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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 

Georgia Association of Business Brokers 
January 26, 2016 

Pure 
Good 

Pure 
Service 

Salt Soap Cars 
Fast 
Food 

Advertising 

Airlines 
Consulting 

Teaching 



1/25/16 

2 

Overcome 

1.  Intangibility 

2.  Perishability 

3.  Inseparability 

4.  Variability 

 

Lifetime Value of A Customer 
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>  More important to make “sales” in targeted period. 

>  “Tangibility” aspects added to intangible services. 

>  Must have adequate supplies of service providers available to earn 
income - competent workers become more valuable. 

>  Must strive for consistency in service delivery. 

>  Trust must be built among prospects and existing customers at the 
get-go. 

>  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 

Christopher Lemley 

Department of Marketing © 2016, KCL 

In A Time Before Recorded Time 

Copyright	2010,	RCB.	All	rights	reserved	
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With The Outcome Being . . . 

Fast Forward to 1943 
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In Oregon Today 
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And The Root Cause of This Conflict? 

Copyright	2010,	RCB.	All	rights	reserved	

Copyright	2010,	RCB.	All	rights	reserved	
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Sales and Marketing Ain’t The Same Thing 

Copyright	2010,	RCB.	All	rights	reserved	
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Sales and Marketing Ain’t The Same Thing 

Copyright	2010,	RCB.	All	rights	reserved	

Sales 

Sales and Marketing Ain’t The Same Thing 

Copyright	2010,	RCB.	All	rights	reserved	

Marketing 
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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.  

And The Root Cause of This Conflict? 

Copyright	2010,	RCB.	All	rights	reserved	
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In A Time Before Recorded Time 
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With The Outcome Being . . . 

Copyright	2010,	RCB.	All	rights	reserved	
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Copyright	2010,	RCB.	All	rights	reserved	
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Avoiding Conflict by Recognizing Their Different 
Strengths 

Copyright	2010,	RCB.	All	rights	reserved	

Sales 

Marketing 

Micro 
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One or 
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Few 

Macro 
One-
on- 

Many 



1/25/16 

14 

Copyright	2010,	RCB.	All	rights	reserved	

The Buying Process 

Post Evaluation 

Purchase Decision 

Evaluate Offerings  

Search for Vendors 
Finalize Buying Specifications 

Category Selection 

Initial Information Search 

Problem Recognition 

Dissatisfaction 

Transaction 
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CEO or COO 

CMO CSO 

Which organizational chart should be chosen?  

CEO 

CMO 

Various 
Traditional 
Marketing 
Functions 

CSO 

CEO 

CS0 

Traditional 
Sales 

Force and 
Ancillary 

Functions 

CMO 

Various 
Traditional 
Marketing 
Functions 
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