Are You Under-Exposed?!

Competition is fiercer than ever, margins are under
pressure, and you are being forced to examine every
cost under a microscope. Sound familiar? Well, the
good news is that you are not alone. Every business is
under pressure of some sort, and this article will shine
the microscope’s glare on your marketing budget, and
help you to think about your overall marketing
strategy.

Is your budget set at last year’s figure? If so, why? Is it
producing the results you had planned? What are the
main objectives for your marketing? Have your
previous marketing plans been effective? How do you
know?

These are some of the questions that this article
will encourage you to answer. Case studies are often
useful marketing tools, so an examination of one
person’s experiences in sales/marketing will be given
to spark ideas that may be of help to your business.
This will lead into a discussion on the more important
considerations that need to be taken into account
(such as setting clear objectives and funneling
expenditure to focus on the major needs of the
business)

Finally, since PR is often one of the most cost-
effective tools at your disposal, the features of good
PR will be examined in detail.

A long time ago, when sales enquiries used to
arrive by telex in an exciting pile of crisp neat slips of
pink paper, | was responsible for spending relatively
large amounts of our company’s money on
exhibitions, catalogues, brochures and advertising. The
marketing budget was usually set at last year’s levels
and since the business was growing we contentedly
adopted the view that we were getting better.

Then one day, an enterprising gentleman walked
into my office and shattered my illusions. He had left
his marketing job to set up a business of his own.

"First of all' he enquired, "what are you’re your
key marketing objectives?".

Good question, but alarmingly the response did
not immediately flow from my lips as if it had done so
a thousand times before.

He had noticed that we spend well on advertising,
and wanted to show me some examples of other
businesses that do the same but also receive
considerable exposure from editorial. | was impressed,
PR seemed to cost about one third of the cost of
advertising in terms of cost/page area. Why bother
advertising then? Well, of course, the journals are in
business to make money, (just like the rest of us!) and
if you don’t advertise they will not give you free
exposure. VWhat a suprise!

| can remember thinking that PR Agencies were a
luxury only afforded by large companies, and indeed |
found that my budget of around 10,000 UK pounds
was too small to attract the interest of many of the
medium to large Agencies. However, there are a
number of smaller PR businesses for whom this
amount is quite acceptable. | found that this level of
expense, supported by a few well-placed adverts was
quite successful in ensuring exposure within all the
journals that | considered to be important. This would
take the form of, in some instances, a two line "News
In Brief", in others a 200 word press release on a new
product or service, or a case study focusing on an

interesting application, and occasionally a 2 or 3 page
editorial feature. For me, the major advantage was that
the PR Agency kept the ‘marketing pipe’ constantly fed
with PR material so that we always received a high
level of regular exposure in the key journals, and they
established working relationships with the editors so
that our PR was inserted with the right features, and
did not end up in the circular filing cabinet!

First and foremost, it is vitally important to be
clear— what are the main objectives?

To gather sales leads from new customers? ; To
sell new products to existing customers? ; To build
brand identity? ; To build the company name as a
brand? ; Or all of the above? Once you have made
this important decision, the rest of the marketing
process flows more easily.

It is likely that your marketing plan will incorporate
a mixture of marketing tools such as advertising, PR,
exhibitions, seminars, web site, literature, direct mail,
telephone, email, fax. | have strong views on the
relative merits of these in the Environmental sector,
but it'’s a long story, and maybe it should wait for
another time.

The key message is that you need a balanced
mixture — different customers are addressed by
different marketing tools, and you should keep your
main objective in mind when deciding how much to
spend on each option. For example, if you plan to
launch one new product into a large market, an
impressive exhibition stand may be appropriate, but if
you plan to launch 6 new products, more frequent
exposure through advertising and PR should receive
greater funding.

Good PR can be achieved using ten simple rules:

I. Don’t kid yourself that you have time to do it
yourself

2. Set clear marketing objectives

3. Establish a budget that meets the needs of your
business

4. Choose a PR company that understands your
market

5. Choose a PR company that is able/willing to work
within your budget

6. Balance PR with other marketing tools

7. Don't forget that PR in Journals will have a lead time
8. Use good pictures — studio shots can be boring!

9. Keep it simple

10. Tune into the radio station WII FM (.what’s in it
for me)

In summary, external PR companies can help you to
gain much greater exposure in the places that you
want to be exposed, at the time that you want to be
exposed, and to focus your exposure to meet your
main objectives!
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