Lecture 5: Marketing IT Services 
Learning Objectives:
1. Explain why IT services should market itself to its organisation

2. Discuss the cultural and technical barriers to marketing.

3. Explain how relationship marketing differs from traditional marketing and its relevance to IT services

4. Develop a marketing plan for an IT Service Organisation
Introduction
If IT services within an organisation is to be run as a business there should not only be financial accountability, good IT governance, service orientation.
There should also be marketing.

Marketing what? The IT services we offer to the organisation.

How? Using a range of marketing techniques.

Why?  Because we want the best outcome for ICT usage in the organisation.

That won’t happen without marketing.

IT / Business Culture Gap
Many authors have referred to a culture gap between IT and the business it serves (see Ward and Peppard,(1996).
This may occur because of 

Different education

Different motivation

Different attitudes

There is a culture gap.


 

Perceptions - users

 

IT people earn large salaries.

Projects fail.

Slaves to methodology.

Secret budgeting.

Separate location.

Technical / education.

 

Perceptions - IT

 

Our systems are too good for you stupid users.

We know what you need.

Users can’t make their minds up.

Users don’t understand technical difficulties.

Is there any wonder there are communications problems?

 

Social context.

 

Different career paths.

Non technical users.

IT originally part of finance / accounting function.

Seen as having a support role.

Bad personal skills.

No access to company board of directors for IT.

Low commitment to IT by senior management.

 

Social process

 

Different meaning to IT applied by users and IT department.

IT having little political control, but also autonomy through technical priesthood.

Conflict over cost and role.

Language barriers.

Generally incompatible subcultures.


=>
throw them out !



buy our own technology



reduce their costs



outsource IT

But note: Some IT departments are very good and sensitive to their users!

 IT is not owed a living… we must market ourselves.

Getting People to Use Systems
Attitude of  “We build it, they will use it” doesn’t work.

We must:

Understand the client’s needs.

Produce and support the right systems

Tell clients about the systems to simulate demand.

Do people know what services we offer?

Do they know how relevant they are to them?

Have we advertised and promoted our systems?
Role of the IT service catalogue in marketing


Presentation, benefits, contacts.

Traditional Marketing

4 Ps
Product


What are we offering the business?


What are the benefits?


How strategic is the product / service?

Price


Use of chargeback


Are prices competitive?


Benchmarking.

Place


Proximity.


Web, help desk or email


Extent of self-service

Promotion


Explaining what IT is doing


Show business executives how IT can help the business


Improve business executives’ knowledge of IT

What are we trying to get across?

Marketing involves

- creating an awareness of our value.

- IS can help clients do a better job for the company and themselves.

- IS can deliver strategic benefits.

- IT is user friendly.

- IS is an integrated service.


=>
shared image of IS

We need to catalyse culture change within IT and with in the business.
Establishing reputation, quashing rumour mills.
This should be part of the function of IT since IT is about change.

Identifying the core services

As part of marketing we must understand what the services are which need marketing.

Select market segment

Research customer needs

Monitor competitive offerings

Design core services

Establish service level

Set prices

Tailor location

 
Marketing techniques

 

Brochures.

Newsletters.

Annual report.

Monthly updates.

Article in company magazine e.g. success story.

Demonstration centre.

Presentations.

Informal seminars.

Visits.

Business co-ordinators.

Requirements Definition as Marketing
Understanding the user’s needs
Getting close to the user.

Reaching out to the community and listening

Translating user needs into services and products.

Contrasting Traditional and Relationship-based Marketing

Product-based

· Selling 

· Volumes 

· Short-term 

· Understanding the buying process.

 

Relationship-based

· Serving 

· Quality 

· Long term 

· Portfolio of products meeting changing customer needs.

 

 

A Relationship-based Approach to IT service marketing
 

	Stage
	Definition
	Key Factors
	IT Service Involvement

	Awareness
	Employee joins organisation and is given password.
	Induction
Introductory literature


	Intranet
Introductory talk.

	Exploration
	Employee establishes herself in her role and learns necessary systems
	Immediate offering on users ID.
Usability.

Availability of training
	Design of organisational front-end
Training offerings.

	Expansion
	Employee recognises short comings of systems. Begins to use help desk, raising problems.
	Help desk
Useful service catalogue.


	Provision of customer databases to support customer profiling.
Customer management.

	Commitment
	Employee creates needs for new systems and services and aligns with IT services to develop them.
	Connections and networking with IT services
Good pathways for encouraging development of new systems and services.

Special assess for organisational IT service ‘ambassadors’
	IT service strategy and development
Networking

Meetings and marketing.

Special membership for IT service ‘associates’

	Dissolution
	Employee leaves or changes role.
	Relationship tracking.

IT services ‘alumni’ services
	Continued contact – is possible with leavers.
Creating new relationship to suit new role.


 

We must identify and understand individual customers and develop ‘profiles of care’
Human-Centred Information Management

 

Human-centred information management (Davenport, 1994)  involves:


a move away from standardisation;


concentration on individual needs;


information diversity.

 

An organisation consists of people whose behaviour is not always rational.

 

Multiple Meanings

Why should we force uniform meaning of data if this doesn’t reflect the way organisations do things?

Terms such as ‘airport’, ‘train’, ‘farm’ may have different meanings within an organisation.

 

Information Sharing

Why should people be forced to share common information?

The myth of a corporate database.

Information architecture needs reference to individual users.

 

	Information Architectures
	Human-Centred Approaches

	Focus on computerised data
	Focus on information types

	Information provision
	Information use

	Permanent solution
	Transient solutions

	Single meaning of terms
	Multiple meanings

	Stop when system is built
	Continues until desired behaviour is achieved

	Control user’s information environment
	Individuals design their own information environments.


 

Changing an organisation’s information culture

Information sharing before information system introduction

Information Maps


Guides to databases


Location, Content, Responsibility

Information Guides


First point of contact for information

 


User information requests 
 tasks for IT staff

Human-centred information management may form a basis for an individualised, customised marketing strategy which focuses on the needs of individual employees and does not assume that all employees will use the same corporate systems in the same way.
What is the credibility of the IT department in your organisation?

How dependent is the organisation on IT?

What is the perception of IT?

Concepts
IT/Business culture gap. Content and process in IT alignment. Traditional marketing. Relationship-based marketing. Human-Centred Information Management

Questions
A CIO in a multinational cannot see why he should appoint a marketing manager for IT services. Make a case for the appointment and suggest what the responsibilities of the marketing manager should be.

Explain how historical context can cause a culture gap between IT and the business.

Why is the attitude ‘ we build it you use it ‘ so prevalent in IT departments?

Contrast relationship marketing with traditional marketing.

Why is relationship marketing an important concept for IT services?

Activities
For an organisation known to you consider whether there’s a gap between IT and the business. How significant is the gap? How might marketing bridge the gap?

IT Centre Marketing

The ‘IT Centre’ (ITC) provides IS/IT development services to a large UK government organisation. Services are provided in partnership with two commercial software houses who act as co-providers for many of the application systems developed by the ITC. Services provided by the ITC include systems investigations and assessment, provision of turnkey IS solutions, development of IS skills, testing and integrating, consultancy, standards setting, project management, quality assurance, contract management and training. The annual budget of the centre is £4.5 million and 36 IT staff are employed. SSADM is used for systems development, PRINCE for project management and DSDM for RAD projects. The current workload involves 40 ‘work packages’ consisting of commitments to projects, parts/stages of projects and maintenance support tasks. 

The ITC wishes to market itself because it faces increasing competition with other internal and external organisations for work as a result of the Government’s internal market policy and it faces a quadrupling of the customer base in the next two years as the result of the imminent rollout of a nation-wide human resources and planning system to 10,000 users.

A marketing project has been set up with the following aims:

To identify new business leads and opportunities;

To convert these prospects to actual business;

To generate repeat business;

To enhance the general credibility and image of the ITC.

 Write a marketing plan for the IT Centre.
Reading
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