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	In the latest instalment of his monthly Marketing Matters column, John Ogilvie, Managing Director of Network Veka Ltd, explains marketing’s role in leading us from the old to the new.
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Helping companies think the unthinkable
Swiss doctor, Elizabeth Kübler-Ross, who worked with the terminally ill, identified characteristic human reactions to loss or bereavement. This approach, used widely by counsellors and by business analysts, describes how people react to bad news: being told they have cancer, getting dumped by their partner, getting fired or being flooded. The approach also applies to company failure and market upheavals, from the US sub-prime mortgage market collapse, to casement window market saturation. 

Universal human reactions to loss or bereavement go through a sequence of five stages: shock and denial (“It’s not happening”); anger (as victims seek someone to blame for their misfortune); negotiation (“there must be a deal we can do”); depression (associated with apathy, or inappropriate activity, restructuring or cutbacks), and finally, acceptance, which clears the way for positive action and a new start. 
Sometimes the stages follow each other quickly; other times it takes years for people or an industry to accept the inevitable and move on. Individuals and companies are each different and find acceptance at their own pace but the phases of grief have to run their natural course. Early adopters latch on quickly and move on; laggards cling to the past and are slow to accept the new reality. Counselling, confronting the issue and keeping it in view; clear advice and information on where to go and what to do, and then letting people get on with it may speed progress through the five stages. 
The window industry was in denial about saturation from the late 1990s when the first clear evidence began to emerge. The first-time window replacement market was the core market, the bread-and-butter of the industry, and its loss was literally unthinkable. Many continued in denial until 2005-2006 when falling demand put the issue beyond doubt. But many are still stuck on the fourth stage, depression, apathetically going through the motions, and waiting for the tide to turn, while others jump from one inappropriate activity to another. If you don’t know where you’re going, any road will take you there. 
Those who are comfortable with change, more aware of the outside world and more marketing oriented adjust faster. They can see and accept that they’re in a new market, and the old one will never return. They feel the fear, but do it anyway, leaving the old for the new. They do it sooner and reap the early bird advantages. Once you’ve gone through the five stages and accepted the new reality, adapting your business to grow in the new market is straightforward. 

But, what has marketing to do with it? People sometimes forget that marketing is two things: technique and thinking. One half is about the techniques of promotion and persuasion, the communication tools of advertising, PR, direct mail, online etc. The other more important half is about research and commercial intelligence, positioning, and strategy. It tells you where the market is, and where it’s going; where you and your rivals are, and where you should be. Know that and you’ll always be in the right place at the right time, staying one or two steps ahead of your competitors to maximise the opportunities. 
When the market drops some people cut their marketing, thinking they’ll get by. But that’s worse than short sighted; it’s a downward spiral. Stop marketing, and before long you stop selling. Stop looking at the market and the world outside, and you lose your map and lose your way. The end! 
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