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I have been known from time to time 

to say rude things about marketing 

directors, but that doesn't mean there 

aren't some damn good ones.  
 

A few years ago, hunting new 

business, I wrote to the marketing 

director of a new low-cost airline, 

suggesting direct marketing might 

help.  

 

He replied saying, "Thanks, but no 

thanks. I'm trying to build a brand 

here."  

 

I then replied asking, "A brand 

amongst whom?"  

 

I argued that your brand doesn't 

have to mean something to 

everyone - only those most likely to 

be customers.  

 

Apart from anything else, using mass 

media is damned expensive. One 

reason is simple mathematics: for 

the last 50 years and more the rise 

in the cost of reaching people via 

such media has consistently 

exceeded the rate of inflation.  

 

Anyhow, whatever I said worked 

and he asked me to come and see 

him. As a result, we started work 

for this new airline, which was called 

Go. Eventually it was sold to easyJet, 

who didn't believe in direct 

marketing, so that was that.  

 

But for his work on Go, my client 

David Magliano was named 

Marketing Director of the Year, and 

just to show this was not just good 

luck, when he became Marketing 

Director for the London Olympics, 

he received this accolade again.  

 

As far as I know David is the only 

person ever named Marketing 

Director of the Year twice. I do not 

know about his other qualities, but 

what struck my colleagues and I 

about him was that he listened.  

 

He had an open and enquiring mind. 

Far too many people are too busy 

talking to listen.  

 

But what I really appreciated was 

something he wrote after we had 

finished working for him.  

 

He said "When I was marketing 

director of Go, Drayton taught me 

the difference between a sale and a 

customer, and in so doing made our 

budget work twice as hard."  

 

But the lesson from our work with 

him which you might like to think 

about is that when you think about 

building a brand, don't assume this 

means big numbers or the entire 

population.  

 

The way I usually put it is, "Why 

speak to everybody when you only 

need to speak to somebody?"  

One of my clients sells highly 

complex measuring equipment. I 

would imagine 95% of you reading 

this have never even heard of their 

name.  

But they turn over billions - and in 

their market they are THE brand. 

 

Best, 

Drayton 

 

© Copyright, Drayton Bird 

 

About the Author 
In 2003, the Chartered Institute of 

Marketing named Drayton Bird one 

of 50 living individuals who have 

shaped today’s marketing. He has 

spoken in 53 countries for many 

organisations, and much of what he 

discusses derive from his work with 

many of the world’s greatest brands. 

These include American Express, 

Audi, Bentley, British Airways, 

Cisco, Deutsche Post, Ford, IBM, 

McKinsey, Mercedes, Microsoft, 

Nestle, Philips, Procter & Gamble, 

Toyota, Unilever, Visa and 

Volkswagen. In various capacities – 

mostly as a writer – Drayton has 

helped sell everything from Airbus 

planes to Peppa Pig. His book, 

Commonsense Direct and Digital 

Marketing, out in 17 languages, has 

been the UK’s best seller on the 

subject every year since 1982.  

 

Co-ordinates 
Drayton Bird Associates 

Web: http://draytonbird.com      

Tel: +44 (0) 845 3700 121        

Email: drayton@draytonbird.com or 

db@draytonbird.com 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons 

– such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no representation 

or warranty, expressed or implied, is made 

as to its accuracy or completeness. Any 

hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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