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Executive Summary
How strategic are we today as marketers in 
Professional Services? It was only little more than 
a decade ago in the early 1990’s that professional 
firms began to realise they needed marketing as 
much as consumer retailers and manufacturers. Yet 
now, as marketing has become the norm rather 
than the exception as a dedicated function within 
professional services, what role are you playing?...
and how can you step-up to not only make a bigger 
impact, but also to make your impact known, 
understood and appreciated?

In collaboration with the Australasian Professional 
Services Marketing Association, the only 
organisation within Australasia dedicated to 
assisting Marketers and Business Developers 
working in the professional service sector, 
Roundtable Consulting Partners surveyed the 
APSMA membership in order to understand the 
current state of marketing within professional 
services. Specifically, we studied whether marketing 
is playing a strategic role and what are some of the 
barriers preventing it from doing so. 

The APSMA membership surveyed includes more 
than 1800 individuals from 270 member firms 
representing legal, accounting, assurance, tax, 
business consulting, recruitment, engineering 
consulting and architecture across Australia, New 
Zealand and Hong Kong. The first survey of its kind in 
the region, we attracted an enthusiastic response rate 
of 20%.

The study found four key areas that marketers will 
need to improve to become more effective at a 
strategic level. 

1. Alignment – 42% of respondents thought 
marketing plans were not strongly supportive of 
the longer term strategic goals of the business. 

2. Participation in strategic planning – only 
1/3 of respondents reported that marketing 
participated throughout the strategic planning 
process; and nearly 15% reported either not 
participating at all or only contributing inputs. 

3. Marketing planning that pushes high enough, 
and digs deep enough – 30% of marketers 
indicated their organisation did not have a formal 
marketing plan at the highest, firm-wide level. 
And in an industry where client relationships are 
crucial, 35% reported a lack of marketing plans for 
individual clients.

4. Demonstrating results – 25% of marketers said 
they are not measuring results at all, and nearly 
80% lack a rigorous approach that either evaluates 
ROI or the longer term, intangible impact of 
marketing initiatives. 

Copyright © 2005 by Roundtable Consulting Partners Pty. Ltd. and the Australasian Professional Services Marketing Association. All rights reserved.
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Does Marketing Have a Seat at the Table?
While consistently viewed as more important now than ever, it appears that marketing does not yet 
have the strategic voice in professional services that it would like to have.

Our proposition is that at Level 4, marketing has a ‘seat at 
the table’ where strategic discussions occur and decisions 
are made. As a result, marketing becomes a strategic lever  
in the business.

To investigate how far marketing has come on this journey, 
APSMA partnered with Roundtable Consulting Partners 
to discover whether marketing has become a strategic 
voice within professional services firms and what might be 
preventing marketers from having strategic impact. 

After analysing the responses of an on-line survey of the 
entire APSMA membership which included more than 
1800 individuals across 270 firms, and talking to members 
during the 2005 APSMA Conference Talkabout Sessions, we 
arrived at the conclusion: while consistently viewed as more 
important now than ever, marketing does not yet have 
the strategic voice in professional services that  
it would like to have. 

• Marketers reported a significant gap – having a seat at 
the table at the organisation’s highest level meetings only 
60% of time. 

• An even larger gap – marketers reported being a formal 
member of the senior leadership team only 41% of 
the time. This is significant from an organisational 
perspective – formalising marketing’s role as a member 
of the strategic team reflects the importance of its input 
into how the firm is led and managed.
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1 Refer to their book, “Marketing Professional Services,” page 406 for details. This book is recommended reading for marketers in this industry.  

As an industry, professional services tends to follow, rather 
than lead, the corporate world in the rigor, sophistication 
and discipline it typically applies to marketing. And, it’s 
no secret that the marketing of ‘professions’ faces a 
unique set of business challenges. As described by David 
Maister in his seminal book, Managing the Professional 
Services Firm, “Professional service firms differ from other 
business enterprises in two distinct ways. Firstly, they 
provide highly customized services, thus cannot apply 
many of the management principles developed for product 
based industries. Secondly, professional services are highly 
personalized, involving the skills of individuals.” And we 
would suggest a third difference – for many firms, a further 
complication is the challenge presented by operating within 
a partnership ownership structure. 

In the face of this, marketing has a job to do. Marketing 
needs to add-value to the business. Beyond just delivering 
marketing campaigns, marketing has the potential to, and 
should ultimately be, a driver of growth, integral to the 
firm’s business. Philip Kotler and colleagues Thomas Hayes 
and Paul N. Bloom identified four levels of sophistication of 
marketing within professional services:

Level 1 – Management know they need to do ‘something’ 
but aren’t sure what that is. Marketing equals social outings, 
golf, rugby, etc.

Level 2 – Firms attempt to structure a marketing 
programme, however without the real marketing knowledge 
to do so. A Marketing Coordinator is typically hired, but is 
not given real budget, accountability or authority.

Level 3 – Firms begin to take marketing seriously.  
A Marketing Manager is appointed and often external 
marketing consultants are retained. Objectives and budgets 
are set and managed. Positive, but unsustainable, results 
occur. Marketing is still viewed as a series of events, separate 
from the firm’s core business and activities.

Level 4 – Marketing is seen as an integral part of the 
business, rather than a distraction. Marketing is viewed as a 
systematic process and is part of the culture. The firm itself 
becomes externally focused and focuses on client needs.1
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Gaining a seat at the table was a greater challenge in small/
medium sized organisations (50-249 people) as compared to 
other sized firms.

• Marketers in large organisations (1000+ people) were half 
again more likely as their medium sized counterparts to 
have a seat at the table. Formalised structure and process 
typical of a larger organisation was seen as a contributor. 

• Perhaps surprisingly, at the other end of the spectrum, 
marketers in smaller businesses (less than 49 people) 
were twice as likely their colleagues in small/medium size 
firms to have that all important seat.  

The proportion of partners or fee earners with marketing 
and business development responsibility responding was 
largest by far in the small business segment, which may 
contribute to marketing being integrated with the business 
by default. 

The small/medium sized organisation, is quite literally ‘caught 
in the middle’ – while large enough and with the growth to 
warrant dedicated marketing, these organisations often don’t 
have the management structures or processes seen in larger 
organisations. Marketing will have to work harder here to 
contribute to the strategic business conversation. 

From an industry perspective, marketing in the legal 
segment had the greatest challenge getting a seat at the 
table on a regular basis. This level of participation was 
reported by roughly only 50% of legal marketers. From the 
perspective of having both regular and formal participation 
as a member of the team, the gap was even greater. Only 
30% of legal marketers reported achieving this. Engineering 
followed closely behind with slightly better results than legal 
counterparts. Consulting proved to be the shining star – not 
only being present on a regular basis but also a member of 
the team by 81% of respondents. 

While professional services marketing has come along way 
over the past decade, it is clearly still evolving. So, what is 
needed for marketing to become more strategic? The study 
suggests four key areas of focus for marketers:

1. Alignment – 42% of respondents thought marketing 
plans were not strongly supportive of the longer term 
strategic goals of the business. 

2. Participation in strategic planning – only 1/3 of 
respondents reported that marketing participated 
throughout the strategic planning process; and nearly 
15% reported either not participating at all or only 
contributing inputs. 

3. Marketing planning that pushes high enough, and 
digs deep enough – 30% of marketers indicated their 
organisation did not have a formal marketing plan at 
the highest, firm-wide level. And in an industry where 
client relationships are crucial, 35% reported a lack of 
marketing plans for individual clients. 

4. Demonstrating results – 25% of marketers said they 
are not measuring results at all, and nearly 80% lack a 
rigorous approach that either evaluates ROI or the longer 
term, intangible impact of marketing initiatives. 

An Increasingly Important Role and a  
Few Disconnects
And so as a starting point, how do marketers see the 
importance of marketing within their organisation? 
Marketers agreed that marketing is becoming increasingly 
more important in their organisations (89%) with nearly 
39% seeing it as significantly so. Consulting and accounting 
segments reported the highest levels of importance. 

To gain a more thorough understanding of respondents’ 
perspectives, we also explored opinions on what influenced 
the change in importance. We found the marketer’s view 
to be inwardly focused. Internal factors, such as ‘change 
in management’ combined with ‘increased management 
awareness,’ were the second most significant factors reported 
by dedicated marketing/business development professionals. 
In contrast, partners/fee earners with marketing responsibility 
noted predominantly external factors. 
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In line with the increased importance, marketing is receiving 
attention in the organisation. 38% reported that marketing 
budgets have increased. 75% of respondents also reported 
restructuring and changes to the marketing department in 
the last three years. The impact of organisational change has 
been mixed however. 

• The majority spoke positively about the marketing 
function growing, being able to specialise, and being 
better positioned to be strategic. “There is focus on 
strategic marketing rather than just event coordination.” 

• In a small number of cases, change was described more 
cynically, that marketing resources have been reduced or 
the team downsized.  

• For a number of respondents, the change has not only 
been for marketing, but also for the organisation as a 
whole, “Impact is only beginning to be felt. It has required 
a paradigm shift in thinking among senior staff.”

However with some organisations, implementation of the 
changes appears to be a challenge. There were a number of 
remarks about loss of focus as roles and expectations have 
not been clearly defined and communicated. “Staff losing 
direction and understanding of their role/tasks within the 
newer structures. Lack of communication of these changes 
to the entire organisation and specific departments.” 
This has impacted morale – “Tough on morale, and lack 
of clarity around direction because of unclear roles and 
responsibilities.” And in some cases, ultimately led to staff 
turnover and reduced effectiveness of the newly designed 
marketing function. “Demoralised staff and reduced 
marketing activity by the firm.” 

With the majority of marketers reporting change in 
their function, and that this change generally resulted in 
marketing being better equipped and more empowered, 
what exactly then should marketing be contributing? For 
a view on marketing’s most important contribution, let’s 
turn specifically to those who are responsible for marketing. 
Comments revealed four key, interrelated areas:

1. Client focus “an internal champion for the client at the 
strategic level,” and understanding, “capacity to help 
professionals see beyond the delivery of engagements 
to gain greater empathy for the full scope of what 
clients need and want in an advisor relationship.” This 
also means client management, client satisfaction and 
retention. This area was seen as a key driver for growth.

2. Growth and driving revenue, including attracting new 
clients and “creating opportunities to win work.”

3. Strategic focus, meaning that not only is marketing 
being strategic, but also that marketing assists the firm in 
driving its strategic direction. “Making the management 
team look at the big picture of how it’s perceived in the 
marketplace...”

4. Building the brand and awareness, “positioning the 
organisation appropriately in the marketplace”

In addition to these four areas, a few other interesting areas 
were noted. Marketing can play the role of adviser which 
“guides the partnership on strategic marketing.” Marketing 
can also play a vital cross-functional role – to coordinate and 
facilitate marketing efforts across the firm. And as was also 
noted, marketing can offer a unique perspective - ensure 
the business point of view is kept front of mind along with 
that of the profession. “We bring a marketing/commercial/
business sensibility to the table – which is very distinct from 
the legal sensibility and suite of skills.”

The people responsible for marketing in this industry 
described a contribution which is indeed strategic: focus on 
clients who are the core of the business, generate growth, 
drive strategy, and the tradition of building the brand and 
awareness. However, this clear vision and strategic intent  
will not by itself get you ‘to the table’ where such 
discussions are held.
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Getting ‘To the Table’ – The Alignment Gap
Although marketers understand the value of their 
contribution, the study revealed that planning and  
action are not following suit. 42% of respondents  
thought marketing plans and initiatives were not strongly  
supporting the longer term strategic goals of the business. 

The biggest challenges exist firstly, in Engineering where  
4 out of 5 respondents felt marketing plans were not 
strongly supporting; and secondly, in large organisations 
(specifically of 500-999 people), 61% perceived a gap. 
The negative trend did not continue with the largest firms 
of 1000+ people where only 38% reported that marketing 
plans were not strongly supporting strategic goals; this was 
better than the average. 

 
Some segments faired better than others, the consulting 
segment doing best with only 23% of respondents reporting 
a lack of strong support, and accounting reporting a gap 
smaller than the norm. Small organisations (less than 49 
people) also reported a gap that was smaller than average. 
However, we found that size of the organisation is not 
necessarily the key contributor – better than average 
results were also reported from the largest organisations 
noted above. Rather, it’s interesting to note that small 
organisations had the largest proportion of partner/fee 
earners with marketing responsibility responding. This may 
suggest that partners and fee earners are more involved in 
marketing, and that their perspective and involvement is 
contributing to better alignment.

This sentiment was echoed in remarks made during 
Talkabout Sessions at the APSMA 2005 Conference 
– marketing needs to gain better buy-in and understanding 
from partners and firm stakeholders. 

A second issue reiterated in these sessions was the lack 
of clear direction and strategy from the top. “Supporting 
longer term goals and strategy assumes we actually have 
one,” marketers asserted. Complicating matters, marketers 
believed that there was a knowledge and skill gap amongst 
the leadership in their organisations of what is good strategy 
and goal setting, and how to do so.

These remarks and others at the Talkabout Sessions, point 
to a lack of alignment between partners/fee earners and 
marketers. The study continued to reveal this, particularly 
when we looked at what initiatives marketing were focusing 
and what was most important. Only 2% of marketers cited 
the CEO/Managing Partner agenda as the #1 focus. Driving 
the CEO/Managing Partner agenda was one of the least 
noted factors, even of the top five focus areas.  

Different perspectives revealed different priorities as well, 
which further indicate a lack of alignment. Partners/fee 
earners with marketing responsibility (representing the 
partner perspective) identified growth/revenue as most 
important, followed equally by new clients and branding. 
Distant mentions were CRM, events, client management  
and product development.
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Compared to the perspective of those responsible for 
marketing, there was clear agreement about growth/revenue 
and branding. However, marketers expressed a different 
priority for client management, as second most important 
(as compared with a distant fifth most important for fee 
earners). New clients were seen as less important to those 
responsible for marketing than their fee earner colleagues. 

In the extreme, marketing and the partner community are 
‘two ships passing in the night.’ The study suggests that at a 
minimum there is an opportunity for greater communication 
and collaboration as a means to improve alignment. 
Furthermore, for marketers who wish to make real headway 
towards strong alignment, there is a need to build greater 
shared understanding around what’s important.  

The Participation Gap
Many marketers reflected on the need to be more strategic 
and for improved strategic acumen within the firm. 
And yet, we found that marketing is largely missing the 
opportunity to do so in the strategic planning process. Only 
1/3 of respondents reported that marketing is participating 
throughout the strategic planning process; and nearly 15% 
reported not participating at all or only contributing inputs. 

The consulting segment had the greatest participation with 
60% reporting participation throughout and only 10% 
reporting not participating. This was followed closely by 
small firms (less than 49 people). 

The largest transgression was in the accounting and 
engineering segment. Representing accounting, only 17% 
reported full participation. Of those from engineering, only 
one in five reported full participation, and as many indicated 
only providing input or not participating. In terms of size of 

organisation, medium/large organisations (500-999 people) 
reported the least participation, as compared with both 
smaller and larger organisations. 

If marketers believe there is a lack of clear direction and 
strategy from the top, and that focus on the client is their 
key contribution, then there is no better reason to increase 
their involvement in strategic planning process. Marketers 
reiterated the importance of their role in the process as the 
‘voice of the client,’ facilitating a big picture point of view, 
and offering a different, non-technical perspective. This 
offers an opportunity to work with the business/partners 
and create buy-in; too much of the time, marketers said, 
they impose rather than gain important buy-in. 

The Planning Gap – Pushing High Enough. 
Digging Deep Enough.
The responsibility of marketing in professional services spans 
broadly, from key organisational ‘assets’ such as the brand to 
client relationships and satisfaction. Hence, to be effective, 
marketing planning should be comprehensive and designed 
to support and develop various levels of the organisation. 
The study found however that some aspects of planning are 
possibly being neglected. 

• 30% of marketers indicated their organisation did  
not have a formal marketing plan at the highest,  
firm-wide level. 

• Marketers at the APSMA 2005 Conference Talkabout 
sessions agreed this was a concerning gap, that it was 
imperative for planning to occur at this level. 

• At risk are consistency for the brand and key marketing 
messages across the organisation, and gaining synergies 
across practices in areas such as business development 
and client relationship management. 

Linked to the need for a firm-wide perspective in marketing 
planning, marketers also felt strongly that planning needs 
to start with business requirements. Yet, more than 25% 
of marketers reported taking a bottom-up approach. 
Respondents acknowledged that at times, marketing plans 
were created first; this spurred some debate in Talkabout 
Sessions. The opportunity as marketers saw it was to 
avoid being siloed – instead be proactive throughout the 
organisation, creating integrated plans. 

Respondents in our study emphasised and acknowledged 
client focus as paramount. Client relationships are at the 
very heart of the professional services industry. However, the 
study revealed a lack of attention here with 35% not having 
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marketing plans for individual clients. By not proactively 
planning client relationships, business may be at risk. Given 
the disconnect discussed earlier in the understanding and 
appreciation of marketing and what one marketer coined as 
“lack of commerciality,” this gap is not surprising. 

Effective client plans rely on engagement between marketers 
and the partners/fee earners responsible for those clients. 
Greater engagement with partners – where marketers 
are proactive, ‘getting out of the silos,’ and discussing 
the business requirements – would also benefit firm-wide 
marketing plans. 

The Measurement Gap – Demonstrating Results
Perhaps one of reasons that marketing is not valued is 
its inability to demonstrate results and justify its return 
on investment. Marketers no doubt understand, often 
intuitively, what marketing delivers. However justification 
and measurement is as much for the benefit of the rest of 
the organisation as for marketing. Marketers need to make 
this clear for their non-marketer, partner colleagues why 
and to what degree their marketing dollars are well spent. 
Measurement, as a language that gives clarity to vague 
concepts, is a useful tool for accomplishing this. 

Currently, measurement discipline seems to be ‘immature’ 
in professional services with small pockets of rigor and 
sophistication. We discovered a clear lack of measurement 
reported by more than a third of marketers – as many 
as 25% reported not measuring or justifying marketing 
investment at all and another 11% acknowledged only ad 
hoc, non specific assessment. Only 12% sought to evaluate 
the return on marketing dollars spent, which is perhaps the 
‘ultimate’ measure.

Some marketers (slightly less than 10%) described justifying 
their results through a more qualitative process. This includes 
use of success measures, review of outcomes against goals 
and through alignment with strategic business objectives. 
Review of goals of this nature would be enhanced by use of 
quantitative measures such as revenue, growth and client 
satisfaction survey results among others. By ignoring specific 
measures, marketing risks being seen simply as an expense 
line-item, “marketing expenditure is lumped in with other 
‘overhead’ costs like HR and Admin.” 

“This is still quite immature in my organisation – the time for 
a more robust approach being of interest to the business is 
fast approaching. Formal debriefs and reporting of results of 
significant marketing initiatives do occur, but this is an area 
for enhancement.”

For the roughly 60% who have taken up the challenge 
and are using quantitative measures, the most widely used 
approaches were correlation to organisational profitability/
revenue/increased fees, new business generated by 
marketing, projects won and event attendance. 

Admittedly, quantifying marketing results, which are often 
intangible and longer-term, is not an easy undertaking. 
A number of marketers reported putting attention to 
evaluating intangibles such as brand perception, client 
loyalty, thought leadership, and profile, yet few were able 
to articulate what measures they used to do so. Interesting 
suggestions for this came from a few who are using 
measures such as client and attendee feedback, customer 
satisfaction surveys, and PR coverage and unpaid PR. 

At the Talkabout Sessions, marketers wanted to see 
the ‘bottom up feedback (e.g. client feedback, specific 
quantified results, etc.) brought to partners and to actually 
demonstrate results. A small proportion is doing just this. 
What is lacking today for more than 80% of respondents 
are the most rigorous approaches: 

• Go beyond just revenue or growth, to delve into ROI 
– the return on investment that evaluates not just what 
the marketing dollar produces, but also how effectively  
it does so.

• Measurement that is comprehensive – evaluating  
both financial outcomes as well as the longer term,  
non-financial and intangible outcomes derived  
from marketing. 

���������������������������������������

��������������
�����������������

��������������
�����������������
�����

���������

����������
�������������

������
������������

�����

���������������
�����



roundtable apsma roundtable apsma Page 9

1

Where To From Here – Transforming Marketing
In general, from what marketers have told us, there is some 
work to do in order to have a clearly defi ned ‘seat at the 
table.’ While marketing is indeed evolving and changing for 
the better, marketing risks being caught within the change 
and overly focused on itself. 

Moving to the next stage, where marketing is a true 
business partner, will require marketing to proactively 
transform itself by integrating further into the business and 
approaching internal clients with the same attention 
as they approach those that are external. 

At the APSMA Conference Talkabout Sessions, marketers 
raised a number of excellent suggestions for accomplishing 
this. In combination with best practice for promoting change 
within organisations, we’ve distilled six key ‘do wells,’ which 
explain what marketers need to be doing well to gain ‘a seat 
at the table.’ 

Build shared understanding of marketing’s role and 
vision amongst marketing and fi rm stakeholders 

Particularly for organisations that have recently gone 
through restructuring and change in the marketing 
department, both the business and marketing need to be on 
the same page with regard to marketing’s purpose, role and 
accountability. Likewise, in cases where marketing simply 
want to ‘take the next step’ and play a more impactful, 
integral role, start by developing and agreeing your vision 
with senior leadership. 

Including the business in these discussions builds buy-in and 
improves understanding of marketing and the challenges 
being faced.

Some key steps to conducting such a discussion are:

Share views on current and desired states. Use a 
framework such as Kotler’s Four Levels as a basis for 
discussing views on where marketing sits today, and when 
you would like it to be. By presenting a ‘tactical to strategic’ 
picture, this will help non-marketers comprehend and 
appreciate the greater role that marketing can play. 

Choose a Marketing Model that suits the needs of 
your organisation. Research conducted by Booz Allen 
Hamilton and Association of National Advertisers on the rise 
of the CMO suggests three emerging models – Marketing 
Service Provider, Marketing Advisor and Driver of Growth. 
They range from more tactical to strategic and refl ect 
different senior leader expectations. While the thrust of our 
study suggests aspiring to a more strategic role, the practical 
realities and needs of individual organisations may warrant 
something different in the near term. 

• Marketing Service Provider. Manages marketing 
services that provide organisation-wide benefi t, plays a 
support role, focuses on effi ciency rather than strategic 
thinking. Responsible for developing and monitoring 
compliance to the brand, and coordinating marketing 
materials, events and relevant external marketing 
suppliers/agencies.  

• Marketing Advisor. Align marketing plans to strategy, 
represents the voice of the customer, translates customer 
requirements to service enhancements, and ensures 
longer-term marketing considerations are part of senior 
leader discussions. Plays an adviser role and has peer to 
peer standing with partners and senior leaders.

• Drivers of Growth. Drives the growth agenda, as well 
as the brand and business development strategy, with 
greatly expanded authority to make marketing decisions 
and direct marketing budget. Plays a very strategic role 
– the marketing function will be led by a seasoned 
marketing executive who is well respected both in and 
outside the fi rm. 

Agree marketing’s key priorities with the senior 
leadership. Marketers and the senior team need a unifi ed 
view of how, from a big picture perspective, marketing 
supports the fi rm’s direction. These priorities can then 
‘set the stage’ for marketing plans and should be 
calibrated periodically.

Consensus on what success looks like – measures. In 
terms of setting expectations, measurement is where the 
‘rubber hits the road’ and ensures learnings and expected 
outcomes are specifi c and clear. Simply having this discussion 
will be a step towards demonstrating results.
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4Make it relevant – speak in their terms

Marketers from the Talkabout Sessions who were successful 
in building buy-in and support from the business said a 
key learning was to adopt the partner’s perspective. They 
suggested starting with what was relevant and most 
important to partners, and demonstrating how marketing 
can deliver results in these areas. A useful tactic is to identify 
key concerns or issues, and select 2-3 where marketing can 
make the biggest difference. 

Hold the mirror - provide value-added information 
and feedback

Marketing can play a vital role in providing the external 
perspective that, as practitioners, the partners may lack. Also 
at the Talkabout Sessions, marketers identifi ed that they can 
add value through channelling ‘bottom-up’ feedback to the 
business. Conversely, from a strategic standpoint, marketing 
should help the business understand the marketplace and 
the fi rm’s place within it.

Build a cadre of marketing champions

Astutely noted by marketers during the Talkabout Sessions, 
marketing does not need to ‘go it alone.’ Marketers should 
fi nd their proponents and advocates in the organisation 
and forge strong working relationships. These individuals 
can help to extend the reach of marketing by highlighting 
marketing’s successes and contributions, and by providing 
feedback and insight back to marketers. If targeted well, this 
tactic can be particularly useful in creating the buy-in needed 
for greater involvement in such areas as strategic planning.

Marketers might also consider building champions across 
their segment. Through the sharing of marketing success 
stories and best practice between organisations, professional 
peers can learn from one another. Associations such as 
APSMA can play a role in promoting these conversations.  

2

3

Work ‘with’ and facilitate rather than impose

A common theme across many of the Talkabout Sessions 
was the need for partners to be more involved in marketing’s 
process. Marketers admitted that they often mistakenly 
assume partners understand the marketing principle. 
Instead, marketers can gain buy-in and build marketing 
knowledge for partners by:

• Clearly explaining rationale and marketing 
principles and hence, building knowledge

• Inviting questions, input and feedback – even 
debate. It’s through discussion that ideas are internalised 
and commitment gained. 

• Learning about the business from every marketing 
discussion with a partner. It’s possible that marketers 
might be missing valuable insight from partners; in many 
cases they will have more experience in the business 
than you. 

Engage around the client

Clients are at the centre of a professional services business. 
Clients should matter to everyone, particularly to partners. 
This presents a natural common focal point, marketers 
should capitalise on this as a means to break down the 
silos and work more closely with partners. Essentially a ‘no 
brainer,’ we would suggest having high standards in the 
areas of:

• Producing and maintaining client plans for every 
client relationship which refl ect marketing priorities 
and strategies

• Measuring client satisfaction and loyalty – not just of the 
service, but also of the relationship

• Action plans for any client dis-satisfaction issues

Marketing in Professional Services is evolving. By continuing to focus on ‘internal’ customers – 
educating and building buy-in – marketers can make their important discipline an integral part of the 
business that is appreciated, and increase the impact and value they provide. 
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In early 2005, the Australasian Professional Services 
Marketing Association (APSMA) and Roundtable Consulting 
Partners undertook a study to understand the current state 
of marketing within the Australasian professional services 
industry, specifically whether marketing is playing a strategic 
role and what are some of the barriers preventing it from 
doing so. In the first phase of the study, the entire APSMA 
membership of more than 1800 individuals representing 
270 member firms was surveyed. Three hundred fifty five 
responded to the 24 question confidential, on-line survey. 

• One-third of the respondents were responsible for 
marketing or business development in their organisation 

• A further one half (47%) were members of a marketing 
or business development function

• 8% held partner or fee-earner positions which included 
marketing or business development responsibility

• 4.5% represented practice administration or management

• The small remainder of respondents were marketing 
consultants or general managers/MD’s

• In addition to legal, accounting, consulting and 
engineering segments, respondents also represented 
recruitment, IT/software, insurance, not for profit  
and publishing
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About the ‘Does Marketing Have a Seat at the Table’ Study
In the second phase, preliminary highlights of the survey 
results were presented and discussed during a series of six 
focus group-style Talkabout Sessions held during the APSMA 
2005 Conference. Feedback and insights were gathered 
from 120 people to supplement the information provided by 
the survey. 
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About Roundtable  
Consulting Partners
Roundtable Consulting helps companies and leaders 
achieve ambitious goals by aligning the efforts of their 
people with the strategic focus of the business. 

Operating in Asia Pacific and the United Kingdom, 
Roundtable provides services in strategy implementation, 
cultural alignment, the balanced scorecard, leadership 
and executive coaching, cross-functional teamworking, 
and enhancing strategic customer relationships. 

The partnership has achieved significant results for a 
range of international clients on five continents including 
Qantas, JP Morgan Chase, New Zealand Telecom, ABN 
Amro Bank, the American Management Assn, and Unisys. 

Contact Information
Jennifer Smokevitch
Managing Director
+61-2-8211-0585
jensmoke@roundtableconsulting.com
www.roundtableconsulting.com

About APSMA
APSMA is the Australasian Professional Services Marketing 
Association, a national membership association for 
marketing and business development within the professional 
services sector. APSMA has over 270 member firms, and 
a network of over 1800 individuals in Australia, New 
Zealand and Hong Kong. APSMA members work in legal, 
accounting, assurance, tax, business consulting, recruitment 
and consulting firms.

Contact Information
Lynette Nixon
President
+61-2-9411-2599 
lynette.nixon@apsma.com.au
www.apsma.com.au 


