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Speaker 1: What do you think about most people having a negative view of marketing, especially exploiting people's psychology to sell them what they wouldn't want to buy? What percent of marketers do you think would care about customers over profitability?
Speaker 2: Yeah, this is a great question. I'm going to answer this in two ways. The first way I'm going to answer it is, this is where ethics come into play. This has been, I think, super important in what we've been doing here at Stanford as well, is really looking at ethics across everything that we do. When I think about marketers, marketers do need to learn and understand what that ethical behavior is all about, and really think about what are they doing as a marketer, and make sure they don't cross that line. I think that this whole idea of ethical marketing, I think is a very important thing for any marketer to really learn. What is my personal opinion? Yeah, companies do go over that line, and they will unfortunately put, hey, I want to really make money, and so I'm going to put my ambitions as a company, because I have shareholders, I have investors, I'm going to put ahead of what I think is really right for my market and for my audience. They're always going to be bad eggs out there. The other way I'm going to answer this is, welcome to my life. I walk into a Stanford classroom of all these engineers, and it's like, all right, I want to see a show of hands. Who thinks marketing has value? I can tell you, not a lot of hands go up. That's always part of my job then during those 20 sessions, is get you from where you think it has no value, and it's all that fluffy stuff or sadly, stuff that is inappropriate from an ethical perspective, to where you know how to go out and drive marketing in a way that's ethical and a way that makes sense for the business. It is always finding that balance. It's a great question.
Speaker 1: Is there an example of that, Linda? I'm just double-clicking on the question and just diving a bit deeper, because one of the takeaways from the talk is economics. You need to make sure that you have a business model that's balanced. I think there is this takeaway that it needs to be profitable. But if that profitability comes at odds with your principles, how do you reconcile the two? I don't know if there's an example that you can share, where there might have been a tension between your principles and what was profitable or how you navigated through that process.
Speaker 2: Yeah. What I can say is, a lot of my career was in the B2B world, and then I moved to the B2D or business-to-developer world. In the B2B world, I would say that I never ran into an example in my companies where what we were doing was wrong for our customers. I was very lucky that way. I will say we had one company where we did have to look at, what are our practices at the end of a quarter and closing a quarter? You used to hear about in the old days where software actually came on a disk, gold disk deals to get a quarter close. I have seen that in business and we did bring that back. We had to bring that back because we were a publicly traded company. But I've been very lucky not to have seen people crossing the line in terms of what they're doing to customers. I will say I have observed and I don't want to say company names because they've not been names, companies I've been associated with. But I have seen in the B2C world where it's really easy to do that. I think you're seeing a lot of questions around this, especially with forming young kids associations. You're seeing a lot of question. I mean, without saying a name of a company, there's been a lot of question about even in the product development. Are we developing children's dolls in a way that is going to make them feel good about their own personal images? I think in the B2C world, it is much easier to cross that line and then a company has to question, why are they in business and are they feeling good about how they're in that business?
Speaker 1: Doesn't it come back to then your values, which is ultimately your brand? Yeah. Because ultimately, I think it's articulating what your values really are. I love that. In the beginning and having that be informing part of your brand and making that decision.
Speaker 2: Yeah. I so agree with that. I'm passionate about the whole idea of value building and building values. I have worked in organizations where it was, shoot, where's that card from HR? I know we have values. I just got to find that card and find out what they were on the backbone because they weren't a part of how we operated. I have worked with companies where the values were taken so seriously that they actually did drive the business. They were the underpinnings of how the company operated. As entrepreneurs, you get to make that choice. Another thing I would say is, don't wait to select your values until way downstage. Oh, I guess we're big enough now, we need to have values. They can be such powerful tools for building the brand, but for building your organization, hiring the right people, making the right choices as you're pointing out.
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