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“There is only one valid definition of business purpose — to
create a customer. Companies are not in business to
make things ...but to make customers.”

- Peter Drucker
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Lifetime Value of A Customer

Harvard lentor —MARKETING ESSENTIALS TOOLS

Worksheet for (T' ‘alculating the Lifetime Value of a Customer

Use this worksheet to calculate the Lifetime Value of one of your customers.

Customer name:

Basic Formula

Estimate # of Average price Cost to acquire Lifetime Value of
customer transac- Number of per purchase a customer a Customer
tions in lifetime purchases per visit © © ©®
[x] [x] -] [=]

Projected Formula, 5 Year Period

Revenue Cost Referrals Profit
I

L toservice [ o)
generated) this customer, including accounts)
‘marketing, and costs of
m delivering
product or service)
Year 1 = + =
Year 2 e : 4 =
Year 3 - +
Year 4 = + =
Year 5 = + =
TOTAL:

€2004 Harvard Business School Publishing. All ights reserved.
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get-go.

“Tangibility” aspects added to intangible services.

Must strive for consistency in service delivery.

More important to make “sales” in targeted period.
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Must have adequate supplies of service providers available to earn
income - competent workers become more valuable.

Trust must be built among prospects and existing customers at the

It is more important for sales and marketing to work and play well
together for service-oriented firms than product-oriented firms.
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The Farmers and Cowhands Should Be Friends
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In A Time Before Recorded Time
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Fast Forward to 1943
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In Oregon Today
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And The Root Cause of This Conflict?

w €CoONoOMICS.,
Definition

The theories, principles, and models that deal with how the

market process works. It attempts to explain how wealth is

created and distributed in communities, how people
allocate resources that are scarce and have many
alternative uses, and other such matters that arise in
dealing with human wants and their satisfaction.
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Sales and Marketing Ain’t The Same Thing

Shortterm B
Administrator
“Just organive it*
Asks: “How?"
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Sales and Marketing Ain’t The Same Thing
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Sales and Marketing Ain’t The Same Thing

Administrator

Efficient
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A More Practical Concept

Marketing and sales are the strategic tools firms and
individuals use to strive to create a sufficient number of
transactions so the the firm has the potential to survive
and prosper in the short- and long-term.
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And The Root Cause of This Conflict?
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Definition

The theories, principles, and models that deal with how the

market process works. It attempts to explain how wealth is

created and distributed in communities, how people
allocate resources that are scarce and have many
alternative uses, and other such matters that arise in
dealing with human wants and their satisfaction.

J. MACK
ROBINSON
COLLEGE

OF BUSINESS

$»

GeorgraState
Copyright 2010, RCB. All rights reserved University.

1/25/16

10
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SUPPORT ACTIVITIES
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Avoiding Conflict by Recognizing Their Different

Strengths

Sales
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Administrat One-on
ministrator
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The Buying Process

Initial Information Search
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Worksheet for (T' ‘alculating the Lifetime Value of a Customer

Use this worksheet to calculate the Lifetime Value of one of your customers.

Customer name:

Basic Formula

Estimate # of Average price Cost to acquire Lifetime Value of
customer transac- Number of per purchase a customer a Customer
tions in lifetime purchases per visit © © ©®
[x] [x] -] [=]

Projected Formula, 5 Year Period

Revenue Cost Referrals Profit
S e ®
generated) this customer, including accounts)
‘marketing, and costs of
m delivering
product or service)
Year 1 = + =
Year 2 - + =
Year 3 - +
Year 4 3 + =
Year 5 - + =
TOTAL: gs
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vrmarketing plan. 4>
Definition

Product specific, market specific, or company-wide plan

that describes activities involved in achieving specific
marketing objectives within a set timeframe. A market plan

begins with the identification (through market research) of
specific customer needs and how the firm intends to fulfill
them while generating an acceptable level of return. It
generally includes analysis of the current market situation

(opportunities and trends) and detailed action programs,

budgets, sales forecasts, strategies, and projected

(proforma) financial statements.
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vrsales plan <4|»
Definition Add to Flashcards [l
A plan containing an nent of current sales for a

product in a given region or market, a statement of sales
objectives, strategies for achieving the stated sales
objectives, and resources available for achieving this goal.
A sales plan may also assign particular sales
representatives or other staff to particular roles or
territories, and may include a breakdown of who will focus

improving sales for which product.
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Positioning  Product  Logistics Price IMC* Service
Planning Aftributes  Availability Base Pricing _ Advertising Disgruntled

Management Features  Warehousing Discounts Publicity Customers
Segmentation Benefits  Transport Rebates Public Relations Relations
Alfliations Component Channels Coupons Sweepstakes Guarantees

Packaging Orders  Allowances  Collaferal Warranty

Service

Customer
Relerrals

*Integrated Marketing Communications
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The Simple Strategic Plan for Social Media Marketing

1. Know Your Numbers
2. Identify and Quantify Your Goals
0o 3. Track Performance to Goals
4. Do More of What Works & Less of What Doesn’t

Today’s Numbers

0 . 000 e T

Know Your Goals

1. Leads/Sales

2. Engagement (likes, tweets, comments)
3. Opt-in for future contact

Track Performance By Channel

Quantify Success

1. 10 warm leads a day

2. 2shared stories a day
3. 20 subscribers per week

Corollary: If you can’t track the

goal, or do something else.

ey Likes UP / goal, figure out how to track the

Reach UP

R Leads

mpressons - cTR

2283 0000% -

Total Spent i = ACK
—— Impressions = 2,283 BINSORN
Leads=0 )LLEGE
BUSINESS
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Creating Your Public Relations Plan

e Marketing Executive

* Understanding of your

company'’s vision,

objectives, business
priorities, strategies and

culture.

» Understanding of your
executive team’s PR

expectations.

* Alignment of PR results to
business objectives.

* Public Relations Expert
¢ Understanding of the

market environment in
which your company

operates.

* Understanding of your
competition and
anticipating their actions.

* Knowing your target

audiences and what is

important to them.

* Knowing why your target
buyers take specific

actions.
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Understand
Drivers

Align Sales Force

Realize Business

Customer Insight

Business Strategies

Value Proposition

Competitive Dynamics

Organization

- Selling & service model
- Job roles & structure

- Deployment planning

Talent

- Recruiting & selection

- Career paths

« Tralning & development

Rewards

= Comp & recognition

- Quotas & measurement

« Performance management

Communication

Creating a sales structure
that is effective in meeting
customer needs in an
efficient manner

Ensuring the availability of
the right talent for the right
role at the right time

Maximizing the productivity
of an engaged sales force
to exceed business goals
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CEO or COO
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Which organizational chart should be chosen?

|

Various
Traditional
Marketing
Functions

CcSO Traditional
Sales
Force and
Ancillary
Functions

Geo

Various
Traditional
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