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more cautious in buying professional 

• Competitive bids and "price-shopping" are becoming more common; 
line managers will often bypass internal HRD groups and seek outside h< 
• The length of time it takes to sell an HRD projector program has in-^ 
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For years 
people have 

faced the 
question of 
whether to make or buy products. 

Of course, we haven't always had 
an option. For example, when our 

grandparents wanted a suit, they 
had only one choice, to have it 

tailored. This was time consuming 

and costly: however, the suit 

typically fit quite well and styles 

could be created to meet 
individual tastes. 

With the advent of mass 
production came off-the-rack 
clothing. Now, individuals could 
buy premade clothing at a greatly 

reduced price. Of course, the 
garments never exactly fit, but 
the savings in time and money off-

set the inconvenience of an 

imperfect fit. 

fbday, when it comes to a quality 
purchase, most of us have found a 

way to enjoy the best of both 

worlds. We purchase a high 
quality garment, and then have it 

altered. The product is 90% 
completed before we purchase it, 
allowing for the economies of 

scale of factory production. The 

final 10% is completed to our 
exact demands by a local tailor. 

And so it should be with training 
materials. You shouldn't have to 
make a choice between producing 

materials that fit your company's 

exact needs, and purchasing off-
the-shelf materials that offer high 
production quality, but may not 
match your culture. You should be 

able to enjoy 
Off-the-Sheif Tailoring. 
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and unnecessary. Now that image is 
changing, but many HRD professionals 
still resist the idea of having to "sell" 
their services. Others believe that 
"marketing" means simply preparing 
a brochure or writing a newsletter. But 
successful HRD marketers are initiators 
of change—that's what they have to 
sell their services. 

As the competitive environment 
changes, the need is emerging for pro-
active HRD marketing. Evidence of 
that comes from internal and external 
HRD professionals who were recently 
asked to identify their biggest mar-
keting challenges. Their responses 
included 
• how to develop client relationships 
that will result in new or follow-up 
projects; 
• how to gain credibility with pro-
spective clients; 
• how to gain visibility in the market 
place; 
• how to better focus products and 
services for specific groups; 
• how to gain confidence in dealing 
with large clients or high levels of 
management; 
• how to identify target markets; 
• how to maintain the budget or cash 
flow while targeting new markets; 
• how to divide time between the 
roles of salesperson, staff manager, and 
hands-on consultant; 
• how to get into companies or divi-
sions where they have no presence; 
• how to gain a better understanding 
of clients' business issues, such as stra-
tegic plans, trends, and problems. 

HRD professionals seem to recog-
nize the need for better marketing and 
the difficulty of the marketing process. 
Faced with a complex environment, 
they are realizing that they must 
become more sophisticated and disci-
plined in the strategic marketing of 
their services. 

What is strategic marketing? 
Some HRD professionals still think 

that marketing plans are unnecessary. 
They'd like to believe that their exper-
tise and accomplishments will speak 
for themselves. And even among those 
who recognize the need, the concept 
of strategic marketing is often misun-
derstood. It is equated with brochures, 
speeches, or the selling process itself. 

Strategic marketing, however, is a 
conscious and systematic process that 
involves the following steps: 
• selecting target market segments 
using such classifications as industry, 

readiness for HRD programs, company 
or division size, function (MIS or oper-
ations), or issues such as productivity 
and retraining; 
• analyzing the specific needs of 
those market segments; 
• developing the capabilities to ad-
dress the target markets' needs with 
staff expertise, training programs, and 
assessment tools (that includes deter-
mining prices and delivering service 
options); 
• designing visibility and credibility 
strategies to increase recognition 
and reputation in the selected 
marketplaces; 
• identifying prospects and making 
sales presentations to specifically 
address prospective clients' unique 
interests; 
• providing the highest quality of 
professional services on client 
projects; 
• managing professional/client rela-
tionships to ensure ongoing mutually 
beneficial partnerships. 

Keys to marketing success 
As you begin to use a strategic mar-

keting process, how can you improve 
your chances of success? 

First, you have to begin to think like 
a marketer. Become familiar with mar-
keting terms and use them. Internal 
HRD practitioners, especially, tend to 
reject marketing ideas as having no 
relevance to them. Don't fall into 
that trap. 

Know your marketplace. It is impor-
tant to understand not only the needs, 
perceptions, and attitudes of clients, 
but also the strengths and weaknesses 
of internal and external competitors. 
Get a handle on general business and 
social trends. 

When going through the process of 
identifying target market segments, 
select those 
• with people-related business issues 
that need to be addressed; 
• in which you have some level of 
experience; 
• where HRD is not a totally foreign 
concept. 

It is no longer enough to be a good 
generalist. Your clients are looking for 
genuine understanding of their organi-
zations and "end-user" solutions. You 
cannot be "all things to all people." Dis-
tinguish yourself by specializing in 
meeting a discrete number of seg-
ments' needs. For example, become an 
expert in performance appraisal, not 
just a stand-up trainer. 
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But resist the temptation to look 
only for ways to sell what you know; 
that's the classic product-looking-for-
a-market approach. Instead, look for 
opportunities to help your clients solve 
problems. To do that, you'll need to 
know who and what influences the 
buyers of HRD services in your target 
markets. Look for ways to develop stra-
tegic alliances and a referral network in 
the marketplace. For example, taking a 
line manager to lunch could help you 
gain access to buyers. Live in your mar-
kets. Go to clients to find out what 
their needs are; work on developmen-
tal projects together. 

Find out what your image is in the 
marketplace; only then can you de-
velop tactics for enhancing or chang-
ing it. You can do that by creating ad-
visory councils or focus groups to 
gather information about HRD needs; 

Some HRD professionals 
still think that marketing 

plans are unnecessary. 
They'd like to believe that 

their expertise and 
accomplishments will speak 

for themselves 

have them learn about clients' percep-
tions of your performance in meeting 
those needs and providing services. 
Once you know how people perceive 
you, you can differentiate your group 
from your competitors and create a 
unique position in the marketplace. 
For instance, you could make a name 
for yourself with industry or functional 
expertise, technological innovation, or 
service and reliability. 

Being good isn't enough. You have 
to create a marketing plan and use it as 
an integral part of managing your HRD 
practice or department. 

Managing the client 
relationship 

This stage of the marketing process 
deserves special attention; it is a critical 
step in determining whether a particu-
lar marketing effort will be deemed a 
success. 

Repeat or add-on business directly 
from current clients—and the potential 
for referrals—provides marketing le-
verage with relatively low marketing 
costs. Because regular customers can 
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be vital to the success of an HRD 
group, the ongoing client/professional 
relationship is critically important in 
the marketing of HRD professional ser-
vices. Unfortunately, it is not usually 
seen as a direct step in the marketing 
process. 

The HRD professional should estab-
lish a relationship with a client as early 
as possible in the marketing cycle. The 
better the initial relationship, the 
greater the chance that a project will 
result. By getting close to a prospective 
buyer, you can learn about the buyer's 
specific issues, resistance, personal 
styles and preferences, purchasing pro-
cess, and organizational culture. 

Strengthening your relationship 
with the client—not just delivering on 
the work proposed—will build an im-
portant marketing foundation. That is 
true throughout the sales cycle and 
after the project is sold, as well as into 
the service-delivery phases. It is not 
enough to schedule progress-review 
meetings only to explain schedules, 
deliverables and budgets. As a mar-
keting-oriented HRD professional, you 
should assume responsibility for ini-
tiating face-to-face informal meetings 
to discuss such questions as 
• Are you satisfied with the way our 
professionals and your staff are work-
ing together? 
• Do you have complaints that you 
haven't discussed with us? 
• Can we provide you with any addi-
tional information? 
• What work do you see us doing 
together in the future? 
• Have I told you how much we ap-
preciate your business? 

The bottom line 
In this increasingly fast-moving, 

complex, and competitive world, the 
HRD professionals who will be able to 
leverage their marketing success are 
those who 
• stay close to their clients; 
• work with them in business part-
nerships to anticipate needs and de-
velop demand-driven solutions; 
• create distinctive advantages in the 
marketplace; 
• use marketing plans to run their 
HRD businesses. 

For those who are willing to commit 
to the discipline required for a 
strategic-marketing approach to HRD, 
the payoffs will show on the bottom 
line—and in increased satisfaction for 
clients and HRD professionals. n 

Interact 
otters the best 
of M l worlds. 

j f y X Interacts 
^ programs are 

designed with 

flexibility in 
mind. High 

quality video and 

written material 

are produced in 
a way that 

facilitates 
tailoring. Logos aren't simply 

attached to binders. Examples 
from your organization are inserted 

into premade materials. Changes 
are made to tailor the training to 

fit the idiosyncracies of your 
culture. By working in conjunction 

with internal human resource 

professionals, high quality, video-
based materials are co-developed 

to fit your exact demands at off-
the-shelf prices. 

And Interact offers 
Off- the-shelf Tai lor ing 

in a variety of areas. Programming 
includes: 

Interact"™ 
• Problem-solving skills for leaders. 

Influence1"" 
• Problem-solving skills for non-

supervisory personnel. 
Performance*"" 

• Performance management skills. 

Teamwork""" 
• Skills in group problem solving. 

Conflict"1" 
• Conflict resolution skills. 

Vision"1" 
• A process for changing corporate 

culture. 

Ask for Interacts 
"OfF-the-Shelf Tai lor ing". 

Why make a choice when you can • 
have it all? 

Just give us a call or write us at: 

interact Performance Systems 
300 West Owens Drive 

Suite 350 
Santa Ana, California 92706 

714/835-3671 
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