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Chapter 6 – Marketing 

 

“Ultimately the value of a brand resides in the mind of the 

customer” David Ogilvy 

“It is not about doing “Digital Marketing”, it is about marketing 

effectively in a digital world” Ivan Menzes 

The key thing to understand about marketing is that customers take 

decisions with the “Emotional” side of their brain, then use the 

“Rational” side of their brain to justify the decision. 

Either they want it, or they don’t.  

The price they are happy to pay is dependent upon how much they 

want it. 

So the real question is - How do you ensure that people want a 

relationship with your business? 
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Marketing engages with the customers to build a relationship with 

them so when they decide to make a purchase they choose to 

purchase your product, over that of your competitors’ products, 

because they want to, and because they understand the reputation 

of your product so they are not too concerned about the price. 

The WHY - The belief in The Force for Good - the Emotional 

Differentiator “I want that handbag because I believe in Hermes” 

The WHAT - The range of fashionable products, the convenience, the 

customer experience and the product quality.  The Rational 

Differentiators that help to justify the prices in today’s markets. 

The HOW - The evolving knowledge and understanding of the 

markets that will deliver the WHAT in tomorrow’s markets. 

Questions 

1. How do you differentiate your business from the competition? 

2. What are the Brand Promises you make? 

3. Which of those are Emotional, which are Rational? 

4. Which are Aspirational, which are to be expected? A Given? 

5. How do you manage your relationship with existing customers? 

6. Do you have a view as to which customers are Detractors, 

Passives or Advocates of your products?  

7. How do you manage Customer Experience? 

8. What stories would you like your customers to tell about their 

relationship with your brand? 

9. How do you measure this? 

Think About 

The job of marketers is to ensure that the organisation is a survivor. 

They do that by ensuring that customers want the organisation’s 

products because they make them feel good about themselves, and 

hence are happy to pay a premium for those products. 
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How do you differentiate your business? 

If your business looks and feels the same as the next, why should a 

customer pay extra for your products? If this is the case, you compete 

on price and this is a game of diminishing returns leading to oblivion. 

So it is important to know WHY your business exists. WHY you are a 

“Force for Good”.  So that you, your staff and your customers can 

believe in what you are doing. 

The WHY - The Forces for Good are the Emotional Differentiators.  

Customers and staff want to believe in and be part of that better 

world, and so are prepared to give more to your organisation, be that 

time, skills, recommendations or cash. 

The Rational Differentiators are the WHAT and the HOW. What you 

do and how you do it are the proof that you believe in the WHY. 

 

If you look and feel the same as everyone else – How will your 

customers find you? 
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What are your Brand Promises? 

It is probably easiest to demonstrate this with a live example, with a 

broad client base, so taking the Chamber of Commerce, for example:- 

 

We promise to Understand and Deliver our Members’ Goals 

We believe that:- 

· Our members are important. What they do, matters to all of us. 

· Our members should be supported and not feel alone. 

· We should minimise risk to business owners wherever possible. 

· We should look after the families and staff of business owners 

wherever possible. 

· We should provide good information to help inform better 

decisions & reduce stress. 

· We should help member businesses grow. 

· We should provide access to skills and working capital. 

 

Trust is built by delivering against written and unwritten promises. 
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Which of these differentiators are Emotional, which are Rational? 

 

 

 

Breach a rational promise  

and disappoint - 

Breach an emotional one 

and make an enemy. 
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Which are Aspirational, which are to be expected? A Given? 

Here we are putting ourselves in the mind of the customer. We think 

that our members aspire to:-- 

1. Drive the vision of their business. 

2. Do this as part of a supportive community. 

3. Minimise risk for their staff and families. 

4. Attract the best customers. 

 

We would hope that our members can trust and expect a high 

standard from our:- 

1. Quality of Information.  

2. Understanding of their current business Growth Stages. 

3. Networking events. 

4. Recommendations re Skills Sourcing. 

5. Recommendations re Working Capital Sourcing. 
 

Disappoint on expectations and spoil today, disappoint on 

aspirations and spoil tomorrow 

How do you manage your relationship with existing customers? 

1. We attend a number of events. 

2. We look to join up resource to better serve our customers. 

3. We run monthly newsletters to communicate our activities. 

4. We try to engage with our members at all opportunities. 

5. We invite members to join our e-Publishing Group and contribute 

to events. 

6. We look to build relationships with community influencers. 

7. We are seen to stand up for the interests of our members. 

8. We promote debate in social media. 
 

 By Listening, Understanding, and Improving – 

It is an Iterative process. 
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Which customers are Detractors, Passives or Promoters? 

Do you know which are which? Well, yes we do, from a number of 

sources, but we should practice what we preach and do more. 

Net Promoter scores are ideal for this because they ask two very 

simple questions. 

Question 1. How likely are you to recommend our products and 

services to your contacts and colleagues? 

Score 0 to 10 -  

0 not likely 

10 very likely 

Scores of  0,1,2,3 –     Detractors    

  4,5,6 -         Passives    

  7,8,9,10 –   Promoters 

Based upon a simple count take your detractors and passives from 

your promoters to give a number, your net promoter score. These 

can then be compared with each other. 

Question 2. 

The promoters are then asked a secondary question: 

“What is the one thing we are getting right that you would like to 

see more of?” 

Passives and detractors are asked: 

“What is the one thing we are not getting right that you would like 

to see improved?” 

This enables the CEO to act upon under-performing area of his 

business and identify an action plan. 
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He writes personally to the customer base, collects the responses, 

speaks to the brand manager, tells him what needs fixing and then, 

repeats the question in three months’ time. 

How do you manage Customer Experience? 

Personally - We said at the start of this chapter that marketing is 

about managing Customer Expectations.  

 

There are Three Phases to this: 

1. Short Term    -   The WHAT - Get some sales in to generate cash 

to build your brand.  

2. Medium Term - The HOW - Build trust with your customers.  

Become the “Guardian of their Aspirations”.  

Help them to become trusted and respected by their peers.  

Change perceptions through the Early Adopters.  

3. Long Term    -    The WHY - Build on that trust to Shape Markets, 

through thought leadership. 
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Expectation Management 

So far we have looked at External Communications - our brand 

promise to deliver the things we believe in. Having created that 

expectation, the customer experience had better exceed that 

expectation. That is your staff had better believe as well. Internal 

communications will be dealt with in more detail in Change 

Management in Chapter 7 - Team Building.  

Customer experience interfaces with all levels of your business, and 

it evolves daily – Monitor it. 

 

 

  

A Cautionary Tale 

A major international clothing retailer, looked to engage with 

their customers by involving them in a competition to rebrand 

their stores. An impressive 2% of their loyal customer base 

responded and in due course, across the world, their stores 

adverts websites stationery and all their communications 

collateral were converted to the new branding. The Problem was 

that the 98% who had not been consulted hated it and there was 

such a fuss that the store had to revert to their original branding. 

Had the retailer just rebranded, it would have been fine. What 

happened was that unintentionally they engaged with 2% of their 

customer base, of which there was only one winner, and 

effectively excluded the 98%. The Emotional reaction was 

significant. 
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Which stories would you like your customers to tell about you? 

I would like our members to tell their colleagues about how their 

business has thrived in part as a result of the support from the 

Chamber. 

Seek testimonials - Invite constructive criticism - Monitor social 

media 

How do you measure this? 

1. Attendance at events. 

2. Website Google Stats. 

3. Newsletter Open Rates. 

4. Membership numbers. 

5. Return on Investment (ROI) on Marketing Activity. 

6. We could use products such as Radion6 to monitor Social. 

7. We are considering running customer engagement tools such as 

Marketo. 

 

Marketing is about managing expectations. It should set the scene, 

make the customer feel comfortable with your values and help him 

feel somehow better about him or herself as a result of their 

relationship with your brand. 

So you need to decide which of your products and services make who 

feel good about themselves and why. That is - Which Products are 

you selling into which Target Markets and how are you different from 

the competition in a good way? – Your Differentiators. 
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It’s that diagram again. Be clear about which products sell to whom 

and why. 

 

Now within each target market there is a range of behaviour. 
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Innovators and Early Adopters will support you because they believe 

in what you do. They will pay a premium to be ahead of the trend 

curve. They feel good about themselves because they are informed 

and able to help. They are also forgiving about teething problems 

because they like to help. So this is high margin business, but it is only 

15% of the market. 

Marketers talk about “Crossing the Gap” that is the gap between the 

Early Adopters and the Early Majority. The Early Majority are one 

third of the market, and where they go the Late Majority will follow 

as will the Laggards eventually. The Gap is that the Early Adopters do 

not make good reference sites for the more cautious Early Majority. 

The Early Majority will wait for other Early Majority adopters to 

adopt, so there is a gap. 

The Early Majority will only engage once they have seen the Early 

Adopters go through the teething problems. They feel good about 

themselves because they did not take that risk, typically they will get 

a small discount on the initial price, so they will feel wise as well. They 

are the Early Majority because they have a need to keep up with the 

Fashion. They don’t want the risk but they don’t want to be out of 

date either. So this is where the money is, High Volume and High 

Margin sales. 

At this point the market changes, the Early Adopters move on to the 

next innovative opportunity, and the Late Majority join the fray. 

These people are less concerned about fashion and trends, they will 

wait for a year and buy last year’s model at a reduced price.  

At this point you are in a High Volume but increasingly Low Margin 

market. We look at this further in Chapter 8 - Innovation. Remember 

what is old hat in existing markets can be new elsewhere. 
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It is worth mentioning that these concepts hold true from 

accountancy services to plumbing. In every group of people there is 

a cross section of propensity to take risk. We all want value for 

money, but the price we are prepared to pay for status or recognition 

varies widely and depends upon a range of factors from wealth to 

education to life stage to location to your genetic makeup. 

One key learning piece here is that marketing drives fashion. Once 

you are ahead of the curve, and are driving opinion and preferences 

then your customers will self-select their behaviour. All you need is 

the ability to define and structure your market and quantify your 

Return on Investment ROI -That is - each time you crank the 

marketing handle it costs X and generates X+++. 

7 things to remember in marketing: 

1. Manage Communications across your organisation. 

2. Informed by a Customer Mind-set. 

3. Guided by Customer Insight. 

4. Co-Create Value with your Customers. 

5. The Innovative and Iterative process. 

6. Organise around your Customers. 

7. Test, Measure, Learn, Repeat. 
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I cannot finish off a chapter on marketing without mentioning Social 

Media more fully. This is clearly a subject worthy of its own book, but 

to get social right it is even more important that you understand the 

drivers of human behaviour. The point about social is that the brands 

have lost their monopoly of the media, your staff and customers both 

have their own media now – the internet in all its forms. This is why 

Customer Experience and the belief in the Force for Good are coming 

to the fore. This sounds like accountability to me and long may it last. 

My mentor Gary Hamel in his excellent book What Matters Now, 

says that  

“Successful organisations of the future will, 

Align the Values of their Brand their Customers and their Staff” 

This concept should be central to your thinking. Consider it a Mantra 

for success. 

ALSO 

 

  

“It is not about doing 

‘Digital Marketing’, It 

is about marketing 

effectively in a Digital 

World.” 
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Sources of help 

Welwyn Hatfield Chamber of Commerce - 

http://www.welhatchamber.co.uk/  

nick@welhatchamber.co.uk  

Steve Harris, Cartoonist and Illustrator - 

http://www.steveharrisillustration.com  

info@steveharrisillustration.co.uk 

Simon Sinek Ted Talk - https://www.ted.com/talks/simon_sinek_ 

how_great_leaders_inspire_action?language=en  

Visit http://theendlessbookcase.com/epub/thriveandsurvive/ to 

access a continually updated web page of useful links. 

Further reading 

What Matters Now - Gary Hamel. 

Brilliant Social Media: How to start, refine and improve your social 

business media strategy - Adam Gray 

 


