Marketing Plan Workshop
Diana Mercer, Attorney-Mediator http://www.peace-talks.com 

Natalie Armstrong, President, Golden Media http://www.golden-media.com 
You know you need a marketing plan for your ADR practice, but how do you get started?  In this interactive workshop you’ll create your unique marketing plan outline  and you’ll leave with a plan you can implement on Monday.
Marketing Workshop Program Outline:
· What are the elements of a successful marketing plan?

· What am I already doing right?

· What are the logical next steps?

· How do I identify the best referral prospects?

· How can I network effectively?

· Marketing on a budget: speaking, writing, 

· First Steps in Marketing: what works and what doesn’t 

· Branding Yourself and Your Practice 

· Alternative Marketing: web marketing, guerilla marketing, pod casts and other hot trends 

· Marketing Through Client Service: creating a client-centered practice

· Measuring your success:  ROI and metrics 


Prepared remarks and workbook materials will be used by participants during the session to actually develop a marketing plan outline. In addition, the audience will be encouraged to pose questions which will be answered by the panel in an interactive format.
· What are the elements of a successful marketing plan?
· Markets

· Key client demographics

· Unique value proposition

· Writing it down

· SWOT analysis

· SMART goals
· What am I already doing right? What are the next logical steps?
· Where do your current clients come from?

· Based on where your current clients come from, what can you do to do more with and for these client sources?

· What do you enjoy doing?

· What’s easiest for you to follow through on?
· Drill down. It’s not always about doing more activities, but doing more with the activities you’re already doing.
· How do I identify the best referral prospects?
· What’s my key demographic?

· Where have my referrals come from before?

· Who is easiest for me to reach?

· Do I already had connections or ideas?

· Always start with the lowest hanging fruit.
· How can I network effectively?
· What kind of group might suit me?

· What would I enjoy?

· Were do my gatekeepers go?

· Where am I likely to run into qualified prospects?

· Do I have a plan for each meeting?

· Networking is about finding out about the other person to decide if you want to follow up, not a hard sell of yourself to them

· How will you keep track of your contacts?

· What’s your plan to follow up with each at least 4 times?
· Marketing on a budget: speaking, writing
· Blogs, newsletters, expert web sites are always looking for content

· E-newsletters, print newsletters

· Special interest groups:  EAP, corporate counsel, trial attorneys, etc., are always looking for speakers

· Podcasts and webinars
· First Steps in Marketing: what works and what doesn’t 
· Most important is to simply start

· Always measure both time and cost and keep track of results

· Generally, the more time intensive and less expensive activities have the best return. 

· Advertising doesn’t work (unless you have a huge budget)

· Internet and social media are time intensive but cost effective

· Learning about marketing:  Rain Today is Diana’s new favorite resource. http://www.raintoday.com 
· Branding Yourself and Your Practice 
· Is your marketing consistent with your vision and practice values?

· Do your support materials (e.g., brochure, website) convey this same vision?
· Is your office set up to reflect your values and vision?

· What about your follow up, client service, and support staff?

· Branding also needs to set your intention for practice growth. If you intend to stay a 1 person shop, then using your name is fine.  If you want to be a giant brand, consider a name which is not so reliant on you providing the service yourself.  Michael Gerber’s E-Myth Revisited explains.
· Alternative Marketing: web marketing, guerilla marketing, pod casts and other hot trends 
· Websites (Diana’s new favorite web design firm is Kaleidoscope Consulting, www.kconsultinggroup.com) 
· Blogs:  Blogger vs. Wordpress
· Social media: LinkedIn, Facebook, Twitter, Ning
· Pod casts 

· Webinars

· Appearing as a guest on all of the above for others’ sites (and vice versa)
· SEO

· Anchor text and backlinks
· Marketing Through Client Service: creating a client-centered practice
· Office set up

· Support staff & support staff training

· Customer service policies

· Mediator training

· Client library

· Handouts and resources for clients

· Measuring your success:  ROI and metrics
· Do not get paralyzed by trying to measure everything

· Still, you must keep track

· Set up a system which works for you and which support staff will use

· Count time as well as money

· Where do your clients come from?

· What’s your call-to-client ratio?  Where are the cracks in your sales cycle? Do yo know why some clients come in and some don’t?
Here’s your schedule for the next 30 days:
Day 1  

The Mediator’s Marketing Mindset




A  Ways To Develop A Marketing Mindset




B  Mindset Tips




C  What Works For Mediators

Day 2

The Reason Behind Your Reason




A  Your Goals And Aspirations




B  Getting Focused

Day 3

Marketing Budgets




How To Know How Much 

Day 4

Evaluating Your Competition And Your Clients




A  Client Research




B  Competitor Research




C  Client Surveys

Day 5

Determining Your Target Market




A  Demographics




B  Psychographics

Day 6

Your Unique Selling Position




A  SWAT Analysis




B  Service Analysis

Day 7

Niche Marketing For Mediators




A  Why Niche




B  Niche Strategies




C  Niche Positioning

Day 8

Mediators’ Marketing Plan And Strategies

Day 9

Determining Your Competitive Advantage And Benefits




A  Communicating Your Advantage




B  Communicating Your Benefits

Day 10

Branding And Identity




A  Clarity And Brevity




B   Building A Mediator Brand

Day 11

Communication And Creativity




A  Essentials Of Communication




B Essentials Of Creative Planning





1  Creative Marketing Plans





2  Creative Marketing Ideas

Day 12

Advertising And Media Plans




A  Advertising





1  Writing Ads





2  Where To Place Your Ads

Day 13

How Mediators Network




A  The Networking Mindset




B  Making The Connection




C  Building Relationships





1 Following Up




D  How To Network





1 Event Planning





2 Setting Goals





3 Targeted Networking

Day 14

Business Support Pieces




A  Database management




B  Credit card account

Day 15 
Direct Selling






A Establishing Loyalty




B  Listening And Questioning

Day 16

Telephone Marketing




A  Pre-Call Planning




B  Intake As A Marketing Process

Day 17  
Printed Collateral




A  Brochures




B  Business Cards Stationary




C  Bios

Day 18

Direct Mail




A  Is It For You





1 Your Target





2 Your Message





3 Your Medium





4 Frequency Issues

Day 19

Radio / TV 




A  Radio




B  TV

Day 20

Your Marketing Hooks




411 Really Works

Day 21

Using Public Relations




Getting Free PR

Day 22

Newsletters




A  Formatting




B  Finding Content




C  Best Uses

Day 23

Writing / Speaking / Training






A Writing




B  Speaking




C  Training

Day 24

Marketing Online Part 1




A  Your Practice Website




B  Search Engines




C  Blogs




D  Reciprocal Links

Day 25

Marketing Online Part 2




A CAN – Spam. It’s Not Just Canned Meat Anymore




B  Auto-Responders




C  E-Zines




D  Electronic PR

Day 26

Trade Shows

Day 27

Building Your Marketing Calendar




A  Measuring




B  Making Your Calendar

Day 28

Executing And Implementing

Day 29

New Income Streams 




A  Basic Economics For Mediators




B  Service Expansion




C  Regional Expansion

Day 30

The Next Plan For The Next 30 Days!
Day One

A Mediator’s Marketing Mindset

Your success lies with you. The single consistent characteristic amongst our most successful clients is their mindset.  They have the mindset of hard work, success, and entrepreneurship. They understand that their successes and failures are theirs to own.  A marketing mindset starts with you!  You have to have energy and enthusiasm to successfully market your mediation practice.  

This energy and enthusiasm needs to be conveyed in everything you do and say.  It needs to be reflected in every piece of mail you send and phone call you make and receive.  It can’t be faked.  Every point of contact, every communication should be a sign of your passion for the resolution profession.

     Marketing is a mindset and an attitude as much as it is an activity.  It pervades every aspect of every interaction with every potential or current client.  Many professional service providers think of cheesy, misleading, or even fraudulent advertising when they think of marketing.   Frequently the picture that comes to mind when marketing is mentioned is the ever-lasting image of a car salesman. We tend to have an instant distrust of people who are trying to sell us something.  Distrust in ADR or its providers can be death to both the industry and individuals.  

      Trust is one of our strongest commodities.  

      Marketing to potential clients without raising the red flag of mistrust can be accomplished in a myriad of ways.  First it’s important to understand that marketing your practice should be very intentional.  Intentionally marketing your practice can be done either “apparently” or “inconspicuously” or a combination of these two states. Apparent methods of marketing can be speaking publicly, publishing an article, distributing business cards and brochures or establishing a web site.  However, every time you answer the phone, respond to correspondence, talk about your industry or practice at a social event or with your neighbor over the fence – you are marketing.  Often, it is these softer methods of marketing that 

are more effective.  

     Many practitioners don’t even consider that their physical appearance may have an impact on the hearing outcome as well as have an impact on whether or not 

they receive any repeat business.  Now I’m not suggesting that unless you look like an Elle McPherson or Mel Gibson you’ll fail, what I am suggesting is that marketing a successful practice requires a complete awareness of the perception your clients and potential clients have of you during every single interaction.  Presenting yourself and your practice in the most professional manner isn’t just good marketing – it’s good business.  Remember, that when you present print or Internet collateral to potential clients, that collateral is speaking on your behalf in lieu of a personal meeting.  Is it imbued with the professional image you and clients are looking for?  What will be your target market’s perception?

     Promoting your practice requires a full-time commitment even if your practice is only part-time.  Next time someone asks you what you do, think about their perception of your answer.  Next time you prepare yourself and your clients for a hearing, think about their perception of the process.  Next time you answer your phone, your email, or door … 

think about their perception of you and your practice.  If you have the right mindset to market your practice – the sky is the limit of success. 

A marketing mindset isn’t just thinking about your website, business cards, or brochures.  It about tying together every collateral piece, every phone call, every hearing .. essentially every contact you have with a referral source, potential client, or client. It’s understanding your target market and how and when they buy your services.  It’s about your relationships with your clients.  A marketing mindset is mental habit that you’ll develop over the next 30 days.  

Your success in marketing your business must be backed up by the belief that your practice will grow and meet your goals.  This attitude is the primary difference between having a practice and having a thriving practice.  Your attitude is really the key to your success.  It will imbue every conversation and marketing activity.  

One way to develop this mindset is simply to start paying attention to all the marketing that is directed your way. Start reading the billboards and bus stop advertisements and stop deleting the spam that comes your way and throwing that junk mail in the trash.  Don’t skip over the TV commercials and tune out the radio spots.    Pay attention to the verbiage, the colors, the graphics.  Which headlines, features, benefits, and calls to action work and which don’t.  By identify which aspects of other’s ads work for our industry you can refine them to fit your practice.  By identifying those aspects of ads that definitely won’t work for our industry and you can avoid making costly mistakes.  

Looking at these ads and promos for other industries and services will not only become a habit for you after a while, but will become a continual resource to your ongoing marketing mindset.  

--------------------------------------------------------

There are several ways you can develop a marketing mindset:

· Seek out the help of experts and learn from them.

· Expand your options by reading business and marketing books, web-site, e-zines (online magazines), tele-seminars, etc.

· Keep a record of your marketing activities. Note which activities were successful and which were failures.
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