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Agenda HInge

> Finding alternatives

> Selection process

> Working with a firm

> Referrals

> Best marketing approaches

> Your brand strength




Research Sample HInge
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Sample by Industry
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FINDING
ALTERNATIVES



Top 10 Ways Buyers Search

Network/Ask a Friend or
Colleague

Already Know All That |
Need To

Use Our Formal Process/
Internal List

Search Online

We Don’t/They Find Us

Check With Association

Use Social Media

Tradeshows/Conferences

Place an Ad

Review Trade/Business
Publications
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Who is the Competition? Hinge

Buyers

AN
~

Sellers

\

25%
Overlap



Take-Aways Hinge

> Networks rule
> Online search #2

> Traditional marketing lags




SELECTION
PROCESS



Top 10 Selection Criteria

I Buyers
M Sellers

Good Reputation

Cost/Terms

Good Fit/Share Our Values

Team Expertise/Skills

Ongoing Involvement of
Senior People

Approved Vendor/
On the List

Existing Personal
Relationship

Fit With Firms of Our Size
and Scope/In Our League

Referrals/
Recommendations

Their Flexibility/
Responsiveness

1%
37%

28%
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What Tips the Scale for the Winner?

I Buyers
W Sellers
Good Reputation
Existing Relationship
Better Expertise/
Specialization 31%

Experience/
Past Performance

Offer More Value/Better
Value Proposition

Better Team Chemistry/
Right Values

Cost/Terms

Senior Leaderhip
Involvement

Referrals/
References

Good Customer Service

40
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Take-Aways Hinge

> Reputation trumps relationship
> Cost is overrated by sellers

> Criteria evolve during the

selection process




WORKING WITH
A FIRM



How Important are the Services that the Firm
Provides?

Accounting/ A/E/C Management Technology

% Importance
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Top 5 Values/Benefits of Service

Il Buyers
M Sellers

Specialized Skills &
Expertise

Connections & Network

Help Impact My Bottom
Line/Financial Impact

They Have Become a
Trusted Team Member

The Quality of Work They
Produce

68%
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Does the Firm Do What They Say They Will?

Accounting/ A/E/C Management Technology
Finance Consulting Services

[l Buyers
M Sellers

% Likelihood

HInge
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Will Buyers Still be Using Firm in 2-3 years?

% Likelihood

Accounting/ A/E/C Management Technology
Finance Consulting Services
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Take-Aways HInge

> Close the gap in relevance perception
> True value perception gap is significant
> Under promise, over deliver

> Loyalty varies by industry




GETTING MORE
BUSINESS



Are Buyers Aware of All Services?

I Buyers
W Sellers

% Yes

HInge
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Probability That Buyers Will Recommend
the Firm

26%

Haven'’t Referred

\

6 or less 7or8 9or10

)

74%
Already Referred
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Why Haven’t Referred?

| haven't been asked % 72%
‘r;lwotth i:::?h experience _ 20%
I am not satisfied [ 3%
Location . 3%
We don’t give referrals I 2%
They are more expensive F 1%
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Take-Aways Hinge

> Your clients don’t know what you can do

> Most clients would refer if someone asks




BEST MARKETING
APPROACHES



Top 5 Marketing Methods HInge

Best Marketing Current Marketing

Reputation for Producing Results 47% Cold Calls 21%
PersonalRelatlonsmp ...................................... 2 7% PersonaleSIts17% ..........
Refe"alS/Recommendatlons ........................ 24 % Emal|15% ..........
Advertlsements/sponsorsmps ..................... 1 4% NetworkmgatEvents13% ..........

Education 12% Direct Mail 10%



Use of Top 5 Marketing Methods

M Best
B Current

Reputation for Producing
Results

Personal Relationship

Referrals/
Recommendations

Advertisements/
Sponsorships

Education

47%

60
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Reputation vs. Relationship
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Ta ke-AwayS HIN g e

> Build your brand to build your business
> Most marketing misses

> Reputation trumps relationship




UNDERSTAND
YOUR BRAND



Buyer vs. Seller Reputation Perceptions

Accounting/
Finance

A/E/C

Management
Consulting

Technology
Services

[ Buyers
M Sellers

% Good
Reputation
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Buyer vs. Seller Visibility Perceptions

Accounting/
Finance

A/E/IC

Management
Consulting

Technology
Services

1 Buyers
M Sellers

% High
Visibility
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Take-Aways Hinge

> Many firms underestimate their reputation

among clients

> Most firms are invisible




Free Resources

SERVICES “Online Marketing for Professional Services” Book

mnge

“Spiraling Up” Book

“Online Marketing for Professional Services Firms: How Digital
Marketing Delivers Faster Growth and Higher Profits” Research Study

“The High Growth Professional Services Firm” Research Study

http://www.hingemarketing.com/library
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Thank you! Questions? Hinge

Lee Frederiksen, Ph.D. Connect with Hinge
Managing Partner, Hinge Marketing

[frederiksen@hingemarketing.com www.hingemarketing.com/blog

N\

E  www.twitter.com/HingeMarketing
B3 www.facebook.com/HingeMarketing
@

Connect on Twitter: www.linkedin.com/companies/Hinge

@HingeMarketing

www.hingemarketing.com
703.391.8870



