


Elaine Lyerly Crosses The Border
On June 3, Elaine Lyerly was a guest speaker at the Council of American States of Canada
(CASC) held in Laval, Quebec. The forum is a gathering of Canadian businesses that are
considering expanding into the United States. For the first time in the conference’s history, they
expanded the agenda to add a marketing topic. Elaine’s presentation, entitled “Bringing Your
Brand To America: How To Succeed In Marketing Your Products And Services,” pointed out the
diversity of the American marketplace that has ten times the population of Canada and the
critical need for successful branding.  With over 75% of new product launches failing within two
years, marketing and branding must reach across the border effectively. Elaine’s insight,
expertise and advice were well received and she has been asked to speak at future seminars.

Shown from left to right: Russ Sawchuk, Director, North Carolina Department of Commerce - Canadian Office; Elaine Lyerly, President & CEO,
Lyerly Agency in Charlotte, North Carolina; and Bo Gregory, Economic Developer, North Carolina Department of Commerce

Melia Lyerly Completes Term With NKF
In June 2008, Melia Lyerly completed a two-year term as Chair of the Board of Directors of the National Kidney
Foundation of North Carolina (NKFNC). During Melia’s tenure, she focused on solidifying leadership, rebuilding
relationships and strengthening the prominence of the organization throughout the state. In addition, under
Melia’s guidance, the organization changed its focus to helping people currently affected by kidney disease and
working to prevent new cases. Currently, 1 in 9 adults have some form of the disease. By working to create
awareness and promote education, NKFNC has re-focused its efforts to stop the epidemic. While Melia’s term
has ended, she will continue to be closely involved with the efforts of NKF and helping to fight kidney disease.
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The Marketing-CEO Connection
By Elaine Lyerly, President

Time and again, it happens. The marketing department seems to have a clear handle on understanding
customer needs and, yet, those in the executive division seem to be taking the company on a different
path. So why isn’t the marketing function better aligned and connected with the overall direction of the
company? Often, it’s a basic matter of communication. 

Unfortunately, marketing exists far from the executive suite because the CEO, with a mind ever-present
on the bottom-line, believes finance, operations and compliance issues to be more pressing. Unlike
operations where there are established techniques, there are no obvious and permanent cost-cutting
results to be gained through marketing – short of simply slashing budgets. Because marketing is not a
day-to-day part of the CEO’s job, it’s not naturally inherent to organizational leadership at many

companies. Furthering the disconnect between the marketing department and the CEO, it’s often difficult to track the financial
impact of marketing programs if systems aren’t in place to measure the marketing investment against returns. 

Measurements, too, can be misaligned from the marketing strategy. Case in point: Starbucks decided to measure “innovative
beverages” as a key metric. As a result, efforts were focused on designing complex drinks that ultimately slowed operations.
Subsequently, the company learned that customers valued fast service more than product innovation and marketing was left to
clean up the mess. Kinko’s was measuring on-time performance for copying large batch jobs for corporate customers. While
the staff was busy generating copies, marketing asked customers what they wanted. Turns out, they preferred a more user-
friendly layout in retail stores. 

CEOs and boards of directors need a fundamental understanding of how a company is meeting its customers’ needs and how
the marketing strategy is supporting it. Simply, the marketing department could benefit greatly from communicating with its
internal executive customers – and making an effort to market itself better. 

Recently for one client who was ready to undertake a branding study, Lyerly helped the marketing director prepare an
executive tutorial on the evolution of branding and the paths taken by several successful companies and well-recognized
brands. The result? Expectations were immediately determined and the executive suite gained a better understanding of
marketing’s role in helping the company to achieve its overall long-term objectives. Ahhhh, a connection. 

If your marketing department could benefit from a comprehensive marketing and communications plan that clearly aligns with
your corporate objectives – one that you wouldn’t be afraid to share with your CEO – contact Elaine Lyerly or Kelly Peace. 
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Lyerly Wins National Award
Lyerly’s hardware earned from marketing, advertising and public
relations competitions are piling up. Recently, Lyerly was awarded
a national 2008 Pro-Comm Award from the Business Marketing
Association to recognize Lyerly’s work in creating the MechanEx
Brochure for Snider Tire, Inc. Lyerly was one of only three agencies
from North Carolina to earn an award in the national competition.
This recent honor marks the 34th marketing, advertising and
public relations award for Lyerly in just four years.
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