
Th ey ’re moving to outd o o rs or online,
but they ’re not really getting to the
h ea rt of the problem. If you wa nt to
e m otionally engage with co n s u m e rs
then you ca n’t rely on your eyes alone.’

Harrop worked 
with Lloyds TSB 
on its branding
ca m paign, where the
emphasis was on
newness and being
personable.  H e
co m m e n ts: ‘We
created a fragrance

that was driven by the attributes of
f resh and new, subtly applying it to the
b ra n c h es and the lite ra tu re inside.’

One of the res u l ts of this, he says, wa s
that queuing times we re perce i ved to
be shorter by cu sto m e rs. ‘Th e re was an
i m p roved perce ption of the reta i l
e nv i ro n m e nt and bra n d ,’ he says,
s u g g esting that we need to ‘unlea r n
the se n sory bias towa rds the visual’.

Biology, it seems, is the reason why
a sensual approach may be more
effective. Harrop states: ‘Sight and
sound enter the cortex part of the
brain that evolved at a later stage; it’s
the mammalian section that controls
rational thought. It’s here that you
have the screening senses on things
you hear and see.

‘The sense of taste and smell and, to
a certain extent, touch, have a direct
connection to the limbic system.
That’s the reptilian part of our brain
that developed first and controls
emotions and memory.’

In short, tr aditional marketing
doesn’t stand a chance. ‘Over-reliance
on visual stimulus is not only a bad
move because of the fragmentation of
the media, it’s not even going to the
parts of the brain that will create any
deep emotional attachment,’ he says.

G et on TV & ra d i o
Although television and radio are
heavily maligned as an advertising
tool, they remain an effective means
to reach a large audience in an insta nt. 

Julian Hea l ey, head of marketing at
Key Ret i re m e nt Solutions (KRS), which
s p e c i a l i ses in equity re l ea ses, says TV
se r ves the co m pa ny well: ‘We treat it

as a direct res p o n se mechanism. We
d o n’t mea s u re any pa rt i cular impa c t
on branding, viewing it purely on its
own merits, ie generating calls into our
call ce nt re and leads onto our we bs i te.’

Using sa te l l i te channels and Channel
F i ve, Hea l ey says that KRS wo r ks hard
to buy airtime in the mornings and
during pro g ra m m es they know its
a u d i e n ce will be wa tching. ‘We wo u l d n’ t
go on peak viewing in the evening as
i t’s ex p e n s i ve and our ta rg et market is
l ess likely to be wa tc h i n g ,’ he says. 

Baker expects to use TV and radio
advertising for Viagogo in the future,
but is wary after getting very little
feedback when taking that route in
the early days of StubHub.com. 

Healey observes that while the
response from TV is good, ‘it’s not as
effective as the national press’.

E s t a blish your obj ec tives 
‘People get excited about advertising
as they think it’s glamorous,’ say s
Helen Westgate, MD of Westgate
Communications. ‘But how do you
know if an ad is going to be seen by
the right people?’ 

It’s a point made
by Mark Roy, chief
executive of The
REa D  G roup,
which cleans DM
data: ‘With TV,
businesses oft en
don’t have a clue
what’s happening.
It may placate the
chairman’s wife as
she tells her friends that her
husband’s company is on the
television, but no-one really has any
idea what impact it has on sales.’

In reality, sales m i g ht not be the
primary objective. Westg a te says :
‘ Th e re is a diffe re n ce between ra i s i n g
b rand awa re n ess and genera t i n g
p ros p e c ts. If it’s the latte r, that’s a
co m p l etely diffe re nt exe rc i se so yo u
m i g ht be better off choosing to
a d ve rt i se in a niche title with 2,0 0 0
s u bsc r i b e rs who will be in your spa ce.

‘Unfortunately, a lot of the time
people think that if they place an ad
then business is going to walk through
the door when that isn’t the case.

‘A successful marketing programme
has got to be a building process
and it can’t be about one article or 
advert after which you expect an
immediate phonecall.’

Go direc t
Acco rding to Roy, about fi ve billion
DM items are se nt out every year at 
a cost of around £9 billion. ‘It’s not 
a cottage indust r y,’ he obse r ves,
p o i nting to the success of the
financial se r v i ces industry in mailing
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ST RAT EGY

Global advertising expenditure by medium (US$ million)

20 0 5 20 0 6 20 07 20 0 8 20 0 9
Te l ev i s i o n 1 5 0, 8 81 1 6 0, 670 1 67, 823 1 78 ,735 1 8 6 ,41 2
N ews pa p e rs 1 1 9, 269 1 23,4 0 5 1 26 ,1 91 1 30, 231 1 33,7 1 9
M a g a z i n es 52 ,772 5 4, 6 0 4 5 6 ,4 45 58 , 626 61 ,1 5 4
Ra d i o 3 4,382 35,33 4 36 ,3 47 37, 5 03 39,1 0 5
I nte r n et 1 8 ,727 24,385 31 , 27 1 37,91 0 42 ,91 2
O u td o o r 2 1 , 8 0 6 23,775 25,483 27,396 29,487
C i n e m a 1 ,74 0 1 , 836 1 ,95 0 2 ,1 35 2 ,35 6
Tota l 39 9, 577 424,0 0 8 4 45, 51 1 472 , 536 495,1 45

Source: ZenithOptimedia
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‘Over-reliance on 

visual stimulus means
advertising is not going 

to the parts of the brain 

that will create any deep
emotional attachment’
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