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Educational events and marketing

ducational event ma-

rketing has been a

mainstay in the phar-

maceutical industry
for many years. However, it is
now gaining prominence a
an effective marketing tool in
many other industries. With
rising pressure to find new
ways to differentiate compa-
nies and products, marketers
are using targeted education-
al events to build brand loyal-
ty and enhance sales.

Sometimes educational ev-
ent marketing is confused wi-
th event marketing, particu-
larly with hospitality, travel,
social or sporting events, wh-
ere a motivational speaker is
part of the programme. A ma-
Jjor difference is that while ed-
ucational event marketing of-
ten includes social compon-
ents, social events compleme-
nt the educational program-
me rather than overpower it.

Educational event market-
ing is designed to provide val-
ue to customers through en-
richment that they might not
otherwise have access to due
to costs or convenience. Edu-
cational events are most effec-
tive when a company’s prod-
ucts are not featured as pre-
sentations. If the event is pro-
fessionally managed, custom-
ers will know who is sponsor
ing it and will respect the deci-
sion not to invite them to a
sales pitch. Recently, a softwa-
re firm from the US conduct-
ed workshops in major metros
to educate potential software
developers and entrepreneurs
in medical transcription busi-
ness. Last heard, this compa-
ny was able to associate with
four Indian developers involv
ing $50 million.

In highly competitive in-
dustries, educational events
offer marketers the opportuni
ty to create a partnership with
the customer. For example, a
restaurant _supply firm  was
facing increasing pressure
from a new, low-priced com-

Companies need to identify their core strengths and offer these to their potential customers through properly
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designed and conceived educational events

petitor. The supplier could ei-
ther enter into a price war to
protect its market share or
strive to maintain market sh-
are by providing added value
to its customers. Since the
price war would not only low-
er the firm's margins, but also
affect the ability of the firm to
market its products at higher
prices in the future, the sup-
plier decided to provide added
value through an integrated
educational event programme

for restaurant managers. The
firm sponsored a series of half-
day events on restaurant man-
agement, featuring business
professors and industry lead-
ers. The programmes were
targeted at the supply firm's
best customers

The participation of the
supply firm's sales managers
in the workshops positioned

the sales. managers as part-+

ners in helping their cus-
tomers solve their problems.
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As a result, the firm was able
to maintain its market share
and gain insight into new wa-
ys to support customer needs.

Educational events as one
part of the marketing mix are
most effective when used for
business-to-business market-
ing, where direct sales are im-
portant. The event offers the
sales and marketing staff an
opportunity: to interfageswith
customers in an environment
where the customer is not dis-

tracted by the pressures of of-
fice or phone calls from other
departments. For instance,
global packaging material ma-
nufacturing giant Tech Pak of
France constantly conducts
one-to-one seminars on latest
packaging innovations, Small
firms benefit immensely from
such associations with inter-
national players.

Careful research and desi-
gn are required to use educa-
tional events to address chal-
lenges in the marketplace.
Educational events can build
customer loyalty, enhance co
rporate image, improve sales,
differentiate a company, build
advocates in the marketplace,
and showcase a company's
knowledge of industry issues.

However, an educational
event that works for one com-
pany will not work as effec-
tively for another, even in the
same industry. This is be-
cause of the unique compe-
tencies of each company. So,
companies will need to identi-
fy their core strengths and of-
fer these to their potential
customers through properly
designed and conceived edu-
cational events,

Extended further, even fa-
st moving consumer goods
marketers could use such
techniques. For instance, a
company making skincare lo-
tion and other products could
hold seminars on skincare,
skin nourishment and so on.
Similarly, a cosmetics compa-
ny could go for educational
events involving barbers, be-
auticians and so on. The po-
tential for such events may
not have any borders. These
are applicable to all industri-
es, irrespective of market dy-
namics. The savvy marketer
must always look out for the
right target mix

The writer is CEO
and managing director,
CustomerLab Solutions.

These are his personal views
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