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20+ years in marketing

MARY E LLE N Broad range of experience

 Advertising, research, business analysis, revenue forecasting

H I c KMA N i IVI BA * New business and brand launch in the US and overseas

 Launched and led 3 businesses

Founder + Marketing Strategist

HICKMAN MBA from top-tier school

Consulting Partners,

fiily LNVERSTTY

DARDEN SCHOOL OF BUSINESS

Adjunct professor of marketing
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HOW TO HOW TO MARKET YOUR FIRM IN CHALLENGING TIMES

OUR PATH

STEP 7:
>TEP S, Track +
ldentify th
r ehn’c Icl>i/entes STEP 5: evaluate
STEP 1: ) Invest in marketing
Revisit .your line STEP 6:
of services STEP 2: Do what works. Do
Do the math STEP 4 it better

Require on-time

payment

WWW.HICKMANCONSULTINGPARTNERS.COM
© 2020 HICKMAN CONSULTING PARTNERS. ALL RIGHTS RESERVED.



What are your objectives:

» Why did you choose to participate today?
» What do you want to get out of today’s discussion?

» When will you put this into action?



Shift to remote work & virtual meetings
Heightened uncertainty

Different processes

More stress

New problems to resolve

What has changed?

Tighter budgets

Delays and cancellations
More clients willing to settle?
A little more desperation

More fear



e e




1. REVISIT YOUR LINE OF SERVICES (5

a What services are you best at providing?

»a¢

a How have clients’ needs changed?

« What is different now?

STEP 1:

Revisit your line of services

e What services do you offer that fit those needs?

WWW.HICKMANCONSULTINGPARTNERS.COM
© 2020 HICKMAN CONSULTING PARTNERS. ALL RIGHTS RESERVED.



STEP 2:

Do the math

2. DO THE MATH

Pick your typical matter (or client)

Calculate the number of GOOD potential clients/matters needed

Total revenue collected 515,000
Subtract any direct costs 51,000
Resulting estimated gross margin 514,000
Add up your annual expenses
Take-home pay $300,000
Other expenses 550,000
Staff
Rent
Office equipment
Phone, internet, utilities
Resulting annual expenses $350,000
Calculate the number of clients needed
Annual expenses 5350,000
Divide by gross margin $14,000
Resulting number of GOOD clients or matters needed, per year 25
Estimate your close rate® 80%

*Defined here as number of GOOD clients that you close/sign/retain, affer you speak with them

Divide the number of GOOD clients or matters needed 25

by your estimated close rate 80%
Resulting number of GOOD potential clients or matters needed, per year 31
Per month 2.6
Per week (using 46 working weeks per year) 0.7
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3. IDENTIFY THE RIGHT CLIENTS

&

Who needs your services?

Who values your services?

Who is able to pay?

STEP 3:

Identify the right clients

Who Is easy to persuade?

e Who Is easy to work with?
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Hold. The. Line.

Just say no.



4. REQUIRE ON-TIME PAYMENT

Expand how you accept payment

» If you haven't already: Set up payment by credit card

Request a higher retainer

Send invoices on time

STEP 4

Require on-time payment

Stay on top of collections

6 Hire a good bookkeeper and a strong CPA
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5. INVEST IN MARKETING

a Get moving: Actively seek more business

» Choose one marketing activity or tactic
— Focus on the highest return on investment
— Optimize that tactic
— As time allows, if needed, layer on 1 — 3 more

STEP 5:

Invest in marketing
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6. DO WHAT WORKS. DO IT BETTER. (15

a Strategic networking

* Groups
e One-on-one

a Select speaking engagements

e Email marketing
ST E P 6 ® * Including list-servs
@

Do what works. Do it better. a Targeted, focused social media: Q G.

 Don’t. Get. Distracted.

e Direct malil

e Letters
* Cards
» Packages
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What people want more of:

Human connection



5. INVEST IN MARKETING

G Get moving: Actively seek more business

» Choose one marketing activity or tactic
— Focus on the highest return on investment
— Optimize that tactic
— As time allows, if needed, layer on 1 — 3 more

a Execute with excellence

e Doti's and cross t's

S I E P 5 o * Follow up on time and consistently with potential clients
o — Rule of thumb: 8 touches to close

Invest in marketing

° Get more competitive: Improve the essentials

« Email signature block

* Online presence: Google My Business, Linkedln, Avvo
« Website

» Marketing documents: Proposals, contracts, letters

* Logo

 Client-facing documents: Invoices, letterhead, memo
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Your best guess:

» What percent of a new client's marketing budget typically
Isn't working?

* What's the most common reason why it's not working?



Prioritize ruthlessly.



7. TRACK + EVALUATE

Set up a marketing tracker

« Name of potential client or matter

» Date they contacted you

 Type of service requested or needed

« Source of potential client or matter: How did they find you?
Who referred them to you?

 Date retained
S I E P 7 —  Estimated gross margin (or revenue)
@

e Update your marketing tracker — religiously

A L
\

Track + evaluate

Evaluate results every month

* What trends do you see?
* What appears to be working?
« What seems to be less effective?
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Use your secret weapon:

20/

PRACTICE MANAGEMENT ADVISORY SERVICE



https://www.dcbar.org/for-lawyers/practice-management-advisory-service

HOW TO HOW TO MARKET YOUR FIRM IN CHALLENGING TIMES

OUR PATH

STEP 7:
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r ehn’c Icl>i/entes STEP 5: evaluate
STEP 1: ) Invest in marketing
Revisit .your line STEP 6:
of services STEP 2: Do what works. Do
Do the math STEP 4 it better

Require on-time

payment
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Brainstorm:

Convert your previous tactics to what will work today.



QaA

MARY ELLEN HICKMAN, MBA

HICKMAN CONSULTING PARTNERS

MARKETING STRATEGY FOR GROWTH

growth@hickman-partners.com

RESOURCES:

® F & ¢
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