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After the unprecedented 
success arising from ‘ron 
Kaufman Live in Sri Lanka’ 
in 2017, SLIM signed an MOU 
with the best-selling author 
and coach of  Apple founder 
Steve Jobs, John Mattone, to 
visit Sri Lanka for atwo-day 
Workshop in June.

Mattone is the world’s lead-
ing authority on intelligent 
leadership, a top executive 
Coach and the creator of  the 
IL executive Coaching Process 
and Certification.He is one 
of  the eight finalists for the 
prestigious 2017 thinkers50 

Leadership Award recognis-
ing the world’s top leadership 
authority and thinker. He has 
been a consultant to more than 
250 organisations and coached 
more than 200 top leading 
executives worldwide, earn-
ing a global reputation for pos-
sessing a special ability that 
unlocks and unleashes great-
ness in leaders at all levels. 

the Knowledge forum and 
the CeO Breakfast forum 
are scheduled to take place 
this year. the location of  the 
forums will be notified in due 
course.

Popularly known as the 
‘father of  the Digital World’, 
Jobs was and still continues to 
remain one of  the most inven-
tive and energetic minds in 
American technology. the 
legendary visionary created a 
sensation across the globe with 
his personal computer revolu-
tion.Jobs wasn’t just a savvy 
businessman; he was a vision-
ary who made it his mission 
to humanise personal comput-
ing, rewriting the rules of  user 
experience design, hardware 
and software design.

His actions reverberated 

across industry lines: He shook 
up the music business, dragged 
the wireless carriers into the 
boxing ring, changed the way 
software and hardware are 
sold and forever altered the 
language of  computer inter-
faces. Along the way, he built 
Apple up into one of  the most 
valuable corporations in the 
world.

the contribution made 
by Mattone as the executive 
Coach to Jobs was an impor-
tant part of  his success. 
especially the pull he received 
by inculcating the visionary 

leadership and innovative 
culture in his organisation, 
derived from his coach, ulti-
mately made him an immortal 
name in the business world.

Mattone is a powerfully 
engaging, internationally-
acclaimed keynote speaker 
and top-ranked executive 
coach. He is globally respected 
as a uniquely distinguished 
authority that can ignite and 
strengthen a leader’s inner-self  
and talents, enabling them to 
realise four ‘game-changing’ 
outcomes that they can lever-
age in their business and life, 

namely the 4As, Altruism, 
Affiliation, Achievement, and 
Abundance, which are the 
seeds to achieving sustained 
greatness and creating a last-
ing legacy. 

Mattoneis a respected advi-
sor and coach to CeOs who 
lead small to mid-sized entre-
preneurial organisations 
as well as large global busi-
nesses, on how to create and 
sustain a leadership and tal-
ent culture that drives supe-
rior operating results.recently, 
Mattone’sexecutive Coaching 
Blog was named the #1 

executive Coaching Blog in the 
world by feedspot. Similarly, 
his Leadership Blogis recog-
nised as one of  the best in the 
world.

Executive Coach to Steve Jobs, John Mattone to coach in Sri Lanka

John Mattone

Let’S face it –the fMCG/
CPG industry is at a cross-
roads.

On one hand, faith in 
traditional advertising is 
diminishing – if  the Adex 
trends over the last few 
years are anything to go by. 
this audience erosion on 
traditional media is accel-
erating more than the Adex 
numbers indicate. 

Whilst there is still a role 
for building awareness and 
saliency via ads 
and spots that 
can entertain 
a n d  c h a n g e 
perception, the 
reality is that it 
is not translat-
ing into sales 
– as much as 
expected. 

Whilst some 
may argue that 
it is not easy to 
link the money 
spent on this 
kind of  adver-
tising directly 
to sales, most 
clients believe 
it works and it’s 
something that 
they are com-
fortable doing 
and they rely on independ-
ent verification and long-
standing metrics.

On the other side is digi-
tal advertising. targeted, 
personalised, contextual 
and optimised – providing 
marketers with reassurance 
on effectiveness. However, 
in the last year or so, there 
have been some trust and 
accountability issues cou-
pled with the inability or 
unwillingness of  some 
media platforms to do basic 
math or allow independent 
verification.

the consumer packaged 
goods industry is facing a 
sort of  existential crisis for 
consumer goods marketing. 
And no – I am not making 
a case for brands to divert 
their funds towards shopper 
marketing either. the prob-
lems that plague consumer 
marketing occur frequently 
in shopper marketing too. 
In store expenditure deci-
sions being made for legacy 
and historical reasons, not 
enough evaluation, over-

indexed focus during brand 
launch/re-launch and, quite 
simply, too much generic 
activity.

the reality is that eve-
ryone has their own inter-
pretation of  what shop-
per marketing means and 
depending on your role 
and whether you are from 
brand, agency or trade 
you see it differently. from 
key account management, 
promoter engagement, 

planno g ram-
ing, bundled 
p ro m o s  a n d 
offers, instore 
POSM/display, 
category man-
agement and 
joint business 
programs - You 
could say that 
it is ‘all of  the 
above’ and also 
‘none of  the 
above’ – it’s 
kind of  similar 
to the six blind 
men and the 
elephant. 

It’s time for 
marketers to 
see consumer 
marketing and 
shopper mar-

keting as two equal parts 
of  the marketing game, 
rather than seeing shopper 
marketing as just another 
way of  dealing with retail-
ers. they should transform 
the way they think about 
consumers, shoppers and 
retailers; simultaneously 
and in an integrated man-
ner. 

Here are three principles 
that may help us relook at 
shopper marketing.
1. Shelf  out thinking – 
‘Shelf-out thinking’ short 
for ‘big brand ideas from the 
shelf-out’ – makes the cam-
paign planning and think-
ing more than an instore 
shelf  talker. few pointers:
nDriving consumption 

and usage – cycle after cycle
nAre we cueing ‘occasion 

based messaging’?
n Is there any data/ 

opportunity to leverage 
‘adjacencies’?
nWithin the store is there 

an opportunity to attempt 
contextual placement?
2. One size never fits all 

this especially applies 
communication and mes-
saging. the same key visual 
cannot be applied across 
the entire path to pur-
chase. Whilst some fMCG 
brands have made the shift, 
it’s appalling to see many 
brands still using the last 
frame of  the tVC + ‘new’ + 
pack-shot as their key visu-
al.

And from a campaign 
deployment perspective, 
we need to pick our battles. 
‘focus demands sacrifice’ 
and we cannot afford to sus-
tain presence and invest-
ment at all outlets and all 
channels. Store-chain pro-
files and related shopper 
profiles frequenting the 
particular store-chain could 
be a good starting point to 
guide this thinking. 
3. Pilot – evaluate-scale

Inspired by the Build-
Operate-transfer approach 
used in the infrastructure 
industry and now even the 
It industry, brands need 
a culture that encourages 
piloting of  new programs 
and initiatives. Can brands 
develop a 70-20/10 principle 
in guiding investment for 
deployment – 10% being 
reserved for new ‘pilot’ – 
20% reserved for scaling 
up previous pilot and 70% 
reserved for the base plan?

It’s time to wake up and 
relook at shopper market-
ing beyond a ‘rebadging 
of  all the sales promotion/
launch POS collaterals and 
embrace the opportunities 
and possibilities of  mar-
keting to the shopper in an 
‘always on’ mode.

(The writer is the CEO – Newton 
TAC Malaysia and Strategic 

Investor in Newton Lanka. He 
comes with an impressive track 

record of growing Advocacy 
Malaysia and Ogilvy Action – 

Malaysia. He has spent over 16 
years in the industry working 

across several countries in 
Asia such as India, Sri Lanka, 

Vietnam, Taiwan and Malaysia 
and across functions such as 
advertising, activation, inte-

grated communications, rural 
marketing, talent and training, 
trade marketing, shopper mar-

keting and word of mouth.)

A robust export mar-
ket cannot just evolve 
without a well thought 
o u t  n at i o n a l  s t r at -
egy. In most countries 
there are clear strate-
gic initiatives in place, 
to ensure a coherent 
approach to taking local 
products to global mar-
kets. 

the challenge for 
Sri Lanka is complex 
because of  a multitude 
of  factors. However, it 
could be boiled down to 
the lack of  strong coher-
ent policies which have 
been properly thought 
through and defined to 
benefit and strengthen 
the economy on the one 
hand with the primary 
beneficiary being the 
people (specifically the 
rural agricultural popu-
lation) on the other.  

take the imbroglio 
that is raging in the 
oldest industry in Sri 
Lanka as a classic exam-
ple. the 150-year-old tea 
industry is struggling to 
establish a strong foot-
hold in global markets. 
On the one hand there 
are the proponents of  
making Sri Lanka the 
tea hub through greater 
liberalising tea imports 
for blending and even-
tual exports, and on 
the other hand, there 
are those arguing for 
the need for better pro-
tection of  Ceylon tea 
through more restric-
tive imports. 

t h i s  s h o u l d  b e 
resolved with a strong 
and clear policy direc-
tion. Instead we have 
two bitter factions lob-
bying the Government 
in power at any given 
time, to get across their 
point of  view. As a 
result, we have a stale-
mate with no long term 
strategic focus for the 
industry. the only ben-
eficiaries are the politi-
cians who entertain the 
different groups and 
keep a divided indus-
try going, with scant 
respect for long term 
economic growth, value 
addition, and the uplift-
ment of  the main stake-
holder, the plantation 
worker.

On the bright side 
h o w e v e r,  S t I N G 
Consultants has been 

i nvo l ve d  w i t h  t wo 
industries; one that is 
currently leading the 
export earnings of  Sri 
Lanka and the other 
a small but dynamic 
power house that can 
lead our revenue gen-
eration and even trans-
form the country in the 
future.   

The success of the 
apparel industry

there is no better 
example to look at Sri 
Lankan global  suc -
cess than the apparel 
industry through three 
world class companies: 
B r a n d i x ,  M A S  a n d 
Hirdaramani. 

t h e s e  c o m p a n i e s 
were built on the disci-
plined business envi-
ronment of  the coun-
try, going back to the 
early 1980s. their long 
association in the sec-
tor had garnered them 
with considerable com-
petence and expertise 
in the field of  apparel 
manufacture. In addi-
tion, the stringent laws 
that prevailed ensured 
compliance to regula-
tions and providing 
decent working con-
ditions free of  forced 
labour which was an 
issue the industry faced 
across many countries. 

I n  t h e  m i d - 2 0 0 0 s 
StING Consultants in 
conjunction with the 
apex industry body 
(JAAf) devised a brand 
strate g y around the 
core capabilities of  the 
industry, which became 
a uniquely differentiat-
ing factor. At that time 
g lobal  buyers  were 
searching for ethical 
manufacturing part-
ners because of  the rise 
of  consumer agitation 
following several sweat 
shop scandals which 
damaged their brands. 
this insight is what led 
to the formulation of  
the ‘Garments without 
Guilt’ brand idea, which 
provided significant 
traction in terms of  Pr 
and global acceptance 
whilst giving an impe-
tus for the industry to 
adopt and internalise 
this belief  system.

Since then the indus-

try  spearheaded by 
the  leading  compa-
nies have established 
LeeD certified green 
factories, world class 
working environments 
and empowerment ini-
tiatives for its workers 
such as MAS’s ‘Women 
Go Beyond’ program. 

the result is high 
manufacturing stand-
ards for the industry 
serving high end global 
brands with more com-
plex work at above aver-
age prices. Sri Lanka 
Apparel is now globally 
known for its ethical 
standards and manufac-
turing excellence.

today, the brand has 
powered the industry 
into global  markets 
through not just of f  
shore manufacturing 
but near-shore and in-
shore investments tak-
ing Sri Lanka apparel 
global .  In  addition, 
MAS has collaborative 
research and develop-
ment initiatives with 
world class brands such 
as Nike and in an auda-
cious move have even 
created their own lin-
gerie brand Amante’ 
which is making signifi-
cant inroads in India.

The rise of the IT/
BPM industry

A much more recent 
contributor to the for-
eign exchange ear n-
ings of  the country 
has been the emerg-
i n g  I n f o r m a t i o n 
te c h n o l o g y  s e c t o r, 
which currently earns 
approximately $ 1 bil-
lion.

the sector has grown 
by primarily providing 
non repetitive work, 
related to complex or 
detailed services, often 
t h r o u g h  r e l a t iv e l y 
small teams servicing 
specialised customers. 
Sri Lanka It and the 
related BPM industry 
has a small but growing 
foothold as a specialised 
niche player, very differ-

ent in scale to what is 
offered by Indian com-
panies.   

t h e r e  a r e  m a n y 
great Sri Lankan based 
firms who have already 
proved the industry’s 
capabilities in global 
markets by develop-
ing advanced It solu-
tions. MillenniumIt, 
Sysco Labs (formerly 
Cake Labs), WsO2, 99X 
are just a few of  them, 
which have individually 
achieved success, but 
which could collectively 
be used to showcase the 
industry, along with 
other firms.

for a small country 
without an inherent 
scale advantage, the 
focus on creating a plat-
form on skills involv-
ing complex solutions 
would seem to be a plau-
sible approach to posi-
tion the industry, very 
much aligned to the 
way ‘Garments without 
Guilt’ positioned Sri 
Lanka’s apparel indus-
try’s ethical practices.

A little known com-
pany called SimCentric 
is a great example of  
what epitomises our It 
industry. the company 
uses artificial intel-
ligence and machine 
learning to create high 
f ideli ty  batt le  f ield 
simulation middleware 
ap p l i c at i o n s.  t h e i r 
products are extensive-
ly used across NAtO 
including in the fires 
Centre of  excellence at 
fort Sill in Oklahoma, 
the US Marine Corps, 
U S  A r m y,  U S  A i r 
force Academy, New 
Zealand  School  o f  
Artillery and numerous 
other european nations.

Based on combining 
the capacity of  working 
on smaller innovative 
solutions, solving com-
plex problems or spe-
cialist services, a pow-
erful and compelling 
brand idea through the 
proposition ‘Island of  
Ingenuity’ was adopted 

by the industry. this is 
being marketed under 
a broader ‘Knowledge 
Solutions’ platform, giv-
ing the flexibility of  tak-
ing any knowledge ser-
vice to global markets.

t he  industry  has 
embraced the concept 
and are now actively 
working towards inter-
nalising the brand and 
living it through their 
individual companies. 
this is the true power 
of  a brand, as it gains 
acceptance and adop-
tion across the industry, 
which leads to deliver-
ing the experience by 
individual companies 
leading to customer con-
viction and loyalty for 
that company and the 
national industry as a 
whole. 

The future 
opportunities for 
exporters

With these two per-
sonal experiences, the 
conviction of  the need 
to take ownership of  
one’s destiny is more 
compelling than ever. 

If  the industry is 
unable to come together, 
then individual compa-
nies need to imbibe the 
spirit of  what a well-
articulated brand can 
do for them and to pro-
vide the much needed 
focus across the entire 
organisation. Living 
the brand and provid-
ing that consistent cus-
tomer service can be 
a powerful tool for all 
our export marketing 
companies to adopt as 
they seek to take on the 
world.  

However  larg e  or 
small they may be, it is 
the spirit of  the ambi-
tion of  our exporters 
which is the key to 
unlock potential and 
the conviction that by 
adopting a strategic 
approach to business 
and marketing,  the 
world is at our feet! 

Whilst these industry initiatives highlight the 
power of branding, it should not deter individual 
exporters from also seizing the opportunity to 
create their own individual brand

SrI Lanka’s disruption agen-
cy tBWA\Sri Lanka, recently 
appointed ad industry veteran 
Nathasoruban Sivapatham to 
lead its team of  Creatives as 
the Agency’s Chief  Creative 
Officer. Having started his 
career in advertising in 1993, 
Soru is known among his cli-
ents and peers as a strategic 
creative and brand builder.

With over 25 years of  expe-

rience to his credit, Soru 
commenced his career as 
an Art Director at JWt and 
has worked at Ogilvy Action, 
LOWe and Geometry Global 
before joining tBWA\Sri 
Lanka. He has conceptualised 
campaigns for some of  Sri 

Lanka’s most iconic brands 
and corporates and his experi-
ence spans across numerous 
industries. 

Speaking on the appoint-
ment,  tBWA\Sri  Lanka 
Managing Director renuka 
Marshall  said:  “We are 

delighted to have Soru join 
the tBWA family and warmly 
welcome him to our team. 
Soru has extensive exposure 
in working with some of  the 
biggest brands and corporates 
in the country and we look for-
ward to working together with 

him and to learn from what he 
has to offer.”

During his career in adver-
tising Soru has worked with 
brands such as Unilever, 
Nestle, GSK, Pepsi, fonterra, 
Hayley’s, Dialog, Maliban, 
Browns , CtC, HSBC, Caltex, 

elephant House, Commercial 
Bank, CIC foods, Dulux, 
Laksala, Prima foods, DfCC, 
Hotel Blue Water, UNICef, 
Coke, Pizza Hut, Lanka Orix 
Leasing Company, robbialac, 
Multilac, Bairaha, Amex, 
Bank of  Ceylon, triumph, 

Nokia, Kandos, taj Hotels, 
AMW, Nations trust Bank and 
SLt.

Soru joins TBWA\Sri Lanka as Chief Creative Officer
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