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In today's world, there are more TV s than viewers. More phone numbers than
talkers. More homes than households. More cars than drivers. Consumers have
gorged themselves...and they're pulling away from the table. Demand is dead.
What's more, it'll stay dead, for many years to come--and everyone had better get
used toit. In The Death of Demand, Tom Osenton reveals a 25-year trend
towards increasingly weak revenue growth--even in spite of improved marketing
strategies, tactics and tools. In such an environment, growing profits requires a
radically new approach. That's precisely what this book delivers. Starting with a
foundation of absolute clarity and realism, Osenton offers readers the first
comprehensive program for increasing profits when they can't increase revenue.
Along the way, he covers everything from discontinuous innovation in products
and business models to "customer share marketing” that captures more sales from
every existing customer.
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Editorial Review
From the Back Cover

Praise for The Death of Demand

"Every once in a while, a book comes along that makes you rethink yourbasic notions about the world
around you. Thisis one of those books." --Seth Godin, Author, Purple Cow

"In plain English, Osenton provides a truly unique per spective of the global economy's half-century journey
to undreamed of outputs since World War |1. More importantly, he sheds new insight on the inescapable
dilemma that all businesses face today: survival and growth in a maturing economy.” --NormaV.
Rosenberg, Former Director, Global Strategy Group, PricewaterhouseCoopers

We have more TVs than viewers. More phone numbers than talkers. More homes than households. More
cars than drivers. Corporations have pushed for more, and consumers have gorged themselves ... and now
they're starting to pull away from the table. Demand is dead. The culprit: the generations of managers at the
world's greatest corporations who did their jobs so well they hastened the onset of saturation.

In The Death of Demand, Tom Osenton reveals that all successful corporations enjoyed 25 to 30 years of
increasing rates of revenue growth coming out of World War I1. Then all of a sudden it stopped--hitting a
wall in the mid-1970s when revenue growth rates started decreasing. Corporations that once consistently
grew at double-digit levels now more often post low single-digit revenue gains at best. And that trend won't
change.

Starting with afoundation of clarity and realism, Osenton explains why all sectors of the economy--even
technology--have already seen their best days, and why, for the first time ever, no sector of the economy is
growing at increasing rates. Osenton sheds new light on the serious implications that lack of demand has on:

Corporations

How will they adapt to the new economic reality that produces little or no growth?
CEOs

How can the 21st century CEO deliver long-term shareowner value with flagging demand?
Shareowners

Can they expect the value of their investments to increase with limits to productivity?
Employees

Will they pay for increased shareowner value with their jobs?
Governments

Can unemployment levels stabilize in an economic environment that lacks demand?

Arewe victims of our own success?

- How much more can consumers consume?

- Can corporations perpetually increase shareowner value with limited revenue growth?
- Can human capital continue to fuel earnings growth?

- How will diminishing demand impact the future of equity markets?



- Can any stimulus package stir demand in a saturated economy?

Consumers can only drive so many cars, eat so many burgers, and talk on so many cell phones. Mergers and
acquisitions, zero-percent financing, and other temporary measures only hide the hard reality. In one industry
after another, companies are coming up against inexorable limits on demand. Y ear after year, they're failing
to achieve top-line growth targets, because those targets are simply no longer achievable--and now we know
why.

In The Death of Demand, transformational management consultant Tom Osenton systematically
demonstrates why the world is at the end of one long-wave business cycle and the beginning of the next.
Osenton offers the first comprehensive understanding of one of the most important economic theories since
demand and supply. The Law of Innovation Saturation dispels the myth of unlimited growth, and impacts
every product, in every corporation, in every industry, in every economy in the world.

About the Author

Tom Osenton is a best-selling author, columnist, speaker, and leading business strategist with years of senior
management level experience at world-class organizations such as the ABC Television Network, Times
Mirror Company, Billboard Publications, and the University of Wisconsin-Madison.

He isthe author of the best-selling Customer Share Marketing: How The World's Great Marketers Unlock
Profits From Customer Loyalty (Financial Times Prentice Hall, 2002). This seminal businesstitle introduced
the discipline of customer share marketing: the art of retaining customers and increasing the number of
products and services they purchase. He speaks extensively on the subject at conferences, seminars,
corporate meetings, workshops, and business school s worldwide.

After working on three Olympic Games as part of the broadcast team at the ABC television network,
Osenton was appointed the youngest-ever President, CEO, and Publisher of The Sporting News Publishing
Company in the late 1980s, where he led a mgjor turnaround of the nation's first sports weekly. He is now
CEO of the Customer Share Group LLC, aleading management consultancy advising global corporations on
transformational growth strategies. He can be reached directly at tosenton@customershare.com.

Excerpt. © Reprinted by permission. All rights reserved.

I ntroduction

There once was a man from Wal es, Whose performance his boss mostly hails, One day he got canned, For
lack of demand, His supply far outnumbered his sales.

When | was growing up in Boston in the 1950s, we had one tel ephone, one car, one television, and one
turntable for playing LPs and 45s. The turntable and TV were actually both built into alarge piece of dark
mahogany furniture complete with hidden speakers—what must have been the home entertainment center of
its day.

A half-century later, my own household has three cars, five telephones (not including three cell phones),
three televisions, and eight different types of devicesin which we can play our music CDs. We are oversized,
over-entertained, over-informed, and definitely over-consumed. We have more than we need, more than we
could ever consume, yet the call to arms from economists, business |eaders, and government officials alikeis
"Grow, grow, grow."



We can't buy any more consumer €lectronic devices, we can't eat any more food, we can't drive more than
one car at atime, or talk on more than one phone at atime, or watch more than one movie at atime. We are
not broadband consumers. We can't expand our capacity for hamburgers, toothpaste, or shampoo, and there
is no economic stimulus that will cause us to change our consumption habits for the long term.

The signs of saturation are all around us, but we prefer to characterize them as soft spots, or temporary
periods during which corporations work off inventories. But it's more than that. Consider these statistics:

There are 15 million vacant homes in the United States—enough to house every family in Australia.

There are 31 million more registered vehicles than licensed driversin the United States—enough to provide
every man, woman, and child in Canada with his or her own car.

There are more than 310 million personal telephone numbers (residential and cellular) in the United States,
not including business numbers—one for every man, woman, and child in both the United States and
Australia.

We have more TV s than people to watch them, more tel ephones than people to talk on them, more homes
than families to live in them, and more cars than people to drive them. We can buy a hammer and nalils, rent
aDVD, or buy apound of ground beef at four different locations within five miles of our homes. For the first
timein history, the law of demand and supply is being put to the test: Have we pushed consumption to the
edge of saturation, unable to stimulate new demand at any price?

Why the sudden lack of demand and fear of deflation? Because over the last 100 years we have nearly
exhausted the three variables of consumption:

Number of consumers. Not only has the world's population quadrupled since 1900, the number of people
participating in each category of product has greatly expanded over the last 100 years. The emergence of the
middle class in developed countries gave rise to hundreds of millions who entered product categories for the
first time in the 20th century. Today, there's barely a product category in which the rich and poor don't
participate as consumers together.

Number of categories. The number of categories of products and variations of products has greatly expanded
since 1900. Consider, for example, the vast number of options for shampoo or toothpaste at your local
supermarket.

Freguency and volume. The amount of product consumed both in terms of frequency and volume has greatly
expanded since 1900. The developed world rationed and sacrificed for the first 50 years of the 20th century.
Since 1950, we have been on a consumption binge that borders on gluttonous. Obesity has reached epidemic
proportions. Consumer debt continues to grow while the number of personal bankruptciesis at record levels,
approaching 2 million additional families or individuals ayear.

While pushing the edge of the consumption envelope over the past 100 years, we did all that we could to
continually establish new sales records. First, we expanded domestically and used all of the creativity and
media buying power of Madison Avenue to reach and influence anyone with atelevision set. Then we
moved the show on the road, expanding distribution to international markets. Then we increased the number
of products and line extensions to satisfy every desire and every taste: Italian salad dressing, lite Italian salad
dressing, zesty Italian salad dressing, lite zesty Italian salad dressing. Somewhere aong the road to progress
while we were building a better life for our children and ourselves, we killed the golden goose.

We killed demand by using our drive, ambition, and creativity to convince more consumersin more



categories to consume more products more often and in larger quantities than ever before. Our relentless
push for more has caused us to reach a destination that few, over the past 300 years, thought possible:
saturation.

So now what? What lies ahead for corporations, their employees, and their shareowners? Will we continue to
grow? Probably. But will we continue to grow at arate to which we have become accustomed? Probably not.
And therein lies the rub. We have all been operating in a new economic reality for quite some time now; we
just didn't know it. We must start thinking about the next 12 years, not just the next 12 months, and how we
intend to manage maturing corporations in maturing industries that provide little momentum to a maturing
economy.

How does a 45-year-old CEO, for example, manage a low-to-no-growth corporation in the 21st century? Isit
possible to fuel earnings growth for two decades largely by cutting costs? Campbell's Soup's strategy wasto
reduce its dividend to fund a retooling of its soup-making process. Will that strategy help them sell more
cans of soup? Can any strategy help the airline industry sell more seats? Can any strategy help the auto
industry sell more cars and trucks? Can any strategy help McDonald's sell more Big Macs? For the first time
ever, the answer to these questions might simply be "no."

Thisisthe new economic reality—areality that requires businesses to consider the possibility of selling a
relatively fixed number of units each year for the foreseeable future and without awhole lot of pricing
power. In the new economic reality, the rate of growth of corporations—any corporation—trends UP for just
one period of itslife. After that UP trend— which often takes decades—the corporation's rate of growth
trends DOWN. UP once and DOWN once—not multiple times as suggested by those whose Holy Grail is
the short-term business cycle. The long-term business cycle—one that views results over decades instead of
years or quarters—does not follow an "S-shaped" pattern. It follows an inverted or upsidedown "V."

Like the townspeople watching the naked emperor at the front of the ceremonial parade, few have had the
courageto tell it likeit isfor fear of appearing stupid or incompetent, as the fairy tale goes. However, that
doesn't mean avoiding the issue will make it go away.

In many ways we are the spoiled brats of capitalism, always expecting more. When we don't get more, we
throw atemper tantrum. We also tend to not take serious the undeniable signs that suggest big fundamental
economic problems are on the horizon. We have not yet realized the seriousness of the problem. On arecent
front page of USA Today, the lead story trumpeted the approval of $87.5 billion to help rebuild Irag. Directly
under that story was an article announcing that the U.S. Department of the Treasury was redesigning the U.S.
nickel. Do we have any clue as to how stupid that looks, and how much it shows that we are not yet serious
about a fundamentally troubled economy?

The emperor is naked, and has been for years. It's now time to stop whining about it and accept the fact that
what we have is a bearish economy for the foreseeable future. An economy that might require us to rethink
our very purpose and, to redefine precisely what it is we mean when we say we are making progress.
Users Review

From reader reviews:

Patrick Pond:

Why don't make it to be your habit? Right now, try to ready your time to do the important work, like looking
for your favorite guide and reading a guide. Beside you can solve your problem; you can add your



knowledge by the guide entitled The Death of Demand: Finding Growth in a Saturated Global Economy
(Financial Times Prentice Hall Books). Try to make the book The Death of Demand: Finding Growth in a
Saturated Global Economy (Financial Times Prentice Hall Books) as your buddy. It means that it can to get
your friend when you truly feel alone and beside that course make you smarter than previously. Yeah, it is
very fortuned for yourself. The book makes you more confidence because you can know almost everything
by the book. So , we need to make new experience in addition to knowledge with this book.

Kenton Marshall:

Typically the book The Death of Demand: Finding Growth in a Saturated Global Economy (Financial Times
Prentice Hall Books) will bring someone to the new experience of reading the book. The author style to
describe theideais very unique. Should you try to find new book to study, this book very acceptable to you.
The book The Death of Demand: Finding Growth in a Saturated Global Economy (Financial Times Prentice
Hall Books) is much recommended to you to see. Y ou can aso get the e-book from official web site, so you
can more readily to read the book.

Steven Holloway:

The reason? Because this The Death of Demand: Finding Growth in a Saturated Global Economy (Financial
Times Prentice Hall Books) is an unordinary book that the inside of the guide waiting for you to snap the
idea but latter it will surprise you with the secret that inside. Reading this book beside it was fantastic author
who write the book in such awesome way makes the content inside easier to understand, entertaining way
but still convey the meaning entirely. So , it is good for you because of not hesitating having this any more or
you going to regret it. This excellent book will give you alot of rewards than the other book include such as
help improving your proficiency and your critical thinking way. So, still want to postpone having that book?
If I were you | will go to the guide store hurriedly.

Roxie Gregory:

Would you one of the book lovers? If so, do you ever feeling doubt if you find yourself in the book store?
Aim to pick one book that you find out the inside because don't assess book by its cover may doesn't work
thisis difficult job because you are afraid that the inside maybe not since fantastic as in the outside
appearance likes. Maybe you answer may be The Death of Demand: Finding Growth in a Saturated Global
Economy (Financial Times Prentice Hall Books) why because the wonderful cover that make you consider
regarding the content will not disappoint you. The inside or content is usually fantastic as the outside or
maybe cover. Y our reading 6th sense will directly show you to pick up this book.
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