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The Marketing/BD Service Catalog
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About Service Catalogs

The concept of a “Service Catalog” comes from the world of IT, where corporate technology support teams are increasingly taking a Service Management approach to their deliverables. Instead of focusing on their departments and technical roles (“I operate the technical infrastructure for the company’s data networks”), modern IT organizations focus on their end customers and the services IT delivers to make their lives easier. This customer-focused approach often starts with a robust definition of each service offered by the IT team, including components, features, benefits, end customer, business priority, cost and other dimensions – the IT Service Catalog.

Forward-looking Marketing and BD teams are now taking lessons from IT and producing service catalogs of their own. The screenshot below shows an intranet portal page for a service catalog created for a marketing team.
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Source: ServiceNow
This one includes sections for creative services, campaign management, events, go-to-market readiness, communications, and research. When you drill down under each section you see a list of service descriptions, each containing a description of standard deliverables, time required for each, associated costs, requirements for getting started, contact information, and so on.

These service descriptions are the most important part of the service catalog. Ideally, you would create them collaboratively with your internal clients. Building this catalog is a big job, but ultimately it sets your team up for success because it:

· Helps to manage expectations, demand, and identify areas for investment
· Describes your team’s value and capability for delivering solutions
· Provides an on-boarding tool for new Marketing/BD staff
· Helps change the focus and culture within the Marketing/BD organization organisation from “my component” to “our service”
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Template for Service Descriptions

	Service Name
	The agreed name for the service.

	
	

	Service Description
	A brief description of what the service does, and the expected outcomes.

	
	

	Features
	Briefly outline the main features and functionalities of the service.

	
	

	Service Category
	Classify the service into one of the categories previously agreed (for

	
	example, Communications, BD, Research). Categories are important to

	
	provide the Service Catalogue with a hierarchical view of services.

	
	

	Service Type
	Customer-facing service or supporting service.

	
	•   A customer-facing service is a Marketing/BD service that is visible

	
	to the customer. Typical data to be recorded are those

	
	connecting to the business.

	
	•   A supporting service is a Marketing/BD service that is not directly

	
	used by the business, but is required by the service provider to

	
	deliver customer facing services (for example, CRM data

	
	maintenance).

	
	

	Service Owner
	Name and contact information of the person(s) with this role.

	
	

	Business Owner(s)
	Name and contact information of the person(s) with this role.

	
	

	Business Unit(s)
	Business unit(s) to which the service is provided

	
	

	Business Impact
	Describe the positive impact of having the service available and/or the

	
	negative impact of the opposite. The impact can be quantified by the

	
	number of users affected, the impact on each user, and the cost to the

	
	business.

	
	

	Business Priority
	Select from a previously agreed scale like Critical/None-critical or

	
	High/Medium/Low.

	
	

	Service costs
	Summary of associated costs, including both time and purchased

	
	services, and whether costs are recovered.

	
	

	Business Contacts
	Name and contact information of the key business person(s) to be

	
	contacted.

	
	

	Service Level Agreement
	(It is usually better to provide a link to the document with the SLA

	(SLA)
	encompassing the service. )

	
	

	Service Hours
	The agreed time period when the service should be available.

	
	

	Escalation
	Name and contact information of the person(s) to be contacted when an

	
	escalation procedure is triggered.

	
	

	Service Reports
	A list of the operational reports available for the service.

	
	

	Service Reviews
	Frequency of the service level review meetings.

	
	


Source: http://flevy.com/inc/pdf_reader.php?doc=276
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Example Service Description

	Service Name
	
	Event registration desk

	
	
	
	

	Service Description
	
	Meeting planners will operate a registration desk for a firm-sponsored

	
	
	event, welcoming attendees and confirming their information as they

	
	
	arrive

	
	
	
	

	Features
	
	•   Fully staffed registration desk in prominent position for

	
	
	
	duration of meeting

	
	
	•   Appropriate signage and branding

	
	
	•   On-site database of invitee information, updated continuously

	
	
	•   Color printer to generate custom attendee name tags

	
	
	•   Post-event attendee reporting

	
	
	
	

	Service Category
	
	Event Management

	
	
	
	

	Service Type
	
	Customer-facing service

	
	
	
	

	Service Owner
	
	Andrea Johnson, Events and Meeting Manager

	
	
	
	

	Business Owner(s)
	
	Lewis Jacobs, Director of Marketing

	
	
	
	

	Business Unit(s)
	
	New York, Chicago and Atlanta offices

	
	
	
	

	Business Impact
	
	The service is delivered for more than 200 events annually, with

	
	
	average attendance of 25 external contacts and 5 attorneys at each

	
	
	event. The service is an essential component of a smooth-running

	
	
	event and provides useful post-event information for business

	
	
	development followup.

	
	
	
	

	Business Priority
	
	Non-critical

	
	
	
	

	Costs to deliver
	
	Non-recovered:

	
	
	•   Staff time: 10-15 hours

	
	
	•   Purchased: $100-$200 (signage and printing)

	
	
	
	

	Business Contacts
	
	Andrea Johnson, Events and Meeting Manager

	
	
	

	Service Level Agreement (SLA)
	
	<link>
	

	
	
	

	Service Hours
	
	9:00 am to 9:00 pm business days

	
	
	

	Escalation
	
	Lewis Jacobs, Director of Marketing

	
	
	

	Service Reports
	
	Post-event attendee report, showing invitees, RSVPs and attendees

	
	
	

	Service Reviews
	
	Annual
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Sample List of Service Descriptions for a Legal Marketing/BD Service Catalog

	Communications
	•
	Practice communication
	•
	Internal campaigns

	
	•
	strategy
	•
	Communication analytics and

	
	
	PR campaign
	
	reporting

	
	•
	Social media posting
	•
	Thought leadership

	
	•
	Editing and proofreading
	•
	Copywriting

	
	
	
	
	

	Event Management
	•
	Major meeting planning
	•
	Registration desk

	
	•
	Small meetings planning
	•   Invitations and RSVP tracking

	
	•
	Webinar planning
	•
	Name tags

	
	
	
	
	

	Creative
	•
	Brochure
	•
	Thought leadership content

	
	•
	Fact sheet
	•
	Web design

	
	•
	Quick art
	•
	App development

	
	•
	Advertisement
	•
	Digital design

	
	
	
	
	

	Campaign
	•
	Campaign strategy and
	•
	Marketing automation

	Management
	•
	design
	•
	programming

	
	
	Costing/budgeting analysis
	
	Landing page building

	
	•
	Segmentation/list building
	•
	A/B testing

	
	
	
	•   Campaign analytics and reporting

	
	
	
	
	

	Go-to-Market
	•
	Geographic marketing plan
	•
	Legal directories

	
	•
	Lawyer bios
	•
	Sponsorships

	
	•
	Chambers listings
	•
	Tickets

	
	
	
	
	

	Research
	•
	Executive bios
	•
	Survey development

	
	•
	Company profiles
	•
	Field research

	
	•
	Industry/sector analyses
	•
	Focus groups

	
	•
	Pricing analyses
	
	

	
	
	
	
	

	Business
	•
	Target lists
	•
	Sales coaching

	Development
	•
	Opportunity analyses
	•
	RFP response writing

	
	•
	Meeting preparation
	•
	Pitch strategy

	
	•
	Sales coaching
	
	

	
	•
	RFP response writing
	
	

	
	•
	Pitch strategy
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