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Images, reputations and expectations. 

  

Each is a determinant of customer 

and client traffic (physical, social, 
digital and on-line). In each instance, 

they are established, stimulated and 

influential long before a physical, 

vocal and transmitted presence. 

 
It explains in a large part why the 

marketability of aspects like 

quality, value, loyalty and 

relationships has been 

compromised or devalued. 

  

“Word-of-mouth”, figuratively and 

literally, has become outdated. 

In the absence of effective, 

positive images, reputations and 

expectations demands and 

revenues tend to be volatile, and 

reflective of the prevailing broader 

economy and marketplace. 

Individually and collectively, they 

can - and - do stabilise customer 

interest, contacts and revenues. 

That is, they are a counter-

balance to the transactional 

nature of many current 

interactions and relationships. 

  

Advertising effectiveness has been 

impacted. The transactional 

nature of digital, on-line and social 

media channels has little scope 

and presence for the “soft” 

characteristics of images, 

reputations and expectations. 

Product, price, promotion and 

place fill the void, predominate 

and, often, overwhelm. 

  

Perceived and accepted 

recognition and appreciation of 

product/service ranges, 

applications, simplicity and 

competitive value, advantages, 

benefits and rewards are, 

understandably, variable, fractured 

and marginal. 

  

Unbelievable? Consider, if you 

will, that a large percentage of 

prospective customers and clients 

have little or no appreciation of 

the many key dimensions of the 

value-package that is available and 

can be, or will be, delivered. 

  

Little wonder that price, 

discounting, and deals dominate 

the mind-set of so many. 

  

When investing financial and 

physical resources into marketing 

strategies and campaigns it is 

important to invest, and allow for, 

considerable time if the potential 

is to be realised. 

  

In short, it takes time to establish, 

define, refine and project images, 

reputations and expectations. 

  

Thank you for taking the time to 

read, comprehend and 

contemplate this proposition. I 

hope it is financially and 

economically rewarding. 

  

FOOTNOTE:  Follow-up and 

follow-through always warrant 

investment of resources and time.  

 

So, get on with it. 

 

© Copyright, Barry Urquhart 
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Barry Urquhart 

Unbelievable – I never knew 
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Important Notice 
© Copyright 2019, Martin Pollins, 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  
 
Some images in this publication 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 within the United 

Kingdom. These disclaimers and exclusions 
are governed by and construed in accordance 
with English Law. 
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