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	In the latest instalment of his monthly Marketing Matters column, John Ogilvie, Managing Director of Network Veka Ltd asks how many window firms are making the most of ‘Britain’s biggest advertising medium’.
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The wonderful world of the web
The Internet will surpass television this year to become Britain’s biggest advertising medium. Enders Analysis, the leading Internet tracker, forecasts online advertising spending will increase 26% this year to £3.56 billion, and with good reason! The UK is Europe’s e-commerce leader, with internet retail sales for 2007 topping £46 billion, ~15p of every £1 spent. Even more impressive is the fact that this was a 50% increase on 2006. But is the home improvements industry turning a deaf ear to all this clicking?
In June’s Freefoam Roofline Report
 9% of roofline installers said they NEVER used the internet, and a further 8% said rarely. It’s a similar situation in the window industry, where a fair few firms have no website at all. And how many companies do you know that have good websites? And how many where homeowners can literally buy online? There are seemingly limitless marketing applications that we in home improvements (apart from one or two excellent exceptions) are ignoring: blogs, video clips, virtual mailers, ‘webinars’, online research etc.
Just a few years ago, the internet was for people who ‘understood’ computers. Now people spend up to seven hours of their spare time a week online – twice as long as reading a newspaper. For many it has become the primary source of information and entertainment. 

I regularly meet directors/companies who think the internet is a distraction. Even though most use email and surf the web themselves many say they don’t need to invest serious time or money in their own sites. They have a friend who can do it for free, or they rely on a couple of pages with basic contact details to sell their company and products for them. These days, it’s nowhere near enough. 
People aren’t just shopping online; with easy access to broadband they’re researching the purchases they buy in the shops too. For more expensive or larger products consumers will often check out the options online before they set foot in a store. They use the internet as a reference guide and virtual shop floor. So if you’re not on the web (or not using it effectively), you’re already several steps behind the competition. 
Push-me pull-me
It works both ways, too. You can also capture a wealth of data to analyse and precisely target your potential customers, collecting postcodes and preferences whenever a customer fills in an enquiry form.  

More importantly, the cost of marketing and acquiring customers has fallen, allowing small and medium-sized businesses to compete with the multi-nationals. Any business can now find its target market online if it offers what people want. The premium is speed and response to customer demand.

If you ignore the changes in how business is done today you will decline, particularly in a weak market. The message is clear: adapt your marketing or die.
To view and download previous Marketing Matters or to submit any topics you’d like to see addressed in future columns, visit www.marketingmatters.521621.com

END
539 words
� Rigby Research, 2008. For survey details or a copy of the full report call Stephanie Bradfield on 01453 521 621 or visit � HYPERLINK "http://www.rigby-research.co.uk" \t "_blank" �http://www.rigby-research.co.uk�





© Copyright Michael Rigby Associates 2008

1

