
 
 
 
 
 
 
 

 
 
 

In Dimension 18, we viewed the components for a 
systematic programme designed to build 
relationships with your key prospects. We saw that 
while some relationships are being cultivated, 
others are harvested. At the same time, because a 
systematic approach is undertaken, immediate 
opportunities are pounced on rather than being 
missed. We also described the tasks for 
‘background’ and ‘tactical’ collateral. This 
Dimension looks at the timing, quantities and the 
formats.  

For the background schedule, we need to kick off 
with the positioning piece. This sets out the shop 
window, clearly and simply explaining what you do 
better than anyone else. It goes out once a year, 
because in addition to having to adjust messaging 
to react to market changes, in 12 months an 
amazing amount of job movement takes place 
(Pearlfinders’ DecisionMaker Moves charted 1350 
decision-maker job changes in 2004) and so you’ll 
find you are in effect 'launching' your programme 
to many.  
 
Viewpoints/opinion pieces, echoing the creative 
execution adopted for the positioning piece, 
progressively build the case for your services, with 
one going out at least every 2 months. If you’re 
focusing right down on the most fertile audience, 
you’ll have perhaps 50 to 100 organisations 
(depending on your model), with 2 to 10 decision-
makers and influencers at each, to target. On top 
of this, your wider audience will include any group 
relations, existing clients and PR contacts etc. So a 
print-run of say 500 to 1000 for the positioning 
and subsequent viewpoint pieces is needed.  
 
Tactical activity; PR pieces, latest case studies, 
research-led insights, awards, niche capabilities, 
seminar invites etc.; are timed to be out of phase 
with the background schedule, landing about a 
month apart. Ongoing gathering of feedback from 
conversations with prospects will reveal continual 
adjustments to keep your marketing relevant. This 
requires a flexible, modular collateral platform in 
hard and electronic format that may constantly 
evolve. All the pieces developed should then be 
stored on your website for download by prospects 
and your own prospecting team. The tactical pieces 
may go out in units of 1 to 20, simply done with 
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