" Company " Sgn Materid
history description of content
philosophy and strategy structure (obvious and hidden)
market content offered in interviews,
test, and experiments
" Communication and Advertising " \auation / Lectures
media history
content psychology
mean of presentation social interaction
integration into corporae culture
strategy markets and power
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A closer look to the semiotic factor or field
offers us these different sources
to follow interpretations and to control them.

Of this is not a closed list!

But there are also non-semiotic effects like market power. Often
enthusiastic marketers or scientists explain every success in the
markets by the brand. But there is such thing like pure sales power.
Companies like Coca-Cola have other means not only advertising to
make sure that they are listed in every supermarket, bar, or even
every kiosk.



What does this mean for the semiotics?
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" Marketing is very promising field for semiotics
Knowledge wise
Income wise

" Semiotics have to focus on the ongoing sign process,
not on exegesis of advertising materials
" Semiotics have to set up amodel integrating the interacting factors
of:
Sogn materia used in marketing

Communication processes between marketers and costumers and
among themselves

Socidization of costumers as individuals and member s of socia groups
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SEMIOTIKAN,

Marketing is very promising field for semiotics
"Knowledge wise
"Income wise

Semiotics have to focus on the ongoing sign process,
not on exegesis of advertising materials

Semiotics have to set up a model integrating the interacting factors of:
"Sign material used in marketing

"Communication processes between marketers and consumers
and among themselves

"Socialization of consumers as individuals and members of
social groups
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When | pick again one thesis out &

25
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Semiotic management corporate values Itd.

" Semiotic management tools
" Semiotic speaking the language of the management
" Not only market research
" But aso active impact, as:
Semiotic scorecard
Symbolic vaues dashboard
communication initiatives with semiotic controlling
Son setting

SEMIOTIKAN, KMB |

| personally come to the consequences that there has to be such thing as a
semiotic based management consulting firm.

Helping companies all over the world
to manage their intangible, immaterial which means semiotic values.

To make this clear this does not only mean semiotic as market research tool,
which some of us semioticians already do, but also a more practical, more acting,
and even more experimental approach.

Transfered to the languages of business and management we come to such sign
as

Semiotic scorecard
Symbolic values dashboard
semiotic controlling

Sign setting
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So these are my short and snappy and hopefully not boring ideas
about

misunderstanding and understanding communication in marketing.

| m looking forward to discuss this with you!
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Thank you very much.

And all of you who do understand a little bit German are invited to visit
me on my website. Here you can find some more of these ideas:

www.kommunikation-kmb.de
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