75th monthly Network Veka marketing article for Window Industries

John Ogilvie of Network VEKA says when people are reluctant to buy it is marketing’s job to reduce the risk of buying and make it easy to say yes. 
Making it easy to say yes
It’s been a torrid few years for car makers. Several found they were making the wrong cars for today’s green consumers, lost their shirts on eye watering recalls, and lost control of their overheads. When the recession hit they became an endangered species. 
Yet, most car makers are accomplished at the trappings of marketing. They spend heavily on building their brand. They make excellent ads. Their websites and brochures can be breathtaking. 
But marketing is not about box-shifting what manufacturing makes, even if done with panache. Marketing is finding out what customers want and need, and giving it to them. 
Standout products don’t have to discount to sell. But most cars need all the marketing they can get, and most car makers have to discount heavily to shift their cars. 
But, in contrast to construction – the Government has just said no to a window scrappage scheme - they do know how to lobby Government. And the Government responded. 
The car scrappage scheme was designed to boost short term demand and confidence and shift the huge stock of unsold cars in forecourts and fields across the UK. The Government subsidised scrappage scheme which ended in March, gave £2,000 cash incentives to consumers who exchanged their old bangers for new cars. Government and industry contributed £400m each covering up to 400,000 cars in total. 
The Government had a choice. Pump money in or risk an industry collapse that could bring down the economy. In that sense it worked. Estimates suggest that three of four new car buyers brought forward purchases they would have bought anyway. But big money-off deals leave markets with a hangover. Buyers get used to discounted prices and stop buying when the price returns to pre-deal levels. 
Now, confidence is falling as people are concerned at the Government’s language of cuts. They are concerned about their own spending, and uncertainty makes it easy to delay: ‘I may need a new car but is it wise to borrow, or should I use my savings?’; ‘Should I buy a car, or should I invest in making my home more energy efficient or make it larger now we have more people living at home?’; ‘If I do buy, which car is least risk?’ 
The lower our confidence the more we want a risk free purchase and peace of mind. Life will go on, people will continue to spend, but sellers will have to compete harder and make it easier and safer to buy. 

Car makers are building confidence directly by reducing the risk and uncertainty of buying. Their standard three year warranty is moving to five. South Korea’s Kia has gone to seven years. In the US, Hyundai has introduced a scheme that allows buyers to return cars without penalty if they lose their job or declare personal bankruptcy within a year of purchase. Vauxhall is offering a ‘lifetime guarantee’, valid up to 100,000 miles for fleet and individual buyers. The guarantee will be transferable and is expected to boost residual values. 
The window industry must also find ways to reduce the risk of buying. It won’t be easy, but that’s something Network Veka was designed to deliver from the start – guaranteed peace of mind. It’s why Network VEKA members have installed over £600million pounds worth of windows, doors and conservatories in over 160,000 homes in the last 15 years. 
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 
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