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Wait for the Results, and they Really Will Come!

We’ve all heard
the saying,
“Patience is a
virtue,” but in
this era of
faxes, emails,
overnighting,
and voice
mails, how vir-
tuous are we?
It seems we all
want it yester-
day, regardless

By Carolyn West Price

of what “it” even is.

I suggest, however, that we not only
put these rushed efforts in perspec-
tive in general, (whether we’re the
vendor or the customer), but business
owners and marketing managers
must take a step back and re-think
patience when it comes to marketing.
Remember, building a brand by creat-
ing awareness and credibility...by
making memorable impressions...
takes time.

That is, educating a market is not
something most of us can do over-
night, as the Super Bowl advertisers
pray they do; in fact, the more limited
the budget, the more reliance you will
necessarily have on non-advertising
means of communicating your mes-
sage with your target markets.

Too often, a business owner says to
me, “Well, I ran a couple ads, but no-
body called or came in so I don’t want
to run in that paper--it just doesn’t
work.” Thave to say, in response, no
matter what paper you ran a couple

ads in, that is problem number one--a
couple ads. A couple ads anywhere
does not comply with the cardinal
rule of advertising--repetition, repeti-
tion, repetition. Second, sight un-
seen, I have no idea if the ad even had
a call to action or was visually eye-
catching. So before I can, in good
conscience, say a publication’s ad
campaign did not work because of the
publication, we need to look at the ad
and the campaign commitment.

I can’t tell you the number of times,
despite me sharing this repetition
concept with clients, that I've gotten
calls one day into a 2-week radio cam-
paign, asking me to pull the commer-
cial. Three spots have run and they
expect the phone to ring off the
wall....it just doesn’t happen that
way.

If you are planning to do any advert-
ing, be sure to budget enough to in-
vest in good creative and artwork
and enough to run the ad repetitively-
-a campaign. Remember, it takes a
minimum of 7-13 “touches” before
you’re even on a person’s radar
screen, depending upon the relevance
of your offer to their needs and the
uniqueness of the ad so it pops from
the clutter.

My next suggestion, is force yourself
to be patient to let the campaign run
its course. I’'m not saying to keep
dumping money campaign after cam-
paign if the results are disappointing,
but at least with good creative, a call
to action, and frequency, you’ve at

least gotten your assessment down to
the media itself more accurately than
the hasty accusations noted above.

Another suggestion is to be sure to
complement your advertising with
other marketing so you can stretch
your budget, reinforce your expertise,
and achieve the “I see you every-
where” reaction. Rest assured that
public relations, promotions, good
corporate i.d. materials, and extraor-
dinary customer relations are essen-
tial parts of any well-rounded market-
ing plan.

On the subject of customer relations,
I say “extraordinary!” for a very sim-
ple reason. Assuming your advertis-
ing and other marketing work, and
customers come your way, bad ser-
vice is the quickest way to lose them
forever (not to mention the word of
mouth that will prevent others from
responding to your ads if they even
thought about doing so). Investin
training, empower your employees to
be customer problem-solvers, and re-
ward their efforts with perks and pay
that keep them on your payroll

All in all, remember patience is a vir-
tue that we should all remember, no
matter how busy we are or how anx-
ious we are to build the business.
Pulling a campaign prematurely sim-
ply ensures you’ll waste money...and
who wants to do that?
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