Toyota fs @Eﬁmg the best pre

‘There §a an old story about a drifl
compacy. that thought it had just
-made the smallest drill in the world
“and sent it off to a competitor along
with a note that It was 50 small it
took o microscope (o see it.

ll came back witha haln drilted in

'rhn ancedote came to mind as [
* fiddled with a cup bolder on the new
xus L$400, Toyola's new Juxury
car. The LS400 Isn’t exactly a house-
“hold word.. In fact, [t will be a while
before you hear one of these guys at
the Stote Fair saying anything like
“This little number is the LS400 of
steak knlves." It is, however, the
best car made ia the world today.

I say this {ully realizing it whil
start an argument with somcebody. In
fact, T don't think I ever put the
statement in print before — slace I
learned long ago never to say “flrst”,

and never lo say “best,” unless you
want to lose a lot of arguments,

REGARDLESS, I think [t was the
cup holder that persuaded me. To be-
gln with, the LS400 has a cup holder,
and BMWs don't. Until the LS400,
the best cupholders were on Chrysler
products, and luxury car owners,
particularly German luxury car
owners, mainly bave to settle for o
lot of wet spots between thelr legs —
the dreaded commuter coffee
crotch.

‘The Lexus cup holder ks concealed
in the armrest between the seats. At
a touch it kind of aclcks out lo a fluld
motfon, with two polished arms on-
folding like a satelllte catcher In a
Jamces Bond movie. Then comes the
grabber, as you notice two rubber
faps unfolding neatly Into place,
which are there to keep the cup from
rattling.

isn’t the

. Zerolng In on key customer
groups is cruclal for any company.
Business owners who belleve that
their products and services appeal
to cveryone are kiddlng them-
selves,

This “mass marketing mentatl-
ty” assumes that anyone can be-
come a regular customer.

No where has the Ineffectiveness
of mass marketing been more ap-
parent than In prime time televi-
ston advertising. Ten years ago, 92
percent of prime time viewers
walched commerclals; teday audi-
ence share has dropped by nearly
30 percent.

+ A RECENT Business Week artl-
¢le points out that even Proctor &

Gamble. “the king of mass mar-
. rs” 13 experimenting with vari-
ous mlcm marketing techniques to
better identlfy, locate and satisfy
new customer markels,
+ "Mass marketing” attempts to
attract lots of people at the same
tlme. Differences between custom-
er groups is unimportant; the goal
Is to get as much “bang for the
buck” as quickly as possible.

Micro marketing techniques
treat the totnl market as belng

Mass marketing
answer

made up of small segments with
different nceds and wants, So it is
more cffective to develop numer-
ous promotlons that appeal to each
of these segment and subsequently
“pay off’ in small increments.

ADVERTISERS WO spend lots
of money on mass advertising are
not realizing what their amall busl-
ness counterparts have known for
years, Management must be able
to Identify who Its customers are,
where they come from, and what
they want and expect when buylng
goods and services,

Once this information Is collect.
ed, promoticnal efforts may then
be structured to reach speclfle cus-
tomer groups through the right va-
rlety of both media and non-medla
sources.

Discovering customer markets
does not require fancy rescarch.
‘There are three methods to [dentl-
{y how customers may be scgment-
cd: demographie, benefits-related,
and lifestyle characteristics. The
goal ts to Hentify your key custom-
er groups in ways that are mean-
ingtul to the business while under-
standing each group’s similarities
g;:d differences as much as possi-

e.

Next week: customer identifica-
tlon technigues.
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NCllearning Center - East
43730Schoenherr, Stedling Heights
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The car s just full of this kind of
stulf — the kind of neat things you
used to depend on Cadlllac for to
amuse and impress your peighbors.
But on top of the amusement value
comes Lhe realization that every one
of the gimmicks has this qulet, fluld
mechanlcal motlon that s the result
of the best mix of englneering and
flne craftsmanship: an amusement
park with rides by Rolex.

THE BIG pleces are obvious —
nomhly one of the smoothest, most

Seccond of five parts

‘The second strategy of tax reduc.
tlon is diverslon. Diversion of in-
come refers to the steps a taxpayer
can take to channe] investment re-

cfficlent and most powerful V-8a
ever stuficd in a luxury car. The ride
is sliky, smoother than any other car
1 have ever driven — while extraor-
dinarily stable at high speeds and
comnering.

"It does't have a power ashiray,”
someone jokes as he touches a mem-
ory button and the power seat agd-
Justs in three dimensions to fit the
driver, the beadrest moves Into
proper position, the seat belt anchors
sllde to customize ngaln:t the driver,

Thuraday, August 31, 1939 O4E

the outside rear view mirrors
change angle, and then the steering
wheel changes aogle and tel

oduction car

kuew how to do, An enoughi
lhing 10 say, bn:ld it lunznnt. it lig—

to the proper reach. All with that
same uncanny k all agto-

lmslmumedhndmdmdlhn{r
state of

matically,

With its $40,000-plus price tag, the

fon of car 20 far mainly

has centered around its effect on the
luxury market, and whether the Jap-
anese can “cateh up™ with the ultra
cxpensive German makes. Aff
spending o couple of days scyutinlz
ing the car, I think most of the ana-
lysts and car critics have missed the
polnt.

I SUSPECT that thls car never
was conceived as a way of calching
up or another It

yearsago. ;
The price tsg is misleading, since.

it implies the car Is the result of -
throwing money at a problem.

Frankly, 1 thlok fhe car demon-
strates that almost any mid-range
car could be mass-produced by this
company on the same level.

It's a sobering thought, because I,
suspect that the LS400 represents, .
such a tour de force of mass-pro-
duced precislor, lonovation and ele-
gant lndustrul design that very few ...
companles today, L nny. have u‘:e -

l,

was more lkely the result of a seld-
initiated directive to do the absolute
best every facet of the company

at any price. <
The new hole in the twist drill h
very small indeed.

rs

Divert income to reduce tax bite i,

.
- who have Invested heavily in tax

‘shelters before Oct. 23, 1938, write-

finances and you

offs are being gradually phased outt™
and will no looger be Avnllnblc a!u:r;'\
1990, -

The change in tax law chifted the "
tax shelter

from tax wrl(bom to making mon-
cy. As a planning strategy, taxpay-

ers should Jook to taz shelters to help

thern appropriately time or ollse!"
thelr passive gains and loases.
While investors who have tlgnulg

passive losses should {0 gen-':
erate additionnl passive income. B
Semipar: “Planning for

turns into money that will (1) be
taxed at lower rates, (2) offer higher * M"i ra
r (3) avold
taxation. ;:;mcs “lﬂ-ndb :ﬁssa, can also minimize  that pan{:e losummny only l?g‘lft
e tax ty. paasive income dramal ly
Home ownershlp The passive-loss limitation does  changed the use of tax shelters.

The most significant benefit 10 pot permanently disallow losses and Tax shelters have historjcally
home ownershlp as a tax-avoldance ts from passive fes but  been designed to create
strategy, of course, is tho abllity t0  rather determines how and when the  accounting losses that could be used
postpone almost Indefinltely the rec-  fosses and credits can be clatmed by as deductions against taxoble in-
ogrition of gains on the sale of the  thetaxpayer. come from other sources. Investors
principal residence. Losses from a passive activity are  did oot in the

As long as the proceeds from the  deductible only agalnst incoma from

sale of the resldence are used to buy
or bulld a residence within two

that or another passive activity.
Unused losses can be carried for-

years, and the cost of the new resl-  ward ndefinitely and can be used to
dence equals or exceeds the sale pro-  offset pasaive Income realized by the
ceeds from the old residence, O CAP-  taypayer In subsequent years.
1tal galns are recognized. While the current law permits the
. Captlal can be dina of current losses, a
princlpal resldence without tax con- Eupayer is better off deducting the
sequences. This retains the original  Josses during the current year.
MSL! of the !im home plus improve- For Instance, if a taxpayer has sig-
ments, nificant capital gain In one tax year
A taxpayer is 55 or older com-  gndbasa potential Joss on an fnvest-
plctely avoids tax on prolits up t0  ment, he can reduce his overall tax
$125,000 when be finally sells and  Jiability by selling the loalng Invest.

does not refnvest in a primary resi-
dence. This detaying feature shelters
$125,000 of capital uccumnlallon
from taxatlon.

Matching Incomes and losses
Another strategy, matching In-
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ment and realizing the loss in the
same tax year as the capital gain to
olfset the galn and reduce tax Uabili-
ty.
Tax shelters

The change in tax law requiring

of these
}nen:e the designation “passlve activ-
ty."

Most shelters were st up to gen-
erate the blggest deductions in the
Iirst few years so [nvestors could get
thelr money back quickly In the form
of tax write-offs. If the investment
went well, it eventunlly turned prof-
itable.

Some investments never did, part-
1y becanse relatively few economic
benefits were expected from them.
With the change in tax hvr. the
write-offs generated by such tax
shelters are no longes deductible
agalnst any Inconle except income
income fromn a passive activity,

To soften the blow to

the Young and Successful,” “How to ’
Tame the Vol:ule Market,” “Long-
Term Heal
me Only Tax Shelter Left?” and
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Franktin Savings 7. 45

Notlonal Bank of Dotrod 7.20

Comadca 6.80

Manufacturers 675

Stendard Fodaral 625

Michigan National o1 Detrett 6.70
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