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Rodney Turner BEE - 454k ap..l

e Managing Partner, EuroProjex EuroprojexBXM IR B RO AT E KA

. Professor, SKEMA Business School SKEMAR F PR - E1+-ImBE &I
— Director of the PhD Programme

. SAIPEM Professor, Politecnico di Milano K=IB T KEFESAIPEMEIR

*  Professor and High End Foreign Expert, Shanghai University LB XZHi%, SHIIMNEER

*  Adjunct/Visiting Professor BN EE R ERRERR/BFERIR
— Drexel University Philadelphia

*  Professional Hitt &\ 54
— Editor, International Journal of Project Management -(EfRI B EEHT ) &RiE
— Vice-President and Honorary Fellow of APM -APMEIZE, RERT
— Honorary Fellow and past President and Chairman, IPMA - IPMARERL, BIS#HZEE
— PMII Life-time Research Achievement Award, 2004 - 2004EPMIZ B IR IKEE
— IPMA Life-time Research Achievement Award, 2012 - 2012FIPMAL BRI R K EH
— Author or editor of 18 books - 18T EENEER S miE

*  Background PAE=R
— ICl as engineering project manager -ILREmMB%S
— Coopers and Lybrand as management consultant - KBS 1+Jfﬁ$5zﬁﬁ = 3 i [

. — Henley Management College -SHEEFER
Mﬁ% — Rotterdam School of Economics, Erasmus University - B FRNENERFEFF R
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Marketing BY, FOR and OF the Project

EiH: MBRK. KBH. REA=1EH

Three organizations = X4H4R
Marketing by the project TNB A E4H
Marketing for the project &€ 75 E4H
Marketing of the project & FHE4



An ongoing discussion in the project marketing literature APl
Iﬁ E #gﬁ%1€é HIJ H/J-Lj-iel\\\l\\\

* |s project management part of project marketing B &M B EHM—BH

- the project marketing view I H &4 W 25

- marketing by the contractor for a series of projects &L h— R 5 H 4T 54
- part of project portfolio management i H 4 & & B — &85

- the project is part of the marketing cycle i H 2 & 44 A I — 555

* Oris project marketing part of project management MBEE#H LM E EEHN—BH

- the project management view I H & F N &S
- the project team market the project to stakeholders i H BB\ HT & N EHTH
- part of stakeholder engagement £ T & AZ 51 &%
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Three organizations involved in the management of projects 25445
S5MEEEN=KRER

Investor:

permanent organization, gt
projects not core business ﬁi;@:éﬂéﬂ
I E IOk 55
Paremnt- Client-
«child contractor
RE-FX EP-EEH
Projects & Contractor:
programs: i permanent
= provided- o
temporary T organization,
organization projects
& core business o
EREER nam
e ;%ﬂ@ ' ‘%‘ - 7-.K7\ I‘iéﬂdw
il . mB oS After Winch (2014)
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Three organizations involved in the management of projects ™AL

* Project marketing is part of project management B EEEMB EEN—IBH
— marketing BY the project IiH A #{THEH

* Project management is part of project marketing THEEE B EH—Z 5N

— marketing FOR the project by the contractor & A # TR B E4H

* Not considered up to now & &% NEESCHE
— marketing OF the project by the investor &% A #THIE E4

SapY
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The project management process APl

ImEBEARIE

”’-j:II)IL*HE

Initiating Closing
processes processes

B eIk AT KRR

> Marketlng
| processes

A-oN-an

2
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Stakeholder engagement process APl

FTREAZSRE

Monitor
Identify internal &
stakeholders e external

changes WSS R SN ERES AL,

Identify : ic: Monitor
stakeholder i stakeholder
interests stakeholders satisfaction

Successful
project

RUTRAME BHTRARE B_ATEA  FRAME ERTAAREE AM
|2 SR




Emotional intelligence - social competence

1] L3 BE

e social awareness

FLEE A

e relationship management

REREHE

SapY
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empathy BEIE(
organizational awareness #H43=iR

service R%

building bonds Ei X %K

teamwork & collaboration EIPA&{EFTHE
inspirational leadership &HE S
influence &7

developing others Z#fth A

change catalyst ZEE{LF

conflict management JhR &1




Stakeholder engagement process

Identify
stakeholders

o - Identify
QAFRAF 2= stakeholder
interests
A-UN-an
jﬁfﬁwa
2017 mEWRE XS
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Communicate
with
stakeholders
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ment Institute

oP. |
A\ VW
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Canflict
management

Monitor
internal &
external
changes

i
PIshERE AL

BIETREABEE

Monitor
stakeholder
satisfaction

Successful
project

B AN

Teamwork &
collaboration
Influence

RS TE
AT IE
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Engaging with stakeholders ap..l

ST R A2 B 5]

* The aim is to engage with stakeholders BHE5FRZ AINREZNITHE
— to make them feel part of the project EFFHRZAETEPEFERE
— to win their support mEFRAZE
* Service dominant logic lRZESHB4E
— marketing with 5STFREARAEHEEIE
— collaborate with customers to produce value for both 52 &, ANFRIENE
— overcome resistance by co-creating: #EFHEE T IRFE S
- co-creating conversation and dialogue HEIFIFITAE
- co-creating value propositions HEIEE K

20%
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Marketing the project ap..l

SHIME

* Product =&

— the benefits the project gives I B Bt KA 25
* Price 1§

— the commitment people have to make A{IEE/EH RIS
* Place 5

— how and where the project impacts on their lives

I E I f A X EMLE AR ANNEE
* Promotion "
— how and where you communicate the project LUafh AR EMES(EINE

People, process, physical environment AR, #iE, SLKINIE

SapY
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Service dominant logic

RS SRZiE

* Contractors exist to integrate and transform their specialist competencies
into services that are demanded in the market place, and which can
provide their customers with value.

- AEREESBESNTUENABUCATIZMENERS, BEFPEIEMNE,

e Contractors have knowledge, competencies and skills that clients need,
and the ability to use those to provide value to the client gives them with
competitive advantage.

- AEBHEZFEFPAIEMNAIR. e AMEAR, B HXLEAZFEIENE,
EEFREESRME

2%
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Service dominant logic

AR 55

SR

* Work with clients to co-create: 5 FR#EFHH)
— value networks and processes MEMZFHEIE

— conversation and dialogue 8@XTiE
— value propositions & E 3k
— service offerings PR
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Three stage marketing cycle
=M EE5HE

REFX

. | Relational
Development

Independent Pre-tender
of any project

Ry FEHImE SN

AX - UK -an

2017 rmai&i‘iﬁn
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Activities of project marketing

I B E1HE 5]

* Relationship management, (Rel) X &RXEIE

 Communication, (Com) ai&

* Trust, (Tru) 51E

e Collaboration, (Col) &1&

* Training, (Tra) il

* Going with, (coaching, mentoring, support), (Gwi) #%, S, XH

Lecouevre & Deshayes (2006)
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Three stage marketing cycle APl
70 BB = 5 ) A8

* The marketing of a contractor’s competencies is part of project portfolio
management. KB FHNEHENRINBEHEGEEN—72 -

—

* Successful marketing activities will result in project work, but continues

after project completion. FINEIEHENANNEEBEINB #HITR LA IZFEIEA,
EINB TR Bk A TELE

* There is no value until the project output is used. BRREEFXRBEER,
N AR EINMMET S,
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Market segmentation
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/' Strategic
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WA
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Technology

J'.rLJJ'LJ-’-‘I.-'

Iv[ /F

ELH

ap.1
.u 4 4

1 Management [astitute

Bernink & Turner (1995)




'

72 L
7 I
!_t\‘ Yy
Project Management Institut

Pre-project
B8/

« “At this stage we are driven by strategic intent. ... We are looking to
develop key markets”
"EXNE, RNZ&BREERE) - FRAHRXED T

* “Itisimportant to build relationship before receiving the tender. When
the tender comes it is too late.”

MBI X REXEE. SHRENBRIABRT.

* But a significant constraint is the need for probity. I{E R EEAREAE,

e Executive management lead. i {TEIEHPAZEL,

20%
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Tender ap..l
IR

* “Akey initial step is to understand the customer’s requirement. What
benefit do they want? Don’t just deliver the technology they are asking

for”
‘“BRETHREFEK. tMHSERSWERER? Y12 FMT1E R

* Marketing and account management lead.

SHMEFLEERBAEL

gt
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Project
InHH

* “Real business development is the project itself. The business
development task is the ongoing project.”

"EIFRNVSALRRTBEARS. VSARESHZEEHTHAIE.

e “We do with the client rather than unto the client”.

"BINESEREE, MAMXNERHREEFRRE. 7

* Project managers lead.

ImMB&A1BEL,
HEpY
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Post-project APl

ImEE

* Make sure the output works. FR{EIMB KR L IEMH -
e Maintain an ongoing relationship. #FIH X FK,

*  “We have to be trusted by our client. That we are not going to take them
for aride.”

“BINDITREERPRNEE, RAgERT IS, 7
* All managers have responsibility. £4&ZEFHERA S,

E-ly
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Relationships

XER

* “ltis all joint. ... Because we have a good relationship, we know how to
deal with everybody. They all have their own peculiarities, but we know
them well. ... How we maintain the relationship makes us the partner of
choice”

"R—REXEE - -EAARNEZETREFNXR, BNENTSE—
PAFTRIE. MIESREZENRE, ERIIGLLEH TWEEZ. HERNXAR
IR RE DR EF AT BB SRR . 7
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Communicat
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* Build communication and dialogues. 1

ion

BH TR

— (Vargo & Lusch, 2004; Lusch et al, 2007)
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Collaboration

X1

 “We do with the client, rather than unto the client”
"BNESEREE, MAMUXBRHEEFFIER. 7
* “Fit with the customer can provide a strong competitive position”
"LEEFNEREMHRERENINZES M ”
* Develop networks and processes to produce value to both the contractor
and client.
B HEXWNEIRE, AREEMNEFLIENE,
— (Vargo & Lusch, 2004; Lusch et al, 2007)

SapY
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* Trust in competence E{EXHHIRE
* Trustin ethics SENHH@mE
— probity, honesty, transparency IFH, WS, REW—
« Adverse selection ¥ [Ei%%
e Trustis two way fHUIE{E{E

— the contractor must like working with the client KBV ARIRES
ERFEBEENER
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APl

Marketing throughout the investment cycle
L REEEH

mBrE A BEE S 4% Fiz

—

~de-com->
{.m isioni ng,::I

AX K- an

a#b -~ f - Garies (2005)

Tow P o v
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Marketing project results 4

I B EHMR

ENIa T Exploitation

Operation Cutcornes
Y=} R

RiB =

Implementation

AN -an i

2
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The project process as part of the investment cycle APl
ImMB KRR R EHN—E9

SRR Exploitation

Improved ﬂ:ﬁ
|| perfarmiance
.-.,-‘- .
ffl'l.

e
.-"
#
: .
.
.
T

4
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Market segmentation
iz x5
« Owner/investor M F/#3%
* Financiers €414
« Sponsor ZEIE
e Users/operators AP /IZE®
e Consumers HZEHE
« Project manager INE &8
e Project team If B H#PA
* Senior supplier BRMNE
« Suppliers N
Public A%

Local politicians ith i E
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Tell the right story :
InEEHEG

* The project with the wrong name MEZEFZFHRNIE
— High Speed 2 25 SR

* The project with the wrong story WZEF B EHIZEG
— expansion of Heathrow Airport 163 % BB H1F3 &Eit%l
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That’s All Folks
MR, S AR

rodneyturner@europrojex.co.uk
rodney.turner@skema.edu
johnrodney.turner@polimi.it




