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SMPS CEUs HInge

Hinge is an SMPS Approved Provider of continuing
education units (CEUs)!

Steps:

SMPS 1. Register to attend our no-cost webinars
p— 2

. Attend the webinar

CEUS 3. Email: ceu@hingemarketing.com
Subject Line: SMPS CEUs webinar credit

4. Receive Certificate of Completion after
attending webinar

5. Report your CEUs to SMPS
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Today’s Speaker HInge

Sylvia Montgomery, CPSM

Marketing Planning Guide for

. . . Senior Partner, Hinge Marketing
Professional Services: 2nd Edition

smontgomery@hingemarketing.com

http://www.hingemarketing.com/library Follow Me on Twitter: @BrandStrong
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Agenda HInge

« Creating a Strategic Plan

« Establishing a Foundation

« Offline Marketing Tactics

* Online Marketing Tactics

« The Rhythm of Marketing Planning
*  Wrap-Up and Questions
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Creating a Strategic Plan Hinge

The Marketing plan should be in direct relationship to your business strategy for growth and diversification.

Business Strategy: Marketing Strategy: Marketing Plan:

Where is the firm going? What is firm doing to get there? How is firm going to accomplish
the “what?”

#HingePlans
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When Should You Plan? Hinge

Don’t just plan and budget once a year
« Have periodic reviews and progress updates

 Put deliverables on the calendar

SMTWTFS SMTWTF
a 1
n 3
U213
71819 20 2
2025 26 27 28

#HingePlans



Who Should be Involved? Hinge

1. Evolved marketing staff model
2. Limited marketing staff model

3. No marketing staff model

#HingePlans
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Establishing a Foundation




Deciding Which Direction to Take g

1. SWOT analysis
Goal setting
Existing strengths

Projected growth areas

o ~ 0D

Current capabilities

#HingePlans



SWOT Analysis HInge

— INTERNAL ]

« Clients have great * Low marketplace
things to say about visibility

CUESEIvices * No clear value

* We have long-term proposition
dedicated staff « Hard to articulate

* We have a wide offerings
network of subject
matter experts

STRENGTHS
S3IASSIANMUVIM

* New legislations s Less capable

+ Competitor competitors

consolidation * Have clearer
messaging

*» Inconsistent client
delivery

OPPORTUNITIES
S1V3IyHL

L EXTERNAL |
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Goal Setting HInge

« What kind of firm do you want to have?
« What kind of firm do you need to have?
« What is your ideal level of growth?
*  Where will business come from?

«  What types of clients do you want?

#HingePlans



Strengths Can Be Growth Areas HInge

- What industry verticals are already strengths?
- What kind of services are you good at delivering?

«  Where do you offer the most value and enjoy the

greatest success?

* Are your target audiences in high-growth industries and

what kind of growth opportunities exist?

#HingePlans



Current Capabilities HInge

«  What services are you prepared to offer today?
» Do your client know all the services you offer?
« What areas do you already excel in?

« Which ones no longer make sense?

#HingePlans




Impact of Research on Growth and Profitability g

" Growth
M Profitability

No Research Occasional Research Frequent Research

#HingePlans



Types of Research

1. Primary research: Custom research conducted
specifically to answer questions important and of

interest to your firm.

2. Secondary research: Research that’s available
publicly through external resources and that usually

answers questions about the broad marketplace.

#HingePlans
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Creating a Strong Message HInge

Research can reveal your true differentiators:
« What is unique about your firm
« What clients appreciate about you

«  What your firm is good at

#HingePlans



Creating a Strong Message HInge

Characteristics differentiators should have:
e |t should be true.
* It should be provable.

* It should be relevant and important to your clients.

#HingePlans
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Offline Marketing Tactics Hinge

1. Advertising
Networking

Speaking

2

3

4. Marketing partnerships

5. Business development training for non-sales staff
6

Public relations

#HingePlans






Online Marketing HInge

1. Invest in your website
Develop a content marketing strategy

Grow your email list

B W DN

Embrace lead nurturing

#HingePlans



Online Marketing: Invest in Your Website HInge

Median 2-Year Growth Rate

0% 1-19% 20-39% 40-59% 60-79% 80-100%
% Leads Generated Online

#HingePlans



Online Marketing: Content Marketing HInge
K} Get the Strategy Right
F] Create e o
! Promote

B} Nurture & Convert
B Analyze & Adjust

Request

a Proposall
More
Interaction

Gather
> Contact Info

c wile Lbooks

Assessments

Articies m
Video Downloags

' 5. ANALYZE & ADJUST
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Online Marketing: Content Marketing

#HingePlans

Search Engine Optimization
Blogging

Web Analytics

Email Marketing
White Papers, eBooks
LinkedIn

Company Newsletter
Usability Testing
Twitter

Facebook

Pay Per Click

Online Video
Webinars

YouTube

Banner Ads

M High Growth
Average Growth

6 7

Effectiveness Rating
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Online Marketing: Grow Your Email List HInge

1. Announce new content
Promote webinars and events
Extend hard offers

Link to social media

o & w0 N

Share blog posts
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Online Marketing: Lead Nurturing

Nurture leads through content marketing because:

1.
2.

o o kW

Not all leads are ready to buy now.

You have the opportunity to influence the narrative

around the problem.

You can educate the prospect over time.
Your leads will self-qualify.

You can position your firm properly.

You will build trust.

#HingePlans
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Online Marketing: Lead Nurturing HInge

Metrics to track for your lead nurturing campaigns:
1. Cost of campaign

Number of leads generated

Resulting proposals

Win ratio

a >~ b

Long-term client value
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The Rhythm of Marketing
Planning
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Arriving at Your Marketing Plan HInge

* Think long term — Act short term

« Limit your initiatives

* Putitin writing

* Monitor your marketing program continuously
« Reevaluate current initiatives and adjust

« Think agile

#HingePlans



Traits of Agile Marketing HInge

« Strategic thinking at all levels

« Respect and balance analytical and creative sides
 Ability to coach fellow technical colleagues
 Ability to respond to matrixed audiences

« Effective multi-tasking — planning long term with flexibility

for the current and timely.

Conceive | Execute | Implement | Review | Adjust

#HingePlans



Questions Your Marketing Plan Should Answer

1. Is your message clear? Can a prospect describe what

value your firm brings?

2. Does your website answer what you do and how your

firm is different?

3. Are your offering valuable content that engages your

audience and creates/nurtures new leads?

4. Who will capture information and monitor the

effectiveness of your marketing program?

#HingePlans
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Questions Your Plan Should Answer HInge

5.  Which marketing initiatives are most impactful, and

which aren’t working? Scrutinize Offline and Online.
6. How effective are your staff’'s networking efforts?

7. Can you clearly identify a marketing role for everyone in

the firm? Or is marketing a function for a select few?

8. Do you know how your marketing dollars are being

spent?

#HingePlans



Free 2014 Marketing Planning Consultation

v" For webinar registrants only!

We'll discuss:

« How your marketing plan compares to best practices in your
industry

« How educating your audiences leads to more targeted traffic
on your website — and more qualified leads

« Ways to prioritize your marketing strategies to build reputation
online

Simply respond to our follow up email.

#HingePlans
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Free Resources

Inside the
Buyer’s Brain

#HingePlans

Marketing Planning
Guide: Second Edition

www.hingemarketing.com/library
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Online Marketing for
Professional Services



Thank you! Questions?

Sylvia Montgomery

CPSM, Senior Partner

Hinge Marketing
smontgomery@hingemarketing.com

Connect with me on LinkedIn:
In/sylviamontgomery

Connect on Twitter: @BrandStrong

#HingePlans

Connect with Hinge

&y www.hingemarketing.com/blog
£ www.twitter.com/HingeMarketing
) www.facebook.com/HingeMarketing

W www.linkedin.com/companies/Hinge

www.hingemarketing.com
703.391.8870

HInge



