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How to Use this Guide

The intent of this guide is to give you a basic overview of marketing and
promotions concepts, and an explanation of how to integrate this knowledge
using essential skills.

If you feel comfortable with your skills and knowledge in marketing and
promotions, skip to the section entitled iMar
Essential Skillso on page 15.

Before using this guide, it is recommended
that you review the Essential Guides (Part 1)
provided on PowerPoint. The information in
that presentation is not duplicated in this
manual, but supports what found in this
guide.




What is Marketing?

Marketing is the process of informing your stakeholders about what you do in
Literacy and Basic Skills. Itis also the process of ensuring they are aware of
thewell -k nown concept of AW I FMoO or AWhatodés I n It

Well-publ i shed writer and economi st Peter Druck:
basic that it cannot be considered a separate function. It is the whole

business seen from the point of view of its final result, that is, from the

customerds point of view.o

There are three steps to AThe Marketing Appro
e Customer focus
e Integrated marketing
e External focus

Customer Focus

This means you need to listen to what your stakeholder needs instead of
using a Acannedod presentation.

Ask an employer questions about their current staffing issues:

e What skills do your current entry -level employees need to work on?

e Doyou find that entry  -level employees are having difficulty filling
paperwork out correctly?

e Do employees have difficulty with punctuality?

e When interviewing for new positions, what do you find least satisfying
about the applicants?

e What do you look for in a job application?

e What do you look for in a job interview?

e What are the different job titles you have difficulty in filling or
maintaining staff?

Ask an employment counsellor (i.e. Job Connect workers) about what client
needs they are unable to help with:
e What skills do your clients need to work on?
e Do you find your clients have some difficulty filling out paperwork
correctly?
e Do clients have difficulty with punctuality?
¢ When holding training sessions for new clients, what are you unable to
help them?
¢ Do you think that literacy skills are an issue for some of your clients?

e What type of client are you unable to serve?
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e What skills do your clients need to have to be successful in a job
placement?

To which other service agencies do you currently refer your clients?

Ask apprenticeship staff about the issues they have in meeting quotas:
e What problems do you have in meeting your current quotas?
e Why do you think there is a lack of certified journeymen?
e Do you think your clients have difficulty filling out paperwork on their

own?
e Do you think that literacy skills are an issue for some of your clients?
e I f clients fail their tests, do you think |

know the content well enough?

These are just three example areas of questions that can be easily
redesigned to deal with other potential stakeholders. The lists of questions
are certainly not conclusive, but they should give you a good idea of the
kinds of questions to ask. Later we will deal with how to respond to these
guestions and others on the marketing approach.

Integrated Marketing

This means that you must make your approach

specific to the stakeholder you wish to attract.

For exampl e: much of the
advertising was targeted specifically to women,
focusing on the seat design, and mirror and

seatbelt placement, in addition to how women

were treated comfortably when considering a

Saturn.

Asking the questions out/
Focuso section wild/ hel p ensur e
focusing on the customerds needs.

External Focus

This means you are not selling your product (i.e. literacy training); you are
finding out what the stakeholder needs and wants and then giving that to
them. For example: Your business stakeholder says that many new
employees are lacking teamwork skills. As a provider of literacy training you
might explain how you can support new employees in their organization by
providing specific training on working with others.
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The Four PO0s of Marketing

A common term used in marketing is the Four P
Products

Price

Position

Promotion

Products are any program, service, resource or other products that you
produce at your agency.

Price is the price or fees you charge or the funding that you receive in order

to keep the service or product Afreeodo, it can
or service or product if you did charge; eligibility - what criteria, if there is

one, is used to determine who can access the service or product.

Position refers to your program and/or agency in within the broader market.
What competition do you have? What is your literacy niche amongst the
other providers? What is your niche within the community service sector?
How are you unique and how are your programs and services unique?

Promotion is the P most of us think of when what talk about marketing,
outreach or public education. How do you promote your products and
services? What media do you use? Personal or interpersonal strategies, how
frequently?

The 4 P6s are a framework for reviewing what
for planning what you will do in the future.

They help you go from Demands on the cycle to Delivery.

They help you to focus your efforts and resources. Example: you can look

at any of your programs I|like a 1:1 tutor prog
in order to understand better how to market this program.

A new program that you are considering providing can be put through the 4

P6s in order to see how well defined it is an
demand. You can use it to target your promotions (the final P).

Where do the Essential Skills fit in?

Later on in this guide we will be detailing the Essential Skills. Right now we
want to focus on how they can help you in each section.



When learning about what an employer needs, you need to find out about
the jobs positions they hire for within in their company. The Essential Skills
profiles http://srv108.services.gc.ca/english/general/ES_Profiles_e.shtml
can then be researched for these jobs. It will give you a clear
understanding of the various skills that are required for a position and the
type of training they would need from your program.

For example, when someone applies for a job within your organization, if

during the interview you have found that they have taken the time to

research your organization, it provides the candidate with a bit of an edge

on other competition that didnét prepare at a

Why Market?

Marketing is important because you just cannot rely on your good name.

Even i f you are at capacity, it doesndét mean
be at capacity. For example: the latest version of PlayStation was sold out

before the first day of release in North America. They continued to market

this product extensively even though they could not meet the current

demand. The reason? They needed to keep the interest high in the

product, so that when it was available, people would still want it.

If you do not market, how will anyone know they even need your services?
If no one told you anything about banking, your money would be hidden in
your mattress. If you did not know what the banking services were, you
would certainly not think you needed them. You would not go out looking
for them, nor would you call them for help.

Literacy agencies should increase their referral base and their funding base
if they are going to continue to thrive. Interagency referrals should expand
beyond other literacy providers. The community needs to be engaged. This
means the various employment and training agencies outside of LBS and
business.

Even i f it seems Afruitlesso to starteéthe mor
more your community sees your name/l ogoéthe m
to come to mind when educational solutions are needed. This may

eventually lead to more opportunities to diversify your funding.

Partnerships, donations and grants seem to be more readily available when

an agency is well -known in a community.


http://srv108.services.gc.ca/english/general/ES_Profiles_e.shtml

Who Do You Market To?

In this guide, we are only talking about marketing to employers and other
community agencies outside of literacy.

Employers

Letds apply the theory of fAsix degrees of
always, at a maximum, only six steps or phone calls away from anyone.

Your organization may have a Board of Directors or other volunteers or co -
workers. These individuals have a connection to a number of other

individuals in your community. Find out if they have friends, neighbours or

family members who either run a business within your geographic area or

work in the Human Resourcedés department of

You may have a Chamber of Commerce in your
region. Chambers always have a directory of
members, with contact information. There will
be a fee, which will vary by region. If costis a
worry, you can research the businesses in your
area at your local libraries, but you need to

take into consideration the cost of your time to
do this.

Yellow pages in phone books can also be a

useful resource to find potential businesses. It

wi || require a ndcold calll
having contacts/a name on the other end). The
problem with this is you do not know how large

a business is. A smaller company (for example

with fewer that 25 employees) may not be

worth your time to focus on.

Other Community Agencies

Marketing or promotions is sometimes just about knowing where to take
that first leap. The first community agencies to focus on for marketing are
our fellow MTCU agencies under Employment Ontario.

sep
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Go to: http://www.edu.gov.on.ca/eng/tcu/search.html to review what
services are found in your region(s). You will find all the programs that are
part of Employment Ontario. You will see Literacy and Job Connect

programs, but if you start at the top

will also find out more about programs that you may not be aware of within
your region.

EMPLOYMENT
ONTARIO

STUDENTS APPRENTICES JOB SEEKERS EMPLOYERS EMPLOYEES ABOUT THE MINISTRY

You could put together a one -page cover letter or e  -mail along with a
brochure or one of the HRSDC Essential Skills brochures and send it out to
these agencies. The letter/e -mail should request a meeting to discuss how

your organizations can work better together.

Do not forget your Literacy Service Planning Committees. Marketing as a
group of literacy providers may have a stronger impact.
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How Do You Market?

There are two approaches to how you mar Kk
invol ves the process discussed in the fAWhat i
going directly to the source you wish to
service provider. Indirect involves the process of being more generalized in

your marketing through use of media to meet a larger market.

Indirect marketing can be seen in most television commercials. For
example: Axe Body Spray for men, insinuates that all men want women
throwing themselves at them everywhere they go. Now this may be true
for some, but, it cannot be true for every male. This marketing would not
directly relate to all married men, so for them this product would need to be
marketed with a more subtle approach. So the marketers are hoping to
reach the majority of males, but certainly not all of them. This is how
indirect marketing works, since no company has the time to go out to each
individual male and ask them their body fragrance needs or wants. Indirect
marketing can work when you have a tangible product, but is more difficult
with a service.

|l ndirect marketing takes | ess ti me, but can r
have. In this case you can use Public Service Announcements (PSAS) as

they are very cost effective, but it is key that they are not overused and are

written for the highest impact. If you do not have time and money to

professionally produce PSAs, it is difficult to guarantee their air play. You

can also make partnerships with your local papers to negotiate annual

Al i neageo for ads. I n addition, most papers a
sections where you can list your services. News releases are also a way to

market yourself in the media; however, to be truly effective they need to

relate to an actual newsworthy topic.

An example of a PSA can be found in the appendices of this document.

Direct marketing concepts will not be discussed further here, as they are
embedded throughout the sections of this guide.
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When Do You Market?

When you are trying to set up times to market to different employers and

service providers, you need to be aware of the ebb and flow of their

schedules. For example: year end, plant shutdowns, grant times, regular

closures and reporting deadlines. If you try to set up meetings at these

times, individuals are either too busy or just not available to meet with you.

You may al so have created a Ahostiledo attitud
organization. To avoid this pitfall you need to do some research. You can

find this information out on websites or talking to receptionists (they know a

great deal about everything happening in the organization). Receptionists

are also your key to getting into the right door.

You need to strategically plan when will be a good time for you to focus on
marketing in your agency. For example, if March is year end, this is not a
prime time for you to dedicate to marketing your services.

Now the question is are you ready to market your services? First ask
yourself the following questions: '

1. Is your office and staff ready to handle /
any marketing responses?
e |s there a knowledgeable person
answering the phone?
e Can you provide immediate and
informative responses to any questions
about the services you provide?
e Can you provide your services in a
timely manner to address the needs of
the stakeholder?
e Can you provide the services that you say you can?

Do you follow through with all our service plans?

Do you evaluate and make changes within your services?
Do you have a good reputation in the community?

Do you have client testimonials?

o o 0 N

3. Are you an effective listener?

¢ Do you hear what your potential clients are really saying (can you read
between the lines)?

e Are you able to market your services differently to each client by
addressing their needs?

12



Are you able to create new programs for your potential clients instead of
trying to market them into current programs?

. Does your staff work in a
At eamwor ko
environment?

Can all the staff be
responsive to the needs
of your marketing
targets?

Will your staff accept
responsibility for
mistakes without
pointing fingers at
individuals? Will the
problem be solved to the /
customerod6s satisfaction or are they scrambli
Is your staff creative in finding and carrying out solutions to problems?

How effective are your internal communication lines? (Does only one

person know information, while everyone else is in the dark?)
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What Do You Market?

Youdre ready to head out the door
heck do you do this? How can you make your services interesting and
necessary to these potential stakeholders?

There needs to be a common language to start and this is where Essential
Skills can be used. Essential Skills are recognizable across Canada and
have been endorsed by the Conference Board of Canada in correlation to
their Employability Skills. Employability Skills were developed by only
talking to employers and so, most employers recognize that terminology.
The Essential Skills were developed by only talking to employees, so that is
why they require the endorsement of the employer through the Conference
Board if you are planning to market to businesses. The Employability Skills
can be found at  http://www.conferenceboard.ca

Essential Skills are the skills needed for work, learning and life. They
provide the foundation for learning all other skills and enable people to
evolve with their jobs and adapt to workplace change.

There are nine Essential Skills:

Reading Text

Document Use

Numeracy

Writing

Oral Communication

Working with Others

Continuous Learning

Computer Use

Thinking Skills

Problem Solving

Decision Making

Critical Thinking

Job Task Planning and Organizing
Significant Use of Memory
Finding Information

Each job requires the use of all the Essential Skills. You can use the
Essential Skills profiles as a starting point when researching a marketing
strategy to use with employers and organizations with clients who have
employment goals.
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Marketing Tools and Strategies
for the Essential Skills

Literacy and Basic Skills agencies often feel at a loss when it comes to

marketing their program to potential partners and other referral agencies.

The goal of marketing is to analyze what a customer needs so that your

product or service fits for them and sells itself. ! In the not -for - profit sector
marketing may seem overwhelming. However, marketing provides your

agency with an opportunity to show others the services that your agency

does well. By using a common language, the Essential Skills, your agency

will have the credibility of using a nationally recognized system of skills.

Why is an Investment in Essential Skills Training
necessary and a good use of resources for an Employer?

The money that employers invest in essential skills training will benefit the
company in many direct and indirect ways. First, not only will workers who
have essential skills training be skilled and adaptable to new jobs, but they
will also have a higher rate of employment, a reduced transition time
between jobs, support for job maintenance and promotion, and increased
self - confidence. Directly, employers who invest in essential skills training
improve productivity, improve health and safety, enhance communication
and teamwork, and create a learning culture within their workplace.

Who Do | Market To or Who are My Target Audience?

As an LBS agency, you may want to consider developing marketing tools for
different purposes. For example, who are your clients and stakeholders?
Your clients and stakeholders may include:

e LBS students

e Other Service Providers

e Employers

e Job Connect

e Volunteers

! MacDonald and Cosburn. 2005. Literacy Volunteers Value Added Toolkit , Community

Literacy of Ontario.
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e Funding Organizations
e Government Agencies

How to Market to Potential Students?

There are many clients who need the services of an LBS agency however, if
they dondét know about your agency and the ser
dondét know how to find you, they will not com

To let these students know about your services, research tells us that word -
of -mouth is the best advertisement. Because of this, you need to ensure

that all students who are participating in your agency or who have left your

agency are satisfied with your services. They will be the ones who will tell

other potential students about your program.

At present, the Ministry of Training, Colleges, and Universities (MTCU) asks
every agency to have students complete a Learner Satisfaction Survey. You
need to make sure that the students involved with your agency are pleased
with your service. If not, find out why and help them to achieve their goals
and be happy while doing it. This Learner Satisfaction Survey is supposed
to be a tool for you to ensure that your students are satisfied and that they
tell others about your program.

How to Market to Employers or Other Service Providers

1. Begin by thinking about different agencies that you would like to
approach and with whom you would like to market your services.
2. Create a list of agencies and the contacts at each agency to whom you
would like to market your services.
3. Go online and find out the contact information that includes address,
phone number, contact person. Someti mes yol
contact person from an online search so when you call the receptionist,
you can ask this information.
4. Make a list of potential questions to ask their receptionist so that you
dondét have to make more than one phone cal l
provider.
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5. Create a fact sheet about your program that you can present to the
contact when you have a face  -to-face meeting. This is important as it
may be your only chance for a visit so you want to present clear, concise
facts that link you to the
other employer or service
provider.

6. Create a list of questions
and answers to the
guestions that the
employer or service
provider may ask you.

This will allow you to be

responsive (on the spot)

if the contact asks you

specific questions. This is

a way to be prepared.

You need to know your
programbés potenti al
parameters.

7. If you are trying to get them to refer clients to you (not to set up a
workplace program), then you need to go in to the meeting with an
attitude that this is no cost for the employer and that you can provide
Essential Skills training to their employees who need it.

How to Research an Employer or Service Provider

1. Begin by thinking about different agencies and employers that you would
like to approach to market your services.

2. Research all information that you can find. This includes online research
and telephone research. You need to find out:

e Who the contact person is?

e What the contact address is including both telephone and fax numbers
and record this information?

e What types of clients does this agency have?

e How will you help them? In other words, use a discovery process
the discovery process, you need to ask yourself the following questions.

e What other needs will their clients/employees have?
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