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Not very many years ago, professionals could count on their reputations and networking contacts to ensure a steady stream of clients. Today, though, lawyers, accountants, management consultants, architects,
engineers and other professionals must do extensive marketing to maintain and build their practices. And,
to further complicate matters, law, architecture, dentistry, and other professions have become crowded and
these professionals must increasingly compete for customers. In this discussion, learn how professional
services firms can effectively ‘sell the invisible’ – intangible qualities of experience and expertise that resist
easy descriptions in an increasingly competitive marketplace.
Boutique professional services firms don’t have the luxury of
a big brand name driving a steady stream of opportunities.
To grow and scale, boutique firms must market themselves
and their services, leveraging effective and cost-efficient
methodologies. Learn how marketing a professional service
is very different than marketing a tangible product.

Special attention is needed to
generate new projects from existing
clients and driving referrals through
positive word of mouth. This requires
one-to-one relationship nurturing.
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DISCUSSION POINTS:
> Do you have a repeatable process to generate leads, convert leads into opportunities and opportunities into clients and generate
additional projects inside existing clients.
> Have you built a marketing budget comprised of hours and dollars allocated to a set of approved key performance indicators and
success metrics?
> Are you generating enough leads to hit your growth goals and converting enough of those leads into opportunities?
> How are you converting these opportunities into new clients to hit your scale goals?
> How are you ensuring that you are delivering outstanding client service which is driving excellent word of mouth leading to a steady
stream of referrals?
> How are you nurturing relationships with existing clients leading to a predictable revenue source providing good forward visibility?
> Do you have separate and distinct marketing programs for existing clients than for new clients? How do they differ?
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