
Personal recommendations: the most effective and inexpensive marketing strategy      Worksheet Date:
Instead of spending a small fortune on advertising, it’s far better to spend the same money improving your service and caring for your customers.
(Phillips & Rasberry 2008)
Step 1 - Is your service in order? 
	From the book
	Responses
	Action

	Make your service worth recommending
	
	

	Is your service running smoothly and able to handle an increase in customers?
	
	

	· Timesheets
	
	

	· Calendar of jobs
	
	

	· Quotes and invoice form
	
	

	· Space to work in
	
	

	· Equipment set up
	
	

	· Feedback forms or suggestion box
	
	

	Are your accounting records in order, up to date and open? Do you have a cash flow system, statement of financial performance (cash flow updated) and financial position?
	
	

	Do you offer a top-quality service?
	
	

	Do your customers have confidence that if something went wrong you would stand behind them? Is your complaints, guarantee and refund policy clear and available?
	
	

	Do you have current email list of past and present clients? This can also be capture in social networking site.
	
	

	Do you treat old customers as well as new customers?
	
	

	Do you know how large you want your service and are you prepare to limit the size when your reach that?
	
	

	Appearance - It is important to keep the physical appearance of your service fresh by
	
	

	· conforming to or exceed the norms of the sector (or being clear about why you don’t)
	
	

	· be ordered and clear
	
	

	· keep your promotional material current 
	
	Contact Karen for your graphic design

	· consider background sounds
	
	

	· consider the appearance of the outside signage, inside of your service, products, your staff and yourself
	
	Contact Karen for your graphic design

	Do you have appropriate business cards, flyers, brochures and signage etc?
	
	Contact Karen for your graphic design

	Is your website and social network pages appropriate and up to date?
	
	Contact Karen for a website or social network creation or update

	Create a signature for all outgoing work emails including appropriate contact details and information
	
	

	Search your name, brand and service in google, twitter, facebook, blog search to see what is being said about you and your work.
	
	

	Accessibility
	
	

	If parking in a problem at your venue, help your clients by giving them tips on where to park and public transport
	
	

	Make it clear if there are any accessibility issues with you venue.
	
	

	Provide maps on website 
	
	Contact Karen to add google maps to your website 

	Apply for Google places map
	
	See http://www.google.com/places/ to add your service to google maps

	Take the product to your clients, if appropriate
	
	

	Create an up-to-date and professional voice mail message with your opening hours if appropriate
	
	

	Consider your signage 
	
	Contact Karen for your graphic design 

	Prices
	
	

	Make your prices straightforward and easy to understand. 
	
	

	Pricing should be complete and include everything the customer expects
	
	

	Give customers as much choice as you can over the final price or the amount of goods. Can it be tailored to suit individuals? Concessions etc.
	
	

	Reputation
	
	

	Treat everyone around you well including those that you are in conflict with, in both professional and personal relationships
	
	

	Find out what people you work with think and keep them happy and well informed about the service (Employees often know a lot about the practices of other service in the sector)
	
	

	Create a grievance procedure and feedback form for people you work with, customers & suppliers
	
	

	Be open about your accounting with people you work with (when appropriate)
	
	

	What to do when people spread negative word of mouth. Emphasise the positive attributes of the person wherever possible. Mediate your difference where possible. 
	
	

	Provide testimonials of past clients. If possible with a photo or a video of the person

	
	Contact Karen to get your testimonials on your website 

	Listings
	
	

	If people hear how great your service is, they need to be able to find you. Listings are a great place to start
	
	

	· Yellow pages
	
	

	· Social networking (Facebook, LinkedIn and Twitter)
	
	

	· Google Places (this is a quick way to get into google fast)
	
	http://www.google.com/places/
or contact Karen for support

	· Appropriate service directory listings
	
	

	· Website
	
	Contact Karen

	· Notification ads in appropriate locations
	
	

	· Advertising, new stories, press releases where your target audience might look
	
	

	· Google ads
	
	

	Consider how the following people could find your service
	
	

	· An old school friend
	
	Contact Karen to start up your social network page

	· A customer after you move
	
	Contact Karen to design change of address cards

	· A friend of an old client with only your city and last name
	be in relevant directories
	

	Important things to list are

· Name

· Phone

· Website

· Email 
· Social Network Address
· Hours of operations
· Fees if possible
	
	


Step 2 – Situation analysis and Communication Audit
	What are your current communication practices?

· website

· Social media
· Printed design
· marketing
	
	

	What is working or not working about this current marketing? 
	
	

	What goals are they designed to achieve? And how effective were they at achieve those goals?
	
	

	What do you want to achieve with the new marketing?
	
	


Step 3 - Describing your service
	From the book
	Response
	Actions

	Why: What is the purpose? Why do you want to communicate?
How: How do people see this purpose?

What: What does this purpose call for you to do?
	
	

	What is the general information that someone needs to know so they can recommend you to others? What do they say when they recommend you now? (Ask three people)
	
	

	Who is the specific group of people that you’d like to target when to educating about your service?
	
	

	To get an idea of the broader context of your service consider what exactly is the role of your service in the life of your customers?
	
	

	How many service areas or domains does your service touch? For example a grocery store is in cooking, cleaning and storage of consumables.
	
	

	Focus on what makes your service unique?

	
	

	Consider and list who you work for on a regular basis

	
	

	List the function you fulfil from the perspective of your customers. (This can also be useful in defining your keywords for your website)

	
	

	If you are in a field that the general public would understand, you need to explain what sets you apart from your competitors. For a service in a new or obscure field, it’s important to find ways to explain clearly what you do and educate your customers. 
	
	

	Communication goals are either informational or motivation… which are yours?

	
	

	Create a 25-35 word statement (known as your elevator statement). Consider this information, but you many need to simplify.
	For (target audience)
Who (what they need from you)

The (service name) is a (service type)

That (what they benefit from you)

Unlike (who are you different from) 

Our service (what makes your service different)

	From doing this process and simplifying it from 120 words to 35 words – I came up with this…
‘Karen Batten uses visual art, print and web design with groups and individuals using a participatory approach. This process happens by using dialogue, workshops and training to facilitate concept creation through to the final product.’

	TEST: Ask friends and acquaintances how they would describe what you do? Be prepared to give them a 25 – 35 word statement if they don’t cover your service adequately

	
	

	Are you, your employees, clients, friends and suppliers able to clearly describe your service and excited about working for you?

	
	

	Consider the content of your message with your audience in mind. Consider the emotions you want to appeal to in order to effect people reaction to it. Make sure you speak in the language your audience understands and feels connected to. Use plain and straight forward language that expresses what you want to say simply and clearly.
	
	

	Marketing with video can be a useful way to educate and share special features about your service. Can your 35 word statement be turned into a video? Does your industry or your clients lend themselves to receiving moving images? Could you visually show the transformation of your clients from when they first deal with you to the outcome that they experience? Could you have a short video at a waiting room, website or take home video?
	
	Contact Karen for video work


Step 4 – Who do you want to communicate your message to? Who is your audience?
	The ‘who’ of your marketing plan are the people in a good position to recommend your service? These could be friends, acquaintances and customers
	
	

	Where are your current customers?

	
	

	Where are your potential customers?

	
	

	Where are your potential sources of referrals? These may not be potential clients but have expert knowledge in your area and people would ask them for recommendations. 
	
	Maybe give a free sample to the expert in your domain who will in turn recommend you and educate their friends, family and clients.

	Who to educate? 

Categories of Potential Customers

Naive

Amateur

Standard

Experts

Nonuser

Light user

Medium user

Heavy user

Use the above table to work out where your potential clients fall.
	
	

	Talk with customers and ask them what they think you should do? Giving value to them as they are giving value to you.
	
	

	Your worst customer is your best friend... you can learn the most and become better from this. Listen to negative feedback and make changes. I consider negative feedback is a gift from a customer. The person has taken the time to give it and you benefit from their investment in you.
	
	

	Draw a diagram of networks from various perspectives

1. Service connections – customers, suppliers, regulators, marketers and competitors

2. Customer connections from their perspective and see where you fit in

3. Personal connections 
Then in each diagram note where potential clients and referrals are found. How can you make all the connections more valuable for everyone?
	
	


Step 5 – How do you want to communicate it? What is the best way to connect with your target audience?

The ‘what’ of your marketing plan are the activities that will stimulate the people on your list who will recommend you. This must involve real value! There are three styles of marketing plan - 
How else can you reach people outside of your immediate networks? Remember it is essential to provide real value for the people you are marketing too. For support on creating your marketing strategy contact Karen.
	Direct Marketing uses your list of contacts to provide people with a special offer or a sample of what you do.
Giving free 5 minute massages to a local office or community organisation
	
	

	Parallel Marketing is aimed at promoting your service area to the general public.

A grocery store may demonstrate cooking unusual items on the shelf, you could create a contest for local chefs – share food with audience to judge.
	
	

	Peer Based Marketing is making effective us of your role as part of a group of peers in your field.

Considering your community and providing a free receptions for someone of interest to your peers

	
	

	A summary of marketing ideas
	
	

	Provide services that are associated with your main service (free workshop)

	
	

	Support to your local community and neighbourhood and it will support you


	
	

	Be sure to let people know that your service benefits from personal recommendation and reward customer who recommend you to others (hand written letter, discounts or vouchers, share information of interest or do something nice for them)
	
	

	Strategic Summary
	
	

	What are your goals?


	
	

	What are your objectives?


	
	

	What are your strategies and tactics?


	
	


Step 6 – Create a calendar of marketing events. 
Place the items you placed in your action column in order in this list and add what is needed.
	What to do
	Actions to take (Steps)
	Priority
	By
	When
	Reward

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Step 7 – Evaluate the plan
Evaluate the plan during and after. Keep at it. Successful communication is an ongoing process not a one-time event.

Ask 
- how well it was carried out? How well it worked? Make changes to improve it?
Source:
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