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Tips ON

MARKETING

From selecting the right colors for your
brochure to following up on the original
message, experts share their tips for
achieving the most effective marketing.

By Laura Stepanek, SDM Edlitor

majority of electronic security compa-
nieshasfewer than five employees—the
reason that most of you wear a dozen
“hats’ in the course of a week. And,
whether you know it or not, marketing is one of
them. If you don’t think your company is big
enough to professionally market its products and
services, think again.
Even yard 9gns and van lettering are aform
of marketing. If marketing fals under your
purview, thenyou needtothink about how these
simple messages are perceived by potential
customers. Some marketing is basic common
sense, but you can craft and deliver your
company’s message at any level with the
proper knowledge and resources.

DM asked the experts — marketing specialists at
some of the industry’s largest firms — to share their
expertisein marketing security to consumers. Here's
what they had to say about everything from creating
the message to delivering what you promise.

CREATING A COMPELLING MESSAGE

Get asmuch input from asmany peoplewhorep-
resent your target as possible. Then go to work. And
alwaysask for first impressionsfrom others on what
you come up with. — Mary Lynn
Moriarity, Guardian Protection
Services Inc., Pittsburgh, Pa.

We look for absolute state-
mentsthat, when heard or read,
create a strong emotional impact
for the target demographic and
psychographics. Remember that
sheer demographics are not
enough. The electronic security
markets aretoo tightly woven. You need to look fur-
ther into the psychographics. There's where the
markets live, in the minds of your targeted con-
sumers. Craft the message to what the psycho-
graphics dictate. Stay away from the tired old
clichéstheindustry has been noted for. And remem-
ber that your customers are seeing this industry for
the first time! Get too “techy” or use the standard
industry veteran lingo and you've lost them. Speak
the lingo to your industry peers, but put it in plain
terms to your prospective customers. — David Mer-
rick, Vector Security Inc., Philadelphia

Consistency isand has been the key to our suc-
cess in creating a compelling message. We did not
want to be like the “norm,” a packaged, one-size-
fits-all security provider. We wanted to be known as
one of the best, with the reputation for offering the
highest quality of installation and service and back-
ing it up with an endless supply of personalize cus-
tomer service. We have taken a* higher road,” want-
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ing our client base and potential clients not to be
scared into purchasing an alarm system, but to ben-
efit fromit. Feeling secure, knowing that the system
isreliable, functional, and will perform when need-
ed — this has been our message. Quality, longevity,
and performance; one of our service mark phrases
is “Be sure, be secure” — John Erickson, Atronic
Alarms Inc., Overland Park, Kansas

GETTING YOUR MESSAGE NOTICED

Ask yourself, “Would that catch my atten-
tion?” | believeyou have between 5 and 10 seconds
to capture attention initially. Be tough on your own
work and try to see it through others’ eyes. Be sure
to visualize asmuch as possible the setting in which
the prospect will see or hear your message. When
wearerequiredto placeaflyerinsideafolder, along
with [material from] vendors from other industries,
we make the flyer alittle bigger than standard, or
work carefully with the space across the very top so
that it can possibly stand out from the rest. — Mary
Lynn Moriarity, Guardian Protection Services Inc.

Over my 16 year swith the company that hasbeen
the most challenging, especially on alimited budget.
Inthe early yearswhen it wasjust two of [us] wedid
a lot more face-to-face networking. Now today, we
also have a stockpile of marketing weaponsworking
for us. Oneisthetechsand their vehicles. A vanisa
moving billboard. We added our web site to the vans
and our web Sitetrafficincreased. Our web siteisalso
a huge success. — John Erickson,
Atronic AlarmsInc.

Creating a sustained adver -
tising campaign will help get
you there, but only a sustained
public relations effort will keep
you there. Our industry is best
positioned when it can become
ingrained within the community
it serves. You do that by sup-
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VECTOR
EXTENDED P —

porting a cause. We
think a public safety
cause is best, ssimply
becauseit tiesdirectly into your business, but there
are other ideas. Get in front of your local TV sta
tions, and convince them that you are their infor-
mation point on safety and security. When some-
thing newsworthy happens, call them and indicate
how you could help deliver their story to their view-
ers. Some support a cause with a high emotional
trigger to it. That's a good direction too, because
thosewho shareyour interest in that cause are mak-
ing decisions based on emotion, and that’s the kind
of person you want to remember your name. And
the key to this business is linking your name to a
need. You may be unable to sell abasic alarm sys-
tem to a person who just doesn’t feel the need, but
when that need comes, the checkbook will open up
alot wider. — David Merrick, Veector Security Inc.

EFFECTIVE COLORS
AND DESIGN

We use our red shield on everything
we can. It may seem simple, but it seems
to be working. We have many clients and
potential clients remarking where or how
oftenthey seethered signor shield. Thered
with whitelettering isagood choice of col-
ors also because alot of people associate it
with “stop” or “warning,” so we have bene-
fit from the subconscious training them
what red and white signs are. — John Erick-
son, Atronic Alarms Inc.

Don’'t be married to your company col-
orsl Do some research on color and how it
affects different genders and age groups. You
can make a greater impact if you use that
knowledge. Think about your target, too. For
instance you'd want to be cautious with type
sizesand typefacesif you are targeting the sen-
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Sometimes the Medium is the Message

On seasonal marketing...There’s a message for
every season, but be aware that holiday season rates go
sky high. In the spring you have builder shows and
spring clean-up, in the summer you have vacations, in
the fall the days become shorter and October is Fire
Prevention Month, and in the winter you have holiday
robberies, burglaries and additional fire/carbon monox-
ide triggers. — David Merrick, Vector Security Inc.

On print campaigns...We have and do a monthly ad
in NEW HOMES JOURNAL. This year they also asked us if
we would like to write an article each month of some-
thing that might be of interest to a new home buyer, so
we have had some additional success with the articles
in the print. — John Erickson, Atronic Alarms Inc.

On e-mail campaigns...Before 2002 they were great.
Today they are just a consumer nuisance. Plus, most
SPAM programs kill them before they reach... too bad,
| liked them. — David Merrick, Vector Security Inc.

On radio campaigns...Radio has its markets, but the
electronic security industry isn’t one. In my opinion,
radio produces the lowest response for a variety of rea-
sons, including the uncontrolled proliferation of radio
stations, and the large segmenting of listeners. In the
“old days” radio stations were mainstream marketers,
but today every type of listener has their own station. —
David Merrick, Vector Security Inc.

On billboards...In my opinion, billboards are the best
medium for the electronic security industry, as long as

you're following these directions: Pick only the spots
where driver traffic represents the highest possible con-
centration of your psychographics. Refrain from the
major interstates, unless you place the ad in a pocket
leading to a major shopping center, etc. Watch high traf-
fic or “under construction” locations where drivers need
to focus their eyes on the road instead of the surround-
ings. Do not change locations quickly (two months or
more time before you move). Tailor the message to the
driving public; a few words will do it — they don’t have
time to read more — and take the 48-foot boards, not the
12 foot posters. — David Merrick, Vector Security Inc.

On Web sites...You’ve got to spend money to get
your prospects there. | don’t think that the alarm
industry will ever have the web-marketing prowess of
an LL Bean. Overall, our business is a highly personal
business. If we lose that, especially if the mistake is
consciously made by the industry, it will further
reduce our services to a commodity level. — David
Merrick, Vector Security Inc.

We have built and designed our own web site from
the ground up. It is our pride and joy. | feel it is the sin-
gle most important piece of marketing a company can
have. We put more effort, money, and energy into it
than anything else. It helps us — potential clients, exist-
ing clients, and even the media have used the site and
we have received exposure form that. — John Erickson,
Atronic Alarms Inc.

ior citizen or elderly population. —Mary Lynn Mori-

arity, Guardian Protection Services Inc.

The onething we strive for is consistency. Use a
color scheme, logo or message that is presented over
and over again. If you think you need a new
look and identity, retain the good thingsabout
what you already have in whatever form the
new look will have. Copy the MercedesBenz
example. No matter how much they have
changed their car’s appearance over the past
30 years, the digtinctive front grill and logo
till remains. They want that grill to be seen

by oncoming drivers, pedestrians, and any-
oneelseontheroad. It'stheir motorized bill-
board. We have one too —it's called a yard

link between them. Then use a photo service like
PhotoDisc.com for the rest. You'll spend thou-
sands of dollars needlessly to create photos that
you can get from a service for under $200 each.
Their libraries are outstanding, and you can have a
photo within hours of looking at it. If your cam-
paign is based upon customer experiences, shoot
your best customers in terms of story and appear-
ance. Remember that a summer picture used in
winter will look ridiculous, so stay away from any-
thing that is blatantly seasonal, and also that your
images need to fit your market. And if your mar-
ket is racially and ethnically diversified (as most
are today), make certain that you include that fac-
tor in your selection of photography. —David Mer-

sgn—andit’stheindustry’smost powerful marketing
tool. Magter its use first, before you tackle anything
else. — David Merrick, \ector Security Inc.

WHAT TO PHOTOGRAPH?

Anything with your yard sign in the fore-
ground, then your central station. Create a strong

rick, Vector Security Inc.

TARGETING YOUR
MARKETING CAMPAIGNS

Since the markets are made up of many small
targets, thisis your best type. Focus on those who
need or will eventually need your services, and
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keep pouring the message on. — David Merrick,
\ector Security Inc.
Wehit realtors, builder s, insurance agents, and
architects on an ongoing basis, with fax broadcasts
-~ severa weeksapart throughout the year.
~_ It does seem to have a small success
_ rate. We also have aVIP list of the same
individuals that we send a copy of our quarterly
newsletter to as well as any other promotions. |
have taken a half-dozen builders and cherry
‘ picked them out and sent them several giftswith a
“ letter that explainsthe gift and why we sent it. After
the second gift | say in the letter “1 will be calling
to deliver the third gift.” It works 99 percent of the
timeand | retain 80 percent of the builders| do this
with. — John Erickson, Atronic Alarms Inc.
WHEN AND HOW TO FOLLOW-UP
AFTER A MESSAGE IS DELIVERED
A campaign should belong enough to have the
best results. Never changeideas until the campaign
isover, if you're convinced that the idea was right.
Refrain from pulling the plug, because you never
know if you're pulling it right before it beginsto
work. Most campaigns should last three
months at the fewest, and six months is bet-
ter. You improve your reach and recognition
factors immensely after three months. Chart
your progress, lead generation, and sales dol-
lars. That beginswith thetaking of thelead to the
sale. Don't miss astep or you're not going to have
accurate information to judge results. If something
does not work, don’t feel discouraged. Keep trying
different things until one does... it will! — David
Merrick, Vector Security Inc.
WHAT QUALITIES TO LOOK
FOR IN AN AGENCY
For companieslike ours, who provide the cre-
ative theme and do most of thewriting, welook for
an agency that can work with usto turn those ideas
into product. Additionally, we look for reasonable
fees, on-time delivery and superior design work.
For those companieswho do not provide their own
creative, they need to form a partnership with an
agency that can fully understand our business, our
customer and our challenges. They won't at first,
because (a) your company will likely be their only
electronic security client, and (b) this industry is
unlike anything else they’re used to. Once you've
selected one, let them learn everything they need
to know before they produce their first piece of
work. Allow their staff to tag along on afew resi-

dential and commercia sales appointments, par-
ticipate in an installation and spend a day in your
central station. After that, they will be in a much
better position of relaying important marketing
points to the consumers you want them to attract.
— David Merrick, Vector Security Inc.

A large agency may be full of talented people
but you will never have accessto thetalents of their
best and brightest if your company is considered
“small potatoes’ on that agency’s client list. It's
important to find agencies who have talent but that
fit the size of your company and its budget. In addi-
tion, the security industry product and serviceisnot
something everyone can relate to. | look for agen-
uineinterest in understanding the product and serv-
ice by people at thetop in that agency. —Mary Lynn
Moriarity, Guardian Protection Services Inc.

DELIVERING WHAT'S
PROMISED IN YOUR MESSAGE

We use a standard internal communications
formwhenweroll out new programs or campaigns.
It alwayslooksthe sameanditise-mailed or inter-
office mailed to every employee who could possi-
bly be affected. When employees see it they know
that it containsinformation that may affect themin
their interactions with prospects and customers.
Thishelps usto achieve our marketing goal aswell
asto deliver better serviceto current customersand
prospects. — Mary Lynn Moriarity, Guardian Pro-
tection Services Inc.

There are five major components of the serv-
ice delivery system that your customers need to
rely upon. They are: sales, installation, monitoring,
billing, and repair service. If any one of these com-
ponentsfailsin living up to the expectations rai sed
in your advertising, your campaign will most like-
ly also fail. In addition, it's twice as hard to make
amends on a broken promise and restore your com-
pany’s reputation. Consistent sales training pro-
gramspay off. Remember that thisindustry reflects
a guerilla warfare type sales environment, where
house-to-house combat is the norm. It makes no
sense to have the best-mechanized armament when
your sales team is fighting with sticks and stones.
If you are faced with a choice between spending
your money on sales training or advertising, pick
salestrainingfirst. Trainthe salesrepsto deliver the
message in the most effective way. If you are
spending aton of money to separate yourself from
your competitors because of X, then X should be
one of the first things out of your sales reps
mouths. — David Merrick, Viector Security Inc. m
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