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MARKETING
EXPOSED

Marketing is not a science. Terms like ‘return on investment’,
‘metrics’, ‘measurement’, ‘data analysis’ are all important in
providing an empirical base for assigning responsibility for the
success or failure of specific initiatives, but that does not make it
a science. Of course, many agencies may attempt to sell what
they do as science but that’s just good marketing!

Marketing can and does transform businesses. Even at the height of
the Great Depression of the late 1920’s many great brands such as
the New York Times, La-Z-boy, HP and Kraft's Miracle Whip were built
and consolidated. In troubled times, it is particularly important to
understand what marketing can and cannot do. A Smart Poll found
that 44% of businesses cut marketing spend in a downturn. Yet a
study in Successful Strategies for Recession and Recovery by Tony
Hillier found companies that increased marketing spend during a
recession recover three times faster after the recession ends. So what
are you to do, cut or spend?

The answer can be both. It all depends on your attitude. Effective
marketing is effective because the psychology that drives it stacks the
odds of success in your favour. If you believe in guaranteed outcomes,
that marketing agencies have some secret knowledge that will
transform your business, think that paying more than £80 per hour for
an agency is good business and do not fully and responsibly engage
with the process, then you should stop wasting your money on
marketing — in a recession it will tip you over the edge. The owner of a
cosmetics company who believed all he had to do was hire an agency,
dictate to them what he wanted and abdicate responsibility for the
outcome, only got value from his marketing after learning that
collaboration and adapting to circumstance were the key factors in
running a successful campaign.

Getting value from marketing depends on approaching it with an open
mind, an attitude of curiosity, a healthy dose of scepticism and an
understanding of risk. These factors are the bedrock of ‘resilient
psychology’. When they are applied effectively the results can be
outstanding. A software developer who launched a product into a
crowded consumer marketplace was able to sell his invention within
nine months despite the fact that it was not at that time fully functional.
He achieved this because he took full responsibility along with
Cognition for the outcome of the marketing strategy. He was flexible in
his behaviour and never let his ego get in the way of doing what
worked. These qualities are likely to give you the best protection (note:
not guaranteed protection) against making the mistake of wasting the
greatest gift a recession brings — the opportunity to innovate.
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Cognition is delighted to announce its latest new client, Danetti — a furniture retailer based in Hampshire.
Danetti offers a fantastic collection of contemporary, modern furniture from bar stools and coffee tables to
designer dining tables and sofas. Their designer collections encompass some of the latest modern Italian

and European furniture designs.

Cognition is tasked with raising brand awareness through on and offline marketing and PR.

Cognition Expands the Marketing Team

Cognition has further strengthened its marketing team, with the appointment of Natalie Grantham as

Marketing Manager.

26 year old Natalie has more than three years experience in consumer and b2b marketing, having
previously worked on accounts such as Asda Stores Ltd, St Andrew’s Healthcare, Land Securities and

Richardson Developments.

Natalie — who has a psychology degree as well as a diploma in marketing — says: “It’s fantastic to
have the opportunity to be part of a big agency where | can learn new things and strengthen my
marketing skills. The team at Cognition is very experienced and | know | will be able to further my

career with plenty of new challenges.”
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