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When traditional marketing thinking fails
it's high time for change. Innovation is
key. How to bring fresh thoughts into your
marketing strategy? Malcolm Gladwell
traces the development of ideas.

About the Digital Book Club series

In times of huge economic and social change, knowledge becomes a critical success factor. We created
the Digital Book Club reviews to bring you closer to the people and ideas shaping the digital networked
economy. They are short reviews of texts we’d recommend, and are published monthly. We also publish
similar Digital Thought Leadership interviews and Digital Insight Reports to accompany our own talks and
training workshops. Knowledge and training can unlock the potential of your team.

Making sense of a digital world

Epidemics of ideas

How can little things make a big difference? That is the question at the heart of Gladwell’s
zeitgeist romp through American pop culture. Unconventional, bordering on the business
equivalent of punk, Gladwell starts his journey deep in the street life of New York where he
charts the unexpected return of Hush Puppies, he takes us on a subway ride to explain why
some crime reduction programmes work and others collapse, into the consultation rooms of
disease clinics that conquered epidemics, behind the scenes with the focus groups that drive
the Sesame Street childrens’ television show; even a few consumer package goods
companies make an appearance. Like a travel writer, he describes these worlds we wander
through with a richness and grittiness, and left me feeling like I'd done a few thousand miles
on Greyhounds round The States.

But this is no picture postcard book. Gladwell weaves theory through the fabric of these
examples. And the theory delves into the science of epidemiology and the process of disease
transmission. Not what you would recognise as marketing; at least not on the surface.

Gladwell’s obsession is epidemics. Epidemics of ideas; how they start, incubate, spread, and
are caught. The roles people and media play along the transmission path: the maverns who
nurture the knowledge, the connectors whose gregariousness takes messages far and wide,
the salesmen convince those exposed to adopt. The journey that begins after the marketing
message has been released. The factors needed for an idea’s spread to ‘tip’ into an explosive
epidemic.

Had you thought about how the numerous micro-
markets join up and what makes some susceptible to
your painstakingly crafted message while others never
even register? What is holding back these groups from
adopting and why is the pace so radically different?

The familiar marketing adoption curve makes a welcome appearance as the early majority
follow the innovators and our ever-present laggards drag their heels. But how much had you
questioned the very nature of that curve before?

Had you thought about how the numerous micro-markets join up and what makes some
susceptible to your painstakingly crafted message while others never even register? What is
holding back these groups from adopting and why is the pace so radically different?



Why tipping point? o _ _ _ Our company support programmes includes
I was lucky enough to study epidemiology at college and have enjoyed using a few of its
principles in marketing in my own journey. Comparing the infection of ideas with the infection ° CoaCh | ng and mentori ng for Senior ma nagement

of disease is not new and many other marketers have also arrived at points along Gladwell’s
path. But what is now clear is that we were merely wandering in the foothills while Gladwell
was rolling out the highway into and through the mountains.

Customised in-company training programmes
Management clinics for critical issues

In a world of ever more complex social structures, ever more prolific and fractured media, ever

greater noise across the landscape of our lives, and exponential growth in communications WOI’kShOpS f0r Staff at a” Ievels

Gladwell’s approach takes on an essential relevancy. This is a complement, not a threat, to
traditional marketing theory. The Tipping Point does not challenge the notions of brand and
response marketing, but instead provides a window through which to view and re-view
markets, plans, products, and ideas. It is a health check to strategy, a model for marketers a
framework every marketer should learn, a tool to embrace with passion.

Research briefing services
Training and development

To find out more about our knowledge development
programme, book in for a free coaching consultation
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