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Bush embarks on Latin America mission
President begins will trip to tout new aid pro-
grams, despite Cuts in some others. 94
= Money: Vonage to pay Verizon $58M
Jury rules on patent infringsment case; judge will
decide dv«ugrsus:ur technology can continue. 18,
* Jeep Wrangler fans have more to love: Review, 58 |
® Sports: NASCAR rolls into Las Vegas
Juan Pablo Montoya i one to watch Sunday, coming
off his controversial win in Mexico. 9C
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Need advice on finances?
Ask a hip-hop artist

Rappers share hard-learned fiscal
lessons with young minorities

In Houstom: TV
hias six more stops in

By Mindy Fetterman
and Dayal Financial literacy varies
AT
‘about Money Management.
HOUSTON —Bun Bheld up s | Awerage correct scoresby groug:. |,

| Whites

I |

£ 2
m -hop recording artists
who are Urﬂ‘!lmt to draw young African-American and
Hispamhn: Tear tales of mistakes they've made and
the lessons they've leamed. Skt " 8
Chingo Between swapping stories 4 ing money, the artists gave fi-
Bling: mﬁ#n«mpthummﬂwwwmmmww
Hils tip:
Abways in- the in tone and sometimes , their advice
vestin wits what you'd get rn-mwmn Lymch. Just more ¢
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Democrats draw /up Iraq deadlines

But even if '08 pullout

] of presidents Ronald Re
| George HW:Bush, said of t

nand |
e Dem-

ocrats’ proposed ll:ncLahlr “The |
| president does not even need o |
%I&Vﬁ‘&r& and Ken Dilanian | ot o o | \ﬂl?amhd it .
= s st | mndn' March 2008 | Georgetown Un! Law school,
—WASHINGTON — A constitution- < countered Il‘r:i. L”n’cm‘sical‘u:
— | al showdown oves warin g | whole has the T (0 dec
lpoms a5 Democratic s in war, and within that certainly is en-
|Ic De leadet d withi Jvh ki
‘ongress plan to press for votes this compassed the power to declare
+ | month on withdrawing LS. combat the end to a war”

TTOOpS next year
The é‘lmuau ic effort, an-
nounce sday, represents the
msr forceful attemnpt yet to coun-
er President Bush's Iraq strategy.
Hmu.c Speaker Nancy Pelosi said
she will inchude a deadline for troop-
withdrawal by A 2008 = o
sooner, if lragis can'T resobve sectar-
h‘egﬂ— i a bill to provide
| | funding itary operations in
Irag and Afghanistan. Senate Ma-
r:uy Leader Harry Reid st
Tt

would follow suit by seel
pet of March 2008

Demacrats are sainbl..n[c that
they can score a polm‘ victory
even i they lose the lo Ial.'m-
fight. The USA TODAYGall
this week showed that six in 10
people want Congress i set a time-
Lable to withdraw, “We L &
does the majority of the American
people, that the pm:vkm needs to
change course in lraq,” Reid said.

nepts of the president’s plan o
send more troops to Iraq were able
o muster only 55 votes for a non-
binding resohation of disa

g pproval
“It's a very frustrating time right

now.” Sen. Hillary Rodham Clinton,
ty  D-NY. told a Democratic audience

Thirsdiy

“We still don't have the

sénior presidential adviser, twld e votes.”
porters traveling with the presi-  The effort to mandate troop
to Latin America mutm-.h withdrawals ahom‘:smlg::l
any lrpslnm tsets  questions about wi i -
?:“ makers’ (uwmnl authnmy m

ocratic plans. could jeopardize the
mission -and the safety of US

vote on a similar measure o you plan to pack up and go home,

you're pretry much waving a white

flag mmx-mm

him a moad map o victor
"umﬁ;lmsmk'[rw
Rrg:m Democrats think
thm leadership’s medorsn[ p
enough. They object
sions allowing the drm!n:r
the timetable.

5#::_ a wahver
is nigh must end” sa
Rep. Lynn Woolsey, D-Calif
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e
: "Ilunlmleplhu Dawid Riv-
Norks\glxt'rs Last month, oppo-  kin, a Lawyer in the administrations

Some Republicars said the Dem- |

troops. "By telling the enermy when |

Kids face

cutbacks
in health

coverage

'Money running
out in 14 states

By Richard Wolf
LISA TODAY

ATLANTA — A 10-year-old national program that
has helped 66 million children get health nsurance
faces cuthacks here Sunday, and more states could fol-
fow unless Congress grants new

's PeachCare for Kids program.
Children's Health Insurance F‘rogam 'C!II?
w‘.IJ freeze ensoliment be-

other states Jersey, | l."om.ingup short '
Fourteen states face
| m&;ﬁmﬁ;ﬁ: shortfalls in children
requiediar s yic | G e eris
| mmmﬂ&mh ing projected shorthall |

35—
famiies are not eligible for |
Medicaid — has_hel
trim the percentage of u
insured kids natonwide
b 11.2% in 2005 from 155
in 1997. it Is running out
of money because of in-
flation, hegher enrollment
and program expansions.

The problem s worst in
Georgia, where Republi-

| can Gov. Sonny Perdue
has warned of Sunday's

| cuts. “It’s not a game. It's
| mot brinksmanshep.” he said. “Ir's fiscal responsibility™
Democrats in Congress want to add $745 million to

a bill funding the Iraq war to take care of this year's

| shortialls, Unless the federal government raises its

| | 55 billion annual stake. however, 35 states could face
| shertfalls by 2012, and 1.5 million children could lose
| coverage.

Advocates see the pro-

| gram as a precursor to

um\'ﬂsal coverage. Se
 the program, 4

30—

| years o enroll an \du

| tional & million ef children whose families are ¢i-
ther unaware of the program or have chesen not -
| join. President Bush wants to add $4.8 billion over five
| years but refocus on poor children. Fourteen states

| vover adults under the chikdren's
Under Geongia’s new nmmlwﬂbch-
|:m leaving out an est

Th-uvmmteywmohmmﬁammluhﬂ
| behind on premiums will be out off In those cases,
| families either pay out of pocket, receive free care, the
| costs of which are passed on 1o others, of go without.
| sy iy ok of oy this .|
> sey may run cut of money this month. It
federal aid, but “there is still an
| ebement of risk.” says Suzanne Esterman of the state

Poll | Department of Human Services.

» Jowa will run out of money at the end of June.
Anita Smith, chiefof the &nmdwwu
says 13,300 of 22,000 children could lose coverage.

» Mississippi may face cutbacks this summer, says

Irmhﬂhnufu\rumsbvmu{m
Other states facing shor are.»\lda.m:m

| Maine, Maryland, Massachusetts, Minnesota, Missou

| i, Nebrasia, Rhode Island and Wisconsin,

NYC house

in one

| Eight of the vic-
tims were chil-
dren; 19 peopte
were inj :
three-story house

| fire linked to 2
space heater, 24
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Debut: People check out the new iPhone on display Jan. 10 at the
Macworld Conference & Expo in San Francisco.

Apple buffs marketing
savvy to a high shine

Announcement about iPhone
generated-tons of free-publicity

By Jefferson Graham
USA TODAY

LOS ANGELES — Apple’s marketing machine has done it
Again.

_ While the biggest names in tech were in Las Vegas at the
Consumer Electronics Show in January showing off new
gadgets and gizmos, Apple gambled it could extract atten-
tion in San Francisco for a sneak-peek debut of the iPhone,
the combination music player/cellpfione and Internet de-
vice.

Apple CEO Steve Jobs' bet paid off like a gushing Vegas
jackpot. The avalanche of headlines and TV news stories
about the iPhone — which hits the market in June — al-
ready have generated $400 million in free publicity, says
Harvard Business School professor David . “No other

C has ever received that kind of attention for a
product launch,” Yoffie says. “It's unprecedented.”

The attention may have been-more supersized than usu- -
al, but the results were textbook Apple. The company's
knack for the spotlight is in part born of necessity — it has
just a 3% market share for computers — but it consistently
generates buzz and anticipation for new
products.

: il:;:'s arsc}nal of attentjon-ggtting toolls Cover
holds lessons for any company: design cool,
innovative products. Have a streamlined St____,oﬂ
Eroduct line. Invest in memorable ads. Work your customer

ase to make customers feel special and create word-of-
mouth agents. Most important: keep the world and medid
surprised, to generate gobs of attention.

-company’s masterful buzz machine has helped gen-
erate record profits (thanks to the worldwide digital music
cultural icon, the iPod), but it's barely nudged Apple's com-
puter market share, Apple executives declined comment

Please see COVER STORY next page »




2B - FRIDAY, MARCH 9, 2007 - USA TODAY

Apple goes a lo

Continued from 1B

for this story.
ing guru Peter Sealey, a professor at Clare-
mont Gr Univéfsity, -calls the charismatic
Jobs “the best marketing CEO in the business.” USA
TODAY spoke to professars such as Sealey, authors
and former Apple marketing executives, asking
what other companies could learn from the Apple
marketing manual:
» Make innovative products. It sounds simple,
but Apple's obsession with design and innovation,
and history of inventingand designing products in-
- house (most tech competitors out-
cover source), brings on the spotlight.
" “People take notice because of Ap-
Stor! ple's track.record,” says Mike Evan-
gelist, a former Apple product man-
ager who now is CEO of digital music compression
firm Wired. “They know the products will be
groundbreaking.”
The iPod, which has been the catalyst for Apple's
dramatic comeback, wasn't the first MP3 player,
but it was the easiest to use and coolest looking.

-

By Paul Sakuma, AP

Introducing: Apple CEO Steve Jobs demonstrates the new iPfione on
Jan. 9 at the Macworld Conference & Expo in San Francisco.

mmuﬁgy.&xmwmy.wum

point of suing secret-spilling bloggers. The secrecy
often pays off with massive news coverage, as
with its January introduction of the iPhone at

The iPhone had been expected for weeks. What
the world didn't know was what it would look
* like. The sleek design of the phone touchéd an im-
mediate chord with the Macworld audience when
Jobs unveiled it. The media ate it up.

» Put on a show. Tech companies such as Mi-
crosoft, Intel, Oracle and Adobe stage splashy
events to unveil products, be it an operating sys-
temn or software upgrade. Only Apple consistently
succeeds in turning those kinds of events into

The Mlatctl M[E'ni. a pint-sized Macintosh computer [ ] I&;adlines' because of Jobs' endless devotion to
just a little larger than a DVD, and its big brother, ) . | e-tuning. “Steve works harder than almost any
the sleek, white iMac, with a built-in monitor, are Apple’s .rap_!d growth _ CEO at being the master showman,” Yoffie says.
computer designs that wowed critics, Number of Macintosh computers and iPods shipped per quarter: Most CEOs says Charles Wolf, an an alyst for
The company's marketing prowess is so re- | (" milions) ' Needham & Co., go on stage with an endless
nowned that it prompted a satirical headline in The ; round of platitudes. “Steverleaves all the crap out
Onion this week: “Apple Unveils New Product- Macimosh 16 Pod 211 | of his presentation and focuses on what's impor-
Unveiling Product.” The product? The fictional 25.0 ——— | tant,"Wolf says.
iLaunch, which would “revolutionize the process of | Says Markman: “What he does that few com-
unveiling new products throughout the world." 200 | municators do is leave things out, He starts with
» Keep it simple. When Jobs returned to a lan- e — what he wants people to remember and works
guishing Apple in 1997 after his 1985 ouster, he = | backward." )
slashed the groduct linesto make it Ea;ier for con- # 100 k| devt::?slr o?m that Apple's lot;zck ﬁord amm
sumers to focus. While rivals such as Hewlett- | ils of new close to the vest es
Packard and Dell offer 100 models of desktop com- 5.0 1| | “asnowballe Steve invites the general public,
puters, often with non-memorable product names, 0 A 4 i and they flock to these shows. You this mes-
Apple has fewer than 20 options, with simple 2003 Q1 200604 | Meri speaker in front of 4,000 people, and it's
names such as the Mac Mini, MacBook, iMac and Rl % N [ %I-nlc%:te like a;d rem est and a]m
PowerMac. o | TS, t to the excitement.
That's been key to the iPod's success, too. It By Kelth smmens, usaTooar the press is a willing accomplice.”
comes in three basic styles: video iPod, Nano and Evangelist, who is writing an online book about

Shuffle. -

“You can have so many options, and so confuse people,
that less is truly more in many instances,” says Sealey, who
often discusses with students howdua lines have
gone wild, with too many choices. “When I was at Procter
& Gamble, Crest (toothpaste) was available in two sizes.
Now, there are so many, you can't make a decision,” he
says. :

> Create truly memorable ads. Apple regularly re-
ceives avt;rardsland acclaim for hip and tﬁmnea;dvert?smg
created by its Idngtime agency, TBWA/Chiat/Day. Apple in-
troduced its first ad for the iPhone on the Academy
Awards telecast, a 30-second smorgasbord of TV and
movie clips, featuring actors from Lucille Ball and Dustin
Hoffman to thefanimated Betty Rubble from The Flint-
stones saying helle into a phone.

Its humorous Mac-vs.-PC spots feam%ctors ohn
Hodgman and Justin Long debating the mefits of Vs.
Windows computers. Hodgman plays the Windows guy,
who pales in comparison to cool Mac guﬂ{bmg

But it's the campaign for the iconic iPod, with dancing
hipsters set against a silhouette, that put Apple back on the
ma

p.

“How many ads have you seen where you say, ‘Cool ad,’
and you forget what it was for within three minutes,” says
Michael Markman, a former director of advertising for Ap-
ple in the 1990s, who now consults for tech ies.

compani
“The iPod advertising has been extradrdinary, It's a word- -

less product demo, with a great tag line that doesn't make
the viewer work hard. ‘One thousand songs in your pock-

et.

Adds Evangelist: “No one really understood whatan
MP3 player was until that tag line. It made the product
really simple to understand for the masses.”

Sealey says f\lﬁple spends much less on advertising than
its rivals do. “The ads just stand out because they're so
good," he says.

> Find an enemy. Apple has never been shy about
blasting the cohwjieﬁtion. encouraging the world in its ad-
vertising to “think different” and use its products.

“Early on, Apple figured out ways to make consumers
feel like were insiders in this secret society,” says Jef-
frey Cruiks| a Boston-area marketing consultant and
author of The Apple Way. “They clearly identified the bad
ﬂys who were outside their cult — IBM, Intel and then

icrosoft. It was a consistent and far-reaching world view:
you and me against the world.”

» Work the taste-makers, Out of necessity, with a tiny

and then declining market share for computers, Apple had the

to work harder to get its products in front of the public. In
the past few years, it has aggressively set up Apple retail
stores in metropolitan areas, Apple has also been very PR-
centric, says Cruikshank, pushing to get its products re-
vm}’)mdandusedasproductphcementmmoviesandw
shows.

In The Apple Way, Cruikshank writes that Apple com-

his career at Apple, worked with Jobs on planning speech-
es. “The a setup and rehearsal takes a week, but the
planning takes months,” he says. “There are constant
meetings about it, and they are very intense. Steve is a no-
nonsense guy. If you're anything less than 100% prepared,
he knows immediately and lets you know in no uncertain
terms.”
In the past three years, Apple's market capitalization has
52y, T copaey 15 DA Hgh B e of e Tt
. The company is ri i es of the iPod,
ﬁﬁl’sch has an 80% market share and now generates 50% of
Apple's revenue.

t despite a slight uptick in Mac computer shipments,
Apple is still at 2% to 3% nwlmm says Roger
Kay, an analyst at Endpoint Technology.

Kay says Apple's free PR hasn't resulted in dramatically
higher uter sales, but it has translated into enthusi-
asm on Wall Street, which has pushed up its stock price.
Indeed, Wolf has the target ofnpg;gf;ock
to $130 by year’s mm 90 today, on
June launch of the . Jobs predicts Apple will sell
10 million iPhones in the first year, which, at an average
price of $500, equals an additional $5 billion in revenue.
Yoffie says the publicity from the iPhone announcement
will “drive into the stores to test the products. It
pwlillb'help almnm’ﬁdsaﬂiﬂm%kofaﬂﬁnt
icity as a substitute for marketing costs and an oppor-
mhmmmmi&mm."

“More than half of all computer product place-
matdl.nrhgthistﬁﬂemshun?k.aa_drne :
when its market share was just 3%," Cruikshafik -
Sdys. ) )

» Offer rises, is well known for ef-
forts to keep hes close to the vest, to the
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