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The Rules of Marketing
David Koren

Marketing isn’t just
about networking, sub-
mitting proposals, and
making presentations.
It’s about communicating
your message to your
intended audience —

your prospective clients — using a wide variety
of methods, including everything from your
website to the way you answer the phone. 
What does your website say about you? 
What does the way you answer the phone say
about you? Marketing is central to your business,
and touches everything you do. It doesn’t start
when you need work, and stop when you get
it. It is a continual ongoing process of using
communication to develop your business.

In order to be a successful marketer, you need 
to develop habits that encourage clear and
immediate communication with your clients
and prospective clients. In your firm, you need
to strive to develop a culture of marketing, 
so everyone, from the person who answers 
the phone to the person who signs the checks, 
is promoting the same message.

Here are ten basic rules that underlie a successful
marketing practice:

1. Never wait.
Work is not going to come to you, at least 
not usually. Don’t just sit there: do something!
Pick up the phone, write a letter, think about
your strategy. Don’t be passive, allowing your
success to be in somebody else’s hands. 
Take action. Now!

2. The client is the center of everything you do.
Whatever your message, your client or prospective
client is your intended audience. Your work, the
level of service you provide, and your communi-
cations should all focus on the client and their
needs and issues. In everything you do, strive
to get your message to your client. It’s not about
you; it’s about the client.

Ikes’ Likes
Ike Cheung, 
Associate, HOK NY

As long as I can remem-
ber, I have had a fascina-
tion with maps and
globes. I recall running

my tiny fingers circumnavigating the globe
feeling the ridges defining mountains’ summits.
And countries and continents were painted
with raspberry pinks, toffee yellows, spearmint
greens, bubble gum lilacs and other candy flavor
colors. This past year, I traveled half way around
the world to Thailand and Hong Kong and
sampled some of their colored treats. During
one memorable dinner with my newly met
friends, casual supper chit chat escalated to
relevant geo-political issues. I bit my lip as
some of them ripped into American politics
and other influences that we dished up in this
country. Not prepared to go into battle, I
flashed up a weak smile and nodded with
agreement. Then, an unsettling comment con-
cerning our second rate cuisine was fired at
me. Are you kidding? My New York centric self
rifled out with my imitation of J-Lo. “YO! You
ain’t talking about New York City, Right?!”
Sure, I can almost agree on our uninspired
architecture driven by developers, popular
music spooned fed to us by suits and the 
general lack of culture… 

I’ve been thinking about that night recently
and maybe there is a teensy bit of truth.

With so many recent fusions inspired restaurants,
like the futuristic “Nooch” or the triple-decker

“Highline” and the fabulously chic “Kittichai”,
the concept commits more to style than sub-
stance. One mini-trend is trying to score it big.
Over at “Ono,” grilled meat is served on skewers,
which I was told originates in Japan. I had to
wonder if the idea was really borrowed from
the vendors on street corner where mystery
meat is being charred on a stick. The menu 
is trendy and creative. Skip past the dining areas.
Instead grab your plate and head towards the
outside deck where bamboo stalks wrap the
premise screening the meatpacking district
chaos. Comfy patio furniture and heat lamps
make this an “OFF THE HOOK” retreat.

Like many creatures of habit, it’s hard to tempt
me to head uptown. But when a friend prom-
ised a memorable meal at a space he designed, 
I happily obliged. On a gentrified block off
upper Madison Avenue lives “Geisha.” Her lair
will charm any visitor and with privileged com-
pany like my friend, we received “OFF THE
HOOK” rock star treatment. The affair contin-
ued with the head chef serving us the specials
just received from overseas via FedEx a few
hours prior. 

Sometimes a restaurant decor gives no clue 
to what you are about to experience. Like the
deceiving tranquil interior at “Sumile.” Forgo
the menu and let the chef decide for you and
voyage to culinary bliss. Every course will tease
and dare your taste buds to unfamiliar and
exotic pleasure. Not authentic by any cuisine’s

8. Remember your friends.
Marketing really is a lot like life. Cultivate busi-
ness relationships with people you like, and 
do what you can to help them. They’ll remember
you, and they’ll return the favor. Build up 
a collection of good will in those around you,
and your business will benefit.

9. Be passionate.
What do you care about? Don’t be afraid 
to tell people about it. Why do you want this
particular project? Figure out a good reason,
connect the project to your passion, and let
your passion propel you forward. If you’re 
passionate and energetic about a project, if you
seem like you really care, how can anyone doubt
your commitment to do your best work?

10. Dream big.
Don’t be afraid to dream big. Where do you
really want to go? Who do you really want 
to be? What do you really want to do with
your practice and your life? Don’t be satisfied
with humble ambitions. Allow yourself to reach
for the stars. You don’t get to be a leader 
in your field by accident.
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definition but who cares when your tummy 
is doing the happy food dance. Go and “TELL
YOUR MAMA.”

When your neighbors are heavy weight estab-
lishments like “Chanterelle”, “Bouley”, “Danube”
and “Nobu” it’s hard to be the new kid and
command respect in the same sandbox. “Megu”
is a real contender. Be sure to “TELL YOUR
MAMA” it is a masterpiece. Order up a cocktail
and take in a bird’s eye view of the dramatic
dining area from the classy and a bit sexy
naughty “Kimono Lounge”. 

One can feel jaded living in New York City after
awhile, particularly when many new places are
nothing but another one dimensional lackluster
centerfold of the month. The attitude of seen
it, done it and been there reverberates an air 
of skepticism or snobbery. Yet, diamonds can
be found in the rough and sometimes are
uncovered in unexpected places. Though if
your quest is finding perfection and authentic
fare, continental travel might be your ticket.

IKE’S RATING SYSTEM:
Good is “RIGHT ON”... it hits the spot, it’s
perfect, it’s exactly what you were looking
for. Better would be something that’s “OFF
THE HOOK”... an unexpected pleasant sur-
prise. And lastly the best describes that over-
whelming feeling of joy and excitement that
makes you want to tell all your friends and
even “TELL YOUR MAMA”

3. Relationships are vital.
Build relationships with everyone you know.
People don’t hire you because you’re the best
for the job, or because you proposed the right
fee. People hire people they like and trust. Trust
is strongly reinforced by third-party endorsements,
when somebody other than your client or you
tells them that you’re great. The endorsement
can come from anywhere, at any time. 

4. Do great work.
No matter how good a marketer you are, you
have to have something to sell. Since you’re
selling design services, it’s crucial that you have
a good portfolio. But more than this, you need
to do your best work on every project, whether
it’s a “portfolio builder” or not. Your work says
who you are as a person and a professional. 
If you aren’t doing great work, your clients and
others will notice, and will probably tell others.

5. Get the word out.
When you do your best work, make sure 
everybody knows about it. Utilize the media
intelligently to spread the word about your
projects to the right audience. Think about
whom you’re trying to reach, and what the
best way to reach them is. What magazines 
do your clients read? How can you get your
projects into those magazines?

6. Always have a plan.
So you’ve got it rolling: you’re working on
projects, you’re getting new work. Now what?
Where do you want to go? What do you really
want to be working on? How do you get there
from here? If you don’t know where you’re
going, you’ll probably have a hard time getting
there. So make a plan of where you want your
business to go, and figure out how you get
there from here. What’s the next step?

7. Be a professional.
There’s no excuse for bad behavior. Behave like
a professional and people will take you seriously.
Act with integrity at all times, and people will
want to work with you. Be honest, be forthright,
be ethical, and most importantly, be who you are.
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Knoll’s new flagship showroom and offices
recently opened at 76 Ninth Avenue (at 15th
Street) in New York City’s historic Meatpacking
District. Frederic Schwartz Architects, an inter-
nationally acclaimed design firm and finalist
in the competition to redesign the World
Trade Center site, designed the new 56,000

Featured Showroom: Knoll

sq. ft. space. The new space features a range
of Knoll products, from celebrated mid-20th-
century classics to award-winning designs,
including office systems, seating, wood case-
goods, files and storage, and tables and
desks. KnollExtra, KnollStudio and KnollTextiles 
products are all prominently displayed.

Knoll’s new flagship showroom.




