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Chapter 3 - Promoting 
 
The Effect of Different Promotional Activities – an exercise 
 
It is a curious paradox that whilst many professionals believe that they know very little about marketing and 
promotional tools, they in fact know a great deal.  Why do we say that?  An exercise that we have performed 
countless times on client workshops goes as follows.  A flip chart sheet is prepared in advance.  It appears as 
below. 
 
What promotional tools / activities get prospective clients to: 
 
 Be aware of our firm? 
 
 Know exactly what we do? 
 
 Believe that we can do it - and better than our competitors? 
 
 Take action and give us work? 

 
We then ask participants to think about any promotional tools and activities that they are aware of and to 
estimate how far down the sheet these activities typically take a prospective client.  So, for instance, we have 
our advertising.  Does our advertising typically get prospective clients to the point of wanting to utilise our 
capabilities?  Probably not.  Does the exposure convince prospective clients that we are definitely superior to 
our competitors?  We may make claims that we are, but as far as convincing our Defined Prospects, then 
probably not again. However our advertising should be able to raise awareness of our firm in the minds of 
prospective clients. Most advertising fits opposite the heading “Be aware of our firm’. 
 
Participants are asked for suggestions of activities and tools and to tell us where to place them down the right 
hand side of the flip chart.  This type of session is typically quite lively with challenges flying left and right.  
Most challenges occur because the mental image that one person may have of (say) a seminar is very different 
to the image that is in the mind of one or more of his colleagues.  We have learned over the years to qualify 
with the person putting forward the suggestion what exactly they mean.  “Guest speaker” could mean being 
chosen to present to people from our own profession at a professional dinner.  Very good for the ego to be 
selected before one’s peers – but not always a powerful marketing tool.  On the other hand it may mean 
addressing a client industry conference as a subject matter expert in a topic that is about to have major 
impact upon the industry in question.  The fact that the organisers have chosen us as the subject matter 
experts is an endorsement in itself.  The delivery of a highly credible, useful and informative presentation will 
probably ensure that this type of marketing activity sits closer to “Believe that we can do it – and better that 
our competitors” than to “Know exactly what we do”. 
 
Most professionals want to get quickly to the factors that sit toward the bottom of the page.  After all that is 
where the new fee-earning work comes from.  At some point someone will (rightly) suggest the “Take action 
and give us work” will typically only be achieved if there is a proposal submitted.  And, if a proposal is needed 
then probably there will need to be face to face meetings with the potential new client – and perhaps a 
presentation of some kind.  Aren’t we now talking more about selling rather than marketing?  Indeed we are 
at this point.   
 
The fact is that in nearly all instances we cannot promote our way to winning a new client.  What our 
promotional activities can (and should) do is to pave the way for a successful selling opportunity to a very 
receptive prospective client.  We do not want to open an academic debate on what marketing is and how this 
is different to business development.  We use the flip chart exercise to illustrate (amongst other things) that 
there is a continuum of activities that lead toward the winning of new business and that marketing is not some 
activity divorced from, and separate to, business development. 
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In the development of new business we see the role of promotion, ultimately, to be very simple.  Our 
Promoting efforts should get the people that we want to talk with, to want to talk with 
us.   
 
So, how does this exercise typically conclude?  An example appears on the next page. 
 
Remember that this exercise has been conducted with professionals, many of whom say initially that they 
don’t understand marketing and promotional tools.  Many are sceptical of the value of marketing.  Other than 
clarifying exactly what participants mean by their suggestions, our role in the workshop environment is to be 
secretarial, not editorial.  We note down their submissions on the part of the flip chart that they (and their 
colleagues) have agreed.  In fact most professionals, with a little thought, have a good understanding of 
promotional tools and their uses.  Paradox answered. 
 
 
The effect of different promotional activities – conclusions 
 
One question that we always ask at the end of this exercise is, “What patterns do you see in your 
conclusions?”  Not unexpectedly someone will suggest something along the lines of, “The things toward the 
top of the sheet are very broad, reach a wide audience and are ‘broadcast’ in nature.  The things down the 
bottom are typically very specific, very often specific to one prospective client or even one person within that 
target organisation”. 
 
Once when this question was asked of a group of technology consultants one person replied, “The things at 
the top of the list are the most expensive – they cost more.”  The person sitting right next to her turned and 
said, “No, that is completely wrong.  The items at the bottom of the list are the most expensive!”  The first 
person to have commented was the divisional marketing manager.  The second to speak was the divisional 
director.  What the marketing manager was saying is that in terms of pounds and pence the tools and 
activities at the top take far more of her budget.  What her colleague meant was that the factors toward the 
bottom of the sheet take more consultant time and that has a high opportunity cost element, as every hour 
spent on marketing and business development activities is an hour that cannot be used for fee-earning.  They 
were both correct. 
 
A third conclusion that emanates from the exercise is that the promotional activities that really influence 
clients are nearly all carried out by the firm’s professionals or, in some organisations, client-facing business 
development executives and account managers.  Sure, marketing and support people can help in the setting up 
of some of these activities, but the enactment is usually down to professional staff.   
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What promotional tools / activities get prospective clients to: 
 
 

Be aware of our 
firm? 
 
 
 
 
 
Know exactly what 
we do? 
 
 
 
 
 
 
 
Believe that we can 
do it – and better 
than our 
competitors? 
 
 
 
 
 
 
 
 
 
 
 
 
Take action and give 
us work 

Sponsorship 
Corporate advertising 
Mass corporate entertainment 
Mailshots 
General PR 
‘Ballroom scale’ seminars 
Articles in our own trade press 
Entry for / winning of (our) industry awards 
Brochures 
Web sites 
Directory entries 
Newsletters 
Publishing case studies 
Conduct of proprietary research and/or client 
industry benchmarking studies 
Publishing of research outputs 
Subject matter expert (SME) articles in clients’ trade 
press 
Speaking as subject matter expert (SME) at client 
industry conferences 
Speaking at individual client conferences and meetings 
Networking with prospective clients at conferences, 
events and meetings 
‘One-on-one’ client / prospective client hospitality 
Industry / issue–specific small scale workshops 
Industry / issue-specific roundtable events 
Referrals and references from existing clients 
Issue-specific (SME) training for prospective clients 
Surgeries 
Face-to-face ‘selling’ meetings 
Proposals 
Presentations / pitches 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
So often we have come across marketers in professional firms who say to us, “We can’t get our professionals 
to recognise the contribution that they have to make toward marketing the firm.  They expect us to do it all 
and when new clients aren’t knocking on the door they say things like, ‘What are you doing with all that 
budget that we give you?’”.  Using the exercise above we have never had any problem in getting professionals 
to see where their role lies in marketing for new work.  They are clever people, this exercise is a simple one 
and the conclusions they draw are their own – and obvious. 
 
We have sometimes observed radical shifts in belief after this 45 minute exercise.  People who have started 
with the attitude of, “Why aren’t we better known in our market place”, have been known to comment 
toward the end of the process, “Why do we bother with all of the stuff at the top – particularly as it costs so 
much?  Why don’t we concentrate our resources on the things that convince prospects that we are really 
good at what we do and therefore the sort of people that they should be talking to about new work?” 
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The answer to this is that a firm has to use marketing tools and activities to achieve different objectives.  If the 
objective is to raise profile and brand awareness then the tools and activities at the top of the sheet will be 
most appropriate.  If the objective is to take a group of prospective clients (who probably know us by name 
and have a reasonable idea of what it is that we do) to the point of convincing them to include us in their next 
Invitation to Tender (ITT), then a whole set of other activities are going to be more appropriate.  The fact is 
that in any one period a firm probably has a number of marketing objectives and therefore will use a number 
of tools and activities concurrently. 
 
The mistakes that many firms have made however are: 
 
Too much of the promotional activity is delegated to the marketing department which leads, almost inevitably, 
to marketing being divorced from the fee-earners activities and to a heavy focus on ‘top of the sheet’ 
promotional activities.  In the worst cases marketing departments measure their success by the size of the 
budget they are allocated each year. 
The professionals in the firm have false hopes that ‘top of the sheet’ promotional activities will lead to 
increased business development opportunities.  This is wishful thinking. 
 
Little wonder that some fee-earners have a low regard for marketing and see it mostly as an overhead. 
 
Nearness to Client – Corporate, Capability and Contact Marketing 
 
The output from the exercise examined above usually falls neatly into a model that we initially introduced in 
our first book, Creating New Clients.  The model is known as the Nearness to Client Pyramid. 
 
 
 
 

 
 
 
 
 
 

 
 

 
 

 
 
 

 
 
Corporate marketing activities are those activities that create a general awareness and understanding 
about what the firm does in general. 
Capability marketing activities are those activities that specifically illustrate the firm’s capabilities and 
what it can do for clients. 
Contact marketing activities are those activities that involve direct contact between the prospective 
client and people from the firm.  In addition they seek to demonstrate the firm’s understanding and support of 
its clients/prospects and to add value based on this understanding.  It is these marketing activities that can 
differentiate a firm from its competitors. 

 
If we take the earlier exercise and turn the answers upside down, then the model becomes populated with 
activities that fall into the different categories. 
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The Keys to Really Effective Promotional Efforts 
 
Rule One – Deliver Value 
 
Let’s not forget the simple aim of promotion directed toward our Defined Prospects.        We want the 
people that we want to talk with, to want to talk with us.   
 
What promotional tools / activities get prospective clients to: 
 

Be aware of our 
firm? 
 
 
 
 
 
Know exactly what 
we do? 
 
 
 
 
 
 
 
Believe that we can 
do it – and better 
than our 
competitors? 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sponsorship 
Corporate advertising 
Mass corporate entertainment 
Mailshots 
General PR 
‘Ballroom scale’ seminars 
Articles in our own trade press 
Entry for / winning of (our) industry awards 
Brochures 
Web sites 
Directory entries 
Newsletters 
Publishing case studies 
Conduct of proprietary research and/or client 
industry benchmarking studies 
Publishing of research outputs 
Subject matter expert (SME) articles in clients’ trade 
press 
Speaking as subject matter expert (SME) at client 
industry conferences 
Speaking at individual client conferences and meetings 
Networking with prospective clients at conferences, 
events and meetings 
‘One-on-one’ client / prospective client hospitality 
Industry / issue–specific small scale workshops 
Industry / issue-specific roundtable events 
Referrals and references from existing clients 
Issue-specific (SME) training for prospective clients 
Surgeries 
Face-to-face ‘selling’ meetings 
Proposals 
Presentations / pitches 
 

 

 
Take action and give 
us work 
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So why would someone with whom we have never before talked business, ever want to talk with us?  After all 
they will have existing advisers and it is not unreasonable to assume that those existing advisers will value the 
relationship with their client and therefore be carrying out high quality, well-regarded work.  Additionally, 
engaging in dialogue with our firm will complicate life for our Defined Prospect.  Instead of considering (say) 
three options on the next occasion they are seeking to appoint an advisor, they will now have to consider 
four. 
 
There is one simple reason why a Defined Prospect will want to talk with us, irrespective of the relationship 
they have with their existing advisors.  The reason is that on previous occasions, when the prospective client 
has come into contact with our firm, she has received some form of value from the contact.  She may have 
read an article that was very relevant to her business, she may have heard one of our people speaking very 
authoritatively on a subject of interest to those in her industry or she may have attended a workshop that she 
found very helpful.  Given this background of positive experiences the prospective client has every 
expectation that any further contact with our firm is likely to be equally useful and rewarding. 
 
The marketing activities that have greatest impact on clients and prospective clients are those that deliver 
value to them.  This point has been emphasised a number of times in an excellent programme of market 
research conducted by Nisus Consulting.  Nisus has periodically examined the relationships between major 
clients and their legal advisers in the UK market place.  The interviewers met with the Company Secretary or 
General Counsel of almost half of the FTSE 100 companies.  Key clients by anyone’s standards, these people 
had spent hundreds of millions of pounds on legal services in the previous 12 months.  The interviews lasted 
between one hour and two and a half hours and the information gained was both quantitative and qualitative. 
 
As far as marketing activities were concerned the ones that had greatest impact on these clients, and were 
welcomed most, were those where they obtained value for the time invested.  The more educational and 
client-specific the activity, the greater was the positive impact.  There was a tepid response from these clients 
to newsletters.  The more generic the newsletter, typically the more tepid the response.  Some thought that 
lunches could be valuable – but only if they contained a business/knowledge sharing/information giving 
element.  The responses to corporate entertainment varied but in general contributors did not feel it affected 
the way they awarded future work.  Some, however, were disparaging with one respondent quoted as saying 
“Pissing away our money on entertainment pisses us off.” 
 
Therefore we should look at our promotional activities through our Defined Prospect’s eyes and consider 
what value are we delivering through that activity. 
 
Rule Two – Create the opportunity to judge what it is like to work with us 
 
How many times have professionals told us that theirs is a people business – that people do business with 
people, that people buy from people? 
 
We need no convincing.  We are in violent agreement!   
 
However let us qualify this just a little.  People do business with people they know.  People buy professional 
services from people that they trust. 
 
Therefore our promotional activities should not only be seeking to deliver value to our Defined Prospects.  
They should also ideally be providing these prospective clients with the opportunity to get to know and trust 
us – to allow them to make early judgements about our credibility, competence and compatibility with them 
and their business.   
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Promotional activities and tools in the light of the two rules 
 
Corporate Marketing Activities 
 
Sometimes our conclusions on Corporate Marketing are misconstrued.  We are seen to be ‘anti’ Corporate 
Marketing activities.  We are not.  We see very little value however, on a heavy emphasis on the use 
Corporate Marketing tools with a corresponding and concurrent low focus on Contact Marketing activity.   
 
Corporate advertising 
 
Corporate advertising whether in the press, on television, on posters or in any other medium puts the firm’s 
name in front of hundreds of clients, thousands of potential clients and millions of people who have absolutely 
no interest in ever working with us.  Done well, it is proven to work.  What we mean by this is that a well-
constructed advertising campaign can increase name awareness.  Firms that are serious about increasing 
awareness of their business should allocate something like 20% of their advertising budget to measuring name 
awareness before and after the campaign.  Most don’t, they prefer to buy additional space with the money – 
then carp later that they can’t measure the effectiveness of their marketing!   
 
Despite increasing awareness in the marketplace advertising in isolation delivers absolutely no value to 
potential clients and gives the prospect no real idea of what it is like to deal with us. Corporate advertising 
works well when it is part of a wider campaign or message – which sees the firm investing in all three levels of 
the pyramid.  It generates more value for money when used in this integrated approach. 
 
Corporate Entertainment 
 
When conducting the workshop exercise outlined at the beginning of this chapter, the time when the debate 
really starts to buzz is when someone suggests, “Corporate hospitality” or “Corporate entertainment”.  This 
is one of those occasions when we have learned to ask, “What exactly do you have in mind?”   
 
Firstly, it is our experience that the vast majority of corporate hospitality results in being a “thank you”, not a 
“please”.  In other words it is attended to a very large extent (and sometimes exclusively) by clients, rather 
than prospective clients.  Secondly it is usually the ‘usual suspects’ who turn up to the free outing and for the 
free food and drink.   
 
Thirdly the event too often reflects the interests of the senior professionals in the firm rather than the clients 
who are invited.  Finally, for many of these events there is a high late cancellation rate from invitees as they 
find more important things that they need to attend to closer to the date.  This results in last minute 
invitations to ‘lower grade’ invitees and the filling of spare places by professionals who have nothing better to 
do on the day in question.  They then claim the hours as ‘marketing’ or ‘business development’ on their time 
sheets.   
 
If these are genuinely the results that a firm seeks to achieve from its expenditure on corporate 
entertainment then it is not for us to tell them they are wrong.  It’s their money. 
 
Where the real debate usually focuses is in the difference between ‘mass’ corporate entertainment and small 
scale or ‘one-on-one’ client / prospective client hospitality.  Let us take two examples.   
 
Not long ago one of the major accounting firms used the Royal Ascot race meeting as one of its corporate 
hospitality events.  Over the course of the week they put on coaches each day to transport their guests en 
masse to the racecourse 30 miles from London.  Over the week some 400 guests were entertained.  All-
inclusive tickets worked out at about £400 a head.  The firm had a marquee and provided all food and drink 
for its invited guests.  You guessed it.  Nearly all the people who turned up were clients, mostly the ‘usual 
suspects’ who appreciated a ‘freebee’ and the people who dropped out at the last moment were the more 



 

© The PACE Partners - 8 - www.thepacepartners.com 

senior client contacts who found pressing business issues that overrode the ‘nice to have’ day at the races.  
One wonders that, given the lavishness of the entertainment provided, if those who attended could 
remember which racecourse they had been to, let alone who had invited them.  A racecourse is also a huge 
area in which to roam and a race crowd is a very easy place to lose contact with one’s hosts. 
 
The second example is diametrically opposite.  In this instance the property professional concerned had been 
talking with a prospective client for a number of months.  Two senior managers had attended a workshop run 
by the firm, the professional had followed this up and he had met with the client on their premises.  No 
specific opportunities had arisen from this meeting but the professional kept in contact and ensured that the 
prospective client received relevant mailings.  During a second meeting some months later a chance remark 
revealed that the client was a keen golfer.  The professional was also a golfer – of somewhat moderate ability 
– but his firm had corporate membership at a rather exclusive golf course.  Would the client and a colleague 
like to join him for a round of golf?  The professional was sure that he would be able to arrange for someone 
else to make up a foursome.   
 
The client accepted the invitation in principle and during the next couple of weeks the details were agreed.  
Making up the foursome was a rather high profile client with whom the professional had a long-standing and 
very sound relationship. 
 
Golfers (and at least one of the authors of this piece is not one) always jump at this story and tell us what a 
great opportunity it is to really get to know and understand someone over a game of golf that lasts three or 
four hours.  You get to see the real person we are told.  We accept this totally but the golfers must also 
accept that this is a two-way process.  The prospective client is also forming a view of his host.  Is this a 
person with whom I could have a close advisor relationship?  Is his way of acting and behaving compatible with 
me and the type of people he would be working with in my company?  Is he scrupulously honest?  Is he 
assertive but not over-assertive?  Does he listen or does he like the sound of his own voice?  Is he sensitive to 
others’ needs? 
 
Small scale or one-on-one prospective client hospitality, if well conceived and executed, does allow the 
prospect to begin to form an opinion of what it might be like to work with us.  In the case of the professional 
and his golfing foursome the prospective client’s people were not only able to form an opinion of the 
professional, they formed an opinion of how he understood and worked with his existing clients.  Moreover 
the existing client was a subtle reference source for the prospective client’s people.  The answers that he 
provided to their questions gave them more evidence on which to base their judgement. 
 
Immediately after the golfing day the professional sent a ‘courtesy note’ to his prospective clients saying that 
he had enjoyed their company and hoping that they had also found the day enjoyable.  He followed up with a 
phone call a few days later at which time they told him that they were in the early stages of considering a 
transaction and would he like to come in and discuss the details?  Several meetings, one proposal and one 
formal presentation later the professional and his firm won their very first piece of work from their 
prospective client. 
 
Articles in our own trade press and entry for / winning of our industry awards 
 
A client of ours once labeled these promotional activities as ‘corporate self-gratification'.  At issue here is who 
will see, and be influenced or impressed by, our article or award.  If a lawyer writes an extremely clever 
article that appears in a publication read only by other lawyers in private practice then he may receive the 
acclamation of his peers – if he is lucky.  Most likely he will provide some free advice and education to his 
competitors whose thinking was not so well formed or leading edge.  It is extremely unlikely that any of his 
firm’s Defined Prospects will ever get to share these leading edge insights. 
 
Similarly much time and effort can be expended in competing for industry awards.  Even if a firm is successful 
in winning an award, do its Defined Prospects know?  If the ‘industry’ means the firm’s direct competitors – in 
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the case of The PACE Partnership this would mean other business development consultancies – there is very 
little or no value in this exercise.  If however the ‘industry’ includes at least as many clients, in-house experts 
and potential connections as competitors, then both the award and the exposure can help to raise name 
awareness.  The most powerful recognition is achieved when the client industry votes a firm or a professional 
as being at the top of their profession.  Seen to be the best franchising lawyer by the franchising industry is an 
accolade worth having. 
 
Great care should be taken before investing in these promotional activities.  In our experience too few have 
any real impact on our clients and even less on our Defined Prospects.  Also as promotional tools they do not 
deliver any value to our Defined Prospects and they provide little evidence of what it is like to work with us. 
 
Sponsorship 
 
Sponsorship often suffers from one of the problems associated with corporate hospitality.  The sponsorship 
can reflect the interests of the people at the helm of the firm rather than the likely interests of the firm’s 
clients or Defined Prospects.  No single sponsorship will fit well with all clients and prospective clients, that is 
obvious.  However, some of the obscure causes and events that have been supported by professional firms 
from time to time would cause most of us to raise an eyebrow and question the motivation behind the 
decision.   
 
The best sponsorship packages give a firm the opportunity to invite (interested) clients and prospective clients 
to the event (say a ballet) and to spend time with them.  Again our experience is that these invitations are 
heavily focused toward current clients as a “thank you” and are not really a part of the effort of marketing for 
new work or new clients.   
 
Also one should be realistic in what can be achieved at some events.  A partner in one of the Big 4 
accountancy firms told us of his experience of inviting a client and his wife to see the performance of an opera 
company that the firm was involved in sponsoring.  He knew that the client and his partner were opera fans 
even though it was nothing more than a passing interest to him and his wife.  However, he figured that he was 
directing his energy toward something that was of interest to the client (right) and that the evening gave him a 
good three hours or more with the client (wrong!).  He told us – laughing at his own expense – that he 
realised just before the opera began that the ‘quality’ time with his client was restricted to the 30 minute 
interval, jammed in an overcrowded bar.  Not much of a marketing activity but apparently the client and his 
wife enjoyed the performance. 
 
(‘Ballroom Scale’) seminars 
 
In our Effect of Different Promotional Activities exercise that we carry out with professionals who participate 
in our workshops, one of the tools that is always mentioned is “seminars”.  Again our response is, “Tell us 
what these seminars looks like”.  At one end of the spectrum we have what some have termed the ‘ballroom 
scale’ seminars.  These are typified by: 
 Invitations that are sent out to all and sundry – very often in their hundreds if not thousands. 
 A huge disparity in the ‘quality’ of the audience. 
 A large number of late cancellations or people just not bothering to turn up. 
 Last minute substitutions with junior people sent in place of their more senior colleagues who were 

originally invited – thereby reducing the quality of the overall audience. 
 An overwhelming number of participants compared to the numbers of people from our firm who are 

also in attendance. 
 Very little opportunity to speak to the people who have turned up for the seminar either before, or at 

the completion of, the event due to the ‘tide of humanity’ effect as people arrive and leave over a short 
period of time. 

 A one-way broadcast message to the participants as it is impossible to engage a large audience in any 
form of meaningful dialogue or interplay. 
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A few year's ago a senior partner in one of the large accountancy practices told us that his firm’s Budget 
Breakfasts were exactly like this and that he believed that they were an expensive waste of time from a 
marketing perspective.  Budget Breakfasts were delivered the day after the UK’s Chancellor of the Exchequer 
had told Parliament what would be in his next budget.  During the late afternoon and all through the night the 
accountancy firms dissected the Chancellor’s information, produce summary notes and reports that they have 
printed at huge expense and prepared a presentation that was delivered at breakfast the following morning. 
 Invited clients (or their substitutes) arrived to have a free breakfast and to hear what the accountants had to 
say about the effect of the budget on their businesses.  The exercise burnt time and money – and the candle 
at both ends for those managing and carrying out the analysis. 
  
A manager who had participated in the firm’s previous Budget Breakfast exercise in London (and who clearly 
thought that he had contributed to a very worthwhile event) turned to the senior partner and asked, “So why 
do we do them then?”   
  
“We have to of course,” replied the partner, “Because our competitors do them.  We couldn’t be seen to be 
the only major firm not running a Budget Breakfast!” 
  
We are not critical of this partner’s attitude.  Rather the opposite.  At least he was very clear in his mind 
what these types of events could (and couldn’t) deliver as a marketing activity.  He was under no illusion as to 
why he continued to support their existence at that time.  (Fortunately, and partly due to a change in the 
timing of the Chancellor’s speech, it is clear to us that this particular example of a ballroom seminar is much 
rarer now.) 
 
Ballroom scale seminars fail the two tests for effective marketing activity.  The bigger and more disparate our 
audience then the less likely we are to be able to deliver value to each of the individuals in the audience.  Also 
any Defined Prospect who attends one of these events is provided with very little evidence of what it is like to 
work with us, day to day. 
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Capability Marketing Activities 
 
Brochures 
 
A few years ago David Maister, on the subject of brochures wrote, “The glossy equivalent of a business card.  
You need to have one but it won’t do much for you”.     
 
Despite Maister’s conclusion (which we endorse wholeheartedly) is that professionals within firms, in the 
main, still cling to the belief that they need brochures.  They are like a security blanket.  They appear to be 
solid, tangible, good quality collateral material that reflects the stature and nature of the firm’s business.  They 
can be sent to a Defined Prospect or can be left with a prospective client (sometimes in some vain hope that 
the donation of a brochure will undo a poorly conducted and unproductive early meeting with a prospect).  
 
Yet when questioned on the subject we find that these same professionals admit to almost never reading 
brochures either sent to them or given to them by salespeople.  Why then should a prospective client take 
the time to read our brochure?   
 
Most of the corporate brochures we see we believe to be a waste of time and money.  They tend to paint a 
very generic picture of the firm using glowing words and phrases (“client-focused”, “in partnership with your 
management team”, “commercially orientated” etc etc) that clients have heard and seen a hundred times 
before but have experienced almost never.  They cut no ice with any discerning prospective client.  Many of 
these firms should consider cutting the expense and investing the money that has been saved into (for 
example) improving - and regularly updating - their web site.  Or they could divert the investment in 
brochures into creating very tailored and well-produced proposals for Defined Prospects, which explain why 
they would like to work with them and the specific benefits that client would gain as a result. 
 
Service-specific brochures or flyers can have some value. Case studies even more so. However it is 
questionable if they always need to be in printed format.  In the electronic age it is not difficult to generate 
brochures that can be downloaded (perhaps in PDF format) from the firm’s web site.  In that way, if a Defined 
Prospect is really interested in one of our capabilities or services she can print off the relevant material or we 
can send it to her via e-mail.  Again, if we genuinely have reason to believe that one of our capabilities is of 
particular interest we can print off the relevant material in colour on good quality paper - perhaps with 
amendments tailoring the messages specifically to the prospect in question.   
 
Web Sites 
 
Professional service firms run the risk of their web sites matching David Maister’s views on brochures – that 
like business cards everyone expects you to have one but it won’t do much for you.  In our experience (and 
we have regular need to visit firms’ web sites) one site is very much like the next.  The graphics may vary of 
course but the information that one consulting engineering firm (for example) provides is much the same as 
the rest of the firms in that marketplace. 
 
Let us not forget the aim of marketing activities directed toward our Defined Prospects.  We are trying to 
get the people that we want to talk with, to want to talk with us.  To do this we have to be 
seen to deliver value in any contact that the Defined Prospect has with our firm and we must try to allow the 
prospective client to experience what it is like to work with us.  Most web sites don’t begin to address these 
issues.  They are electronic brochures – and, in the worst cases, out of date electronic brochures. 
 
How can we deliver value?  The answer is to provide information that prospective clients will find valuable.  
Articles and papers on client related subjects should be available on the site – either for people to read, 
interact with or easily download.  This information or ‘knowledge bank’ should be updated and supplemented 
on a regular basis in order that any prospective client who returns to the site will find new information that is 
of value.  The objective here is to provide value in any and every contact that the prospect has with our firm.  
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The more progressive firms are realising this, and offer added value materials such as industry reports, ‘how 
to’ guides, ‘toolkits’ and business trend monitors on issues relating to their clients’ worlds.  Those that invest 
in building sophisticated search technology into their site, also help clients find very quickly the information 
and help they are seeking. 
 
If a prospective client is visiting two firms’ web sites and one gives useful information and insights readily 
whilst one is totally firm-centric we should not be surprised that the prospect begins to draw conclusions as 
to what it is like to deal with each of these firms. 
 
Newsletters 
 
Every month we receive an electronic newsletter from an HR consultancy called HR Advantage.  This is a 
small professional services firm with approximately six fee-earners.  The format is simple and the bulletin is 
normally about four pages in length.  Being partners in a firm and having some responsibility for employing 
others we find it useful to keep abreast of what is happening in the HR world – particularly in relation to new 
HR law.   
 
The electronic format suits us as well.  When we recognise the e-mail to which the newsletter is attached we 
immediately dump the attachment onto our desktops and read it at a convenient point during the next week 
or two.  We are clearly not alone in our preference as in the Nisus Consulting research many of the clients 
who were interviewed said that they would prefer to receive newsletters electronically rather than in hard 
copy format that tends to prevail today.   

 
What impressions are we usually left with, having read this newsletter?  They are as follows. 
 We’ve usually learned something – and usually in the space of ten minutes. 
 These people have good attention to detail (no typographical errors or other mistakes). 
 These people know a lot more about these subjects if we need to find out more. 
 Across the small number of consultants in their firm they have a surprisingly wide range of what appear 

to be credible capabilities. 
 The firm runs regular training courses that we could attend if we wish to gain further input in a number 

of areas. 
 
On the last point HR Advantage and other firms that produce newsletters for clients and Defined Prospects 
have to be careful.  There is a danger that the newsletter becomes a ‘push’ tool and not a ‘pull’ tool.  By that 
we mean that that may use them as a way to promote the firm and its chargeable services rather than to 
deliver value to its readers.  When this happens readers will immediately cease reading.  The newsletter 
becomes another piece of spam.  The effectiveness of the tool disappears. 
 
We think that the HR Advantage example is a good one.  It demonstrates two things. Firstly, even very small 
firms that are really resource constrained can produce a regular newsletter.  Secondly, the more focused the 
newsletter is on the issues the recipient is facing, the more valuable it will be. 
 
However, we are now moving rapidly into those marketing activities that are primarily the remit of fee-
earners.  Experts need to have (at least) some input into ‘mini articles’ that make up a newsletter.   
 
Articles in clients’ trade press 
 
We believe that there is great value in becoming a regular contributor of articles and material to the 
publications that are read by clients and Defined Prospects.  This is where firms or practice areas that have a 
market sector focus have an advantage.  They can readily identify the journals that are read by their target 
audience.  In our experience trade journals are looking for good copy – articles relevant to their audience and 
expert comment from specialists who understand their readers’ businesses.   
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Marketing support people can manage the conduit between the professional and the publication’s editor or 
journalists – discussing the types of input that would be of interest and the timing of these.  However, they 
cannot necessarily write the articles on their own.  Article writing requires the commitment of fee-earners – 
either in: 
 Providing detailed content for the article to a ghost writer (e.g. a marketing professional or PR 

consultant) and then proofing or editing it; or  
 Relaying content directly to the trade title journalist; or  
 Writing the article themselves 
 
Fee-earners are not normally natural authors.  On top of that they are usually asked to write about something 
that draws on their technical expertise.  Making a technical topic accessible in a client trade magazine article is 
a challenge to even the most gifted of writers. So when sitting down to write an article the main motivation 
should be, “How do I give some form of value to the typical reader of this piece?”   
 
In fact we would suggest that if the task is approached with any other motivation the article is unlikely to see 
the light of day.  Editors readily spot the difference between a genuine article that will enhance the quality and 
standing of their publication in the eyes of their readers from 1200 words of self-promotion.  Any attempt to 
self promote may mean that we are not asked to contribute in the future. Similarly, anything that uses a lot of 
technical language and unnecessary jargon will also be discarded by the trade journal. 
 
Again marketing or PR professionals provide great help here and can guide a fee-earner on the ‘readability’ of 
the piece.  Together they and the fee-earner can make a piece that is both interesting in content and style and 
which grabs and holds the attention of the reader.  They can also ensure it helps to build the positioning the 
firm wants for a particular issue or market. 
 
Our own experience of using this marketing tool may provide useful input.  We are regular contributors to 
some of the most widely read professional services publications in the UK.  Our articles appear usually in the 
management section of the journal concerned.  We have found that not only do we get name recognition 
(“Be aware of our firm”) from this type of activity, but that we are recognised as being experts in our 
particular fields of focus (“Know exactly what we do”).  The fact that a leading industry journal chooses to 
publish our thoughts is, in itself, something of an endorsement.  From time to time, depending on the nature 
of the article, we receive direct contact from prospective clients who want to talk further with us about the 
subject on which we have written.  Sometimes this is a bonus but one has to accept that not all the businesses 
that make direct contact with our firm are on our list of Defined Prospects. 
 
Another bonus is that journalists, when working on other articles themselves, will sometimes call our offices 
and ask for thoughts on a subject or for a quote.  In that way we also get our name in front of our clients and 
Defined Prospects – seen as offering ‘expert comment’. 
 
Building relationships with key journalists in their clients’ trade press, enables a firm to take a more strategic 
approach to their PR efforts.  Not only does this help to ensure they are the first port of call when the 
journalist has an issue they require a viewpoint on, they can start to feed the journalist with ideas for news or 
features pieces.  The more insight we have of our clients’ businesses and industries, the more we can identify 
articles or stories which we can pitch to their trade press (preferably for us to write or add expert comment 
to).   This will ensure our firm’s name soon become associated with real expertise on these issues.  
 
That doesn’t mean we should abuse our position of trust with our clients and Defined Prospects and expose 
them to unwanted media attention. Instead we should try and give general commentary, responding to trends 
and developments in a specific industry and offering practical help and insight into (for example) a piece of 
legislation which will impact on readers of that article. 
 
So, identify the key journalists your firm wants to get close to.  Treat them as you would your clients and 
Defined Prospects and build a position of competence, compatibility and credibility in their mind.  Finally, 
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manage the relationship so that if one journalist moves on (and they do fairly frequently from our experience), 
you still know plenty more and can maintain the same level of support and co-operation with that particular 
title. 
 
Proprietary research and benchmarking studies 
 
Research and benchmarking can be very effective promotional tools.  For example, if you were the chairman 
of a UK professional football team and you wanted to appoint a firm of financial advisers who would be on 
your short list?  We would suggest that two definite inclusions would be Deloitte and PKF.  The reason for 
this is that as a football club chairman you would be fairly certain that both really understood the industry 
issues with which you were dealing and they would probably already have some feel for the particular issues 
faced by your club.   
 
One major reason that these two firms have such a deep understanding is that they carry out regular research 
into the football industry.  The information that they gain allows them to understand the industry’s emerging 
issues and to benchmark the relative positions of the clubs on which they have gathered data.  Not 
unsurprisingly, both dominate as financial advisers to major clubs and act on a large number of football club 
restructuring programmes. 
 
The Deloitte and PKF football example once again raises the issue of market focus.  As a Financial Director I 
may be mildly interested in understanding the latest statistics on employee fraud in the country but as a 
Financial Director of a retail business I would probably be extremely interested to know where my business 
stood in relation to detected employee fraud in the retail sector.  That delivers additional value and is more 
likely to motivate me to take the time and effort to participate in the initial data gathering stage. 
 
Proprietary research does require input from senior professionals within a firm.  The whole exercise cannot 
be passed to an outside research agency then just forgotten about until, some weeks later, some magical 
output appears.  Professionals have to decide: 
 What do we want to find out about? 
 What will give us a better insight into our clients and prospective clients? 
 What information would our clients and prospective clients find useful to their organisations and their 

specific job roles?  (What would deliver value?) 
 Who would be the people who would be likely to have this information? 
 If the research is to draw on perceptions - what would be the most likely way to motivate individuals to 

share their opinions and information with the people who would be conducting the research? 
 What format of output or reporting would be most useful for both people within our own firm and also 

for clients and prospective clients – some of whom may have participated in the research process and 
some who will not? 

 How do we want to use the outputs? 
 
Once the firm is clear on the answers to these questions then it is time to deploy more marketing resource 
and perhaps professional external agencies. 
 
Fundamentally there are three different ways that proprietary research and benchmarking exercises can be 
carried out.   
 The first is to pass the exercise to an external professional organisation that has a successful track record 

in conducting such research projects.  
 The second is to involve an external professional organisation but to keep part of the work internally – 

especially if your people are going to have the edge and expertise to interpret the results 
 The third is to do-it-yourself – again if your firm holds the best people (in terms of their expertise and 

knowledge) to conduct the research and analyse the results 
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In our experience all three approaches can be used successfully.  It is a case of selecting the approach that 
best suits the research that is being proposed. In professional services, this tends to focus on three methods: 
 
 Opinion-led studies – either by asking for people’s views through questionnaires, interviews, focus 

groups or a combination of the three 
 Data-led studies – for example analysis of performance statistics, financial and other such business data in 

the public domain  
 A combination of the two – using opinion led studies to draw out the reasons for a particular statistic or 

piece of data, for example as part of a benchmarking exercise. 
 
In our own business we have conducted several opinion-led benchmarking exercises as a part of our 
marketing activities.  We have benchmarked firms’ practices in relation to new business development and also 
their key client management capabilities.  The simple questionnaire took 20 to 25 minutes to complete and 
could be done in either hard copy or electronically on our web site. 
 
Every participant received a report on how well (in their opinion) their firm performed in each of twelve core 
aspects of key client management (ten core aspects in the case of new business development).  At the 
conclusion of the research, after analysis of the data had been carried out, each participant was sent a 
benchmarking report.  They could compare their (say) law firm with probably 25 peer businesses and a total 
of around 80 or 90 professional firms in total.  In addition to the statistics we also provided commentary on 
each of the sectors and how they performed.  Firms that did not participate in the research had the 
opportunity of purchasing the general benchmarking report after it had been sent to the participants. 
 
Putting aside the benefits that our clients received from this information, this exercise was also an extremely 
useful plank in our marketing directed toward Defined Prospects.  Why was that so? 
 
Firstly our knowledge of our chosen market improved. 
 
Secondly the research outputs provided extremely good core material for articles that were of interest to the 
professional services press.  This was another way of reaching our target market. 
Thirdly the wider media took an interest in some parts of the report conclusions and published extracts.  
Appearing in the Financial Times was very motivating but we did not kid ourselves.  This was Corporate 
Marketing, very much in the mould of “Be aware of our firm”. 
Fourthly the insights that we gained into issues most affecting the various sections of the professional services 
marketplace enabled us to identify workshop and round table opportunities – another way of gaining audience 
with our Defined Prospects.  We were also able to develop and improve our products and services. 
Finally many Defined Prospects who participated in the benchmarking exercise were very willing to meet to 
discuss their outputs and the issues that the report had drawn to their attention. 

 
The latter two benefits were important.  Good proprietary research and benchmarking (when used as a 
promotional tool) should always deliver value to participants – one of the two keys to really effective 
marketing.  However, it can also unlock the opportunity to speak with Defined Prospects, providing them the 
chance to form an opinion of what it is like to deal with us on a day-to-day basis – the second key. 
 
One caveat on research.  At the time of writing we notice more and more research being carried out as more 
and more firms recognise the potential benefits outlined above.  The challenge now is to stand out to 
potential respondents, readers and editors alike, from the herd.  High quality research carried out 
professionally, presented creatively and, most importantly, delivering insights of value to the audience remains 
a very effective tool; sub-standard research carried out ‘because it seemed like a good marketing tool’ is likely 
to sink without trace or, more worryingly, undermine rather than improve the firm’s reputation. Also we 
should also be careful about how we interpret the research – especially if it is built on opinion and self-
perception studies.  People will have different motivations in how they respond to our questions and we may 
need to try and factor these in when we analyse the results to present a balanced view. 
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Conference speaking 
 
Industry events 

 
Conference speaking at client industry events is the verbal equivalent of writing articles in clients’ trade press.  
As well as achieving most things that article writing can provide – such as giving the opportunity to deliver 
value to those in the audience - conference speaking delivers other benefits as a marketing activity. 
 It provides the opportunity to more accurately target the audience for our messages. 
 It gives prospective clients a chance to form an early opinion about what sort of people we are and what 

it might be like to work with us. 
 The conference may provide other opportunities to make contact with prospective clients.  This could 

be through networking during the breaks, offering to send electronic copies of slides to those who 
provide their business cards or by running a simple piece of research that attendees can easily engage in. 

 
However, just as with article writing, effort has to be invested up front to identify those organisations, and the 
people in them, who run the types of conferences that we would be most interested in addressing.  We have 
to be certain that their events are well organised with good quality participants attending.  If not, then this 
activity can be a waste of time - and may even reflect badly on the speaker.  Similarly, as with articles, if a 
professional uses the conference opportunity to explicitly promote his firm at the expense of delivering value 
in his messages, then he is unlikely to be invited a second time. 
 
And, just like article writing, there are some people who are very good at this activity and some people who 
struggle.  A firm should only allow the very best of its presenters to address key industry and client 
conferences.  The decision should be made based primarily on communication skills.  Technicians with poor 
communication skills or people with high egos but low projection, damage our marketing efforts and affect the 
audience’s perception of our firm’s image.  The first message that they send out to prospective clients is, 
“These people aren’t very professional or interesting”.  These are not the judgements that we want Defined 
Prospects to make in respect of what it may be like to work with us. 
 
Where possible, we should try and build in a follow-up to any conferences we are asked to speak at.  This 
could take the form of sending delegates a summary of the points we made, a copy of a relevant article/piece 
our firm has created on the subject, an invitation to participate in a piece of research on the issue discussed 
or drawing them to relevant hints/tips on our website.  Whatever our correspondence, this follow-up should 
always add value to the recipient, and not plug our firm’s services.   
 
By conducting this follow up, we will remind the conference delegates of the content of our presentation and 
continue to reinforce our firm’s credibility and competence in this field. We can also use it to build a more 
targeted communication that may encourage them to want to talk to us more about the issue covered in the 
conference. 
 
Client events 
 
Most conference speaking that professionals carry out is at industry events.  However, there are occasions 
when professionals are invited by clients to address their own internal conferences and meetings.  Whether 
the professional chooses to bill for this time depends on a whole raft of different factors.  Whether billed or 
not, participating in these events is usually a good investment of time.  Internal conferences almost always 
focus on the issues most close to the client’s business.  It’s a great way of learning very quickly what the 
organisation is trying to achieve in the future and what the challenges are that the business faces.  It is also an 
extremely good time to widen the number of client contacts that one has.  Needless to say, the address to 
the audience is another medium by which the professional can demonstrate his value as an advisor to the 
business 
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Defined Prospect events 
 
Now, instead of thinking ‘client conference’, think ‘Defined Prospect conference’.  Forget the decision about 
billing for the time.  This is a marketing investment.  The biggest decision made in this instance is not the 
professional deciding to forego a day’s fee earning but the prospective client’s decision to risk inviting an 
‘unknown quantity’ to address an important company event. 
 
We would suggest that if the timing is appropriate and the Defined Prospect has had some opportunity to 
become comfortable with us as potential advisors, then offering to participate in an internal corporate 
conference as a guest speaker could be a powerful marketing activity.  Value can be delivered and we can 
create the opportunity to meet with people and for them to begin to form judgements about what we are like 
to work with.  
 
Contact Marketing Activities 
 
Networking 
 
The two keys to effective marketing aimed at Defined Prospects are delivering value and providing the 
prospective client with the opportunity to judge what it would be like to work with us.  As a specialist guest 
speaker at a client industry conference it would be possible to be wheeled in to make a presentation then 
wheeled back out again.  Assuming that the address was well targeted then the first of our objectives would 
have been met.  We have delivered value.  The second though will hardly have been met at all.   
 
We will have projected a public persona from a distance but not allowed prospective clients to form a true 
view of what kind of people we are.  To achieve this we need to communicate with people on a one-to-one 
basis.  Conferences, events and meetings are not only excellent platforms to show what great capabilities we 
have, they are also great opportunities for professionals to network with clients and prospective clients.   
 
Many professionals shy away from this activity.  It is something that they are not comfortable with and 
therefore the potential return on the (sometimes substantial) investment in attending and participating in an 
event is not fully realised.  A lack of skill in being able to network semi-socially means that most attempts are 
uncomfortable and don’t work well for the professional.  This undermines confidence and leads to future 
avoidance of the activity.  The key, therefore, is to address the behaviour – the skills.  That is where the 
negative circle must be broken and where appropriate training is key. 
 
It is clear that good networkers – people with the skills to communicate one-to-one in a mixed business / 
social environment - have a tremendous advantage.  Prospective clients are forming opinions about them 
(probably mostly favourable) and gaining some perspective of what it may be like to work with the 
professional in question.  The professional who has delivered his presentation and then gone back to his office 
has not properly entered the race for new clients. 
 
Small scale workshops and round tables 
 
We should begin by defining what we mean by a workshop and how this differs from a round table.  In a 
workshop most of the input will be from the firm’s presenters who will be subject matter experts (SMEs).  
Whilst participants may become engaged in some activities such as examining case studies and may ask 
questions to clarify points or (sometimes) to challenge the speakers, most of the flow of information – 
hopefully valuable – passes from speaker to audience.   
 
At a round table session participants are expected to make a more significant contribution.  A round table 
may begin with an SME outlining the issues and the ground to be addressed in the discussion but then he sits 
down and is involved no more or less than the other people who have been invited.  These people are 
generally a mix of clients, prospective clients and others with specialist knowledge of the topic.  A round table 
session also works best when an experienced facilitator chairs the discussion and maintains general direction 
and control. 
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Whether a round table or a workshop, some guidelines that apply are: 
 Focus the session on an opportunity or business issue that is of current or future burning interest to a 

section of the firm’s clients and prospective clients. 
 Target the audience very carefully.  The aim is not to have lots of people at these events.  The aim is to 

have the right sort of people.  The participation of too many ‘low quality’ attendees will drive the ‘high 
quality’ participants away from future workshops and round tables that the firm organises.  Also be 
sensitive to any issues that might arise from inviting competitors to such events. 

 Keep the numbers small – no more than 20 or so for a workshop and no more than 10 for a round 
table. 

 Make sure that plenty of the firm’s professionals are on hand for the event.  This means the people who 
best understand the subject and the target audience – not those people whom it is discovered the day 
prior have nothing better to do.  (A rough guide is one firm person to every four participants.) 

 Ensure that the participants gain value from their attendance.  In a workshop this is more within the 
firm’s control because the firm’s professionals largely determine the input.  Despite the lack of control 
that the structure of a round table seems to engender, very often participants gain enormous benefit 
from such an event.  Instead of listening to one or two subject matter experts they share real life 
experiences with their peers who are dealing with similar issues to themselves.  When the insights of an 
SME need to be drawn upon the person is on hand. 

 
The temptation is to direct these events solely toward the existing client base.  Whilst they are useful 
marketing and relationship building activities for this audience they are tremendous marketing tools for the 
acquisition of new business relationships.  For these types of events, the delivery of value should be a given.   
 
However, workshops and round tables should also provide ample opportunity for prospective clients to enter 
into dialogue with the firm’s people.  This can happen before the event begins, at breaks and at the conclusion 
as well as during the sessions themselves.  This is why it is important that the firm fields the right people not 
only in the SME role but also as ‘hosts’ for the event.  The aim, once again, is to provide Defined Prospects 
with the opportunity to judge what it may be like to work with us. 
 
A few other tips to ensure the best output from seminars and round tables are as follows. 
 
 Make every effort to ensure that all invitations to in-house events are targeted toward the right audience.  

Address the invitation to the individual and address it correctly.  With people who are well-known 
clients, find some way to personalise the invitation.  Mass mailshots cheapen the event and risk attracting 
some ill-fitting participants – which may damage the value for other participants. 

 Where there are specific clients (or prospective clients) for whom the event should be particularly 
relevant and where we have not received any response, then personalise the invitation further through a 
follow up e-mail or, best of all, a follow up telephone call. 

 Only use the best presenters for the event.  Most audiences today are sophisticated and experienced.  
They recognise the difference between excellence and mediocrity.  Mediocre presentation of even the 
most valuable subject will weaken the impression to your guests – and hence diminish the value that they 
perceive. 

 Check the venue out well in advance (if the event is not to be run on your premises).  Walk the room(s) 
and check out the facilities. 

 Get the presentation team together at least one week in advance to rehearse their input and handovers.  
Make it a full ‘dress rehearsal’ including AV.  Agree the changes that need to be made then schedule a 
final rehearsal for a day or two before the event. 

 Get the team together at least one week before the event to discuss how they will stage manage the 
whole event – from meeting and greeting until the time that the last guest has left. 
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 Ensure that each professional is allocated a specific, agreed number of people for whom they will be 
responsible.   

  Ensure that each support professional knows the questions that he / she is going to use as discussion 
openers with the people he / she will be meeting.  If it is likely that most guests will be ‘roaming’, then 
each professional should have two or three questions that they ‘own’ – in order that guests are not 
bombarded with the same question each time they begin speaking with someone from the firm. 

 Get support staff to contact each guest (or his/her secretary) within 48 hours of the commencement of 
the event to ensure that the final numbers attending are known. 

 ‘Colour code’ badges in some way so that professionals can quickly identify any ‘roaming’ guests. 

 Make sure that the typeface of the name badges is large enough so that those who are long-sighted do 
not have to lean forward and peer at a guest’s breast in order to read his / her name. 

 Make the host professionals’ badges distinctly different from those of the guests.  This is to save potential 
confusion for the guests. 

 Ensure that all of the firm’s representatives (speakers, other professionals and support) arrive before any 
guests. 

 Set up all equipment immediately and have a dry run – ensuring that all AV effects work and that sound, 
lighting and ventilation are all OK. 

 After registration, the receptionists should take each guest to their respective host professional, who 
should be positioned at a specific ‘station’.  It is the professional’s task to ensure that each guest is 
catered for.  The professionals should stay at their ‘station’.  (If there are breaks then most guests will 
gravitate back to their original ‘station’ – allowing for on-going discussion.) 

 Keep the guests out of the main presentation room prior to the start.  This allows the presenters any 
final preparation free from interruption and also allows the seating to be adjusted right up until the last 
minute. 

 The professionals should sit in on the event – to understand exactly what went on, which messages 
seemed to gain greatest audience interest and which guests had specific questions. 

 Don’t use the event to try to ‘sell’ to clients and prospective clients.  This is not what they came for and 
this behaviour will discourage them from participating in events in the future. 

 Use the discussion time to get a feel for the issues affecting the guests and their organisations 
(particularly in relation to the event subject).   

 Where there are opportunities in the time available to enlighten guests on other issues affecting them, 
then do so.  This will add to the value that they derive from the event.  Where the issue needs greater 
time and effort to explore, then suggest to the guest that you will drop them a line on the subject. 

 If there is any seated catering provided then a table plan should be created between the time that the 
event kicks off and the catering begins. 

 Plan for time at the end of the event when the support professionals can share intelligence on what they 
discussed, and learned from, different guests. 

 Ensure that any new intelligence is used to update the firm’s database. 

 Each support professional should write to each of the guest for whom he / she was responsible on the 
day.  A ‘standard’ letter is fine but most letters should be tailored with a paragraph or a couple of lines 
related to subjects that were raised in discussion with them at the event. 

 Where there are specific issues that were raised between the guest and the professional that seem to 
have some substance behind them, a telephone call should be made, seeking to set up a more focused 
meeting. 
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Referrals and references from existing clients 
 
Referrals 
 
A few years ago we were doing a lot of business development training work for a long-standing banking client.  
The managers that we were working with had, as one of their key tasks, to develop new business from new 
customers.  Their customer base was in the mid corporate market and each manager typically managed 
around 40 to 50 relationships.  According to independent research this bank’s mid corporate customers were 
the most satisfied in the UK.  This was not a one-off aberration.  Quarter by quarter this bank’s customers 
rated their relationship with their bank – and their bank manager – higher than any other bank’s customers 
did. 
 
However the managers struggled with the task of new business acquisition and most hated the prospect of 
being asked to ‘cold call’.  On one of the workshops we asked the participating group three questions.  
Question one was, “How many relationships do you manage?  Please write the number down on a sheet of 
paper”.   
 
Question two was, “Of the number of relationships that you manage, how many customers have you got who 
are somewhere between being satisfied and highly delighted with the service that you provide?  Will you 
please write the number down below your first number”. 
 
Question three was. “Of the second number that you just wrote down, how many of these customers have 
you proactively asked for a referral or recommendation in the last year?  Will you also write that number 
down?” 
 
A pattern quickly emerged.  The first two numbers were very similar – and the independent market research 
substantiated these estimates.  However, the third number was usually zero.   
 
Often clients do not realise that professionals, as part of their role, are responsible for new business 
development.  It simply never occurs to them that a referral to a colleague or some other business associate 
would be extremely welcomed by their advisor.  Why?  Because the advisor has never raised the issue with 
the client.   
 
Professionals regularly tell us, “I wouldn’t know what to say or how to say it.  I don’t want to put my client 
under any obligation or pressure”.   
 
“Let’s try this then,” we respond.  “You are meeting with one of your clients.  You have a good relationship 
with her and you have just completed a project that has gone extremely well.  This is the review meeting and 
the client has just told you how delighted she is with the outcome of the work.  At that point you say to her 
something along the lines of, ‘I’m pleased that you’re pleased and we look forward to working with you in the 
future.  Also if you think that there are other people in your organisation – or indeed any other business 
associates - that we should be talking to about our capabilities then I would welcome the introduction’.”  
Given the context, how painful did that feel? 
 
In asking for a referral two things are important.  Firstly there is timing.  The subject should be raised when 
the relationship is on a high.  Why would any client recommend the mediocre to a colleague or other 
business associate?  Secondly we have to be comfortable with our choice of words.  We are never 
comfortable with any skill that we have not practised and most professionals have never practised asking for a 
referral.  In our workshops we take professionals back to the scenario of the delighted client and tell them to 
write down what it is that they would say – word for word, in their own words, words that they will be 
personally comfortable with.  We then get them to practise amongst themselves.  It is amazing the 
improvement that can be seen and the confidence that can be gained through three or four articulations 
during a few minutes practice. 
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Having sown the seed the client should be left to decide her own response.  Some may just nod, 
acknowledging that they have heard, but no more.  Some will actually respond along the lines of, “I know that 
the people in our Manchester office are not entirely pleased with the advisors they have been using recently.  
I’ll give them a call and ………” 
 
We should never put pressure on our existing clients or make them feel uncomfortable.  Raising the subject 
of referrals in a thoughtful, practised way at the right time should not result in embarrassment on either side.  
In practice we find that once clients realise that business development is an important role for the 
professionals with whom they work, some will act as a continual source of introductions for those 
professionals whose abilities and relationships they value highly. 
 
How do referrals work as a marketing tool in the light of the two keys to marketing effectiveness?  The 
answer is that whilst the person to whom the professional has been referred is unlikely to receive any 
immediate direct value, what they do receive is tremendous insight into what it is like to work with the 
professional concerned.  The referee has months or perhaps years of real life experience that she can share 
with the person to whom she is making the recommendation.   
 
References 
 
References work in a similar way.  From time to time prospective clients will ask, “Who have you done this 
kind of work for in the past and can we speak with them?”  Rather than scramble around at this point trying 
to find suitable referees, professionals should create a bank of satisfied clients where they have the explicit up-
front agreement that these people will act as reference points.  This has been done in commercial markets for 
decades.  IT companies regularly make use of user site visits as a part of their selling process.  Prospective 
customers are taken to installations similar to the one they are considering purchasing.  They can see how the 
installation works and they can question the existing customer directly.  Used well it is a powerful proof and 
these IT businesses work hard to maintain a stream of recognised user sites where the current customers are 
happy to act as a living testimony. 
 
Recently we lost a pitch to win a new client - very painful but this time a genuine learning experience.  The 
winners had succeeded, at least in part, due to very imaginative use of a client reference.  The winning 
organisation included the Managing Partner of one of their key clients in their presentation team!  As well as 
demonstrating fantastic loyalty, and implying tremendous satisfaction with the work done just by being there, 
the client was also able to give ‘unbiased’ insights into the opportunities, challenges and issues involved in 
getting the best value from the adviser who was pitching.  Very powerful we thought – just a shame we hadn’t 
thought of it first! 
 
Training events 

 
When reading the Nisus Consulting report into FTSE 100 clients’ relationships with law firms we were struck 
by one anecdote that was in the section of the report entitled ‘Delivery of Promotional Tools’.  A company’s 
General Counsel said, “(A magic circle law firm) who aren’t officially on our panel, came in and did an in-
house seminar for us.  They’ve been quite proactive in developing that relationship.  The seminar was 
absolutely excellent.  As a result they got some work”. 
 
Seems like an efficient way of winning the work of one of the country’s largest businesses.  And why wouldn’t 
it be efficient?  It completely exemplifies the two keys for successful marketing directed toward Defined 
Prospects.  Provide value and allow the prospective client to judge what it feels like to work with us.  
 
And yes, it was free!  We know that this used to be anathema to many professional firms, and still is to some.  
Giving away chargeable time is unthinkable.  Law firms that think and behave in this way are probably still 
circling this FTSE 100 giant wondering how they can win some of the work that is available.  Keep circling.  
Keep wondering. 
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Surgeries 
 
At one client workshop where we were running the Effect of Different Promotional Activities exercise, one 
participant volunteered, “Surgeries”.  It was one of those occasions when the facilitator’s mind went blank.  
He’d done this exercise dozens of times previously and nobody had ever shouted out this word.  The 
response therefore was, “What do you mean by surgeries?”   
 
 “Well”, said Michael who had volunteered the response, “I do most of my work in medical negligence cases.  
I tend to deal with very specialist and sometimes obscure and difficult cases and I happen to believe that I’m 
very good at what I do.  The trouble is that the medical negligence people that some of our insurer clients and 
prospects employ tend to think that they can handle these difficult cases themselves.  So, when I find the right 
time I make an offer to the head of claims.  I offer to come in for three or four hours and to run a surgery 
with his medical negligence people looking only at those cases where they feel that they are struggling and 
could do with fresh insight.  No charge.  They get a fresh perspective and advice and I get a closer 
understanding of the cases that they deal with and how they go about dealing with them.   
 
I’ve found out that what typically happens is that as soon as I have left the premises the claims manager is on 
the phone asking his team, ‘How did the session with Michael go?’  Well, like I said I’m a specialist and I’m 
good at what I do.  So the usual response is, ‘Hey, that was a really useful session.  That guy is great.  Are we 
working with him?  We certainly should be.’  I get loads of work off the back of surgeries with both clients 
and prospective clients”. 
 
Deliver value and provide the client with an opportunity to judge what it is like to work with us.  Bulls eye?  
Probably - and also an excellent example of the Trojan Horse tactic that we will examine in the next chapter. 
 
 
Seeing the light 
 
At a Managing Business Development workshop that we were running not long ago we were coming to the 
end of the session examining the Closeness to Client Pyramid and the effects of Corporate, Capability and 
Contact Marketing activities.  At this point one senior professional struck his forehead with the palm of his 
hand.  It appeared that something significant had occurred to him.   
 
When asked to share his thoughts Alan said, “I’ve always believed that it was wrong to give away my 
professional time.  But if I decide to take a client to the races for the day I put this down as business 
development activity and nobody raises an eyebrow.  It’s expected.  It’s just struck me that if I used the same 
time to carry out some of these Contact Marketing activities that we’ve been talking about I’d definitely be a 
more effective business developer.  I think that I’ve suddenly been released!” he concluded with a big grin. 
 
 
Treat prospects like clients 
 
Having now looked at best practice in how to employ a number of the promotional tools that are at a firm’s 
disposal, it can be seen that there is a single underlying principle that sits behind the two keys to effective 
marketing directed toward Defined Prospects.  That principle is to treat prospects – particularly those 
identified as Defined Prospects – like clients.   
 
That means thinking about their businesses and the issues they have to face.  It means understanding their 
particular industry.  It means investing time to build and develop the relationship.  It means being patient.  It 
means thinking about practical ways to emulate for prospective clients the experiences that actual clients have 
of our firm and us.  It means being prepared to provide some time and effort that may not show an immediate 
payback.  It means always trying to deliver value.   
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Too often firms treat clients and prospective clients differently.  After all potential clients have not paid a 
penny in fees.  The focus is not on adding value and acting in the ways described in the last paragraph it is 
almost entirely on ‘how/what could we sell to these people?’ – and you don’t have to be greedy to look 
greedy!  There is an implicit promise however that once a prospective client offers the firm a real shot at a 
real opportunity then the prospect will see the firm’s true colours.  Trouble is, the prospective client has 
probably made up her mind and the opportunity may never be offered. 
 
 
Return on investment 
 
In the past many professional services firms have invested much time and financial resources in Corporate and 
Capability Marketing and less in effective Contact Marketing.  In contrast, when you look at how hard the 
three levels are to measure in terms of effect and outcomes, Contact Marketing (because of its direct and 
active nature) is the easiest.   
 
This is one of the reasons why firms have difficulty measuring the effectiveness of their marketing expenditure.  
They are devoting significant resources to what are the most difficult areas to measure.  In turn they may also 
expect results which only Contact Marketing can deliver. Corporate and Capability Marketing do have a 
strong role to play in building awareness in the client’s mind and helping the client to understand exactly what 
a firm can deliver.  However, without Contact Marketing the prospective client is highly unlikely to convert 
into a live client.  
 
Whilst we are not suggesting that firms halt expenditure on Corporate Marketing, we do recommend that: 
 The overall promotional budget is re-examined in respect of how much is dedicated to the three levels 

of promotional activities. 
 Over time a greater proportion of Corporate Marketing and communications budgets are devoted to 

Contact Marketing projects and approaches. 
 Measurement systems are adjusted (or in some cases introduced) to reflect this change.  
 
We do believe that this will help firms to see a more direct correlation between what they spend on 
marketing and the new business they win. 
 
 
Accelerating the promotional approach through campaigns 
 
Hopefully all of the above makes sense.  The problem is that many people reading this book have picked it up 
because they have a short-term problem.  There is a need to generate additional fee income and it is clear 
that the existing client base will not provide it in the short-term future.  In particular the firm would dearly 
love to meet with its Key Defined Prospects that it has identified but these organisations have remained 
elusive.  In short the firm needs to find ways to win work from new clients and that means gaining an audience 
with them. 
 
We’re back to the problem we looked at earlier in this chapter.  Why would a prospective client who is being 
well served by her existing advisers wish to complicate her life by talking with us?  The answer hasn’t changed.  
It is because that in every previous interface with our firm she has gained some form of value.  So how can we 
generate lots of value quickly? 
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One answer is through campaigns, or as they are more accurately called, high focus, high value, high impact 
campaigns.  We will call them campaigns for short.  The essence of these types of campaign is as follows. 
 
 These campaigns should be targeted toward specifically identified senior management people within the 

Defined Prospects that have been identified. 
 It is not unusual to target two or more people within a Defined Prospect as often there is no precise 

information as to who would be the most appropriate recipients of our campaign.  On many occasions 
the campaign may well be of interest to a number of people. 

 The campaign should begin with a written communication to the targeted individuals.  It should explain 
clearly what the firm is trying to do (i.e. convince them that your firm is an organisation that would be of 
value to them to begin dialogue with) and how you intend to raise their interest. 

 The campaign should have about five elements. 
 The prime consideration for any material that is sent to the targeted individuals should be, “Will this 

potentially be of genuine value to him / her?”  Don’t include brochures and overtly promotional material.   
 Each intervention should follow no longer than two weeks after the previous one. 
 Consider including in the campaign: 

 Books written by our people 
 Papers produced by our people 
 Copies of articles written by our people and published in trade journals. 
 Copies of articles (from external authoritative sources) that would probably be of interest to the 

targeted individuals. 
 Interesting and relevant case studies. 
 Outputs from proprietary research. 
 Market reports. 
 Self-scoring questionnaires on particular issues with an offer to analyse the results 

 Ensure that some relevant communication accompanies every piece of material sent to targeted 
individuals.  Ensure that each of these communications is specifically tailored to the person concerned.  
Ensure that each and every accompanying letter is personally hand signed. 

 When the final part of the campaign has been executed, write a letter to the individuals concerned.  
Express the hope that the information you have sent over the past few weeks has been of interest and of 
value and has given the recipient some idea of ‘where we are coming from'. 

 State specifically that you will be calling the recipient on a nominated day (within one week) with a view 
to seeing if it would be appropriate and timely to arrange a face-to-face meeting. 

 Make the call!  Don’t waste the effort that has gone in up to this point. 
 

In our own firm we use a mix of long and short term marketing activities to attract Defined Prospects into 
dialogue.  Last year we looked at our top 15 fee-producing clients and discovered that eight of them had 
originally entered into discussions with us primarily as a result of campaigns directed toward senior decision 
makers.  However, we are also aware that the proprietary benchmarking research that we carry out, the 
articles that we write, the workshops that we run and the word of mouth referrals and recommendations 
that we foster all provide a supporting environment for these highly targeted campaigns.   
 

To provide some feel for what a campaign could look like we have taken an example of one that we have 
found to be quite successful.  By successful we mean that we will obtain a business meeting with someone that 
we have targeted in more than 50% of the Defined Prospects included in the campaign. 
 

Week 1 Initial letter accompanied by book – 'Creating New Clients' 
Week 2 Letter with article on Cross-selling 
Week 3 Letter with article on Running Effective Seminars 
Week 4 Letter with article – A Measured View of Clients 
Week 5 Letter accompanied by book – Managing Key Clients 
Week 6 Letter with two articles –  Teaching Smart People How to Learn &  Making Sales Training Work  
Week 7 Follow up telephone calls 
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Someone once said to us, “That seems intense to the point of stalking!”  That is not our experience.  
Occasionally we have a secretary call us and tell us that her boss is not the right person to direct this 
information to.  That’s about as negative as it gets.  We get many more calls from recipients who, before the 
campaign is completed, ask to meet with us.   
 
The key is delivering value and the biggest hurdle we have found when firms in need of short-term new 
business wins seek to implement a campaign approach is that there can be a dearth of material that is likely to 
provide value.  There is then a huge temptation to slip in some overtly ‘push’ promotional material.  Perhaps a 
brochure or a service flyer.  The high focus, high value, high impact campaign has then become devalued to 
just another mailshot. 
 
Also it should be borne in mind that this is not a silver bullet.  Not every Defined Prospect that is campaigned 
to will want to meet with our firm at that point in time.  At PACE we are delighted with a two in three 
conversion rate of campaigns to meetings.  Also this meeting provides us with just the very first step into the 
P3 section of The PACE Pipeline – the Projecting phase.  There could be a long way to go but the campaign 
has succeeded in getting the people that we want to talk with, to want to talk with us. 
 
 
Guidance from Clients 
 
The Nisus Consulting research looks exclusively into the relationships between lawyers and their clients and 
we cannot necessarily extrapolate all of the conclusions and apply them to other professional services 
providers.  However the following quotation from one of the research reports rang true with us and has rung 
true with clients of other types of professional advisers when we have discussed this subject with them. 
 
“In addressing how they should be approached, a lot of the interviewees chose to start by explaining how they 
should not be approached.  Cold calling, generic letters and brochures came top of this list.  Respondents 
were vexed by the number of uninformed approaches they received from firms which simply said they wanted 
to be considered for work and when was the next panel review?  The consensus was that those who did 
make an approach should do so in writing, they need to have done their research, worked out their offer and 
built-in their distinctive benefits.  Having done this they should seek a one to one meeting.  They should not 
be too pushy.” 
 
 
Where to go from here 
 
Where to go from here if you run a firm or have overall responsibility for marketing and business 
development 
 
Ask your marketing department and / or the individual parts of your firm that are involved in marketing to 
provide you with a breakdown of last year’s promotional activity and (where possible) the spend – broken 
down into Corporate, Capability and Contact Marketing. 
 
On the basis of this analysis decide whether the breakdown reflects what the firm should be trying to achieve 
through its promotional efforts.  What changes should be made going into the future based on who your firm 
is targeting? 
 
Provide guidance to your marketing people, and the practice areas that are involved in their own marketing, 
as to how you wish to see the balance of promotional activity in the future.  Agree objectives with them and 
measure ongoing performance. 
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Where to go from here if you run a business unit within a professional firm 
 
Carry out your own analysis on your business unit’s promotional activity for the last year – broken down into 
Corporate, Capability and Contact Marketing.  Reflect on why you did what you did – and what were the 
results? 
 
Based on this analysis ensure that your business unit has a plan for next year that reflects the balance of 
activities that will assist you in achieving your unit’s fee income objectives. 
 
If you don’t do so already, start to measure the Contact Marketing activity expended by each of your fee-
earners who have business development responsibility. 
 
If you have a need to generate new client income in the next few months, work with a group of your most 
interested people to generate the first of your high focus, high value, high impact campaigns and direct this 
toward a selected group of your Key Defined Prospects. 
 
 
Where to go from here if you are a marketing or business development professional working with fee earners 
 
Agree with the fee-earners who they are attempting to influence through promotional activities.  Also ensure 
that there is clarity about the issues that face these clients and Defined Prospects - otherwise any promotional 
effort or activity risks missing the mark. 
 
If you are having trouble getting professionals to see what their contribution to marketing activities should be, 
then run The Effect of Different Promotional Activities exercise with them – or alternatively get someone 
neutral to run this for you. 
 
On the basis of the outcome of this exercise agree with the fee-earners that you work with the overall shape 
of the promotional activities that should be focused upon over the next period or next year. 
 
Make an effort to know where you can lay your hands on the kinds of material that could be utilised in a high 
focus, high value, high impact campaign.  The idea is often readily accepted by fee-earners but can stumble in 
implementation if the right collateral material cannot be found to generate the campaign. 
 
If, in the execution of a campaign, you create new collateral material then share this and make it available to 
others in the firm. 
 
If you believe that that you and the fee-earners with whom you work can 
put together a campaign then volunteer to act as the coordinator of this 
approach. 
 
 
Where to go from here if you are an individual practitioner within a 
professional firm 
 
Make a list of the Contact Marketing activities that you could or should 
get involved in, in your role. 
 
Now take your diary and plan for the next three to four months those 
specific Contact Marketing activities that you will participate in.  Your firm, 
your practice area or your own efforts could generate these 
opportunities.  Make these a priority and fit fee-earning work and other 
activities around these events. 


