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· What are the elements of a successful marketing plan?
· Markets:  My key market is: ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· Key client demographics:  my ideal client is described as: ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· Unique value proposition:  I’m different than my competitors in the following ways: ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· SMART goals: My goals are Specific, Measurable, Achievable, provide a Return and are Time specific: ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· What am I already doing right? ____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

· What are the next logical steps? ____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

· Where do my current clients come from? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· Based on where my current clients come from, what are 3 things I can do to do more with and for these client sources? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· What do I enjoy doing? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· What’s easiest for me to follow through on? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· Drill down. It’s not always about doing more activities, but doing more with the activities you’re already doing. Is there a marketing activity that I’m doing now or have done in the past which I didn’t follow through with in the way that I should?  That might provide different results if I just stuck with it or follow through more reliably? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· 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 have connections or ideas? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· Always start with the lowest hanging fruit. What could I do on Monday to shake the trees? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· 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 I keep track of my contacts? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· What’s my plan to follow up with each at least 4 times? e.g., call for lunch, add to e-newsletter list, invite to another activity, make an introductions, handwritten note…. ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· 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

· Where might I speak or write? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· 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 

· What are some inexpensive marketing projects that appeal to me? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· 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

· What are some alternative marketing ideas I have? What might work for me? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
· 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

· What are 3 things I could do next week to make my office and staff more client-centered? ____________________________________________________________________________________________________________________________________________________________________________________________________________________

· 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 you know why some clients come in and some don’t? ____________________________________________________________________________________________________________________________________________________________________________________________________________________
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