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SCRIPT
· Good morning, my name is Christine Akello. Welcome to this presentation on managing marketing change in the Digital era at Turner & Townsend Canada. 
· This presentation will cover key findings from evaluation of the marketing function at Turner & Townsend Canada, a critical overview of how marketing contributes to organisational performance, strategic recommendations for managing marketing change, anticipated future challenges and opportunities, and actionable priorities for the organisation. 
· There are several key findings from critical evaluation of marketing function at Turner & Townsend Canada- which is a global consulting firm who successfully help clients deliver major projects and programmes in different sectors including infrastructure, real estate, energy and natural resources. These include; Current marketing activities at the organisation are data driven, positioning the company as data-led expert advisor. They are segmented on a multi-level structure, and target capital programmes that are large and complex, clients in public sectors, and analytical oriented decision makers. In addition, the core product for the organisation include project management, cost and commercial management, procurement and supply-chain support, programme advisory, digital project-control solutions, and sustainability. Moreover, value-based approach is supported by the current marketing activities with justifiable premium pricing. They also have offices across several major cities in Canada, and they distribute insights through digital channels via market intelligence reports, website, global network, case studies and visual branding. The current marketing activities also have several strengths, weaknesses, opportunities and threats. In addition, they are ethical, aligns with Canadian expectations, and shows a clear understanding of how sustainability play a core value creation in the built-environment sector. Another key finding is that disruptive technologies, evolving market dynamics and digital-age consumer behaviour play key roles in driving changes at the organisation. And finally, in terms of future developments in marketing, the report argues that it will be more data-driven, personalised and technology enabled which will likely raise more concern around privacy and ethics that can damage trust, which is an important value in consulting businesses. 
· In terms of how marketing contributes to organisational performance, effective marketing strategy depends on competitive positioning that is clear, value differentiation that is strong, and demand-led approach that responds to client needs. At Turner & Townsend Canada, marketing contributes to organisational performance by ensuring the value proposition being offered aligns with market conditions, influences clients’ perceptions, and enhances the firm’s competitive positioning. This is done through promoting capabilities that are important in Canadian construction market, which is facing pressures due to inflation, labour shortages, and investment behaviour that is cautious. The organisation therefore build credibility and maintain client trust, which supports performance through reputation and perceived reliability.  For marketing to contribute most effectively to performance, it should integrate segmentation, targeting and a value creation that is customer-centric. However, marketing at the organisation is mostly centred on general thought-leadership outputs e.g. market intelligence reports, instead of segmentation or differentiated messaging. This therefore only strengthens brand authority but may not fully help with acquisition or retention of clients, creating a gap between strategic marketing theory and practice. In addition, even though the insights from the organisation reinforce expertise, they may not translate into quantifiable competitive advantage or a market share that is stronger. 
· For Turner & Townsend Canada to remain competitive in the marketplace, the following strategic recommendations for managing marketing change can be adopted; First, a strategic positioning that is market driven. To remain relevant, organisations must enhance how they segment, target and value proposition themselves when facing dynamic markets. For the organisation, they can align market decisions with client value creation and competitive positioning by adopting a market-driven strategic orientation. This can be done by differentiating their increasingly demanded services in the Canadian infrastructure and real estate sectors around cost certainty, risk management, and digital project controls. A structured STP approach as shown in appendix A can enable the organisation to reposition themselves as a measurable outcome delivery partner instead of traditional consultancy output.  Second, they can manage marketing change by strengthening their market capabilities through increased digital transformation. To enhance customer experience and internal decision making, organisations must integrate data-driven tools and automation, making digital transformation central to modern marketing change. This is driven by the rise in the clients’ expectation for transparent, and data-supported insights from professional service providers. For example, to improve campaign effectiveness, Turner & Townsend Canada can adopt digital analytics dashboards, automated client-insight systems, and content-performance tracking, as shown in appendix B. These will enable the organisation to have a better understanding of customer needs and tailor messaging to decision-makers. And finally, the organisation can manage marketing change by institutionalising mechanisms of continuous client insight such as structured feedback loops, as shown on Appendix C to adjust service offerings and marketing content. Examples include CRM-based engagement scoring, post-project survey, and digital sentiment tracking. Advancement in digital innovations such as Artificial Intelligence (AI) has improved the ability for organisations to capture and analyse customer behaviour. These strategies therefore will ensure marketing change at the organisation are managed based on real client needs rather than assumptions by the marketing department. 
· There are several emerging challenges and opportunities in marketing for Turner & Townsend Canada. In terms of challenges, we have volatile Canadian construction market environment and rapid speed of digital transformation. Volatile Canadian construction market environment is likely one of the key future challenges for the organisation as the sector is increasingly facing cost escalation, shortages in labour, and constraints in productivity which puts pressure on clients to ensure they get greater certainty and value from service providers like Turner & Townsend Canada. Therefore, the organisation should clearly communicate their ability to successfully deliver cost control, programme certainty, and risk management in a volatile market where clients are increasingly becoming risk-averse. In addition, so many other firms are offering similar digital and advisory services, which compounds this challenge as the organisation needs to differentiate itself in a competitive construction consultancy environment. In terms of rapid speed of digital transformation, organisations are facing pressure to integrate digital technologies into their marketing and service delivery models, despite the struggle with organisational readiness and capability gaps. This means marketing at the organisation needs to be refined to reflect a more data-driven, technology-enabled value proposition. This however requires communication of complex digital solutions in a clear and client-centric way, plus investments in internal alignment and digital tools. 
· Despite the challenges, there are significant opportunities that the organisation can leverage to strengthen its market position. First, its Digital marketing. There is an increased importance in personalised and analytical-driven marketing approaches, fuelled by rapid innovation in technology. This creates an opportunity for the organisation to target specific client segments such as real estate developers and infrastructure owners using digital channels with tailored insights and value propositions. In addition, they can strengthen the organisation’s brand authority, and support client acquisition using enhanced content marketing, thought leadership, and data-supported insights. Second, we have Digital transformation shift across industries. Organisations value partners that can support both technological adoption and strategic change which creates an opportunity for the organisation to market its advisory services in areas such as digital project controls, data-analytics, and technology-enabled programme management. This can highlight the organisation’s expertise in assisting clients to navigate digital maturity challenges. 
· To conclude, I would recommend two actionable priorities for Turner & Townsend Canada. First, they can enhance their digital marketing and thought leadership. The organisation can focus on creating a digital-first marketing framework that emphasise its expertise in cost and risk management and digital project delivery. The organisation can strengthen its visibility through creation of thought leadership that is targeted, and digital content that aligns with emerging construction sector trends such as sustainability, digital transformation, and productivity. This is because clients in volatile markets are increasingly looking for certainty and data-driven insights. And second, they can utilise market intelligence and sector-specific insights to strengthen client engagement. The organisation can position itself as a trusted advisor by providing clients with regular updates on cost trends, risk factors and labour dynamics. This can be achieved through investing in structured, proactive client engagement created around timely market intelligence. 
· This is an illustration of a structured STP marketing approach discussed earlier. 
· This shows an example of digital marketing dashboard also discussed earlier. 
· [bookmark: _Toc226968791]And finally, this demonstrates a customer insight loop discussed above as well.
· And that is the end of this presentation. Thank you very much for your time. 
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