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ill Haney started working for Derse, a facetoface

marketing consulting firm, nearly 35 years ago. He’s

worked in just about every department in the compa-
ny in that time, but he said one of the most important les-
sons he learned about marketing was working with clients in
the company’s now-defunct outdoor advertising business.

“We were selling billboards, which are seen by millions but
only for five seconds or less at a time. So many of our clients
wanted to put as much information as possible on those
boards to get their money’s worth, and we had to explain
that, by doing so, all they would do is blend in with the
clutter,” said Haney. “We tried to show them how to create
billboards that popped out from the clutter and resulted

in greater brand recognition, messaging and, ultimately,

”
more sales.

The same lesson applies to trade show marketing, which
makes up most of Derse’s business. The company designs
and manufacturers booths and has a creative team that works
with clients’ marketing departments to create a complete
experience for anyone who enters that booth.

“We create experiential marketing tools that break through
the loud, cluttered trade show floor and generate sales for our

clients, and we’re among the best in the business,” Haney
said. “Trade shows used to be about booths, and then they
were a marriage of architecture and psychology that created
lasting experiences. And moving forward, companies like ours
are going to need to offer even more to clients to stay ahead.”

For Derse, that means two things: providing greater measuring
capability to track the effectiveness of its services and diversify-
ing its offerings to include permanent marketing environ-
ments, a growing request among its Fortune 1000 clients.

The team emphasizes a custom approach to each project, said
Haney, explaining that what a client wants to measure depends
on its specific goals for that show, that quarter, or that product.

A key differentiator for Derse is that all of its metric manage-
ment services are handled inhouse by people the company
has trained over years to collect and organize data efficiently
and effectively. He said the company has found taking servic-
es like this inhouse makes the whole team more knowledge-
able since it has to handle whatever challenges arise.

It also allows for very close working relationships with clients,
so nothing is lost in translation. “There aren’t several different
parties trying to pass along information and risking dropping
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it somewhere in the process,” Haney said. “We don’t have to
worry about working with a partner who has other clients to

worry about, and we're able to better help our clients because
we have a deeper understanding of the process.”

Permanent marketing

Haney said Derse has been evolving in permanent marketing
environments for about six years and has cultivated a knowl-
edgeable and talented team to devote focused attention to
this service. He explained that permanent marketing environ-
ments can be anything from a museum to showcase a compa-
ny’s rich history to a space to impress potential clients and
investors or even a training facility for employees.

Right now, the company is working on an environment
geared toward the employees of one of the largest retail com-
panies in the world. The client wanted to drive home a mes-
sage about its culture and values in a subtle but effective way.
That’s where Derse’s expertise in marrying marketing and
psychology comes into play.

“Architects design beautiful, functional office work spaces,
but our approach incorporates messaging into that design to
create and environment that communicates the values of the
people working within it,” Haney said.



He said that after years of evolving in this area, Derse fully
committed to it after the recession threw the trade show
world into chaos. Although the tradeshow business is coming
back slowly, he and his team understand the importance of a
diversified model to weather future challenges.

Permanently learning

Aside from being a smart business move, this new service line
offers Detse employees an opportunity to learn new things
and grow with the company, something Haney said he can’t
emphasize enough.

There are no college programs in permanent marketing
environments or trade show marketing metrics, so Derse
encourages a culture of learning and experimentation where
everyone learns together. It’s hard, he concedes, but by mas-
tering these services, Derse will have an advantage over com-
petitors who were too intimated by the challenge.

“If you're not constantly doing new things and growing your
company, you'll lose your best people to other opportunities
that will challenge them,” he said. “I tell people I want to grow
this company so there will always be something new for every-
one to learn, and everything else will take care of itself.” =
—Meghan Flynn
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