
 
 
 
 
 
 
 

 
 
 
 
 

Relationships build business - unfortunately they 
also take time to create. Usually, service 
businesses make relationships from networking, 
word-of-mouth and from reacting to media reports, 
but the problem is the ad-hoc nature and 
unpredictability of these methods. You can build 
the business you want faster if you systematically 
cultivate your market, pro-actively nurturing 
conversations with each decision-maker for each 
brand. By way of example, this approach recently 
prompted these comments from senior decision-
makers for agency services: - 

RAC: "You're now firmly in my pile of people to 
see. As long as you keep doing what you're doing 
you'll get there in the end”. A major energy 
company: "We're thinking about reviewing based 
on the relationship we've developed with you. If we 
do review we'll certainly be in touch”. Coors: 
"Have no fear, you are firmly on my radar”. 
Carlsberg Tetley: "I know you well from the 
relationship we've built with you, culminating in 
your team coming in - I know where you are and 
what you do - I'll be in touch when something 
applicable comes up.” Diageo: “I've noticed the 
great work you've been sending me over the last 
12 months.” Citroen: "Keep doing what you're 
doing and maybe one day it will be the right time 
to talk further.”  

The above comments reflect a carefully scheduled 
direct communications programme. While some are 
being cultivated, others are being harvested. 
Because systematic coverage is adopted, 
immediate opportunities may also be seized: - 

A major e-business: "You sound great. Please 
stay in touch, as we're looking at trying out others 
in the next few months.” Heineken: “From what 
you've said today, I really want to meet you.” A 
major games producer: “Your process sounds 
great. We're currently thinking about testing out 
other disciplines.” 

The anchor point for an integrated and efficient 
prospect relationship building programme is an 
intelligent range of brand-building collateral, co-
ordinated with the overall marketing plan. This 
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CULTIVATING RELATIONSHIPS (1) 

Even those who eventually mate for life start out as 
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