


CONTINUED FROM PAGE 1

Professional quality work and client service are the thresholds
of what your clients expect from you. What makes you
different and how can you express it in a memorable way?
Your marketing people can ask your clients, survey your
marketplace and come up with memorable ways to articulate
these differentiating values and messages.

Once this is defined, teach these key messages to everyone
in your firm. Teach the backroom people about how clients
value their work. Inspire the front end people with the results
they create. Get them talking! Then let your marketing talent
integrate your differentiating themes — what really makes the
experience of you stand out from your competitors — into
your website, your advertising, your proposals and every other
marketing message you send.

#2 Own the “Famous’ Reputation as the

Go-To Expert

It is no longer enough to know how to fill in a great tax return
or even design a great bridge. People need to look to your
firm as the “best place to go” when they have a certain need.
How do you own that piece of people’s minds? Your marketing
people can create strong press and media outreach to get you
quoted and writing on topics in specific areas. Establish a
speakers bureau so that your firm experts are out sharing their
knowledge. Get active in associations. Actively seek a certain
quotient of fame so that people know who to hire.

#3 Escape the Commodity Pricing Trap

Nothing beats the joy out of the profession like being treated
like a mere commodity in the RFP nation. The only way
to break out of that trap is to be able to clearly articulate
your differences and make sure the world knows about them.
Without a clearly defined competitive edge and without the
talents of bringing it to the attention of the world, you might
as well just fill in the spreadsheets with your best price and
compete with professionals in Towa and India.

Great marketing people help you stand out as brighter, fresher,
smarter or in some way better than the competition.

#4 Dominate a Niche

Being a generalist is very expensive because you have a huge
world to talk to. Being the “best firm to go to when you are in
this industry...” is a defined target that your firm can deeply
dig into. (Hint: Having two or three clients in one SIC code is
not dominating a niche.) You need to own it. That means you
have to play rugby instead of lawn tennis.

Dominating a niche is a contact sport. You have to know
your subject, show up at all meetings and trade shows, write,
speak and schmooze. Most of the professionals we know are

© 2010 Ingenuity Marketing Group, LLC

not born sales people. Let your marketing talent organize this
niche and tee up opportunities and introductions.

#5 Close Deals

If building your own practice is job one at your firm, sign up
for sales training right now. This is not a skill you can afford
to lack. We offer basic sales training for people who have had
none and know several great people who teach advanced sales
training for people who sell services.

Great marketing people may not always be sales trainers but
they can certainly diagnose the need for one and get the right
trainer lined up. Bring your marketers along to sales calls and
watch your close ratios increase as they ask the more basic and
naive questions about the prospect’s business, goals and family
or hobbies. Suddenly the prospect likes you and wants to give
you the business.

Big clients tend to require that you sell in teams, which is
not like selling one-to-one. Have a sales process and a sales
pipeline in your firm. Your marketers should hold people
accountable to the process. The days of service partners are
rapidly disappearing — everyone has to be able to help generate
new business and your marketing team can help each one with
individual business development plans.

#6 Know How Your Buyers Buy

Since the advent of the Internet, people who used to pick the
accountant or lawyer they went to college with now can shop
for one on a Saturday night. They get email newsletters from
six firms and get sales calls from two more.

Your marketing people should regularly attend panels of
people who buy your services as well as continuing education
on buying patterns. Invite a panel of your own clients to
speak at your firm and ask them what they value and why
they stay.Your marketing people can set up your website, your
newsletter and all your firm communications to maximize the
experience for clients and prospects.

Your marketing team or consultants should be focused on
the big picture of firm growth. If your marketing person is
spending loads of time on colors and trinket buying, you may
need some help at a strategic level, or, we often find that you
may be standing in the way of letting that person make a real
difference for you.




The Powen off Testimonials: Lot
Qowv Clients (el the Story

By Wendy Nemitz
Principal

One of the old adages in sales s, “People buy with emotion
and justify their decisions with logic.” Especially when you are
selling an as yet undelivered and intangible service, people buy
based on their trust in you and your ability to do a great job.

These days, people can learn a lot about you before ever
contacting your firm. It used to be that they got their
recommendations by word of mouth. Now with the Web, they
learn about you through “world of mouth.” Why not hedge
your bets with some positive comments and success stories
straight from your clients? It’s humbling and also cost effective.
Here are a few tips for gathering persuasive testimonials:

*  Consider using an outside party who is good at drawing

people out.Your clients will tell you that you are “great,”
but “great” is hardly compelling sales copy. They will be
more expressive with someone they do not know. Make
sure your interviewer has done this before; it is an art to

draw people out and get the language that persuades.

e Tell your clients who will be calling them and why. A
heads-up from you means they will be much more
comfortable with the interviewer.

*  Always use the telephone or in-person interviews. If you
ask folks to write a letter, the letter will almost always be
stiff and formal. Again, not compelling copy. When you
interview them, you have the chance to craft the words
a little into much more compelling copy. (However,
compelling copy should never drive you to make anything
up that they did not say. It just gives you a little more
license to edit.)

*  Craft a variety of testimonial quotes for use in your
promotional campaigns.

*  Send each quote (any that you might ever consider using)
to the clients and have them sign off on it. Make sure
they know it may be used on your website, media releases,
proposals and for a variety of promotional uses.

*  Whenever possible, use the person’s full name, title,
and company. “Pat Z. in Wisconsin” sounds like a late
night diet-aid commercial. “Patrick Zuber, President,
HealthCore Company, Madison, Wisconsin” sounds real.
Of course, if you are in a more confidential industry such
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as family law or estate planning, sometimes it is appropriate
to use first name and last initial or to carefully craft the
client’s business description.

*  Keep the client release form on file for as long as you use
the testimonials in marketing.

*  Send clients copies of brochures or newsletters where the
quote has been used. Most people like seeing their name
in print or keeping a copy of the testimonials in their

files.

If a real person testifies in detail about how it feels to work
with you, it is much more persuasive. It’s also easier and more
accurate than trying to talk about yourself. Having a file full
of testimonials will make all of your promotional material
better and easier to write. It will help you understand just why
people buy from you. And it will build your confidence to go
out there and tell your story.

When to Qutsowce
Strategic Wiarteting
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By Dawn Wagenaar
Principal

Recently I was pleased to learn that I've been chosen to serve
as a Member at Large on the board of the National Association
for Accounting Marketing (AAM).1 joined AAM back in 2000
when I was working as an in-house Marketing Director for a
local firm because it made my job easier to be able to draw on
the expertise of so many other marketing professionals.

Over the last ten years, I've made many friends in the
organization. I served as co-chair of the annual conference
for two years, served as committee chair of the Marketing
Achievement Awards for two years, and before that sat on the
Education Committee. One of the great highlights was last
year’s conference and our ability to change our strategy in the
middle of planning it and give attendees the information they
really needed during the recession year.

By far the reason I've stayed involved with AAM for the last
decade 1s because of the people involved in the organization and
the friends I've made. There are so many smart marketers with
whom I can share information. This is also why I encourage
my clients to be involved in their industry organizations and
associations in niches they serve.

Particularly in professional services, it’s important to make
connections with other marketers who know what’s working
and what isn’t. What about other industry association? You
have the opportunity to get to know people and let them get
to know you in a setting that allows you to show oft the same
skills you would use in working with them.

Lot Us Khow...
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The last year was a tough time for some associations, making
now an even better time to get involved. You have more of an
opportunity than ever to stand out. You can be the one keeping
your name out there and, as the economy turns around, the
members will remember that you didn’t go away during hard
times. You’re also showing your support for industries that are
important to your business.

What's the right amount of involvement for your organization?
Ingenuity is a small firm but were involved in the leadership
of four local and statewide associations, plus one national.
We also frequently speak at association meetings, including
internationally. I recommend finding an association you enjoy
being involved in.

I'm looking forward to a year of helping AAM grow and I
hope I'll see some of you at our local and national events.

5%0//1? on Boals Vlear Gou!

Several of Ingenuity’s team members are serving on
association boards and committees this year. We’re honored to
be giving back to industries that have been so kind to us.

e Amy Newton serves on the ACEC-MN Public
Relations Task Force

e Kristy Gusick serves on the ACEC-MN Membership
Committee

¢ Wendy Nemitz is an Education Chair for SMPS-TC
e Liz Kuntz is the President-elect for LMA-MN
e Dawn Wagenaar serves on the Affinity Program

Task Force for AAM National, is the Vice-President/

President-elect of AAM-MN, and is a Member-at-Large
of AAM National

Visit Qun Web esownces

Marketing Your People
A microsite with tools and articles

on how to market professionals.

InGenius Review Blog
Bi-monthly e-newsletter and of

READ OUR NEWSLETTER ONLINE

use-it-now marketing strategies.


http://www.marketingyourpeople.com/
http://www.ingenuitymarketing.com/ingeniusreview/

