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Aspatore Books, a Thomson Reuters business, exclusively publishes C-Level
executives and partners from the world’s most respected companies and law
firms. Each publication provides professionals of all levels with proven
business and legal intelligence from industry insiders—direct and unfiltered
insight from those who know it best. Aspatore Books is committed to
publishing an innovative line of business and legal titles that lay forth
principles and offer insights that can have a direct financial impact on the
reader’s business objectives.

Each chapter in the Inside the Minds series offers thought leadership and
expert analysis on an industry, profession, or topic, providing a future-
oriented perspective and proven strategies for success. Each author has
been selected based on their experience and C-Level standing within the
business and legal communities. Inside the Minds was conceived to give a
first-hand look into the leading minds of top business executives and
lawyers worldwide, presenting an unprecedented collection of views on
various industries and professions.
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INSIDE THE MINDS

Introduction: A Little about Me and My Life at Landor

I am the former chief marketing officer for Landor Associates, one of the
largest and oldest branding and design firms in the world. At Landor, where
I worked for nineteen years, my primary job was to oversee all marketing
worldwide for the agency. At the time I left the firm in spring of 2014,
Landor had grown to twenty-four offices, with some 750 people in nineteen
countries. My global Marketing Communications team and I were
responsible for leading and coordinating all major Landor marketing
initiatives and helping with business development across the different
offices. The team itself resided in both New York and San Francisco, with
direct responsibility for managing the website, our global outreach efforts,
our public relations agency and programs, and leading and managing any
marketing initiatives that were executed on a cross-office scale. In addition
to that, I was the senior executive leader on major branding programs for
such clients as the World Trade Center, the Moody’s Foundation, Concern
Worldwide, New York-Presbyterian Hospital, and Hartford Healthcare,
plus countless other projects over the years.

One of the more interesting aspects of my position was that I essentially
held a dual role managing the marketing of a relatively small but highly
respected B2B (business-to-business) company while also advising Fortune
500 clients on their own branding and marketing, This meant I often wore
two hats, one being to understand how to market a small professional
services business to a high-level B2B audience and the other helping clients
position and market themselves from a branding perspective.

Selling in the Annual Marketing Strategy and Plan

For Landor, the process of starting the yearly marketing plan begins right
around mid-summer. In September we usually performed a SWOT
(strengths, weaknesses, opportunities, threats) analysis of some kind,
including a competitive assessment, then evaluated our core priorities from
a marketing standpoint, including those initiatives we generally do year in
and year out, and what our upside opportunities were. We would also look
at what programs we wanted to do that budgets or resources had
prevented us from accomplishing in the past, plus new ideas and
initiatives we wanted to try.
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BUILDING A BEST-OF-CLASS BRANDING CONSULTANCY BRAND

The Marketing Communications team would then submit a budget that, of
course, always totaled more than what the corporation had to spend,
leading to the traditional negotiating dance through the fall, with much back
and forth with finance and the chief executive officer before finally
winnowing the wish list down to the most critical priorities.

The primary leaders of the strategic planning process from the Marketing
Communications side would be myself and the corporate communications
and digital marketing heads, but we would also work closely with
Knowledge Sharing, essentially the webmaster, whose team was responsible
for actually making all digital efforts happen. They are more of an
information technology function at Landor but have always worked closely
with the marketing group so the team would ultimately be in synch. Then
we would present our recommendations to our chief financial officer and
chief executive officer as well as the chief talent officer. We would also
make sure we involved the rest of the marketing managers and managing
directors for each of Landor’s offices and regions in the dialogue. This
would include sending out questionnaires asking for their special priorities
and needs. “Listening to the field” is always a critical success factor in any
marketing program.

When to Update Your Marketing Strategy

There are a number of different, sometimes conflicting, issues at work in
the development of any marketing plan. First, there is always the struggle
for resources and budgets that rarely increase. The Landor marketing team
prided itself on getting more efficient about what we did; in some ways we
actually did more with less every year, but that was a reality we had to deal
with. Obviously social media has changed marketing for everyone and we
were no different at Landor. Used judiciously, it can be very cost-effective,
whether keeping the company Facebook page up to date, leveraging
alumnae groups on LinkedIn, or pushing thought leaders in the firm to blog
and tweet about relevant topics on a regular basis. We evolved Landor
towards two primary selling tools. First and foremost is Landor.com, which
is updated monthly with new topic areas. Depending on the subject for that
month, the team makes sure relevant white papers and case studies are
accessible on the web. Secondly, there is outreach through an emailed alert
called “On Deck,” which is distributed to the firm’s entire database
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