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Please feel free to post this on your blog or email it to whomever 
 

you believe would benefit from reading it.  

 
Thank you. 
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Stop Marketing, Really??! 
All right, Bill, whatôs the deal?  

You are a marketing coach, so you donôt really want me to stop marketing, do you? Isnôt 

this just some kind of marketing hype? 

Well, yes. And no.  

Yes, I do want to grab your attention.  

No, I donôt want you to stop marketing, per se.  

I want you to stop the stuff you and others are calling ñmarketing.ò 

Many accountants, dentists, and lawyers, are comfortable with the idea of meeting face-

to-face with potential clients. Some will even ask for referrals on a consistent basis. They 

may attend networking events. But they HATE marketing.  

They HATE marketing because it doesnôt work.  

They HATE it because itôs expensive.  

Referrals are great, but all that  ñother stuffò, just doesnôt work. 

Or does it? 

The ñother stuffò can work; we just need to do it differently. We need to understand why 

referral marketing works, make sure we are doing that well, and then apply what works 

for referrals to the ñother stuff.ò 

Letôs start with a little story about one boyôs marketing efforts. Iôm sure your story is 

different from this one, but see if you can identify with any of the elements of this story. 

To effectively market your 

professional services: 

1. Understand why 

referrals are effective. 

 

2. Create a system for 

generating referrals. 

 

3. Apply what works for 

ǊŜŦŜǊǊŀƭǎ ǘƻ ǘƘŜ άƻǘƘŜǊ 

ƳŀǊƪŜǘƛƴƎ ǎǘǳŦŦέ 
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/ÎÅ !ÃÃÏÕÎÔÁÎÔȭÓ 3ÔÏÒÙ 
 

Alan is a CPA with his own practice. Alan started his career working for a regional public 

accounting firm. Six months ago, Alan decided that he was not very interested in doing audit 

work. What he really enjoyed doing was working with small business owners. He enjoyed 

helping them with tax planning and advising them on how to manage their business. 

Alan got off to a good start with his practice. Two of his clients from his previous firm, followed 

him to his new practice. Both the previous firm and the clients agreed that the regional CPA firm 

was not the best fit for the client, and agreed that the best thing for all parties involved was for 

Alan to take care of these new clients. 

Alan also had a brother-in-law who owned his own business. HŜ ōŜŎŀƳŜ ŀ !ƭŀƴΩǎ third client. 

Alan was lucky enough to come from a large family, so when tax time rolled around, many of his 

family, their friends, and his friends became clients as well. 

Because Alan did a great job for his clients, he picked a new client every two or three months 

from referrals. 

Pretty soon, Alan had a nice little practice and was staying fairly busy. He was working hard, and 

putting in lots of hours, but it seemed like the efforts were paying off. 
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The Phone Call 
Alan was staying busy. He began missing networking meetings. After all, it was more important 

to take care of his existing ones than to look for new ones. 

Late Friday afternoon, Alan received a phone call from Joe, his first and best client. Joe had 

decided to sell his business. He would need a little help finalizing the sale, but after that, the 

ƴŜǿ ƻǿƴŜǊΩǎ ŀŎŎƻǳƴǘŀƴǘ ǿƻǳƭŘ ōŜ ƘŀƴŘƭƛƴƎ ǘƘŜ ŀŎŎƻǳƴǘƛƴƎ ŘǳǘƛŜǎΦ ²ƘƛƭŜ !ƭŀƴ ǿŀǎ ƘŀǇǇȅ ŦƻǊ Ƙƛǎ 

ŦǊƛŜƴŘ WƻŜΣ ƘŜ ƘŀŘ ƎǊŜŀǘ ǊŜŀǎƻƴ ǘƻ ōŜ ŎƻƴŎŜǊƴŜŘΣ ōŜŎŀǳǎŜ WƻŜΩǎ ŀŎŎƻǳƴǘ ǇǊƻǾƛŘŜŘ ŦƻǊ ол҈ ƻŦ Ƙƛǎ 

revenue.  

Alan reviewed his prospect database. Because he had been so busy taking care of his current 

clients, he had stopped going to networking events. As a result, his pipeline was empty.  

Alan called his clients and asked them for referrals. All of his clients wanted to help, but they had 

already giving Alan the names of people they knew.   

Alan Tries Marketing 
Alan needed to find some new clients. He needed marketing. Alan knew a marketing guy, Mike, 

from his early days at the Chamber. Alan worked with Mike to develop a  three-panel brochure. 

He also purchased an ad in the back of a local business magazine.  

Alan already had a website, but he hired a graphic designer to match the look and feel of his 

website to his new brochure. 

Alan bought a mailing list of local business owners. He wrote a nice letter of introduction and 

mailed it, along with one of his new brochures. 

Alan felt good about his marketing plan. He had hesitated to spend money on marketing, but 

after all, he thought, you have to spend money to make money. 
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Disappointing Results 
! ŎƻǳǇƭŜ ƻŦ ǿŜŜƪǎ ƭŀǘŜǊΣ !ƭŀƴ ǿŀǎƴΩǘ ŦŜŜƭƛƴƎ ǎƻ ƎƻƻŘ ŀōƻǳǘ Ƙƛǎ ƳŀǊƪŜǘƛƴƎ ǇƭŀƴΦ bƻ ƻƴŜ ƘŀŘ ŎŀƭƭŜŘ 

ƘƛƳ ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ Ƙƛǎ ŘƛǊŜŎǘ Ƴŀƛƭ ŎŀƳǇŀƛƎƴΦ IŜ ǿŀǎƴΩǘ ŜǾŜƴ ǎǳǊŜ ƛŦ ƳƻǊŜ ǇŜƻǇƭŜ ǿŜǊŜ ǾƛǎƛǘƛƴƎ Ƙƛǎ 

website or not. Alan did pick up a small project from a connection he met at the Chamber, but it 

ǿŀǎƴΩǘ ƴŜŀǊƭȅ ōƛƎ ŜƴƻǳƎƘ ǘƻ ǊŜǇƭŀŎŜ ǘƘŜ ōǳǎƛƴŜǎǎ ƘŜ ǳǎŜŘ ǘƻ ƎŜǘ ŦǊƻƳ WƻŜΦ 

When Alan talked to Mike about his lack of results. Mike told him that he needed to be patient. 

ά¸ƻǳ ƴŜŜŘ ǘƻ ƪŜŜǇ ŘƻƛƴƎ ƳŀƛƭƛƴƎǎέ aƛƪŜ ǘƻƭŘ ƘƛƳΣ άLǘ ǘŀƪŜǎ ŦƛǾŜ ǘƻ ǎŜǾŜƴ ǘƻǳŎƘŜǎ ōŜŦƻǊŜ ǎƻƳŜƻƴŜ 

ǿƛƭƭ Řƻ ōǳǎƛƴŜǎǎ ǿƛǘƘ ȅƻǳΦέ  

!ƭŀƴ ŎƻǳƭŘƴΩǘ ǎŜŜ Ƙƻǿ ŘƻƛƴƎ ƳƻǊŜ ƻŦ ǘƘŜ ǎŀƳŜ ǘƘƛƴƎ ǿŀǎ ƎƻƛƴƎ ǘƻ ƘŜƭǇΦ άL Ƨǳǎǘ ŘƻƴΩǘ ǘƘƛƴƪ 

ƳŀǊƪŜǘƛƴƎ ǿƻǊƪǎ ŦƻǊ Ƴȅ ǘȅǇŜ ƻŦ ōǳǎƛƴŜǎǎΣέ !ƭŀƴ ŎƻƴŎƭǳŘŜŘΦ  

The Real Problem 
άaŀǊƪŜǘƛƴƎ Ƨǳǎǘ ŘƻŜǎƴΩǘ ǿƻǊƪ ŦƻǊ Ƴȅ ǘȅǇŜ ƻŦ ōǳǎƛƴŜǎǎέΦ  

¢ƘŜ ǇǊƻōƭŜƳ ƛǎƴΩǘ ǘƘŀǘ ƳŀǊƪŜǘƛƴƎ ŘƻŜǎƴΩǘ ǿƻǊƪΦ ¢ƘŜ ǇǊƻōƭŜƳ ƛǎ ǘƘŀǘ ǘǊŀŘƛǘƛƻƴŀƭ ƳŀǊƪŜǘƛƴƎΣ ƻǊ 

what passes for marketing, is an ineffective way to grow a professional services practice.  

LǘΩǎ ƛƴŜŦŦŜŎǘƛǾŜ ōŜŎŀǳǎŜ ƛǘ fails to focus on the right person ς the CLIENT 

The Solution 
The solution to this problem is to  

1.  [ŜŀǊƴ ǘƘŜ ǊƛƎƘǘ ǿŀȅ ǘƻ άŘƻ ǊŜŦŜǊǊŀƭ ƳŀǊƪŜǘƛƴƎέ 

2. !ǇǇƭȅ ǿƘŀǘ ǿƻǊƪǎ ƛƴ ǊŜŦŜǊǊŀƭǎ ǘƻ ǘƘŜ άƻǘƘŜǊ ǎǘǳŦŦέ 

3. Automate and systematize as much as possible so that things happen reliably, 

ŎƻƴǎƛǎǘŜƴǘƭȅΣ ǎƻ ǘƘŀǘ ȅƻǳ ƪƴƻǿ ǿƘŀǘΩǎ ǿƻǊƪƛƴƎ ŀƴŘ ǿƘŀǘ ƛǎƴΩǘΦ 



 9 

Why referrals, networking,  and face to face meetings work 
ά²ƘŜƴ L Ŏŀƴ ƎŜǘ ƛƴ ŦǊƻƴǘ ƻŦ ǘƘŜ ǊƛƎƘǘ ǇŜǊǎƻƴΣ ǘƘŜn 99% of the time they will become a clieƴǘέΦ 

Sound familiar? I must hear that two or three times a week.   

Have you ever thought about why this is?. I believe it has to do with HOW we talk to people. 

When we meet one-on-one: 

Á We are specific about who we help  

Á We are specific about the types of problems we solve 

Á We talk in plain English ς not in corporate marketing mumbo-jumbo 

Á We tell our story ς People remember and connect with people through stories  

The reason we love referrals is because not only do we meet face to face, we also borrow Know, 

Like, and Trust from the person who made the referral. 

Consistency is a key ingredient to successful marketing. You must show up to networking events 

consistently. You must ask for referrals on a consistent basis.  

LŦ ȅƻǳΩǾŜ ƘŜŀǊŘ ǘƘŜǎŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ōŜŦƻǊŜΣ ƛǘΩǎ ōŜŎŀǳǎŜ ǘƘŜȅ ƘŀǾŜ ōŜŜƴ ǎƘƻǿƴ ǘƛƳŜ ŀƴŘ 

ǘƛƳŜ ŀƎŀƛƴ ǘƻ ǿƻǊƪΦ 5ƻƴΩǘ Ƨǳǎǘ ǘƘƛƴƪΣ άhƘΣ ǘƘŀǘ ǎŀƳŜ ƻƭŘ ǎǘǳŦŦΦέ {ƪƛǇǇƛƴƎ ƻǊ ƛƎƴƻǊƛƴƎ ǘƘŜǎŜ 

pointers causes most of the frustrations related to professional services marketing. 
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7ÈÙ ÔÈÅ ÏÔÈÅÒ ÓÔÕÆÆ ÄÏÅÓÎȭt work 
 Imagine I came to your local Chamber of Commerce breakfast, and we have never met. I walk 

ǳǇ ǘƻ ȅƻǳΣ ōƛƎ ǎƳƛƭŜ ƻƴ Ƴȅ ŦŀŎŜΣ ǎǘƛŎƪ ƻǳǘ Ƴȅ ƘŀƴŘ ŀƴŘ ǎŀȅ άIƛΣ Ƴȅ ƴŀƳŜ ƛǎ .ƛƭƭΦ bƛŎŜ ǘƻ ƳŜŜǘ ȅƻǳΦ 

²ŀƴǘ ǘƻ ōǳȅ ǎƻƳŜ ƻŦ Ƴȅ ǎǘǳŦŦΚέΦ How fast would you try to get away from me? Could it be fast 

enough? 

Now, look at your marketing materials. Do they  allow people to get to Know, Like, and Trust you 

before they are ready to buy? Or do they jump right from the introduction to closing the sale? 

Many of the frustrations professionals have with traditional marketing stem from doing the 

opposite of what works for referrals 

Á We create marketing materials that are too general. When we try to create marketing 

materials that appeal to everyone, they end up being special to no one 

Á We create materials that are filled with jargon, buzzwords, nonsense, and fluff 

Á wŀǘƘŜǊ ǘƘŀƴ ǘŜƭƭƛƴƎ ƻǳǊ ǎǘƻǊȅΣ ǿŜ ǘŀƭƪ ŀōƻǳǘ  άŦŀƛǊ ǇǊƛŎƛƴƎέΣ άƎƻƻŘ ŎǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜέΣ ŀƴŘ 

άǉǳŀƭƛǘȅ ǿƻǊƪέ ς just like everyone else 

Á We are not consistent. We do one mailƛƴƎ ŀƴŘ ǎǘƻǇΦ ²Ŝ ŘƻƴΩǘ Ŧƻƭƭƻǿ ǳǇΦ ²Ŝ Ŧŀƛƭ ǘƻ 

continue to market to our existing clients 

Traditional marketing materials are ǾŜǊȅ άǿŜ-ŎŜƴǘǊƛŎέ ƳŀǘŜǊƛŀƭǎ ς ά²Ŝ ƘŀǾŜ нл ȅŜŀǊǎ ƻŦ 

ŜȄǇŜǊƛŜƴŎŜέΣ ά²Ŝ ƘŀǾŜ ŀŘǾŀƴŎŜŘ ŘŜƎǊŜŜǎέΣ ά²Ŝ ƘŀǾŜ ǘƘŜ ƭŀǘŜǎǘ ŀƴŘ ƎǊŜŀǘŜǎǘΣ ƳŀŎƘƛƴes, 

ǎƻŦǘǿŀǊŜΣ ŜǘŎΦέ Blah, blah, blah. 

¸ƻǳ Ŏŀƴ ǎǘŀƴŘ ƻǳǘ ŦǊƻƳ ǘƘŜ ŎǊƻǿŘ ōȅ ŎǊŜŀǘƛƴƎ άȅƻǳ-ŎŜƴǘǊƛŎέ ƳŀǘŜǊƛŀƭǎΦ aŀǘŜǊƛŀƭǎ ǘƘŀǘ ŦƻŎǳǎ ƻƴ 

the customers you serve, the problems you help them with, and what life looks like for them 

after they work with you. 

RememberΣ ȅƻǳǊ ǇǊƻǎǇŜŎǘǎ ŘƻƴΩǘ ŎŀǊŜ ŀōƻǳǘ ȅƻǳΦ ¢ƘŜȅ ǿŀƴǘ ǘƻ ƪƴƻǿ ǿƘŀǘΩǎ ǇƭŀȅƛƴƎ ƻƴ ǎǘŀǘƛƻƴ 

WIIFM ς ²ƘŀǘΩǎ Lƴ Lǘ CƻǊ aŜΚ So focus on them. 
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Elements of a Successful Referral Marketing System 
 

Deserve Referrals ς hopefully, this goes without saying, but you must deserve referrals. Do 

you create a Remarkable Difference in the lives of your customers? If you are not 

sure, stop everything else and work on that first. 

Referral Network  - Identify the people who can and are willing to refer you to others. Start 

with your best customersΦ {ƛƴŎŜ άōƛǊŘǎ ƻŦ ŀ ŦŜŀǘƘŜǊ ŦƭƻŎƪ ǘƻƎŜǘƘŜǊέΣ ƎŜǘǘƛƴƎ ǊŜŦŜǊǊŀƭǎ ŦǊƻƳ your 

best customers is a great way to grow your business.   

Strategic Referral Partners are a vital part of our referral network. Referral partners have 

similar ideal customers, but solve a different problem.  An attorney who focuses on small 

business issues may make a good Strategic Referral Partner for a CPA serving similar clients.  

Strategy for getting introductions ς Once you identify referral sources, how will you 

approach them and get them to give you referrals. Why does it make sense for them to refer 

people to you? Remember channel WIIFM? 

Target Market Descriptionς Can you paint a crystal clear picture of what your ideal client 

looks like? 

Core Message ς What is the beneficial difference you make in the life of your customer? Forget 

the άŜƭŜǾŀǘƻǊ ǎǇŜŜŎƘέ ƻǊ ά30 second commercialέ, work on developing what my friend Bill Doerr 

(www.sellmoremarketing.com) calls ȅƻǳǊ άhƴŜ .ǊŜŀǘƘ /ƻƳƳŜǊŎƛŀƭέΦ You should be able to 

describe clearly who you help and the beneficial difference you make in their life in one breath. 

LŦ ȅƻǳ ŎŀƴΩǘΣ Ƙƻǿ ŎƻǳƭŘ ȅƻǳǊ ǊŜŦŜǊǊŀƭ ǎƻǳǊŎŜǎ Ǉƻǎǎƛōƭȅ Řƻ ƛǘΚ  

 

Marketing Material ς throw away the glossy brochures and share specific stories about the 

people you have worked with, the challenges they were facing, and how life is better for them 

http://www.sellmoremarketing.com/brelsford
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after they worked with you. The more specific you can be, the more likely your referral sources 

can identify who they know that they should be introducing to you. 

Referral Offer ς what can you offer to people who are referred to you that will begin the 

process of them building Know, Like, and Trust with you? The fastest way to ruin a good referral 

is to jump into selling mode before the relationship even begins. 

Written Plan ς To be effective,  you must commit to a plan. Write it down, review it often, and 

share it with others in your firm. 
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Do I Need The Other Stuff? 
For some firms, a highly effective referral system may be the only type of marketing that is 

needed. However, many professional firms will need to expand their marketing efforts in order 

to meet the goals they have for their business. 

The Duct Tape Marketing System tells us that every small business marketing system should 

contain a mix of advertising, referrals, and public relations. The exact mix that is right for your 

company will be determined by your marketing strategy ς the combination of your Ideal 

Customer definition and your Remarkable Difference. 

There are several reasons why you want to include tactics from all three lead generation 

categories in your marketing system.  

Each customer and prospect has their preferred way of learning and making purchasing 

decisions. Some want to read lots of literature. Others will only do business by referral. By 

distributing our message through a variety of channels, we increase the chance that we will 

speak to our customers in the way they prefer. 

Communicating your message in different ways also builds marketing momentum. One way to 

build marketing momentum is by coming at your audience from many different angles. Each 

exposure builds upon and strengthens the previous exposures ς magnifying your message. 

In order to get the biggest bang for our marketing buck, it is important to understand the 3 

Cs of Lead Generation ς Cost, Control, and Credibility. As the diagram on the left shows, 

each member of the lead generation trio excels in different areas of the 3 Cs.  

By using the right mix of lead generation tactics, we can reach the greatest number of 

potential purchasers, in the manner in which they prefer to be communicated with, 

without having to bust the budget. 

file:///C:/Documents and Settings/Bill/Local Settings/Temp/WindowsLiveWriter-1188916666/supfiles4C2218D/LeadGen3Cs3.png
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Applying What Works With Referrals To The Other Stuff 
 

Advertising 

Advertising is generally going to be our most expensive lead generation tactic. Therefore, it is 

important to follow rules of what works in referrals: 

Á You must be specific about who the offer is for   

Á You must be specific about the problem you are solving 

Á You must talk in plain English ς you must make it very clear the value of what you are 

offering and do so in language that appeals to your prospect. You also need to be crystal 

clear about what you want the prospect to do next. 

Á  You must be consistent. If you plan to run an ad once and then stop, save your money 

ŀƴŘ ŘƻƴΩǘ Ǌǳƴ ƛǘ ŀǘ ŀƭƭΦ 

Use a  headline to grab attention and immediately communicate who this is for and what it will 

do for them.  You must also include a call to action that clearly communicates what you want 

them to do next ς bring in a coupon, visit our website and download a report, or call our toll free 

number. Having a specific call to action will also help you measure the response you are 

receiving from an advertisement. 

Rather than trying to make a sale directly from your ad, try to get people into your marketing 

education program as quickly as possible so you can build Know, Like, and Trust. 

Public Relations 

tǳōƭƛŎ ǊŜƭŀǘƛƻƴǎ ƛǎƴΩǘ Ƨǳǎǘ ŦƻǊ ōƛƎ ŎƻƳǇŀƴƛŜǎΦ ¢ƘŜ ƛƳǇƻǊǘŀƴǘ ǘƘƛƴƎ to remember is that it is still 

about building relationships. In just the same way that you have to be specific about what you 

provide your clients, you need to be specific about how you can help writers and reporters. 

Learn about them by following their writings and learn what is important to their readers. 

Rather than just trying to pitch your company, work to become a source for writers who are 

working on stories in your area of expertise. 
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Being Consistent ɀ Use A Marketing Calendar 

In order to be successful, our marketing needs to be consistent. Get in the habit of setting 

appointments with yourself to work on your marketing.  

Treat these appointments just like appointments with your best customers ς no rescheduling at 

the last moment, no interruptions from phone calls, e-mail, etc.  

Consistent effort, whether once a week or once a month, is the most effective way to create and 

implement your marketing system. 
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Wrapping Up 
 

Marketing does work for professional service firms ς we just need to go about it the right way. 

Yelling louder and interrupting more is NOT the right way. 

The right way means that You focus on THE CLIENT, not on yourself. 

The right way means your marketing materials are: 

 

Á Specific about who you help  

Á Specific about the types of problems you solve 

Á Written in plain English ς not in corporate marketing speak 

Á Telling your story ς People remember and connect with people through stories  

 

You must also be consistent in your marketing efforts.  

 

 

Marketing is not about finding the Next Big Thing.  
 

wŀǘƘŜǊΣ ƛǘΩǎ ŀōƻǳǘ ŘƻƛƴƎ ŀ  

few things very well, and doing them consistently. 
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Who Is This Guy? 

About Bill Brelsford 
 
 

Bill Brelsford is the owner of Rebar Business Builders. Bill is a Duct Tape Marketing Authorized 

Coach located in Lenexa, KS (a suburb of Kansas City). He specializes in helping professional 

service firms create and implement marketing systems that allow them to spend less time 

chasing business and more time serving their clients. 

Before starting Rebar, Bill spent over 18 years consulting with small business owners as a 

certified public accountant (CPA) and as a developer of custom software for small businesses.  

.ƛƭƭ ƛǎ ŀ ƳŜƳōŜǊ ƻŦ ǘƘŜ vǳƛŎƪ.ƻƻƪǎ ά!ǎƪ ¢ƘŜ 9ȄǇŜǊǘέ ǇŀƴŜƭ ǿƘŜǊŜ ƘŜ ƎƛǾes advice in both the 

Starting and Growing forum as well as the Marketing and Sales forum. He has also 

contributed several articles to the Kansas City Small Business Monthly. 

Bill regularly gives presentations and leads seminars on topics related to small business 

marketing and social media. Recent speaking engagements include talks for the First Step 

Fund, the Miami County Economic Development Department, the American Massage Therapy 

Association, the Institute of Electrical and Electronic Engineers (IEEE KCCN), the Small Home & 

Business Connection, Promotional Products Association of the Midwest, Manhattan KS 

Chamber of Commerce, ŀƴŘ ǘƘŜ !ƳŜǊƛŎŀƴ /ƭǳō !ǎǎƻŎƛŀǘƛƻƴΦ .ƛƭƭΩǎ ǇǊŜǎŜƴǘŀǘƛƻƴǎ ŎƻƴǎƛǎǘŜƴǘƭȅ 

draw rave reviews for the practical information they contain and for his ability to present that 

information in a way that is relevant to his audience. 

 

Ways To Contact 
For more information and business building 
ǊŜǎƻǳǊŎŜǎΣ Ǿƛǎƛǘ .ƛƭƭΩǎ ǿŜōǎƛǘŜ ŀǘ 
http://www.RebarBusinessBuilders.com 

 

For lots of free marketing tips, cƘŜŎƪ ƻǳǘ .ƛƭƭΩǎ 
blog at http://blog.rebarbusinessbuilders.com 

 

Follow Bill on Twitter at 
http://twitter.com/billbrelsford 

 

Connect with Bill on LinkedIn 
http://LinkedIn.com/in/billbrelsford 

 

Contact Bill via email at 
bill@rebarbusinessbuilders.com 

 

Contact Bill via phone at 913.962.9261 

http://www.rebarbusinessbuilders.com/
http://blog.rebarbusinessbuilders.com/
http://twitter.com/billbrelsford
http://linkedin.com/in/billbrelsford
mailto:bill@rebarbusinessbuilders.com

