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Denise Patrick: Senior Marketing Counsel for Pierpont Communications

By Anique Gonzalez

"I hate the word 'quality.' You know, I'm like, 'I'll give you a dollar if you can bring me one of your brochures that does not have the word quality in it.' What does that 
mean?" Denise Patrick stated. She elaborated, "Who puts out an ad that says, 'Oh, and by the way, we're not friendly, we don't offer good service, and we don't return your 
phone calls in a timely manner.' No one says that. I mean, when you tell me that you have fast, friendly, quality service, yeah, well, so does this guy."
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Patrick, who is senior marketing counsel for Pierpont Communications, did not graduate college anticipating a future career in marketing, although she 
had been interested in the field from the time she was a child. During school, she majored in philosophy and soon thereafter began a job as a file clerk. 
She joked, "I guess because I knew the alphabet—that's how I got the job." It wasn't until she was in the employment manager's office and saw a job 
for a marketing research librarian that the marketing bug genuinely began to take hold. 

After obtaining the marketing research librarian position, which she said she talked her way into, Patrick went on to hold several other marketing-related 
positions before joining Pierpont. She went into sales, serving as U.S. sales and marketing director for El Presidente Hotels, and retail, with a position at 
Superior Waterbeds. She then went on to work for a small agency and finally founded her own. 

"I had a friend that I had met at a networking group who said, 'Have you ever thought about starting your own business?' I was like, 'Okay.' I was a 
single mother with two kids; I really don't know what I was thinking." Most entrepreneurs seek to venture out on their own in order to be in control of 
their time. However, Patrick explained, this is often not the case. 

"You know that old joke," she said. "Being an entrepreneur is the only time you'll work 80 hours per week to avoid working 40 hours for someone else." 

While demanding, this experience taught her several vital marketing and life lessons, one of which involved her very first client, Larry Blackman. 
Blackman, who sold electrostatic air filters, contacted Patrick about his product, and the two developed a direct-marketing project to promote it. The 
campaign was so successful that it increased sales to 23 million units in just 18 months. Later, when Blackman decided to sell the company, he asked 
Patrick if she would like a lump sum or partial ownership of the company. She chose the former. 

"I always called that one of my Entrepreneurial 101 lessons because he asked me if I wanted the $750 retainer or if I wanted a piece of the business 
instead of the retainer. I took the $750 dollars because I needed to pay the rent," she said. 

Patrick is very much an introspective individual. She sees lessons and changes her trajectory accordingly in relation to many of the experiences, positive and negative, she has had thus far. 
Moreover, she hopes to impart these lessons to the upcoming generation of marketers so that they can learn from them as well. 

"When working with people that are the age of my kids [in their 20s] I do think it's important to tell somebody honestly about what your experiences have been like. I think that's inspirational. 
Not necessarily that it's all been great, because it hasn't been. I didn't make any money when I sold my agency; I screwed that all up. It's a lesson," she said. 

Q. What do you like to do in your free time?

A. I like watching TV, I paint, I do go to a lot of galleries and museums, and I hang out with my family. I'm really close still 
to all four of my brothers and my parents. I have a granddaughter and 13 nieces and nephews.

Q. What CD is in your CD player right now?

A. AC/DC, Back in Black.

Q. What is your favorite TV show?

A. I really did like The Sopranos, I loved Gilmore Girls before this last season, and I am a sucker for competitive reality 
shows.

Q. What was the last magazine you read?

A. Adweek.

Q. Who is your role model?

A. It's a couple of different people on different things. I admire Oprah as an example of someone who just went with what 
she was meant for. You know what I mean. She didn't try to change herself, except to be better. In terms of women, I've 
really always admired Martha Stewart's entrepreneurship. That woman knows how to make a buck. Then there are people 
like David Chase and David Milch who just blow me away creatively. There are so many people like that.

Fortunately, at Pierpont all of her experiences have been positive ones. In her role there, she heads up the marketing practice, essentially building an agency within the company. However, 
working in this capacity is not always an easy task. The field has changed tremendously over the years, and it continues to change, bringing unique challenges for marketers. 

"The biggest issue facing marketers today, I think, is the credibility issue," Patrick said. "We don't believe our people anymore, we don't believe anything, and we think it's stupid to start off 
believing. So if you, as an individual, feel like that, just think what your market feels like." 

This is why Patrick hates the word "quality." Every company that creates an advertisement touts the quality of its service or product. Yet if the company doesn't back up that assertion with 
evidence (i.e., testimonials), consumers will not take the ad seriously or simply will not pay attention to it. There is no credibility, and there is no sense of sincerity in the ad; the company only 
wishes for you to buy the service or product. And the consumer immediately recognizes this and is resentful because of it. 

According to Patrick, marketers can gain credibility by first and foremost recognizing that decisions to buy or refrain from buying products rest solely with the customers themselves. This 
allows marketers to create communications that listen to consumers, show that they care about their needs, and aren't pushy. If this is accomplished, customers will then be willing to listen to 
what marketers are trying to tell them. 

Honesty, of course, is also vital when trying to gain credibility with consumers. 

"There are enough people in this world for everybody to get rich. There's not any reason for having to trick people," Patrick said. 

Not tricking people means talking to your consumers as if they are your best friends. There's no need for big or fancy words, and there's definitely no need for manipulation. Marketers should 
merely inform. Telling consumers everything upfront lets them know that they are not being deceived, and that substantiates credibility. 

Essentially, then, the role of marketers is rather straightforward. 

"My job is to help the buyer hear the message enough so that they can make their own decision," Patrick affirmed. 

http://www.marketingcrossing.com/article/index.php?id=220088 (1 of 2) [7/17/2007 2:45:48 PM]

http://www.marketingcrossing.com/
https://www.employmentcrossing.com/lcsignin.php?refid=1505
javascript:tellafriend('H');
http://chat.employmentcrossing.com/livehelp.php?department=3
http://www.marketingcrossing.com/lcpostnowjob.php
http://www.marketingcrossing.com/lchelp.php
http://www.marketingcrossing.com/lcforgotpass.php
http://www.marketingcrossing.com/lcjssearchresults.php
http://www.marketingcrossing.com/lcwhyjoin.php
http://www.marketingcrossing.com/lcabout.php
javascript:printerversion('220088');
javascript:mailtocolleague('Denise Patrick:  Senior Marketing Counsel for Pierpont Communications','http://www.marketingcrossing.com/article/index.php?id=220088');
javascript:articlecomments('220088');


Denise Patrick - Marketing Counsel, Marketing Entrepreneurs, Marketing Communications

On The Net

Pierpont Communications, Inc.
www.piercom.com

Rate This Article

 Current rating: 10 

Comments

Article ID : 220088    http://www.marketingcrossing.com/article/index.php?id=220088

Article Title : Denise Patrick: Senior Marketing Counsel for Pierpont Communications

Comment not found for this article.

 
 Comment

 

Your privacy is guaranteed. We will never give, lease, or sell your personal information.

Home | About MarketingCrossing | Contact Us | Affiliate Program | Post a Job | Press Room | FAQs | Feedback | Privacy | Terms of Use | Site Map 

Shoot for the moon. Even if you miss it, you will land among the stars.

Our Company Sites: AccountingCrossing | AdvertisingCrossing | Attorney Research Group | Attorney Resume | BCG Attorney Search | BankingCrossing | 
BiotechCrossing | CLE Authority | ConsultingCrossing | EdFed | EngineeringCrossing | General Counsel Consulting | Graduate School Loans | 
HRCrossing | HealthcareCrossing | Hound | JD Journal | JD2B | Judged | Law Firm Staff | Law School Loan Report | Law School Loans | 
LawCrossing | Legal Authority | Legal Authority Financial | MBA Authority | ManagerCrossing | ManufacturingCrossing | Medical School Loans 
| PRCrossing | Resume Apple | RetailCrossing | SellingCrossing | TechieCrossing 

MarketingCrossing is best viewed with Microsoft Internet Explorer 6.0 (Mac IE 5.0) or later, or Mozilla Firefox 1.0 or later. 
© 2007 MarketingCrossing. All rights reserved. 

http://www.marketingcrossing.com/article/index.php?id=220088 (2 of 2) [7/17/2007 2:45:48 PM]

http://www.piercom.com/
javascript:articlecomments('220088');
http://www.marketingcrossing.com/
http://www.marketingcrossing.com/lcabout.php
http://www.marketingcrossing.com/lchelp.php
http://www.marketingcrossing.com/lcaffiliateprogram.php
http://www.marketingcrossing.com/lcpostnowjob.php
http://www.marketingcrossing.com/html/pressroom/lcpressroom.php
http://www.marketingcrossing.com/lcfaqs.php
http://www.marketingcrossing.com/lcfeedback.php
http://www.marketingcrossing.com/lcprivacy.php
http://www.marketingcrossing.com/lcterms.php
http://www.marketingcrossing.com/sitemap.php
http://www.juriscape.com/
http://www.accountingcrossing.com/
http://www.advertisingcrossing.com/
http://www.attorneyresearchgroup.com/
http://www.attorneyresume.com/
http://www.bcgsearch.com/
http://www.bankingcrossing.com/
http://www.biotechcrossing.com/
http://www.cleauthority.com/
http://www.consultingcrossing.com/
http://www.edfed.com/
http://www.engineeringcrossing.com/
http://www.gcconsulting.com/
http://www.graduateschoolloans.com/
http://www.hrcrossing.com/
http://www.healthcarecrossing.com/
http://www.hound.com/
http://www.jdjournal.com/
http://www.jd2b.com/
http://www.judged.com/
http://www.lawfirmstaff.com/
http://www.lawschoolloanreport.org/
http://www.lawschoolloans.com/
http://www.lawcrossing.com/
http://www.legalauthority.com/
http://www.legalauthorityfinancial.com/
http://www.mbaauthority.com/
http://www.managercrossing.com/
http://www.manufacturingcrossing.com/
http://www.medicalschoolloans.com/
http://www.prcrossing.com/
http://www.resumeapple.com/
http://www.retailcrossing.com/
http://www.sellingcrossing.com/
http://www.techicrossing.com/
http://www.microsoft.com/windows/ie/default.mspx
http://www.mozilla.org/

	marketingcrossing.com
	Denise Patrick - Marketing Counsel, Marketing Entrepreneurs, Marketing Communications


	BIOJJILNNODCMCDKLABGHCCDGPNGKCKJ: 
	form1: 
	x: 
	f1: LI
	f2: 
	f3: 
	f4: 
	f5: 
	f6: 

	f7: Sign In
	f8: 

	form3: 
	x: 
	f1: 
	f2: 0
	f3: 220088
	f4: 
	f5: [10]

	f6: Rate It!
	f7: 




