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1 Key workshop outcomes

1. Marketing in the context of your business objectives, the economy, changing environment, leadership and performance.

2. Your niche: find and prioritise your ideal product-market segment combination.

3. “Your business naked”: stripping your business to its bare essentials: what it does and for whom.

4. “What do you do?”  How to start the right conversations interestingly and end the wrong conversations quickly.

5. Account management: how to be client-centric and build lasting relationships that bring value to your business.

2 Your objectives for this workshop
What do you want to achieve from participating in today’s workshop?

	


3 Context: changes all around...
What changes are or will be having a high impact on your business?
3.1 Economy / economic situation
E.g. the trends in CPIX, PPI, share prices, repo and prime rates, SA’ economy in relation to other countries’ economies, emerging vs established economies, institutional and legislated responses to current economic stresses etc.

	


3.2 Socio-political conditions
E.g. the community in which your business operates and with which your business interacts i.e. customers, suppliers, labour, culture, public morals and opinion, political situation and sentiment, national culture etc.
	


3.3 Physical external environment

E.g. physical environment outside the office, the city in which the business is located, the physical world in which we live, general technological changes etc
	


3.4 Internal tangible environment
E.g. the business plan including vision, mission, and objectives, tools, equipment, automated systems, reports and information, meetings, physical office, ergonomics, industry etc.
	


3.5 Internal intangible environment

E.g. leadership, culture, human systems and practices, “the way things get done around here”, motivation, learning and development, performance etc.
	


3.6 Personal requirements from business / employment

What do you personally require from the business, whether as owner, employee, investor – whatever your dominant reason is for being in the business.
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Consider the FFF model:
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Fulfilment: e.g. job satisfaction, working with great people, making a difference in the world, renown and acclaim amongst peers...

· Freedom: to pursue interests outside of work / the business; measure in time or as a ratio of time e.g. work half days or Monday to Thursday only; name the other interests e.g. mothers who want to spend afternoons with their young children, mini-retirements of a few months every year travelling abroad, entrepreneurs starting another venture, non-executive directorship in other businesses....
· Finance: both

· what you want from the business / job (e.g. take home pay, annual bonus, business value at exit) and 

· what you are prepared to put into the business / sacrifice to make your business / career work

· In the short term, these 3 domains trade off against each other; in the long term, they can operate independently and there should not be a need to trade off any one against the others.

Personal requirements:
	Fulfilment:
Freedom:

Finance:




4 Find your niche with the PMX

Niche: the combination of your ideal product (or service for a services business) and market segment.

NB: this is not the same as finding your best product and, independent of that, finding your ideal type of client.

The niche should always be determined in relation to business objectives.

4.1 Your business’ CSFs

What are the critical success factors for your business?

Think of these 4 primary areas:

· financial objectives (e.g. turnover, EBIT, take home pay),

· customers (e.g. how many of which type, new territories, growth, tactical shedding of “wrong” clients),

· systems and IP (e.g. mission-critical systems that can provide a competitive advantage, critical data, know-how) and

· people (e.g. leadership pipeline, succession planning, employee retention, culture).

	


4.2 Market segmentation

Not every customer is the same – your product-market matrix highlights how it is possible to generate greater revenue, and create greater business value, with certain customers relative to others.

A customer profile is simply a description of the ideal customer for a particular market.  

Quality customer profiles will enable you to communicate with potential customers more effectively in order to attract the customers that you ideally want.

Quality customer profiles include three types of information: demographics, psychographics, and purchase criteria.

4.3 Demographics…

Describe your customers’ typical population characteristics.

For business customers they typically include: size, sector, financial performance, location, geographic scope, and market share.

For individual customers they typically include: age, employment status, occupation, location, gender, education, ethnicity, income, and family status.

4.4 Psychographics…

Describe how your customers think and feel – i.e. what makes them tick. They typically include:

· emotional needs e.g. power, status, comfort;

· core beliefs e.g. good things come to those who work hard;

· personality traits e.g. introverted, optimistic.

4.5 Buying criteria…

Describe what your customers look for when choosing a product and how they weight the importance of these factors.

Common purchase criteria include: price, credibility, reliability, quality, efficiency, and accessibility.

4.6 Buying behaviour…

Consider the patterns individual customers exhibit when buying.

These factors include frequency of transactions, timing relative to business cycles (e.g. month-end, weekends, evenings), volume and total spend per transaction, other products / services bought in same transaction.

4.7 Segment your client base

Based on the CSFs of your business, which are the top 3 customer segments that can best support achieving those CSFs?
	Segment
	
	
	

	Demographics
	
	
	

	Psychographics
	
	
	

	Buying criteria
	
	
	

	Buying behaviour
	
	
	


4.8 Define your key products (services)

Again, using your business’ CSFs as the reference, which are the top 3 products of your business that can best support achieving those CSFs?  There are other criteria than those suggested here!

	Product
	
	
	

	Contribution to total revenue
	
	
	

	Profitability (GP%) per transaction
	
	
	

	Associated overhead
	
	
	

	Cost and speed of acquiring each customer
	
	
	


4.9 The Product-Market Matrix (PMX) – looking back
Now complete your product-market matrix:

1. List the most important products and market segments from closest to the top left of the matrix.

2. For each product-market segment, note the measurements of how the product-market combination has supported CSFs.  E.g. if profitability is a CSF and the target is a gross profit percentage (“GP%”) of 35% of each transaction, then show the GP% achieved for that product-market combination last year.

3. Review how each product-market combination has performed and rank each combination against the others.

	Market

     Product
      (Service)
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


4.10 The Product-Market Matrix (PMX) – a strategic marketing planning tool

4. Re-draw the products and market segments in your PMX.  You might want to introduce new products or market segments (as part of the strategic plan to innovate / invent new products or enter new markets) or eliminate those that clearly did not and won’t support your CSFs.

5. For each product-market combination, establish targets for the next financial year using the metrics of your CSFs.  Ensure that these targets, if achieved, will support the overall CSFs.

	Market

     Product
      (Service)
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


4.11 Outlining the marketing strategy
· Your plan for each product-market segment should include the targets as well as a broad overview of how those targets will be achieved.

	Product-market segment
	Targets
	Strategy (key points)

	
	
	

	
	
	

	
	
	


5 Your business, naked

5.1 Your company’s vision statement

	


5.2 Your company’s mission statement
	


5.3 Your company’s values / philosophy

	


5.4 Where your company fits into the industry value chain

	


5.5 What you think it all means

	


5.6 The essence of your business

Who buys from you and what do they physically get?  Strip out the marketing mumbo-jumbo and spin!  This might take several attempts to really get to the essence of what your business does and for whom.

	


6 What do you do?
If you’ve tried selling your services, you probably already know that potential clients are deciding whether or not they buy you before they decide to buy what you do.  So when you first meet a potential client, you might want to make that first impression work for you by introducing yourself concisely and clearly.

That’s why, just like seasoned actors who deliver well-rehearsed lines fluently, it’s extremely useful to have a script for your audience, even if it’s an audience of one.  “Script” does not imply regurgitating your lines like a mindless telesales agent, but rather have a base script that we can tweak to suit our audience.

This is where the “7-second elevator pitch” comes in handy, where the principle is that we can introduce ourselves to a complete stranger in the time it takes to travel a few floors in a lift.

Here’s a 5-step process to craft a concise introduction, with examples on the right:

	1. What is your primary service or product?

2. Who is your customer?

3. What are the customers’ needs?

4. How do you do what you do?

5. Formulate the statement: I provide (1) to satisfy (2)’s need for (3) by (4).
	1. Mentoring

2. Professionals in their own practices

3. Coping with a growing practice

4. I help clients streamline their marketing and admin systems.


So the 5th step might read like this:

“I (1) mentor (2) professionals who need to (3) cope with a growing practice by (4) helping them streamline their marketing and admin systems”.  Short ‘n sweet, with 2 seconds to spare.

This gives a solid foundation script, which can be varied to suit the theme of the networking event or what we already know about who we’re talking with.

For example, if attending an event for attorneys, the opening might sound like this: “I mentor practicing attorneys who need to manage the growth of their practice by…”  Or with an owner of a bookkeeping business at a business networking breakfast, I might answer the “What do you do?” question with something like: “I mentor owners of accounting firms who need to cope with their business growth by…”

The purpose of the pitch is to either end a wrong conversation quickly or start a right conversation.  Firstly, a clear statement of your niche gives you more time for the “right” people by culling time with the “wrong” people.

Secondly, you will hobble the power of the pitch if you expect to convey everything you think is important.  Rather aim to stir interest and start a comfortable back-and-forthing.  Let the listener’s questions cue you to their interest.

Follow up your eloquent pitch with richness to your ensuing conversation.  Mention your claim to fame – your qualifications, an inspiring story of overcoming adversity for a client, your compelling vision for the world – anything that gives you instant credibility and keeps the conversation going.

To successfully make new contacts, try not to be a rapid-fire dervish.  Be steady and deliberate with a sense of unlimited time.  The 1 or 2 meaningful conversations at a networking event are more likely to improve your lead conversion rates than pushing low quality volumes through your marketing system (unless your business model sausage machines customers through it and their lifetime value is no more than their one transaction).

So be interested and interesting when you introduce yourself and trust the conversation you expertly start to go where it needs to go.

(Source, with permission: www.launchyourpractice.biz)

Try it out!
7 Account management in brief

$13,219,090.41...

...Is the sum you would need to spend per day for the next 2009 years to match the rescue plans of the UK and US in response to the economic crisis (source: US Treasury, UK Treasury and Bloombergs).
Much has changed and continues to do so at an alarming rate and marketers have never worked harder than to try and determine what it is that customers want!

7.1 What is and why account management?

Global client research is clear on what clients want:

· they want professional services delivered seamlessly across borders; that could apply from office to office or country to country;

· they want professionals who understand their business;

· they want people who can build collaborative, ongoing relationships;

· they want outstanding value, defined in their terms.

Account management is about developing and building sustainable relationships with key clients and providing superior service that is tailored specifically to their needs.

Let's break that down:

	Developing and building sustainable relationships
	

	with key clients
	

	providing superior service
	

	tailored specifically to their needs.
	


Key Account Plan:

[Insert Name of Account]

	
Client history: Insert any work we have done for the client during the past year


	Changes in the market which affect the industry/client: Insert top 3 market fundamentals e.g.: exchange rate, inflation, charters etc

	Solutions

Insert 3 potential solutions that you would table to the client given the issues facing them and your knowledge of the client's needs/issues:



	Key relationships/Client contacts: Insert key contacts at client, designation and key internal contacts who hold relationships with them

	
	Client Contact
	Designation
	Relationship 'owner'


7.2 Discovering client and clients’ industry issues

Sources of information?

	


7.3 S-curve analysis
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7.4 Your client and clients’ industry issues

6. What are the key issues impacting my client at present?

	


7. Based on those issues, what are some of the potential solutions I might discuss with them?

	


8. Based on the above, what then would a realistic sales target be?

	


9. Who are my key contacts at the client and with whom may I need to establish contact during the coming year?
	


10. What events, meetings and other high impact events will we create over the next 3 months to create relationship momentum?

	


11. What actions can I commit to taking within the next 30 days?
	




























































































































































































Insert Target Sales Value





Industry/Client Issues








Vision


[insert what you would like to achieve with this client in 09/10 year]





Finance





Freedom





Fulfilment





Key Events





































































































Macro-Economic Issues
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