Modern marketing strategies
and practical applications in the
Thoroughbred Industry
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Over the last decade, the customer purchase journey has
changed dramatically.
So have people’s expectations & behaviour.
It’s critical to remind ourselves that as people evolve, our marketing
strategy must evolve with it.
This e-book aims to provide insights into how thoroughbred
businesses can adopt modern marketing strategies and
practically apply them to their decision-making.
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M AR K ET I NG: 2008-2018

2008

Think back to 2008 and your process of buying a major product or service.
A car, home mortgage, or stallion nomination. It likely followed this path...
You had a problem that needed solving or a desire to purchase.
You looked at the website of that company on your computer.
Perhaps asked around family and friends for a recommendation.
Then, you walked into the store, or called and spoke to the salesperson. You
tested it out and asked the salesperson about what the product or service
could offer.
You purchased the item.

2018

In 2018, your buying process will look more like this...
You had a problem that needed solving. Or your attention was caught by a
personalised or emotional message in an advert or social media post. This
triggered an interest, so...
You googled the product, service, or perhaps even the specific topic, reading
and watching provided information across a of multitude of devices and
platforms.
You visited independent websites, looking at available ratings and reviews.
You added the brand on Facebook, Instagram and/or Twitter. You read or
watched any relevant content engaged with by your social network.
You arrived at the store, or called and spoke to the salesman with an opinion
of the product or service already largely formed in your mind.
As long as the salesman validated your research, you purchased the item.
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M A R K ET I N G : 2008-2018

In 2018, the buying process has
completely evolved.
We now access social and digital media
multiple times a day, are permanently
connected to mobile devices that barely
existed in 2008, and have almost infinite
access to detailed information on most
topics.
Our mental methods of filtering out
irrelevant or boring messages have become
highly sophisticated.
It does not matter if you are selling shares
in racehorses, nominations in stallions,
packages of thoroughbred insurance,
veterinary services, breaking-in yearlings,
promoting a racing carnival, bloodstock
agency services or selling your position as
the best sales company in the world...
at the end of the day, you are selling to
people whose consumption habits have
changed.
It’s time your marketing strategy changed
too.
Here are five lessons to help guide your
journey in marketing to the modern
customer.

PAG E T I T LE: description of page

L ESSO N 1: IT’S ALL DIGITAL
We’re witnessing a fundamental shift in the way people consume
media. What used to be predictable, daily sessions online have
been replaced by many fragmented interactions that now occur
instantaneously, on the move.
56% of Australians use social media more than 5 times a day.
81% own a smart phone, including 77% in the 50+ age bracket.
Digital mobile strategies, including social media, must lead all
modern marketing practices.
For example, 95% of motor vehicle buyers use digital as a source
of information, with the double beginning their sales journey
online compared to in-store.
Customers expect seamless experiences. No matter the platform
or distribution channel, every brand encounter must meet their
needs in the moment. The experience must be consistent across
touchpoints, devices, channels, and moments.
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S T RAT EGY: Lesson 2 & 3

L ESSO N 2 : C US TOME RS AR E H YPE R -R E SE ARC H E D
People are making decisions faster than ever before. In order to act on those
decisions instantly, people want help in the decision-making moments.
Buyers on average consume 10.4 information sources before making a purchase
decision. Through the adoption of mobile and social platforms, consumers are
researching to a level unthinkable in the past.
For companies, this means shifting marketing strategies to keep pace with these
consumers - delivering strong, engaging and effective messages in the right
moments. This feels less like interruptive spam and more like a conversation that
customers actually look forward to having with a company.
Know your customer, then delight them with the right interesting and emotional
content at the right time.
If marketing has one goal, it’s to reach consumers at the moments that most influence
their decisions.

L ESSO N 3: CUS TOME R FIRS T
Marketing in the past 50 years largely revolved around interruption advertising, or
renting space in channels (i.e. television or a magazine) to garner attention.
But over the past decade, creative businesses have delivered value to their clients by
creating relevant and compelling content or advertisements, gearing it toward very
specific audience groups, and then, over time, seeing positive behaviour changes.
Marketing research shows that increasingly competitive markets will result in
customer experience overtaking price and product as the key brand differentiator by
2020.
Brands can generate a lot of customer goodwill and confidence by simply putting
yourself in the customer’s shoes and truly identifying with their situation.
The best marketing isn’t about the brand; it’s about the customer.
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ST R AT EGY: Lesson 4

LE SSON 4: TE LL YOUR S TORY

We are drawn to companies that are story
driven.
Stories, emotion and education encourage
clients to actually care about your brand
in ways that commercial sales pitches
cannot. We automatically process stories
with ease because our brains are wired to
think and retrieve memories in narrativeformats.
Competition driven companies are focussed
on the marketplace, being reactive and
winning. Beating the opposition on short
term metrics.
In contast, story, or purpose driven
companies operate on a bigger spectrum
than profit. They have a keen vision for what
their business will create in the longer term.
Revisit your back story.
Every business was started to create some
sort of positive change in the world. This may
be to bring more integrity to the purchase
process, stand the best stallions in the
country, or offer a better racing experience.
At Kick, we believe the thoroughbred
industry should be promoted with heart,
transparency and purpose. If individual
businesses
within
the
thoroughbred
industry can raise the bar, we all benefit.
And if the industry as a whole is promoted
with purpose, we can authentically
communicate with relevance to the next
generation and start to shape the future.
That’s why Kick exists. What’s your story?

L E S S ON 5 : C O N SI S T EN C Y, T R ANSPAR E N CY & AU TH E NTICIT Y = TRU S T
Consistency
Brand purpose should manifest itself in everything a brand does: from product
development, to customer experience, to how it conducts its marketing.
Consumers see one brand, so act like one brand across every touch-point.
Transparency
A marketer is faced with two options. Option A is paved with gimmicks and tricks
that confuse customers and pull wool over their eyes. The other sates what is
actually offered and at the end of the transaction is the product that was promised.
As a customer, which will you do repeat business with?
Authenticity
Identity is constructed from core values. It’s the foundation that forms culture and
brand. When identity is unique – or clear and distinct– a company will attract an
audience that shares its core values.
Be unique, unusual, and – most of all – authentically yourself. Any content
produced, either on the website, in digital advertising, on social media, should not
be mistaken for anyone else.
People who are interacting with you and buying from you want to know who you really
are.
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DE S I G N
P R I N C I P LE S

Great design can inspire individuals
and evoke an emotional response.
When comparing an average advertisement
vs an exceptional one, many individuals
will not be able to specifically articulate
why.
Great design is more than just layout, colour
and messages. It is a well-thought out
combination of a multitude of components.
Here are five principles to consider for
great design.

G R EAT D ESI G N : 5 princ iples

1. QUALIT Y IMAGE RY

An image says a thousand words.
To create superior marketing materials and advertisements, one must start with
the right assets. If you were going to bake a cake but only used low-end ingredients,
how would you expect it to turn out? Sufficient but not exceptional. The same goes
with design, you need to gather the best assets to create something remarkable.
A quality high resolution photo taken by a top professional photographer will take
your average design from good to amazing, which in turn will capture the attention
of your audience so they notice your message.
Where can your photos be used? advertisements, website, web graphics, news stories,
social media, sales banners, and other marketing media (postcards, brochures, etc)

For Stallions
• Headshots
• Paddock shots: Close up and full
body
• Conformation Shots
• Progeny photos: Foal, yearling,
and racing age photos

For the Bloodstock Agency
• Shots at the sales
• Yearling Prep
• Upcoming Sales horses
• Graduates
• Team Shots

For the Stud Farm
• Scenery: Barns, Paddocks, and
unique features
• General Horse Imagery: Mares &
Foals, Weanlings, and Yearlings.
• Employee Shots

(trainers, owners, jockeys, etc)

Influencers in the Industry
•
•

Professional Shots: Posed and
Candid
Career Shots: Taken during big
events, for example cheering a
winning horse. on.

2. CL ARIT Y
Why do some advertisements have more impact than others?
In the age of social media, everything is taken in at a glance.
Creating beautiful and engaging design with clear messaging is
paramount to connecting with clients. An advertisement must
grab a viewer’s attention through all the commotion and noise
that surrounds our everyday lives.
The next time you see an advertisement that grabs you, take a
look. See what is different about that ad vs. one that you typically
skim over. Most likely, the design is elegant and the message is
clear.
Consider
• Consistent branding elements
• Visual Contrast: Helps guide the viewer’s eyes around the
most important parts of your design and organizes your
layout.
• Aesthetically pleasing typography: Easily read copy and
digestable messaging.
Avoid
• Overuse of copy (2 x selling points per advertisement, max)
• Redundant messages
• Excessive colors and flourishes
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G R EAT D ESI G N : 5 princ iples

3 . P HOTO MANIPU L ATION
When scrolling through your social media account, do you ever question the
authenticity of an image?
Photo manipulation is an essential tool to any designer. You want to show off
your product in the best light possible, whilst maintaining integrity.
Editing an image by removing cosmetic problems or general aesthetic problems
is important to focus the viewer on the overall message.
Proper use of Photo manipulation
• Cosmetic Fixes: Small scrapes, bug bites, dirt spots, grass hanging out of a mouth
and messy hair
• Expression: Opening a closed eye or putting the ears forward
Questionable Photo manipulation
• Correcting a major fault

Original Photo

Edited Photo (grass removed from Stallion’s mouth)

© 2018 Kick Collective • www.kickcollective.com.au

G R EAT DESI GN: 5 pr incip le s

4. BAL AN CE
The human eye is trained to look for balance to ascertain beauty in our surroundings.
Having a sense of balance gives form and stability. An unbalanced design appears
messy, resulting in a design that is difficult for the viewer to process.
Balance can be achieved through symmetry or asymmetry.
Symmetrical design means that elements are evenly distributed on the page, creating
an even flow that is pleasing to the eye.
Asymmetrical design uses elements that are not evenly distributed throughout the
page, but are arranged to create an equilibrium and sense of balance. This can be used
to create interest and draw the eye to a specific element.
How do you know if your design is balanced? Fortunately most people can tell within
a glance if a layout is balanced.

Symmetrical balance

Asymmetrical balance

5. RISKS
What worked 20 years ago, 5 years ago, or even 3 months ago may not be as
successful today. Design, technology, and trends are changing all the time. The way
we communicate and process messages is an ever changing landscape.
To successfully create modern marketing content, businesses must be knowledgeable
about new design trends. Innovation is as important in the design industry as any
other.
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“ TA K I N G RISKS IS JU S T
A S I MP O R TANT AS
TRYIN G TO P RO DUC E
G OO D WORK ”
– Edward Tuckwell, Graphic Designer

B U DG ET I NG: 3 Criteria

T H R E E CR I TE R I A FO R
A DV E R T I SI N G B U DG E T E F F E CTI V E NE S S
USA business mogel John Wanamaker was considered a pioneer in marketing in the
1900s, creating the modern department store. He is credited with coining the phrase:

“Half the money I spend on advertising is wasted. The
trouble is, I don’t know which half.”
100 years later, many still believe this is the case.
Why? Because advertising spend is often influenced by two cognitive biases:
1. The bandwagon effect: we tend to do what everyone else is doing
(or advertise where everyone else is advertising).
2. Confirmation bias: we seek out information that supports our pre-existing beliefs
(we think that whatever we read, watch or listen to, everyone else must also).
As a result, a third bias comes into play... Conservatism bias, which leads people to
believe that pre-existing information takes precedence over new information.
So we reject something because it’s radical or different. Yet great ideas usually are.
Here’s a new idea: there is no excuse to be wasting any money on advertising especially in 2018 and in a niche industry such as horse racing where we often have
a very defined target market.
How? By ensuring the goal of advertising is the distribution of quality content,
offering value to a targeted audience at moments that matter to them most.
And it’s important that this is the highest quality content.
As a general rule of thumb - whatever you’re spending on distribution, budget the
same amount on strategy, research, creative assets, planning and production.
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BU DG ET I N G : 3 Criteria

There are three criteria to consider before deciding where to allocate advertising budget:

CR IT E RI A 1

It must reach a very specific and targeted market.
No scattergun advertising where we throw mud against a wall and see if a
piece sticks. The advert has to reach a specific client base that has a need
to be addressed.
Therefore, mass market options such as television advertisements do not
meet the brief.

CR IT E RI A 2

The advertising platform must provide the capacity for the highest
quality content to be distributed. This content could be in the form of a
beautiful advert, an interactive photo gallery or a visual video story.
So five flashing GIF banner adverts filling one news web page fail this test.

C R IT E RI A 3

A value exchange occurs between the advertiser and target market.
Clicking through an advertisement might provide the client access to an
e-book, or a blog, or an engaging experience. In return, this gives the
advertiser access to data insights that guide his marketing content in the
future.
Hence a static JPEG advert without a feedback relationship with the advertiser
will not provide this value exchange requirement.

Ticking all three boxes (rare, like a unicorn) would ensure major advertising spend is allocated
to the platform. If two criteria are fulfilled, it is still an option to properly evaluate. Ticking
one box... well, the advertising option may be considered at a cheap rate.
And if none of the three criteria are met, and you still allocate advertising revenue to the
platform - you’re proving the Wanamaker theory correct.
Half your money, at least, is going down the drain.
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