


sharpening what we o� er,” he says.
When Danielle Lee joined Watson Wyatt 

Worldwide’s Washington, D.C. regional sta�  
last July as head of marketing communica-
tions, she set out to show how marketing there 
could be more than simply event planning, 
which was the role it had prior to her arrival. 

She spent her � rst six months on the job 
researching not only what the company’s goals 
and major business issues are, but also analyz-
ing the customer base to identify clients with 
the greatest new revenue potential for Watson 

Wyatt, clients she terms “stars.” 
“� e majority of my marketing e� orts will 

be [focusing] on the stars,” she says. As she 
identi� es these stars, her marketing will focus 
on “how do we get them to the next level in the 
buying cycle,” she says.

Her e� orts demonstrate two truisms for 
marketing in this economy. First, existing 
customers are important to retain and can 
also be good sources of new business. And 
second, those customers will be taking a lot 
more time making buying decisions, so mar-
keting needs to focus on moving them along 
that decision chain.

In b-to-b, sales teams are o� ering custom-
ers such incentives as free trials of equipment 
and services, and extended warranties to 
spur buying. On the consumer side, retailers 
are having cocktail parties for speci� c target 
audiences trying to get them to buy, observes 
Glenn Omura, associate professor of market-
ing at Michigan State University. 

Whatever the incentive, marketers need to 
ensure the message gets to the target, Omura 
advises. So if your marketing e� orts focus on 
customer acquisition, it is now time to rethink 
your program. Says Mark Klein, CEO of 
Loyalty Builders, a predictive analytics � rm in 
Portsmouth, N.H.: “Customer retention is the 
new acquisition. We’re seeing companies put-
ting more attention into win-back campaigns” 
for former customers.  He’s also seeing more 
requests from his clients for calculations on the 
future value of individual customers rather than 
generic calculations on customer value, another 
indication of one-on-one targeting, Klein adds.

Adjust Your 
Marketing Mix

With key customers identi� ed, the next chal-
lenge becomes reaching them in the most 
cost-e� ective manner. A marketer not com-
fortable talking about ROI in this economy had 
better get comfortable, fast. 

“In a recession, marketers should always be 
looking at ROI. In 2009, people will really look 
at it,” predicts Seth Lieberman, CEO of Pangea 

Media, a Watertown, Mass.-based provider 
of online quizzes and targeted advertising. 
“Any [marketing] avenue where you can show 
return will bene� t.”

For Rhodes, showing ROI has meant 
relying on public relations and client endorse-
ments to bring in new business. “Our whole 
focus is on credibility marketing. Credibility 
to us means we don’t tell the world how great 
we are, our clients do,” he explains. Rhodes 
monitors PR services, such as Profnet, daily 
to � nd reporters writing about HR issues. He 

pitches them client success stories. He also 
puts client success stories on the company 
Web site. Sales people are trained to inform 
potential clients that once they begin working 
with PlatformOne, they will be approached 
as possible case studies. � ey also can expect 
calls from potential PlatformOne clients. 
“People who are in our target market don’t 
buy from us unless they talk to at least three 
clients,” Rhodes notes. Exhibiting at trade 
shows and industry analyst relations are other 
key tactics for PlatformOne.

In 2008, CruiseOne cut its print adver-
tising spending 98% to account for how 
consumers search for cruise information, 
Hattem says. Newspaper travel sections once 
were the No. 2 place, a� er travel brochures, 
where consumers looked for cruise informa-
tion, Hattem says. Today, the Internet has 
become the major source of cruise informa-
tion. As a result, CruiseOne is doing more 
search-related online advertising. It also main-
tains an aggressive one-on-one direct mail 
campaign. Former and potential customers 
get a personalized magazine three times a year 
that includes the name of a local CruiseOne-
a�  liated travel agent and calls to action, 
Hattem says. People who have booked a cruise 
hear from CruiseOne on a regular basis via 
e-mail up until the cruise date. � ey also hear 
from CruiseOne when they return, asking 
them to rate their cruise experience. Contact 
continues for two years a� er the trip.

� is economy certainly has its challenges 
for marketing, but that means it is no time to be 
timid. Says Lewis: “Some companies are going 
to do very well in this environment. � is is as 
much an opportunity as [it is] a risk. It may be a 
great risk to sit tight and hold onto your bucks as 
it is to prudently spend them.” m

Editor’s Note: � is article is the � rst in the Get 
Your Head in the Game series. Future articles 
will examine in greater detail such topics as neu-
romarketing, hypertargeting, the new consumer 
and how to compete with the new store brands, 
among other topics.

“Challenge No. 1 for marketers both in their own minds and in dealing with their senior 

management is to get over this culture of fear we’ve all been dealing with.”
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