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People 1 Success Factor in Service Marketing

In recent years  traditional consumer marketing has
made a turnabout to service marketing. Because of
this change, the well -k nown 46P6s
Place, Promotion) suffice no more. Now there are
56 P ams one is a real success factor for SME
businesses: People .

Previously consumer marketing made up the core of all marketing activities.
Nowadays long -term -based service marketing has b ecome the focus. An optimal
marketing mix comprises all of the follo wing 5 el ements:

Product i product creation, style, quality, packaging, size, brand name,
assortment pla nning, service and guarantees

Price T price determination, discounts, incentives, sales terms and d e-
livery conditions

Place 1 location, exteriorandin terior design , storage, transport facil  i-

ties, marketing channels

Promotion T advertisement, personal sales, sales promotions, fairs,
sponsoring, events, PR

People 1 personnel capacity, personnel qualifications, training needs,
employee motivation

But why are d&eople 6such an important success factor? i Your employees are of
major significance for your bus iness! In the SME business world your employees

are often the only element that seperates your business from that of your co m-
petitors.

Economic and socia | processes are inseparable. Satisfied employees have, wit h-
out question, a positive impact on your business: increased productivity and

higher performance levels, creative results in development and research, d e-

creasing overheads. This enables you as a man ager to respond more quickly

and efficiently to the changes in the market.

Higher personnel satisfa c-
tion manifests itself in the
form of less absenteeism.

How to Find the Ideal Marketing Mix

In order to create the optimal Marketing Mix, the

first five topics must be clearly defined before SatISfIEd. employees  wil
step six can be implemented effectively: stay with the ~company,
P P Y- thus reducing the need to
1) Management Focus deal with as much e m-
'ag L ployee turnover. Through
2) Business Definition lond -term emplovee rete  n-
3) Product Portfolio Management ong -mploy! .
. tion you will keep highly
4) Market Segmentation ualified oeoole at vour
5) Marketing Strategies gi de peop y
6) Marketin g Activities ’
The BEI TRAINING ® programme 6 Bui | di ng Yo uros (BYBs)ideals with
the issue of strategic business development and the planning of your marketi ng

strategies .
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Quotation of the month:
il f you | ook after

after the people who look after the cus-
tomer s, you wi l |l

Charles Dunstone British co-founder

and CEO of Carphone Warehouse

6Start Maki
Defi ning Customer

Exper iences that Enable
High Performance

ng

As part of its broad, ongoing r e-
search into High Performance Bus i-
ness, Accenture conducts annual

research into consumer sa  tisfaction.

The Accenture 2009 Customer Sat-
isfaction Survey is of particular i n-
terest given that changing co n-
sumer attitudes and behavior will
play a key role in setting the pace

of economic recovery and genera t-
ing new opportunities for organic
growth. Accenture highlights key
findings and offer s recommend a-
tions.

Download the full survey as a pdf:
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http://www.accenture.com/Global/Consulting/Customer_Relationship_Mgmt/Customer-Service-Transformation/R_and_I/Accenture-2009-Survey.htm

