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10 of their favorite business gurus
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have had their fill of Long Tail
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Survey

From Page 3

Green marketing was the most
popular write-in buzzword, while
the least-popular concepts, named
by fewer than 40%, were Six
Sigma, game theory and faith-
based or religion-based marketing.

“Concepts such as Long Tail
and Six Sigma will continue to
wane in popularity, while the
renewed interest in classical
issues such as customer satisfac-
tion/retention and segmentation
will continue to draw increased
attention from marketers tired of
these cute buzzwords,” said Tom
Anderson, managing partner of
Anderson Analytics, in an e-mail.
He added that most of the trends
mentioned fell into four broader
categories: traditional marketing,
global issues, new digital media
and green marketing.

The study also queried MENG
members about a host of other
topics, including most important
marketing/business gurus, key
demographic groups and best
business books.

Seth Godin is their top market-
ing guru, followed at No. 2 by
Apple’s Steve Jobs, whose iPhone
and iPod success seems to have
pushed the entrepreneur and
CEO to near the top of the mar-
keting heap. A mix of typical mar-
keting experts and more-busi-
ness-oriented execs rounded out
the top 10, in order: Peter
Drucker, Warren Buffet, David
Aaker, Tom Peters, Jim Collins,
Jack Welch, Malcolm Gladwell, Al
Ries and Phil Kotler. Former U.S.
vice president and current global-

warming guru Al Gore made the
top 20. A handful of the execu-
tives also chose “myself,” Mr.
Anderson said.

Some of the gurus also made
another list in the study—as
authors of the last-read and most-
recommended business books.
The most common recent read
was “Good to Great” by Mr.
Collins, followed by “The World
Is Flat” by Thomas Friedman and
“Blink” by Mr. Gladwell. When
asked to rate the books on a five-
point scale (five being the best),
the highest-ranked was Eliyahu
Goldratt’s business novel “The
Goal,” published in 1984, with a
4.7 (although it ranked No. 14 in
popularity), followed by the
newer “The 4-Hour Work Week”
by 29-year-old Timothy Harris,
with a 4.4 rating (ranked No. 9 in
popularity).

When the marketers were
asked what one business book
they would recommend to fellow
marketers, the top answer was
“Good to Great” again, followed
by “Positioning” by Mr. Ries and
Jack Trout and “Seven Habits of
Highly Effective People” by
Stephen Covey.

As for the most important
demographic groups, the usually
overlooked baby boomers were
deemed important by 88% of
respondents, followed closely by
Ceneration X (86%),
Hispanic/Latino  (86%) and
women (85%). At the bottom of
the list were Generation Z (72%)
and urban (72%).

“What our members are say-
ing is they're all important, and
they can’t walk away from any of
them,” Mr. Chaterji said.



