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When to Outsource Tasks - Managing "Employgé Internet Use
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“Advertising says to people:
Here’s what we’ve got.
Here’s what it will do for you.
Here’s how to get it.”

— Leo Burnett. member of the Advertising Hall of Fame

cess is any gauge, one cant be shy when it comtes o success-
fully marketing one’s product or service. “The least said the
betwer” is simply nor an adage that applies.

The Harman Group is a virmal markering organization in
the sense that ir assumes the role of marketing department for
an organization that does not have its own marketing staff.
The Harman Group's niche is telecommunications, technol-
ogy, and professional services outfics thar market the public
and private sectors. As a former, longtime salesperson, Har-
man says she became fasanated with the marketing side of
the business: “1 love marketing from a sales
perspective,” she says.

Harmun stated thac her primary mcans
of securing new business for herselfis sim-
ply wo let her clients know that she is al-
ways looking for it; and that “we always -
appreciate referrals” “A lor of business
owners don't ask for referrals they think
its somehow not polite or not right”
Thar's something they need ro ger over,
Harman declared.

Indeed, “relling stories [to prospective
clients] about what [you'vel done .. is
one of the strongest ways to market your-
self” Harman savs. “Never be afmid to
ask for a reference or testimonial. Write
the testimonial and ask the client to put
their name on it or to edit it any way they
wanr. People will always want to help you
as long as youve done a good job,” Har-
man chserves. “Tell what you did, the
end resule and the suceess thar came our
of ir. Share your success stories with your clients, on your
Website in your newsletrer—just talk o people.” This en-

“ables you 1o say to a prospective dicng, “1 dont know what
you're looking for, but this is what I've done for [others].”
The prospect “is seeing how they fit into that same solu-
tion,  Harman says.

In that vein, be very dear both in printand on the Web
about whart you are offering and what you have achieved.

Kelly Harman,
CEO of The Harman Group

When companies describe their products and services, they
often use jargon and big words. Make it “very simple and
casy to read ... simple and elegant,” Harman says, and make
sure the wrirten marerials emphasize the benefits to the
customer. For customers w make a decision, they need 1o
know what you have to offer and why it’s different from
your competition. Good marketing centers on helping con-
sumers understand how and why your product or service
will help them.

Once youw: as the owner, figure our what makes your
company unique, Harman says, “the
next step is w develop a branding tag
line and a marketing plan that helps ev-
eryone ¢lse underscand whar makes you
special—what your success stories are.”

Harman's outfit doesn't do direct mail
or advertising for themselyes because
they are not a retailer trying to bring cus-
tomers into a shop. Her rarger audience
is made up of businesses. “You want o
really put yoursclf our there in & tirger-
cd way, Theres a reason you do certain
things. The right mix of marketing varies
from customer to customer and depends
on what type of business one is in and
whar they want o accomplish.” Harman
says. The key is to cngage 4 marketing
firm thar has experience selling o your
rargee audience, be it lausiness-oo-busi-
MESE, gm'crnm,&n[. O CONSWMmErs,

In terms of markering her own busi-
ness, Harman indicated she gers very in-
volved with certain organizations that “1 know will ulti-
mately pur me in fronc of my prospects.” Harman says too
many people approach the joining of professional or service
organizations in the wrong spirit, that being “with the sole
purpose of ‘Can [ get leads?”™ The berter course is "ro get
very involved in a few organizations.”

Harman, for example, chairs committees, works to pro-
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