Strengthening the Heart of Your Business Success
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With the ebbs and flows in the business world, the current change in particular must be to our mindset. Is everybody in the company a salesperson and marketer?


Why is this necessary and what is the significance of such a change?


In essence, there are two interrelated ways to grow a business; to have a good product or service and by effective marketing.


If a company is not marketing focused in today’s dynamic world, the opportunities to grow and prosper will not avail themselves.





The Way You Live


Can we simply switch our Marketing light on in the morning, do our promotions, sales, letters, targets and every other function required of us, turn the light off when we go home at night and put Marketing to bed?


The answer is No! Marketing is life itself and we should consider ourselves as Marketing people for all our waking hours, whatever we do.


Marketing is life for it is dynamic, interactive. It sustains people and causes organisations to thrive and achieve.  The elements of Marketing within an organisation should be evident for all to see; from the way the phone is answered, to the way your image is perceived in the Market.  It is also reflected in what your people say to their friends and associates about where they work. 


Traditional Attitudes are No Longer Acceptable


In bygone times we were all aware of the company structure with everything being segmented into departments that were responsible for particular areas. We had the Sales Department, the Accounts Department; the Purchasing Department, the Manufacturing Department and so on endlessly, with exhaustive titles and no one dare trespass into another Department’s matters.


�


When a call came into the office it was transferred to the right department. On many occasions the caller received the answer, “I have no idea I will pass you to X”


In contemporary enterprises, these departments have been meshed, reformed, consolidated and repositioned in a multitude of ways to streamline the process of control, to save costs and improve profits.  


All of this is of no value, however, unless you can sell your product or service and understand the reason why you are in business in the first place. This is marketing and without an in-built marketing attitude there really is no Company.





Distance from CEO to Customer


A clear way to assess your marketing effectiveness is to count the number of steps on the ladder one has to go down from the CEO of your company to the level of the customer.  


Many a company with a hierarchical organisational structure, has some 6 to 10 steps, resulting with the CEO having no interface with the customer. In today’s companies there should be no more than 3 levels. This flatter structure allows for a greater focus on customer service.





 “It’s Not My Job!”


This is one of the most infuriating comments to be heard across so many companies. We all realise that our job tasks should be clear, often for reasons of qualification or training, however, there is no reason, regardless of the specific task a person performs, why they should not be familiar with the company structure, strategy and the direction the company is heading.





Marketing Multiplicity


With the emphasis on relationship marketing, the once isolated Marketing Department is now a multi-faceted, fully integral part of the entire business. The Marketing person has input to purchasing, accounting for budgets, writing strategy, choosing products to manufacture, new product development, public relations, personal development and the entire internal and external position of the company. The heartbeat of the organisation is driven by the adrenaline that comes from Marketing.





The Marketing Ladder


To enable the company to develop a strong Marketing focus the following developmental steps are essential. You must:


Understand your position in the Market. Are you a leader or a follower, a me too or a new innovator.  


Complete an internal and external analysis of your business and obtain an understanding of what your customers think about it. When was the last time you asked your customers their impression of your business? Ask your employees their impression of where the business is going.


Have all key members of your organisation at your Marketing meetings.  When discussing the marketing strategy, invite the financial controller, the operations manager, the supply manager, warehouse manager and any other members of the team that are critical to the success of the business.


Share information about what the company is doing with all the staff, regardless of their status in the organisation.  It is great to produce an internal information sheet once a month, to let everyone know of your success.  Place a note on the base of every pay slip.   The key message for the week or month.


Conduct feedback surveys with all staff every quarter to assess how they think the company is going.  Every employee’s opinion is of value.  If you are dealing on the international scale, see if you have people in your organisation from particular countries and seek to use their knowledge of their homeland. 


Ensure all staff members are aware of current marketing promotions. If you are running in a new direction save time and confusion in the workplace by making sure the current promotion is available for all to see.  This gives employees insight into the external marketing efforts of the company.


Share the wins and losses with all staff.  When a new major contract is secured, gather all your staff together and tell them. Perhaps put on a few drinks. If it is bad news let them know and reassure them of your strategy to change the situation.


Always act with enthusiasm and determination to achieve your objectives.  Be bright and cheerful, fair and reasonable.  We may not like all the people in the organisation, however, we do need to work with them.  Personal hassles should not cloud your work judgments.


Remember both your internal and external customers are important. If you do not treat the internal customer with the same respect as you do the external then you are doomed for failure.


Continually challenge yourself and encourage all the company personnel to succeed and to take that extra step. It is important to ask yourself, “Can we do it better? Did we achieve the best result? What should we do next time to achieve the result faster? Do I have the skills to move to the next step in the company and am I continually maintaining my level of competence?”





Marketing is the Lifeblood


The objective of every business to make a profit. This profit is distributed, in part to the shareholders and in part encourages those working in the company to be enthusiastic and committed to the task at hand.


If a company has a staff that is less than enthusiastic and motivated then they will not succeed in selling their service or product. This, in turn, will reduce the profit margin. If the profit margin is not adequate to sustain the business then it will downsize or eventually close.


The committed marketing person of today is the artery within an organisation that carries the lifeblood through every department by being involved in every aspect of the organisation. This life link is supported by every network in the organisation. Every department understands the purpose of marketing, and works in cooperation to enable the organisation to live and thrive. This is perfect synergy. There is no place in a thriving body for an arm that decides to operate independently of that body. If there is no symbiotic relationship, between marketing and the rest of the company, the organisation will fail to achieve its objectives.


At the end of the day, without effective, coordinated and productive marketing, that encompasses and pulsates through the entire organisation, there is no business.  


It is everyone’s job to be marketing focused and yes; it’s true.


Marketing is the Lifeblood of any Business�
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