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Jenny Darroch: Bio

S ested Speaking Topics
On the faculty at the Peter F. Drucker uag P 'ng P!

School and Masatoshi Ito Graduate
School of Management, Jenny teaches
marketing strategy to MBA and Executive
MBA students. Teaching only post-
experience students means that Jenny is
adept at drawing from research and theory
so as to solve practical marketing prob-
lems in a common sense, no-nonsense
way. The Drucker School was recently
ranked 5™ in the USA by The Princeton
Review for the quality of its faculty.

Marketing Through Turbulent
Times: Lessons from
the Great Recession

Marketing Strategies for
Growth

Drucker On Marketing and

Jenny is a thought leader in marketing Innovation
strategy with a special emphasis on Jenny Darroch, PhD (Otago),
; ; MCom (Auckland), .
marketing strategies that generate BMS (Waikato) Strategic Brand Management

growth. An accomplished author, Jenny
combines her interest in marketing, entrepreneurship and innovation

in her research program. Her new book, Marketing Through Turbu-  The Problem with Marketing
lent Times was recently published by Palgrave Macmillan. Plans

Marketing Through Turbulent Times examines the context of the cur-
rent recession, reminds managers what it means to execute excellent
marketing strategy and provides a Problems-Solutions framework as a
way of generating growth.

JENNY DARROCH

Jennyod6s publications have abBupmear
Journal of Marketing, Journal of Business Ethics and the Journal of Small
Business Management. She recently co-edited (with George Day and Stan
Slater) a Special Issue of the Journal of the Academy of Marketing Science:

A Tribute to Peter Drucker in 2009.

Prior to joining the Drucker School, Jenny was the Director of Entrepreneur-
ship and Associate Professor in Marketing at the University of Otago in New
Zealand. She has taught in numerous executive education programs in New
Zealand and around the Asia-Pacific region, managed the marketing curricu-
lum for a large MBA program in New Zealand, developed and launched a
Masters degree in Entrepreneurship, and was instrumental in developing
support structures to allow the commercialization of science and technology

SN el MARKETING
“THROUGH

ico, aimed at developing policies to support young entrepreneurs.
Jenny continues to provide leadership to her professional community. For T U R B U L E N T
example, she is an active board member of the Marketing and Entrepreneur-

ship Special Interest Group within the American Marketing Association and TI M Es *
hosts an American Marketing Association Chapter at Claremont Graduate
University. Jenny frequently reviews for the Journal of the Academy of Mar-
keting Science, Sage, Wiley, Palgrave, Routledge and other publishers.

www.MarketingThroughTurbulentTimes.com




Jenny Darroch:

Jenny Darroch's new book, Marketing Through Turbulent Times
1S a common sense, accessible book

that examines the challenges of marketing
in the current environment and provides a
range of principles and tools (including the
Problems-Sol uti ons E fr
managers who want to fine-tune their cur-
rent marketing strategies while identifying
innovative growth opportunities that will
allow them to lead their organization to-
ward a robust future.
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AThis book is a timel
the message behind the Chinese character for
crisis or critical turning point, which combines
the characters for danger and hidden opportunity.
Successful marketing managers must be ambidex-
trous to cope with the dangers created by the tur-
bulence of the present, while preparing their or-
ganizations to capitalize on the growth opportuni-
ties that are created by the same turbulence. The
reader will find rich guidance for doing both well,
and staying relevant.

iy Whainlde f oy erey ug¢
rently preoccupied - and per-
haps immobilized - with how to
compete in tumultuous times,
this is the very first practical
managerial guidebook to help
managers not only compete -
but win. Importantly, this is not
simply an interesting "thought
piece" - but rather based on
lid empirical evidence exam-

ter for Technological Innova-
tion, Director, Emerging Technologies | Bernie Jaworski, Monitor

Executive

b X

Management Research Program,
The Wharton School of the University of
Pennsylvania

Development,
Monitor Group

Marketing Through Turbulent Times

Endorsements

fiJenny Darroch i
helping you think through the current
financial crisis and heightened turbu-

"lence. She offers several perspec-

tives, frameworks and examples that
will stimulate new ideas for turning
the threats into opportunities, echoing
the idea that a crisis is a terrible thing
to waste. o
Philip Kotler, S.C. Johnson
Distinguished Professor of
International Marketing,
Kellogg School of
Management,
Northwestern University

"I found your book fascinating - not
because I learned a lot about market-
ing of which I had no idea, but be-
cause I marvel at the amount of re-
search you put into it. The bibliogra-
phy alone is overwhelming. I hope it
is going to be a roaring success and
required reading in all Business
Schools. Congratulations."

Doris Drucker, physicist,
inventor, entrepreneur
and wife of the late
Peter Drucker.

AAl'l of us saw t
and turbulence leading up to the col-
lapse of the global financial system at
the end of 2008. In seeing this evolv-
ing crisis, Professor Darrocfh cor-

v &t {ijTcl)fh O Folv mPtthg nlan-
agers could possibly make sense of
this new world; a period where his-
tory can in no way be relied upon to
make rational sense of the future.
Fortunately for all of us, she has pro-
vided in this work a superb roadmap
and a strategy for not only survival
but how to prosper in these turbulent
times. This is truly a book for our

0 ti me. o
ining how firms accelerated out Peter Sealey, Ph.D., Former
George S. Day, Geoffrey T. Boisi Professor | of recessionary times versus Head of Global 1 arketing
of Marketing, Co-Director, MackCen- |f i r ms t hat si mply N e omBany’

Former President of
Marketing and
Distribution,
Columbia Pictures
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Jenny Darroch:

Suggested Speaking Topics

the Great Recession

Marketing Through Turbulent Times: Lessons from Strategic Brand

Jenny Darroch provides an overview of the 10 lessons learned from
marketing through the recession of 2009, which she has captured in
her latest book "Marketing Through Turbulent Times".

Management

A strong brand is clearly understood
by all those who work for the organi-
zation and therefore facilitates effec-
tive decision-making. In addition, a
strong brand provides a common

The |l essons are broken into tHEneu8ee ahd 8P Ef feferende that | A F
some guiding principles for marketing through turbulent times; (2) allows external stakeholders, such as
growth through excellent execution of the current marketing strategy; customers and investors, to make
(3) growth by pushing product-market boundaries using the Problems | | sense of the firm.
-Sol utionsE Framework, a four|stage framework |to
idea generation and development. One of the challenges facing brand
managers today is to ensure that the
Marketing Strategies for brand not only remains well-known
Growth Suggested Speaking Topics and respected but also that it main-
tains a point of difference in what is
; ; . normally a competitive market and
i‘?a?;fv;[ilrll{; SJ}?: %ﬁfggggﬁ)c;esda Marlfet"‘g Through Turbulent remains relevant in an ever-changing
called The Problems-So | ut i |0 Times: Lessons from the market.
Framework. The Problems- Great Recession
SolutionsE Fram In this talk, Jenny focuses on the
stage framework that effectively challenges of differentiation and rele-
links consumer problems with new Marketing Strategies for vance. She uses current examples
product solutions in a way that Growth and practical tools to help analyze
minimizes the risk of low levels of brands and develop effective solu-
consumer adoption and therefore tions.
product failure. Drucker On Marketing and
Innovation
Jenny weaves together concepts The Problem with
from new product development, -
marketing research, internal man- Strategic Brand Management Marketing Plans
agement practices and marketing Many organizations have well devel
Egélgrlg{:;dl'n;h\;/%};;ﬁ;;_easy 0 The Problem with Marketing oped manuals from which to guide the
SolutionsE Fram Plans marketing team through the construc-
conventional wisdom and provides tion of a market‘il}g plan. The philoso-
a refreshing approach to achieving phy behind tra(_htlonal approaches to
growth. mar keting plans | s:
the future, | cajn
Drucker On Marketing and Innovation In this talk, Jenny shows why the traditional approach to
) developing marketing plans does not really work for new
Drucker was conmdergd the father of mod@m management and products developed that are developed by an entrepreneur
yet he had a profound impact on the practice of marketing. One or an entrepreneurial organization. Since many entrepre-
of his major contributions was the way in Wh%Ch he encouraged neurs begin with questions
firms to focus on both marketing and innovation in order to cre- know and whom do | Knowd t
ate value: "Because its purpose is to create a customer, t'he busi- comes: A1f | can controll t
ness has two' -and oply two - functions: marketing and innova- dict ito. The same hol ds t
tion. Marketing and innovation create value, all the rest are leverage internal capabilities, such as expertise with a
costs." specific technology, to create new products and shape
markets.
Jenny, a professor of marketing at the Drucker School of Man-
agement, provides an ovVer Vi|eWnPokfersiniBativ@ dpproRch thFidkignfs fofig MO S
portant _contr1but10ns to the intersection between markethg and the Way about an entrepreneurial approach to marketing.
reminds us of just how i mpojr|it ant rucEeros deas are t
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Huffington Post Contributions

Innovations that Change the World, February 25, 2010.

Customer (Dis) Satisfaction and President Obama, January 27, 2010.
Marketers, are you Listening to the Language used to Describe the
New Apple Tablet? January 19, 2010.

Super Bowl Advertising: 2009 vs. 2010, January 13, 2010.

Marketing through the Recession: Ten Lessons from 2009, December
31, 2009.

It Is Time to Refocus on Education, R&D and Innovation If We Are to
"Think Different” and Remain Competitive, December 9, 2009.

Xbox, FarmVille and the Need to Play and Socialize With Others,
December 2, 2009.

Why We Don't Complain About Airline Travel Anymore (And How To
Avoid Disappointment This Holiday Season), November 23, 2009.
New, Exciting And Intriguing Innovations, November 19, 2009.

Can Strong Brand Management Practices Hinder Career Opportuni-
ties?, November 14, 2009.

An Open Letter to Retailers About Keeping Customers Happy this
Holiday Season, November 12, 2009.

Big Brands vs. Private Labels and the Recession, November 2, 2009.
McDonald's on Ice, October 29, 2009.

Eighty Years After Black Tuesday, October 29, 2009.

Interesting Innovations that Generate Growth and Shape Markets,
October 28, 2009.

Firing Customers: Are All Customers Created Equal?, October 22,
2009.

Don't Get Too Excited by Green Shoots, They Might Turn Brown,
October 20, 2009.

Car Buying Behavior: The Case of Demotorization, October 14, 2009.
Post Recession Economic Growth Means Challenging Our Concept of
"Normal”, October 8, 2009.

Marketing Strategy Has an Important Role to Play in Post-Recession
Economic Growth, October 7, 2009.

What Do Social Media and the Printing Press Have in Common?,
October 1, 2009.

Will Consumer Spending Change Once the Recession Ends?
September 30, 2009.

Avoid the Temptation to Cut Marketing Budgets to Balance the Books,

September 26, 2009.

http: //www.huffingtonpost.com/jenny-darroch
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