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Your marketing machine needs to focus on just one
market—which isn't to say you can only work in one
market. But it's best to start with one, get it going
and then add additional markets later. Consultants to
the design profession almost universally recommend
that firms select a specialty rather than being jacks of
all trades. That strategy helps to sharpen your firm's
expertise and hone your marketing efforts.

Putting different marketing tools to work within a
single market means that your prospects will see your
message in more than one place—at a trade show, in
a publication they read, in their inboxes—and it will
have a much stronger impact.

When it comes to choosing a market, start with
what you know, especially if you're going out on your
own after working in-house or for another creative
firm. A marketing machine built on your past design
experience will yield clients more quickly than one you
build from scratch.

Look first at the industries you've served. For exam-
ple, if you worked in the automotive field, you can
make a strong case for your experience within that
industry. Or, if that's a conflict, you can approach the
automotive accessory industry or the aftermarket.

Because you're already familiar with the needs of
these markets, you'll build your marketing machine on
a foundation of confidence, credibility and samples to
show prospective clients.

If you love housewares or travel and want to work
in those industries but have no experience, keep in
mind that it will take longer to build the machine—to
make the connections, to create the work, to show that
you can do it, to get the projects.
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Your initial marketing efforts must include proactively
reaching out to the prospects in your chosen mar-
ket. The best tools to start with are networking and
cold calling. From there you can add public relations,
speaking engagements at events in your target market,
exhibiting at trade shows, and more.

NETWORKING
Meeting your prospects in person is, hands down, one
of the best ways to make a strong impression, find out
what they need and get their contact information. And
yet, many designers don't want to leave their studios,
much less find the places where their prospects gather.

That was the case for Peter Levinson of Brooklyn,
NY-based LcvinsonBlock, a small firm specializing
in nonprofit clients since 1981. Word of mouth had
brought most projects to the firm. But 2005 had been
a slow year, and Levinson knew he needed to find
more nonprofits if he wanted to keep his doors open.

Although he dreaded the idea of networking, he
did some online research, found the New York chapter
for the Association of Fundraising Professionals and
attended his first monthly meeting. (This is another
good reason to focus in on a single niche: If you don't,
it'll be very difficult to find good networking opportuni-
ties where you can meet several prospects at once.)

There were 40 people at the event and, to Levin-
son's surprise, everyone was friendly. He talked to 10
people and collected five business cards, although
none had a burning need for his design services. His
review of the first meeting: "It wasn't a nightmare."

At the second monthly AFP meeting, four of the
people he met did actually qualify as prospects—they
needed design services—and Levinson fed those con-
tacts directly into his marketing machine.

COLD CALLINQ
"Hi, this is Merideth Harte from 3+Co. We're a bou-
tique design studio in New York run by three sisters.
We specialize in design and art direction for book "and
music packaging. I'm guessing that you're probably
swamped with what you have going on at this particu-
lar moment, but I'm wondering if you might be looking
at portfolios?"

That's the opening line Merideth Harte often uses
when she makes cold calls, which, at times, has been
one of the main components of 3+Co.'s marketing
machine.

But why would Harte do something as distasteful
as cold calling? "We were ready to expand our client
base," she says. "We considered hiring a PR firm, but
we know our business better than anyone and we
know who we want to work with."

The three sisters already had a strong client list in
publishing and music packaging. So they made a list
of 50 clients that they felt confident were a good fit
for 3+Co. Harte did some simple online research to
identify the key contacts within each company—then

she picked up the phone. "To get through, it some-
times took lots of repeat calling, once or twice a week,"
Harte says. "I didn't always leave a message. I didn't
want it to seem like I was stalking them. I would just
randomly throw a stone to see if I could hit them.
When I reached someone, I'd explain who we are and
what we do. More times than not, they were familiar
with work we had done for other publishers and pack-
agers, and I got good feedback."

Indeed, if good feedback is what you call actual
projects for companies like Barnes & Noble, Random
House and Universal Music Group.

Here's how Harte did it: "I'd take time every day and
set the goal of making contact with three or four peo-
ple," she says. "I'd keep a list of each prospect, where
I was with each one, who is responsive, etc. A few
weren't interested because they don't farm out work or
already work with another design company. Sometimes
they said, 'Call me in six months.' But often our timing
was perfect; I'd reach someone who said, 'I really need
someone now. Come right in,' or Where have you been,
and why don't I already know you?'

"As soon as we got one positive response, it started
to snowball," Harte continues. "You really can get what
you wish for. You make a good connection with one cli-
ent and that leads to other jobs."

So what's the secret for taking the pain out of cold
calling? According to Harte, "Once you get the initial
interest from someone, you think, 'Hey, it's not so bad.
I can do this.' It's a matter of bolstering your confi-
dence and not being overwhelmed."

Timing is everything when it comes to marketing.
The more often your marketing machine gets the word
out there, the greater your chances of being in the
right place at the right time.
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STEP 3

STOKE THE ENGINE
Statistics vary on how many marketing efforts—or
"touches"—it takes to turn a new prospect into a cli-
ent, but the average is more than five, sometimes as
many as nine. That's right: nine times that you need
to reach out, educating your market about how you
can help them, reminding them that you exist, helping
them get to know you and building trust, before they
sign on the dotted line. That's why follow-up must be
the engine of your marketing machine.

There are two main efforts: following up when
you've initially made a new contact, and maintaining
continual follow-ups to your entire network of pros-
pects and clients (via e-mail newsletters and other
regular communication). Both are important.

{
INDIVIDUAL FOLLOW-UP
E-mail is the ideal follow-up tool for keeping in touch
with individual prospects. After that first conversation
or meeting, make it a point to follow up right away.
Bu i ld on the momentum of your freshness in your
contact's mind by sending an e-mail message in which
you thank her for her time and express your eagerness
to work together. Briefly reiterate your understanding
of her business challenge and refer to an experience in
your background that shows you're the right resource
to help her.

If too much time passes before you follow up,
sometimes even a day or two, the conversation may
slip into the recesses of your prospect's mind or blur
with that of others like you, and therefore won't make
as strong an impact.

Here's an example of a follow-up message sent
by cartoonist Lloyd Dangle, the Oakland, CA-based
creator of Troubletown, after he met a prospect at the
Licensing Show in New York City:

Subject line: CORPORATE SLIME = CANDY?

Dear Steven,

No, I'm NOT calling YOU corporate slime! I'm writing
to remind you of the design of a greedy, power-mad
suit that you saw—and expressed interest in—at the
Licensing Show.

My notes say that your reaction was, "YOWEEEE!
I could make candy out of that." (I added the
YOWEEEE myself; you didn't actually say that.)

I'm reaching out to you to see if we might make
this or another project happen in 2006.1 want to
pitch you ideas but only in a productive way that
suits you. Please let me know which you prefer:
• E-mail me samples
• Mail me samples
• Call me at around am/pm
• The time of year we look at designs is:

a) anytime, b)
• Other:
• No thanks, you're not the kind of SLIME we work
with here.

Thank you for your time, and keep an eye on
your snail mail for something from me soon.

Sincerely,
Lloyd Dangle

In this follow-up e-mail message, Dangle reminds
his prospect of his interest, expresses his eagerness
to work together and then asks how he should stay in
touch. Asking a question is a good strategy because it
gives your prospect something specific to respond to,
rather than the usual, "Hope to hear from you . . ."
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ONGOING FOLLOW-UP
The only way to stay in touch with everyone in your
network is with a regular marketing vehicle—some-
thing you do like clockwork, monthly or at least quar-
terly, and for which you don't have to reinvent the
wheel every time.

E-mail is ideal for your long-term marketing cam-
paign, too. It allows you to showcase your work, share
your knowledge and build credibility, while also spread-
ing the word about your services and distinguishing
you from other designers. E-mail newsletters also drive
traffic to your website in a much more reliable and
controllable way than search engines do. And best of
all, e-mail serves as a prompt for your recipients.
When they get a message from you, it encourages
them to respond.

Scott Souchock, principal of Seattle-
based G.ScottlDesign, creates environmental
graphic design for educational institutions.
His monthly e-mail newsletter, "Wayfinding
101," offers what Souchock calls "pithy, prac-
tical, informative and often fun tips, stories,
case studies and examples about wayfind-
ing, signage and the world of environmental
graphic design."

Souchoek's list started small—just his clients
and a few prospects whose projects never came
through—but has been growing steadily since he
launched his e-mail newsletter. He's always in
list-building mode, asking people if they'd like to
receive "Wayfinding 101" and remembering to
include a link to a sample in the signature file
in his regular e-mail correspondence.

Besides e-mail, there are other tools you
can use to stay in touch regularly with your
contacts, such as a printed newsletter, a post-
card series or a monthly calendar. But what-
ever tool you choose, make sure you use it
consistently, so everyone in your network
can relax in the knowledge -that you'll stay in
touch with them.

If you implement all of the marketing
efforts recommended here, your market-
ing machine will be in full gear within six
months—and soon you'll have people reaching
out to you saying, "I've been getting your materials
for a while now, and I'd like to talk about a project we
have in mind."

Hobofeen, NJ-based consultant llise Benun is the
author of "Stop Pushing Me Around: A Workplace
Guide for the Timid, Shy and Less Assertive" and
"Designing Websites for Every Audience." She is aiso
founder of Marketing Mentor, a one-on-one coaching
program for designers and other creatives. Sign up for
her e-mail tips at www.marfeeting-mentortips.com.

LLOYD DANGLE OAKLAND, CA www.lloyddangle.com

ERIN FERREE BELMONT, CA www.elf-design.com

MERIDETH HARTE NEW YORK CITY www.2yi2design.com

PETER LEVINSON BROOKLYN, NY www.levinsonbiock.com

SCOTT SOUCHOCK SEATTLE www.gscottdesign.com
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