
First Impressions

last

You never get a second chance
to make a first impression

Imagine if you will, that this cheerful
photo of chrome dome, shirt and tie
showed me instead with gel-spiked

locks, pierced nose and slashed vest. Just
how credible would the rest of this page
seem? We can attribute the baldness to a joke
of nature rather than a life of sloth and self-
gratification, but to sell serious business advice
I have to look the part and walk the talk.

When you address a new audience, it’s said that 55% of the
impression you create is down to your appearance, 38% to

your communication skills and only 7% to actual content. This
applies to companies as much as people, but appearances can be
deceptive and you owe it to your business to make the most of what
you’ve got by harnessing the power of strategic marketing. I’m not
talking here about dressing up or public speaking - although they do
play a crucial part. No, you have to understand that your firm is
always on parade to customers and prospects, and then present what
you do and how you do it consistently across the board in ways that
will reassure and impress them.

Let’s start with your image...

Corporate identity
Very often the first - and perhaps only - thing anyone sees of your
business is its corporate identity as communicated on stationery,
signage, advertising, vehicles and staff uniforms. This is much more
than just a logo and companies that view it as a cost rather than an
investment are fundamentally wrong: a strong, distinctive and

appropriate corporate identity is
an ambassador for your business
- and potentially a mighty
marketing tool.

At one extreme you can behave
like a public utility or quango
and spend tens of thousands
analysing views to the nth
degree to achieve uneasy
consensus. Conversely, the
cheapest solution will be a DIY
result using your word-processor
or PC/Mac graphics software.
Local copy shops and printers
have their place too, but I
suggest it is worth your business
allocating a proper budget and
decent time to get this element
right. The payback can be huge.

The message
Let’s assume your letterhead is good and your computer and printer
set up are the bees knees... so what are you actually saying with your
written word? Time and again even very substantial businesses ask
why they’re not winning the sales meetings and orders they deserve,
then show me long woffly letters that they expect busy executives at
target companies not only to read, but to act upon… Isn’t it obvious
that if you write about your business in a rambling or boring manner,
then you are telling even the most determined reader (a very rare
breed) that your firm is rambling and boring too? As Mr Branson
shows us time and again, given a choice customers prefer to buy from
lively, fun companies - not rambling, boring ones.
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“Copy shops and
printers have their
place too, but I
suggest it is worth
your business
allocating a proper
budget and decent
time to get this
element right. The
payback can be
huge.

”



The human touch
Lastly consider how clients and prospects get treated when they
‘meet’ your firm by telephone or at a face-to-face meeting. Essentially
this is a cultural issue and it’s surprising how many businesses forget

the simple truth that customers
pay their wages and bills. Your
staff shouldn’t be subservient
(that’s likely to work against
you), but keeping the customer
satisfied will include ensuring
that your staff display patience,
good humour and polite
manners. If you’ve ever been the
victim of stroppy receptionists,
aggressive sales people, or
humourless, negative personnel,
the chances are you didn’t buy if
you could avoid it - and you
certainly wouldn’t go back if you

could. Business is a people thing and keeping the right attitude - at all
levels in your business - is crucial to your success. 

One other thing... accents: not everyone speaks the Queen’s English -
and life would be pretty dull if they did. But snobbism aside, we all
know that some accents are more conducive to customer service and
achieving sales than others; the trick, especially in our ‘telephone’
society, is to make sure you place the right voice with the right job.

Training can help – and it may also be well worth hiring cost-effective
professional telephone agencies to handle your sales or customer
service calls for you.

Sadly, presentation prowess doesn’t cure follicle scarcity, but if you
get your company image and communication right, you’ll soon
discover the power of these hidden persuaders on your bottom line.

Without being blunt, you must keep all business letters as short and
to the point as possible. If you can’t write succinctly yourself, then
hire someone who can - perhaps even a freelancer to write a few basic
form letters for you to ‘top and tail’ at your PC. 

A decent folder or brochure which clearly and attractively explains
your company and its products or services will help you to keep
covering letters short and make them more effective. But the strength
lays in the literature... its words, look and feel. Again it’s a frequent -
but often false - economy to do your own thing because you are
simply too close to your business, probably unusually passionate
about it - and too frightened of ‘missing the big one’ to describe
yourselves as other than ‘all things to all people’ (jacks of all trades
make masters of none).

You really need to create an overall impression appropriate to your
market and price - and while great design will fail with cheap print,
you can also put customers off by appearing too extravagant. A good
marketing or advertising agency should really earn its keep for you
when it comes to producing suitable literature.

Julian Childs is the founder of MAINLY MARKETING… (www.mainlymarketing.co.uk) and CML
PROMOTE (www.cmluk.com/promote.asp) - and also undertakes freelance consultancy for various London
and home counties’ organisations such as BLINK DESIGN & MEDIA (www.blinkdesignandmedia.com),
BUSINESS FOCUS (www.business-focus.co.uk) and WORLD WIDE PORTALS (www.wwp.uk.com). You
can contact him via any of these sites or by email to info@mainlymarketing.co.uk
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First...

This article previously appeared in M.Y.O.B (Mind Your Own Business) Magazine.

“Business is a
people thing and
keeping the right
attitude - at all
levels in your
business - is crucial
to your success.
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