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Disclaimer

A This presentation is the orgided,monocratic,
Inclinatory, unbalanced view of marketing from
a BD perspective. This presentation is intendec
to generate debate, promote conflict,
encourage new ideas and promote beer sales.
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Overview of Presentation

A Why is marketing important to me?

A Key concepts of marketing in a service related industry
A What is Service Market Management?

A Branding Concepts.

A How branding affects consultants.

A Who is my customer (internal/external).

A Four ways to compete strategically.

A Understanding your customer and updatlng serwces

A Summary and Conclusions. ot '
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Why Should | Attend This Talk

Why is marketing important to me?

A Economic Change
A Shrinking Environmental Market
A Competition Getting Smarter

A Client Expectations Increasing
A Profit Margins Decreasin




Broad View of Marketing
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what you make. Marketing is the art of creating genuine

customer value. lItis the art of helping your customers
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Bridging The Gap

Provider GAP 1

CUSTOMER Expected
Service
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The Services Marketing Triangle

Company

External Marketing
oMaking
Promi ses®é

Internal Marketing
OEnabl
Pr omi

Providers Customers

Interactive Marketing

oOoKeeping Promiseso
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Marketing Services. NHzOS Q
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A Quality
A Value
A Service
A Trust

2 K|
A Profit
A Quality
A Value

Therefore, focus on being customercentric (Internal and External)



What i1sService Market

Management?
L0 Qa A dust@rgrfbtusatrgssihe firm with focus on:
A Customer satisfaction and service quality
A Customer relationship management
A Servicaecovery
A Competing through service(s)
A Crossfunctional integration around
the customer.
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Cross Functional Integration

Build competitive advantage by:

A going horizontal (flattening the organization)
A breaking down barriers between functions,
A and stimulating teamwork between groups.
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What is a brand?
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to consider what a brand is.

A brand is not:

Aa product

Aa company
Aa logo
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A brand is: Groundwater Science

Aa promise

Aan experience

Aa relationship

JeffBezos founder and CEO of amazon.com, defines brand this way.
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The amazon.com brand consistently ranks in the top 100 global brands.
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Sourcelnterbrand's2006 Global Brand Scorecard
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Why use a brand story?

Great brands are customer focused. They create buying preference, loyalty, and
deliver an experience that turns customers into advocates.

Great brands are built by teams who share a vision.

A brand storyco-created by people who will build your braman:
Aimproveteam coherenceand sharedownership,
Asimplify decisionmakingandincreaseefficiency,
Aoptimize marketand customerimpact,

Abring consistencyto your brand experience,
Aprovidea frameworkfor measuringsuccessand
Aestablisha platform for evolvingyour brand
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How Branding Affects Consultants

A Focus on the customer.
A Make your product tangible and unique.
A Focus on delivery.

A Ensure extraordinary communication with
client.
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Who Is my customer?

A In the BD point of view everyone is the customer!

A Encourage all employees to think of others as
customers.

Al dzad2YSNARA R2y QO NBOdIzNY -

A Be multifunctional and break down the internal
barriers.
Service Profit Chain
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Key Is youemployeebase! Who do you hire?

Hire for Service
Competencies
and Service
Inclination

Hire the
Right People
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FourWays Firms
Compete Strategically
Through Service
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Customer Service

ASouthwestAirlines
ARitz CarltorHotel
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New, Innovative, Cuttingedge
Services
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ValueAdded Revenu®roducing
Services

A Verizon provides additional services at no cost to drive uf
average revenue per unit (ARPU)

A PetSmart; 598 Full Service Vet Clinics, 60 Pet Hotels,
Bone Booth and Kitty Cottages drive long time loyalty anc
$3 billion in sales.



