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John Ogilvie of Network VEKA says you need every advantage marketing can give you

when consumers fear the future. 
Zukunftsangst!
The Germans have a word for it: fear-of-the-future, that is. For us Brits the word is almost unpronounceable, but Zukunftsangst, pronounced zookuns-angst, is hitting buyers hard. Housebuilders report that buyers are staying away this autumn. “People just don’t want to commit at the moment,” says Stephen Stone the CEO of housebuilder Crest Nicholson. “There is too much uncertainty, and buyers are more concerned about whether they are going to have a job in six months. Moving into a new place isn’t a priority.” 
Businesses too are trying to fathom what effect Chancellor George Osborne’s cuts will have on their markets. It isn’t easy! He’s thrown so many balls in the air it is hard to know where they will land. Economists are divided. Some forecast dire consequences unless we invest to grow. Others say the numbers are enormous but annual amounts over four years are less frightening. Government watchers also remind us that there is a world of difference between a promise to cut and an actual cut. Many doubt the Government can cut that much. 
But doubt is infectious. At a basic level, both greed and fear power markets. And right now fear is in the driving seat. Consumers and businesses wonder whether they should be buying and committing themselves to the unknown, or whether they should delay until the future looks clearer. 
In our industry most firms ducked the issue of WERs or U-values and chose nothing. Or more accurately they didn’t choose. Did these ‘Refusniks’ decide to ignore the legislation, gambling on it not being policed? Or did they hide their heads in the sand refusing to think about it, or just stare at the oncoming headlights unable to decide? 
Then, at the last minute, the Refusniks were given what appeared to be a free pass with easy-to-comply get outs. But, they’d missed the point. WERs were never about compliance. The brand label is a marketing advantage that enables companies to sell and take business from their rivals. It’s a brand consumers recognise. The industry might like the technical purity of U-values, but they do nothing for consumers. 

This is a zero-sum market where there isn’t enough to go around. My gains are your losses, so you need every advantage you can get to stay in the game. And marketing is your lifesaver. It’s a creator of advantage, and is itself one of the biggest advantages you can have to help you persuade consumers to buy, and to win business from competitors. People who can do that have nothing to fear from the future. 

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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