


Society for Marketing Professional Services
44 Canal Center Plaza, Suite 444
Alexandria, VA 22314

TF: 800-292-7677
FX: 703-549-2498
WWW.CPSmMNOwW.org

June 2009



WELCOME TO THE CPSM EXAMINATION STUDY GUIDE!

To help you work towards demonstrating your extensive knowledge and skill in the professional
services marketing field by becoming a Certified Professional Services Marketer (CPSM), the
Society for Marketing Professional Services has developed this online study guide to assist you
with preparing for the CPSM exam. Candidates are expected to be proficient in the knowledge
and skill sets outlined in the Domains of Practice for Professional Services Marketers
(http://www.smps.org/AM/Template.cfm?Section=Domains_of practice2) in order to pass the
CPSM exam. SMPS has developed a Gap Analysis
(http://www.smps.org/AM/Template.cfm?Section=Domains_of practice2&Template=/CM/Conte
ntDisplay.cfm&ContentiD=1685 ) for your use to determine your strong and weak areas within
the Domains of Practice.

The study guide is divided into six sections based on the domains:

Marketing research SOQ’s/Proposals
Marketing plan Promotional activity
Client and business development Information, resource, and

organizational management
Source Materials

There are many study materials available to you so you can study for the exam. Each section of
this guide lists suggested materials. The following source materials are recommended for use
as a foundation for core concepts.

A/E/C Marketing Fundamentals, Michael T. Kubal, Kevin Miller, and Ronald Worth. 2004.

Creating Rainmakers: The Manager's Guide to Training Professionals to Attract New Clients. Ford
Harding. 1996.

Design. Market. Grow! Craig Park. 2002.

Marketing Handbook for the Design & Construction Professiona, Third Edition, SMPS. 2009.
Marketing in the 21 Century for the Design Professional. David Stone. 2002.

Plan It. Lisbeth Quebe. 2002.

Professional Services Marketing Articles.

Rainmaking: Attract New Clients No Matter What Your Field. Ford Harding. 2008.

Wired! How to Crawl Inside Your Client’s Mind for Success in Business Development. David Stone.
2000.

Getting from the Shortlist to the Contract, which can be obtained from the SMPS web site at
http://www.smps.org/AM/Template.cfm?Section=Research&Template=/MembersOnly.cim&Content|D=2
585

To order these publications, go to the bookstore on the SMPS web site at www.smpsbooks.com or call
BNI Publications, Inc. at 760.734.1113 x109 to order by phone.




Presentation
Each section of the study guide utilizes the following format:

Summary of the Domain: A description of the domain along with the specific knowledge
areas and skill sets.

Assignments: A list of specific chapters that should be read in advance.

Exercises: Defining key terms along with practical exercises.

Study Groups

Many local SMPS chapters offer group study sessions for the exam. Candidates may find it
helpful to enroll in these structured classes and be able to interact with fellow candidates. Click
here for a complete list of Study Groups.
(http://www.smps.org/Content/NavigationMenu/Certification/StudyTools/ChapterStudyGroups/de
fault.ntm) If your chapter does not have a formal study group, you may want to work with your
chapter leadership to organize one.

Disclaimer

Successful completion of this online study guide does not guarantee passing the CPSM
examination. This guide has been developed as one tool for candidates to use. The key to
passing the examination is ensuring that candidates are proficient in all of the knowledge areas
and skill sets within the Domains of Practice.



DOMAIN 1: MARKETING RESEARCH

Marketing research is one of the key components in the development and implementation of an
effective marketing plan. The professional services marketer must be knowledgeable in market
conditions (both geographic and industry), competition, and outside economic influences. The
ability to identify, assemble, analyze, and disseminate information is crucial for a firm in order to
make informed decisions on future strategy and goals. By leading the marketing research
component, a professional services marketer can provide valuable information and insight into
the firm’s planning process.

Knowledge Areas

data-gathering techniques

sources of social, cultural, economic, federal, state, and local regulatory information
newspapers, magazines, and other publications related to target markets

research design

techniques for qualitative and quantitative data analysis

methods for forecasting trends

Skill Set

establish methodologies for collecting and evaluating information, from within the firm and
from external sources, on potential teaming and business opportunities

monitor social, demographic, cultural, and economic trends for broad-based marketing and
business implications

monitor legislative and/or regulatory activities that could affect the need for services
monitor sources of industry-related market information

develop and maintain a network of corporate, industry, government, municipal, and
community contacts to keep abreast of industry, client, and competitor activity

design, implement, and/or evaluate research studies of markets, competitors, and/or client
prospects

Assignments

Read Chapter 1.1 in Marketing Handbook For the Design & Construction Professional, 2"
Edition

OR

Read Part 1 in Marketing Handbook For the Design & Construction Professional, 3" Edition
Read Chapter 4 of A/E/C Fundamentals.

Read Chapter 3 of Plan It.



Exercise 1-1

Key Terms for Domain 1
Write a definition for each term below.
Research

Primary research
Secondary research
Qualitative research
Quantitative research
SWOT analysis

Market sector

Hit rates

Market share

Niche specialist

Focus Groups
Benchmarking studies

Competitive intelligence

Exercise 1-2
Describe why a step-by-step plan is necessary to conduct effective market research.
When should you use primary research? Secondary research?

Write a short plan on how you can use different research methods to conduct marketing
research for your firm.

Outline a plan of how you can utilize the web to conduct marketing research.



SMPS Bookstore Resource

Marketing Handbook for the Design and Construction Professional, 3" Edition. SMPS. 2009.
#9781557016584

This handbook provides marketers with the resources and ideas necessary to adapt to the
numerous standards changing the A/E/C industry.



DOMAIN 2: MARKETING PLAN

The Marketing Plan is the road map by which a firm determines, specifies, and formulates the
strategies to conduct its business development (sales) and public relations activities. One
formulates the firm's marketing plan by: (a) identifying current and anticipated marketing trends,
opportunities, and problems; (b) helping to develop the firm's long-range strategic plan; (c)
developing recommendations on market opportunities, prospective clients, goals, and
strategies; and (d) preparing and implementing action plans, schedules, and marketing budgets.

Knowledge Areas

SWOT of firm and personnel

elements of strategic plans, marketing plans, and business plans
techniques for facilitating the planning process

cost/benefits of various marketing techniques

basic management principles

elements of an internal marketing audit

methodologies for budget development

basic accounting principles

cost tracking and control procedures

Skill Set

analyze research data related to past, current, and prospective markets and relevant
corporate experience

participate in the firm’s strategic planning
select target markets based on research results

create a marketing plan, including specific goals, objectives, strategies, action plans, and
schedules for each target market

manage implementation of the firm’s marketing plan

evaluate and report progress in implementing a marketing plan and revise goals, objectives,
and priorities as appropriate

create a marketing budget

manage a marketing budget

Assignments

Read Chapters 1.2 through 1.9 in Marketing Handbook for the Design & Construction
Professional, 2" Edition

OR

Read Part 2 in Marketing Handbook For the Design & Construction Professional, 3" Edition.
Read Chapter 1 in Design. Market. Grow.

Read Chapters 1-2 and 7 in Plan-It

Read Chapter 5 in A/E/C Marketing Fundamentals



Exercise 1-1

Key Terms for Domain 2

Write a definition for each term below.
Action Plan

Budget Goal-Based
Method

Budget-Percentage
Method
Budget-Projection
Method

Business Plan

Client Analysis

Client Driven Approach
Competition Analysis
Direct Marketing Costs
Four P’s of Marketing
Indirect Marketing Costs
Market Driven Approach
Marketing Mix
Marketing Strategy
Marketing vs. Sales
Market-Segment
Analysis

Mission Statement
Niche Markets

Strategic Planning

SWOT Analysis



Exercise 1-2

Describe a step-by-step approach to develop a Marketing Plan.

List the Four “P’s” of Marketing and describe them.

List the typical questions used in a Situation Analysis or a SWOT Analysis.
List the five key elements in the development of a marketing strategy.

List the direct and indirect costs associated with a marketing budget.
Describe the budgeting methods of projection, goal-based, and percentage.

SMPS Bookstore Resources

Plan It. Lisbeth Quebe. 2002. #0971253447

Beyond Strategic Planning: Winning Strategies for Engineers, Architects and Construction
Companies. Clare G. Ross, CMC. 1999. Product# 9780967448916

What is a strategic plan but a plan for getting more business? Yes, you must have a general
overall plan for running your company, but dovetailed into everything else must be a plan to
generate more business and more income. After you've devised the plan, then what? Will your
written plan lie moldering in a file drawer, or do you have a plan to implement it?

Both books are available from SMPS. Check out www.smpsbooks.com.




DOMAIN 3: CLIENT / BUSINESS DEVELOPMENT

Client / Business Development consists of building new client and repeat-client business
opportunities for your firm through various activities. These activities include maintaining and
expanding existing client relationships, developing business relationships with new clients, and
identifying projects through leads, networking, and building business relationships. Client/
Business Development also consists of tracking project opportunities and/or clients and
providing consistent follow-up and reporting.

The process requires sound planning, client research, client and project qualification, business
networking, cold calling, relationship building, and contact tracking and reporting. To master
these activities takes time, persistence, and dedication to the process.

Knowledge Areas

strategic planning techniques

interpreting and applying market research results to client and business development,
prospect information sources

techniques used to screen and classify prospects

key elements of contact management programs and databases

methods for initiating client research calls and maintaining contact

fostering/building client relations

effective frequency of client contact

methods for conducting client perception studies

Skill Set

create business development guidelines and strategies for pursuing clients or projects
screen or pre-qualify client or project leads from market research, referrals, contacts, cold
calls, and other sources to establish new client relationships and to ascertain project
opportunities, interest/appropriateness, and requirements of follow-up calls

develop, implement, and monitor contact management process

initiate and maintain ongoing contact with prospective clients to build a professional
relationship and project opportunities

initiate, follow up, and maintain contact with current and past clients to track client
satisfaction and initiate corrective action, if needed

Assignments

Read Chapters 2.1 through 2.6 in Marketing Handbook For the Design & Construction
Professional, 2" Edition

OR

Read Part 3 in Marketing Handbook For the Design & Construction Professional, 3" Edition
Read the book Rain Making, The Professional’s Guide to Attracting New Clients.

Read Creating Rain Makers.



Read Chapter 11 in Design. Market. Grow.
Read Chapter 3 in Wired! How to Crawl Inside Your Client's Mind for Success in Business
Development.

Exercise 1-1

Key Terms for Domain 3

Write a definition for each term below.

Alliance

FedBizOpps

Client Maintenance

Clipping Service

Cold Call

Contact Database

Contact Management

Debriefing

Decision Maker

Existing Client

Follow-up

Lead

Lead Sheets

Lead Tracking

Marketing vs. Sales

Networking

Owner

Owners Associations



Prospect
Qualification

Rain Making
Repeat Client
Rifle Approach
Sales Reporting
Shotgun Approach
Strategic Plan
Target

Teaming

Exercise 1-2

Describe a step-by-step plan that is necessary to develop a Strategic Business
Development/Sales Plan.

List and briefly describe a few of the basic research methods to identify, qualify and target
clients and/or project opportunities.

List and briefly describe the essential elements of an effective contact management program.
List and briefly describe the essential elements of a “cold call” process.
List and briefly describe the essential elements of a “client maintenance” program.

List and briefly describe the “six degrees of separations”.



SMPS Bookstore Resources

Wired! How to Crawl Inside Your Client's Mind for success in business development. David A.
Stone. 2000. #0910090238

Do you know your client's real agenda? Of course, there's a full description of it in the RFP,
exactly what the client needs and wants. Right? You are required to respond exactly to the
details of the RFP and make sure that no requirement is ignored. However, have you talked to
the client? Established a line of communication? If you do, and just chat with him or her, you
may discover there are concerns on his/her mind that are not specified in the RFP. It is often
through trial and error, through long experience that the practitioner discovers that there's
always another story behind the scenes. David Stone describes techniques to get that story;
and when you do, it may put your firm over the top.

Blueprint for Marketing: A Comprehensive Marketing Guide for Design Professionals. Susan E.
Frost. Second Edition. 1995. #0964926407

Once you have read all the outstanding books on marketing, and have perhaps marked them up
with yellow highlighter, will you remember everything you have read? Or would you like a simple
guide that will take you through the process step by step? Here it is, the blueprint for setting up
and following a marketing plan. You will be able to write a marketing plan; conduct a client
survey; create a public relations plan; use the Internet effectively; and further, lose your fear of
making cold calls.

These are available from SMPS. Check out www.smpsbooks.com.




DOMAIN 4: SOQs/RFPs/PROPOSALS

Responding to requests for letters of interest, Statements of Qualifications (SOQs), and
Requests for Proposals (RFPs) requires creativity, maintenance and use of databases, and
ability to present your firm’s attributes in the best light. The objective of a proposal is to convince
the client that your firm is the best choice to meet their needs.

Knowledge Areas

RFQ/RFP criteria and decision/selection process

fee pricing/budgeting

federal. state, and local laws and regulations

architectural and engineering terminology

scheduling and tracking systems for individual proposal elements and status
graphic design and production

resources and products for SOQ/proposal production, including printing and binding
desktop publishing software

managing activities of specialized consultants

presentation software

visual aids for use in presentations

procedures for a post-presentation or post-contract award debriefing

Skill Set

conduct/participate in an RFQ/RFP review and/or strategy session to analyze a potential
client in terms of target market, project size, probability of selection, and timing in order to
recommend a go/no-go decision

develop strategies to produce SOQs/proposals

manage the preparation and draft the contents of proposals, SOQs, letters of interest, and
responses to inquiries

produce SOQs/proposals, including typing, editing, graphics, reproduction, binding, and
mailing, to ensure that all RFP/RFQ criteria are met

develop a presentation strategy, structure, and style, and assist in selecting a presentation
team

prepare or assemble written and visual information for presentations

coach/coordinate presentation rehearsals

conduct a post-presentation follow-up internally and with the prospective client

conduct post-award debriefing with prospects regardless of outcome, and revise business
development and SOQ/proposal strategies as appropriate

perform contract negotiations, including preparation of draft, negotiations, and execution of
contract



Assignments
Read Chapters 3.1 through 3.8 and 5.7 in Marketing Handbook for the Design &
Construction Professional. , 2" Edition
OR
Read Part 4 in Marketing Handbook For the Design & Construction Professional, 3" Edition
Read Chapter 19 in Design. Market. Grow.
Read Chapter 9 in Wired! How to Crawl Inside Your Client’'s Mind for Success in Business
Development.
Other Recommended Resources
Past issues of the Marketer can be found at: http://www.smps.org/marketer/mktrpast.htm
“Selling in Deep Carpet,” SMPS Marketer Vol. 19, Issue 5, October 1999
“How to Wire an RFP for Your Firm,” SMPS Marketer Vol. 15, Issue 10. November 1995
“Proposals from the Edge,” SMPS Marketer Vol. 16, Issue 2, April 1996
“A Tale of Two Proposals,” SMPS Marketer Vol. 17, Issue 3, June 1997
“The Proposal is Your Project,” SMPS Marketer Vol. 17, Issue 6, December 1997

“How to Avoid the Pitfalls of ‘Boilerplate’ Proposals,” Design Firms Management Administration
Report Issue 00-1 January 2000

“The Most Compelling Selling Message,” Selling the Invisible, A Field Guide to Modern
Marketing, Harry Beckwith, Warner Books, 1997

Exercise 4-1

Key Terms for Domain 4

Write a definition for each term below.

RFQ

RFP

SOQ

Go/No-Go Decision

Project-specific resumes



Exercise 4-2

Write about what can/should be included in your database.

List marketing sample databases.

Describe why/when you should consider using joint venture to pursue a particular project.
List the tools and information you need to produce high quality SOQs/Proposals.

Perform a critical review of previously received RFPs, and responses thereto.

Describe how you can increase your firm’s successful hit rate being consistent by being
selective in responding to RFPs.

Describe how/when/by whom firm database information is updated.



DOMAIN 5: PROMOTIONAL ACTIVITY

Promotional activity involves developing, implementing, and coordinating efforts to promote the
firm through advertising, public relations activities, and media outreach. Advertising is a
marketing tool that uses purchased space to deliver a message to a targeted audience.
Professional service firms have only been able to legally advertise since 1978. A successful
communications program, including publicity and public relations as part of the marketing plan,
will reap many rewards both internally and externally. Publicity based on the same goals and
objectives as the marketing plan will also enhance the firm’s image.

Knowledge Areas

messages for individual markets

in-house newsletters

press releases

media kits

media plans

readership, demographics, other pertinent information
direct malil

advertising campaigns

press kits

brochures

Skill Set

develop goals and objectives that augment the marketing plan to enhance the firm’s image
and to reach the target audience

research media that will reach your target audience

create a media plan that is based on timelines and budget

develop criteria so that advertising firms can respond to an SOQ from your firm

initiate contact and develop relationships with key media

Assignments

Read Chapters 4.4 through 4.13 in Marketing Handbook For the Design & Construction
Professional. , 2" Edition

OR

Read Part 5 in Marketing Handbook For the Design & Construction Professional, 3" Edition
Read Chapter 17 in Design. Market. Grow.

Read Chapter 5 in Plan-It.

Read Chapter 9 in A/E/C Marketing Fundamentals.



Exercise 1-1

Key Terms for Domain 5
Write a definition for each term below.
Press Release

Media Kit

Press Kit

Collateral material
Direct Mall

Website Banner
Tradeshow Exhibit
Client Newsletter
Internal Newsletter
Press Lists

Editorial Calendar
Media Relations

Crisis Communication

Aimed at the Right
Audience

Designed with a Single
Focus

Credible

Constructed with a Call
to Action

Planned Around a
Major Concept



Related to Goals and
Objectives

Attention Getting
Positioning
Advertising Agency
Audience

Medium

Brochure

Firm’s Image
Brand Positioning

Brand Equity

Exercise 1-2
Describe a step-by-step plan necessary to develop a successful ad campaign.

List and briefly describe a few of the basic research methods to identify, qualify and target
clients and media.

List and briefly describe the essential elements of an effective promotion plan.
List and briefly describe the essential criteria of a press release.
List and briefly describe the process of creating a website, collateral material, and publicity.

List and briefly describe the categories of advertising.

SMPS Bookstore Resources

Creating an Effective Brochure for the 21st Century. Rena Frankle, 1997. #WS-353.

There is more to a marketing plan than the usual drill. Every company needs to do PR, and
nothing is more effective than what you put in print. Design a brochure that details your
capabilities, capitalizes on the projects you've done, highlights your key personnel, and you
have something to leave with a prospect that will tell him/her who you are. Send it out to
prospects by mail. Leave several behind when you meet with people. Pass them out when
you're networking. An attractive piece leaves a definite impression.



Writing for Design Professionals. # 0393731855

Written and oral communication play a vital role in advancing the careers of design
professionals, yet few resources exist to help you improve your skills. Writing for Design
Professionals is the only hands-on guide written specifically to help professionals master the
complexities of effective writing in professional practice. This book should be next to the
computer of every architect, planner, interior designer, engineer, and student who wishes to
present a polished professional image through effective communication.

American Graphic Design Awards, No. 3. #WS-533

In this book — lavishly illustrated with 850+ color images — you will see the ultimate graphic
design efforts chosen from the 11,000 entries submitted to Graphic Design: USA Magazine,
which conducted the awards program. All aspects of graphic design are presented conveniently
grouped by category: annual reports, advertising, announcements/cards, books and publication
design, brochures/collateral, calendars, catalogs, corporate identity, direct mail, internet design,
letterhead/stationery, logos/trademarks, motion graphics, packaging, P-O-P/signs/displays,
posters, public service, sales promotion, and self promotion.



DOMAIN 6: INFORMATION, RESOURCE, AND ORGANIZATIONAL MANAGEMENT

This domain focuses on the professional services marketer as one who inspires superior
organizational performance through effective leadership in dealing with all members of the
marketer’s professional services firm.

Filling this role effectively requires acquiring a keen insight into the personalities of the firm’s
staff and principals, and learning what it takes to bring about effective group dynamics leading to
a shared commitment to excellent client-centered service.

Knowledge Areas

management and motivational techniques

records management systems for project, personnel, consultant, proposal, and/or visual
information

computerized database management systems

staff training techniques

individual and group dynamics

leadership and team-building principles

evaluation techniques for design/production efficiency and quality control

promoting and rewarding high-quality team performance and effective client service
techniques for resource management and costs/benefit analysis

Skill Set

manage/supervise the activities of marketing and support staff

coordinate marketing efforts and provide a communications link across departments,
disciplines, and/or branch offices

develop and maintain systems to extract, categorize, and retrieve information related to
consultants, personnel, projects, prior proposals, boilerplate, visuals, mailing lists, and
promotional items

develop and maintain an internal communications program to facilitate information sharing
within the firm; inform and involve the principals and technical staff regarding marketing
efforts

conduct marketing-related workshops/training for the principals and technical staff

attend professional development activities

monitor information, resource, and organizational expenditures to ensure consistency with
budget

recruit and keep star performers

build high-performance teams linked to key client groups

refine the design/production process to improve efficiency and quality control



Assignments
Read Chapters 5.1 through 5.10 in Marketing Handbook For the Design & Construction
Professional. , 2" Edition
OR
Read Part 6 in Marketing Handbook For the Design & Construction Professional, 3" Edition

Read Chapter 6 & 7 in Plan-It.
Read Chapter 25 and 28 in Design. Market. Grow.

Exercise 1-1

Key Terms for Domain 6
Write a definition for each term below.
Motivation

Leadership

Team building
Management

Quality

Performance

Success measures
Internal marketing
Benchmarking

Mission statement
Charge multiplier

Terms and Conditions

Direct Personnel Expense
(DPE)



Market-driven culture
Commitment

Staff utilization ratio
Net profit ratio

Value pricing
Contract

Scope of work

Alternate dispute resolution

Intellectual property
Exercise 1-2

Describe some marketing criteria that might be included in performance reviews for all staff
members of a professional services firm.

List and briefly describe the essential elements of an enforceable contract and list some
important typical contract provisions.

Briefly describe the importance of company mission and vision statements in providing the
inspirational foundation for a shared culture of success.

Describe a few of the elements of the internal marketing-related process commonly referred to
as “rainmaking.”

List and briefly describe a few internal marketing techniques.





