
n ew offe rs for loa n s, credit ca rds and
saving acco u nts. 

The rea son for DM’s popularity during
the pa st 20 yea rs is that it’s mea s u ra b l e. 
A good res p o n se ra te is generally thought
to be 0.5 per cent to four per cent.

Maris Interiors’ Howard finds DM
extremely effective: ‘We have a
mailing list with around 50,000
names on it and we’ll probably spend
around £25,000 for a mailshot. We
sell a high-value service so the cost is
irrelevant as all we need is one deal
and that’ll pay for the whole year.’

For Howard, if a DM campaign is to
work there needs to be a call to
action, such as asking a prospect to
ring you through an offer.

‘Putting an advert in the paper and
hoping someone is going to call is
pretty poor,’ he says. ‘A lot of flyers
are sent out and they’re not making
anything happen.’

This is a view based on personal
experience. He say s: ‘We’ve done
advertising in the past that basically
says: “Aren’t we good.” That pretty
much earns you zero results.’

Con s i der events 
Opinion is split on the usefulness of
events. Dawn McEwen, head of
marketing for law firm Davenport
Lyons, states that holding a seminar
or briefing on a specific topic is a
good way to bring people together
and generate business.

That may be specif ic to the
professional services sector, as both

HHPM’s Massey and Viagogo’s Baker
speak of disappointments in this area. 

Massey says: ‘We got involved in
events and seminars where huge
claims were made about the people
attending, but I’ve found that a lot of
the delegates tend not to have a
purchase in mind. You can end up
wasting £10,000 on these things.’

Baker comments: ‘When we first
started out, we tried mass marketing,
such as TV and big glitzy events and
launch parties and that didn’t really
make a difference.’

After burning cash, it was time to
do some bootstrapping and that’s
when Baker understood how to get
‘your marketing message down to its
basic proposition’.

Keep hold of your cl i en t s
In the race to win new business, you
can forget about the customers
already on your database. ‘Client
retention is vital,’ says McEwen.

She tells partners at Davenport
Lyons that, as a general rule of thumb,
it’s five times more expensive to win

new clients than to retain existing
ones. ‘Before you even get onto
someone’s radar, you need to
establish nine points of contact before
you get anywhere, never mind about
the selling process,’ she says.

McEwen tells the partners to focus
on what she calls the four Ks: know
the issues that your clients face; know
their business; know the sector they
operate in; and know your own
product and how to sell it.

With this in mind, she believes that
partners can pick up other business
from a client. ‘For every explicit legal
need they may have, underneath
there may be some hidden, additional
issue,’ she says.

Ta rget your audien ce
I t’s the mant ra of marketing ex p e rts :
work out who yo u ’re ta rg eting, know
your market and ident i fy your audience. 

HHPM’s Massey says the company’s
strong growth is partly attributable to
its overseas expansion. ‘We’ve been
reaching specifically for organisations
in the Fortune 1000,’ he says.

Th ese businesses of ten have a ‘buye r’
who is responsible for making
decisions on a regional or pa n - re g i o n a l
basis. ‘It’s this person who may not
necessarily have been approached
directly by vendors who can support
their needs. In our spa ce, they might be
conducting business with 200 or more
people across Europe,’ says Massey.

This st ra tegy has seen big
o rg a n i sations signing co nt ra c ts with
HHPM. In three yea rs, the co m pa ny
has ex panded its prese n ce to over 13
co u nt r i es, including Fra n ce, Germany,
Poland, India and the US. ‘Our
ove rseas operations now acco u nt fo r
40 per ce nt of the gro u p’s tu r n ove r,’
he says. 

For McEwen, engagement with the
pa rt n e rs at the firm is crucial when
deciding what st ra tegy should be
a d o pted: ‘You shouldn’t be impos i n g
b u s i n ess and marketing plans on
t h ose who are going to sell 
your pro d u c ts and se r v i ces. It has to
be a pro cess where you have 
the whole team involved to get buy-in
and engagement.’

24 B U S I N ESS XL JUNE 2007

ST RAT EGY

Advertising expenditure by region

20 0 5 20 0 6 20 07 20 0 8 20 0 9
N o rth America 1 74,072 1 83,1 82 1 89, 551 1 98 ,1 03 20 4,1 92
Western Eu ro p e 98 ,425 1 02 ,31 9 1 0 6 ,1 23 1 1 0,336 1 1 4,74 4
Asia Pa c i fi c 85, 51 1 9 0,332 95, 878 1 03, 267 1 0 8 , 297
Ce nt ral & E. Eu ro p e 1 9,1 6 0 22 ,31 0 25,702 29, 596 33,428
Latin America 1 8 ,4 03 20,3 4 6 2 1 , 578 23,0 4 3 24,4 62
Af r i ca/M. Ea st/ ROW 1 0, 6 82 1 3,072 1 5,0 97 1 7,792 2 1 ,0 0 1
Tota l * 4 0 6 , 25 4 4 31 , 5 62 453,928 482 ,1 37 5 0 6 ,1 23

Source: ZenithOptimedia

* Totals here are higher than the totals in the ‘Global adve rtising ex p e n d i tu re by medium’ table on page 22, since

this table includes total ad spend fi g u res for a few co u nt r i es for which the spend is not ite m i sed by medium
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‘A successful marketing

programme has got to
be a building process

and it can’t be about 

one article or advert’
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