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Althouph many people believe in the
maxim: “Tt's who you know, oot what you
kemvwe,” fewr busild & business model on it

One exception is Thomas P. OMNeill of
the Boston-based public relations agency
OMeill and Associates LLC. Although the
firem iz known chiefly for its lobbying
wark, O'Neill has budilt a so-callsd rela-
tionship management practice based on
mining his corporate contacts.

For clients, the program involves a
seres of mestings with executives of com-
panies they are targeting as potential
CUStOMETs,

Although he declined to reveal revenue,
(FNeill aaid the work makes up betwesn
18 percent to 25 percent of the apency’s
business at any given time. The shop
combines the introduction work with tra-
ditional public relations efforts and, in
sorme cases ita lobbying specialty.

“0f our last dozen elisnts, half have
some degres of relationship-marketing
involvement,” OMNeill said.

O'Neill said aboot a half-dozen of his
emphryess work primarily on relationship
marketing. The agency has about 25
employees, he said, up from
the 156 employed by the
agency when he bought it
hack from GPC International,
a subsidiary of New York-
based OmniCom Group Inc.,

Although many of the
region's larger and long-
standing public relations
agencies say they practice
relationship marketing, most
say they do it in the regular
course of working with a
client. While FitzGerald
Communications Ine. of
Boston, for example, docs not
market the sarviee separate-
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*winds up doing automatical-

Maura FitzGerald.

In one recent situation, the agency,
which is a subsidiary of New York-based
OrmniCom Group Ine., introduced a elent
that sells products o larpe telecommuni-
cations corriers such as Sprint to currier
clients of other OmniCom agencics.

“Orur client wanted a picture of what
the carriers’ long-term marketing plans
were and areas of customer need,”
FitzGerald said. *(S50) we hooked our
elient up in discussions with them.”

O costomier completely removed from
the agency’s government work is The
Bostonian Group Inc., a Boston-based
insurance-consulting and brokerage firm.
The company retained O'Neill and
Associates about 16 months age to "make
introductions to qualified, targeted
prospects™ at the CEO and CFO level,
acmording to Bestonian president Jim Blwe.

"We are a growth-oriented company,”
Blue said. *We're always interested in
being able to meet people who are recep-
tive to, frankly, aggressive and service-
orienbed firms."

Relationship marketing can he an
coctension of a client’s business develop-
ment arm by helping clients go
after targets they otherwise might not be
able ts reach on their own, said
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ly, it's something the agency o'Meill and Amociates chief operating oficer Shelly McPhee (iefk) and senior
ly,” said president and CEQ  The Bostonian Growp Inc. president: Jim Bloe a5 part of the agency’s refationship-
n'llrl:ui‘pnr-n.

PR embraces assets of relationship marketing

Shelly MePhes, chiel operating officer at
O'Mell and Associntes,

*Given the economy and some of the dif-
ficult times mmpanies are experiencdng,
we present an opportunity,” McPhee said,

For Westborough-based retail and
wholesale encrgy supplier and energy
consulting company Moresen, OMNeill has
eombined lobbying work and relationship
marketing, according to Steve Clevett,
sEnior vice pressdent and peneral manag-
er of the company’s energy infrastructure
group. Besides introducing Noreson exec-
utives to Jocal and state povernment offi-
cinls and political leaders, the agency has
sat up meetings with construction frms
ard real estate developers, Clewett snid.

“The business were in s compliented ™
Clevett said. “We need to talk to a lot of
different people inside the government
and elsewhere who ean influence what
can happen to a :pﬁ::if:: project, and
they've certainly helped us.®

Yet, many agencies take a somewhat
informal approach te relationship mar-
keting, ineluding Watertown-hased
Sterling Hager Ine.

“We do that and we do it in spades, but
1 doa't consider it a separate line of busi-
ness.” said pressdent Jim Joyal, “(And) 1
don't :hurgr,'.- for it. Qur
whinle prr.'mi.-: far hl:in.g I
business 18 to make others
sucorssfal.”

Technalogy public relations
company Miller Consulting
Group Ine. of Boston has a
gimilar philasophy, accornd-
ing to chairman and CEQ
Andy Miller, Like Joyal,
Miller said his agency nei-
ther separates out the ser-
vice from other serviees, nor
charpes for introductions.

“We've done it a8 a8 matier
of course ™ Miller said, “We
make introductions to ven-
ture capitalists, potential
strategic partners, &ven
potentinl employees, We da
that as a fundamental part
of what we do for cdients ™
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