BY BART ADLAM

Is it Time for Best-Practice Sharing?
Yes, Now More Than Ever.

In a troubled economy, global marketers must leverage winning ideas wherever they come from.

2> Almost every OTC company has
made efforts in the past to leverage
best practices, but too often nothing
of value seems to come from it. In
fact, many companies have put sig-
nificant resources against collecting
the information, some against syn-
thesizing, but have failed to follow
through with effective distribution of
the learning, and especially in driving
decisions from them.

Best practice sharing. Knowledge
management. These terms inspire no
one. They are areas easily put into
the "important not urgent” category
that basically means that nothing
meaningful will ever happen with
them. Surely in these challenging
economic times a marketer has more
relevant priorities to focus on?

Actually, if there was ever a time
where one would want to make sure
that they are leveraging the
strongest, most effective ideas that
already exist within their organiza-
tion — ideas already effectively "paid
for”- it is now. This is a time when
there is more and more pressure to
ensure that marketers can maximize
a return on their marketing invest-
ments. It's a time when one market’s
success in activating the global strat-
egy in store, or another’s in launch-
ing a line extension simply must be
shared so other markets can lever-
age, avoiding additional marketing
research spend, time spent reinvent-
ing, or even avoiding failures that
the company can't afford.

Marketers
around the world
clearly agree that
this is needed. In
fact, our database
of OTC companies
shows that local
markets consis-
tently identify
leveraging global
best practices as a
major opportunity.
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To successfully leverage winning
ideas globally, there needs to be dis-
cipline of each of the four key stages:
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so nobody wants to divert their
attention. The solution is often to
keep the burden low. Ask the key
local contact to send existing
data/presentations (they have surely
bragged about the success before),
then ask them only to be inter-
viewed and later confirm the facts
before their winning idea is shared.

WThere is a time commit-

ment required here to prioritize
ideas to be shared and to make sure
it is clear how other markets should
leverage the ideas. This should be
done by a central resource, most
likely from within the global team.

WMarketers at OTC compa-

nies and beyond often spend inordi-
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nate amounts of time in developing
a portal where information can be
shared. This is typically a great
resource for a few "heavy users’, but
it is ineffective in getting the word
out broadly, as its passivity requires
local marketers to hunt for informa-
tion that could be helpful. A reposi-
tory has some benefit if it is kept up
to date. E-mailed newsletters will
reach a broader audience, however,
like information on a portal, its pas-
sive nature means that it alone is not
enough to create action.

mmis is the step that can

result in real action being taken,
however, it is the stage least often
effectively executed. A local mar-
keter who is genuinely open to a
new idea might see potential in
something they read in an e-mail or
see on the portal, however, with so
many more immediate distractions
the idea is easily put aside and never
considered again. These ideas must
be brought to life in a live meeting,
where marketers can be challenged

on whether they can, and will, find a
way to leverage them. These meet-
ings can become big events, execut-
ed as a fair where ideas are present-
ed, or kept simpler, finding time on
existing agendas.

Keeping it simple may be the best
way to get started on leveraging
best practices in general. Identify the
potential winning ideas or learning
that can be leveraged. Include a half
hour on the agenda for existing
regional meetings to simply list
them along with a contact for each.
Two colleagues with global scope
can quickly identify three ideas from
the regions that have the strongest
potential to be leveraged globally.
For each of these ideas, have a
resource interview the appropriate
contact, put together a simple deck
that outlines what the learning was,
but also emphasizes how to leverage
it in other markets. Use portals
and/or e-mail to get these decks out
to markets quickly, but critically
come back to the markets in a live
meeting to make sure they really

understand how to leverage and are
challenged to do so; even asked to
commit.

There will always be resistance to
ideas that were "not invented here,”
wherever "here” is. The reality today,
however, is that resources are limited
everywhere, while pressure for results
is growing. Markets are much more
open to anything that will work. Keep
it simple and make it clear you have
answers. It may well be the area that
markets can most readily identify
where global marketing added value
at the end of 2009. <¢
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