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      Advanced Praise for Rain Making, 2nd Edition

      “Rain Making is an essential guide for anyone responsible for business development in the professional services industry. Ford Harding provides practical, concrete advice and tools that will be beneficial to professionals in our industry regardless of their level of experience.”

      
        Mark Mactas
      

      chairman and CEO of Towers Perrin

      “Ford Harding's ideas have had a big impact on how our firm thinks about marketing and selling our services. If you can only read one book on how best to develop and retain business, as well as service clients, read this one.”

      
        Jim McTaggart
      

      founder of Marakon and CEO of Trinsum Group

      “His guidance is practical and reveals an understanding of what it takes to sell professional services that could only be obtained by doing it and acute observation of others doing it for many years.”

      
        Prof. Dr. H.C. Roland Berger
      

      founder and chairman of Roland Berger Strategy Consultants

      “Ford Harding has a rare ability to deconstruct and then teach the intricacies of effective selling techniques that every professional must possess to compete in this global economy. He provides a road map enabling firms to develop processes to harness the entrepreneurial energy existing within their organizations.”

      
        Gerard M. Creagh
      

      president of Duff & Phelps LLC

      “I highly recommend Rain Making for younger lawyers starting to grow their practices, for more seasoned veterans trying to enhance theirs and for firm leaders interested in developing more systematic approaches to practice development.”

      
        Alan Kolod
      

      chairman of Moses & Singer LLP

      “The techniques and systematic processes developed by Ford Harding are essential tools to helping professionals within the business services industry become more effective at generating new business opportunities, and extending and developing strong networks. His frameworks help to instill and drive discipline, methodology, confidence, and ultimately, success into their business development pursuits.”

      
        Julie M. Howard
      

      president of Navigant Consulting, Inc.

      “Ford Harding's Rain Making is a tremendous resource for the professional who wants to win more clients. The book has had a great impact on our people. It has helped motivate engineers who don't think of themselves as salespeople to go out in the market and give it a try. It also provides the techniques that help them stay with it and succeed.”

      
        Michael J. Scipione P.E.
      

      president and CEO of Weston & Sampson Engineers

      “To be absolutely honest I did not fully appreciate the simplicity and elegance of this book when I first read it. However, the results were swift and the techniques Ford describes have easily become habits. It is now crystal clear to me that Rain Making is the most productive and definitive book on relationship marketing that I have read.”

      
        Rick A. Lincicome
      

      CEO of Ellerbe Becket Architects & Engineers

      “Rain Making, in its new edition demonstrates its position as the single most sensible, accessible guide to building a professional practice that exists.”

      
        David Maister
      

      consultant and author of Strategy and the Fat Smoker

      “By breaking down the complexities of what is necessary for success in business development into easy to understand concepts, Ford Harding has helped our employees develop new and better client relationships. The end result has been better business development practices at all levels of the firm, thus helping us to achieve significant top line growth.”

      
        David R. Gaboury, P.E.
      

      president and CEO of Terracon Consultants, Inc.
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      Preface to Revised Edition

      There is a saying among architects that the design of a building is completed when the project manager pulls drawings from under the designer's pen. So it is with books. They are never really done. Rather, they represent the author's thinking at the time the manuscript must be shipped off to an editor.

      Since Rain Making: The Professional's Guide to Attracting New Clients first appeared in 1994, the world has changed. The old version doesn't even mention the Internet, an oversight acceptable then, but not today. The recognition that selling, if done correctly, is an honorable activity at a professional firm is far more accepted today than it was in 1994 and, broadly speaking, professionals are more sophisticated about the subject. Fourteen years ago, there were six big accounting firms. Today, there are but four. All but one of these have spun off their consulting arms, or they are currently rebuilding them. These are just some of the most obvious changes. My own knowledge has increased, too, the result of working with hundreds of additional professionals.

      And so I offer this updated version of the book. For any readers of the old version, it may help you to know that chapters 6, 10, 11, 12, and 24 are entirely new. Also chapters 2, 4, 8, 13, 14, 15, 16, 20, and 21 have been either changed or added to substantially enough that they can be said to be quite different from the old versions. All other chapters have been updated, too, though less markedly.

    

  
    
      

      
      Acknowledgments to the Revised Edition

      With fourteen more years of experience than I had when the original version of this book was published, I have many more people to thank for helping me learn more about rainmakers and how to help professionals achieve that status. There are far too many to thank here, so I must limit myself to those who helped with specific parts of this edition.

      Betsy Kovacs of the Association of Management Consulting Firms and Lisa Bowman of the Society for Marketing Professional Services helped with this book in many ways, large and small.

      Roger Parker and Greg Mancusi gave me many valuable suggestions for making a Webinar work. I asked Matt Caspari of Caspari McCormick to provide Chapter 6 on the Web. My limited and his substantial knowledge of this subject made this a logical decision. Matt and his colleagues put together a knockout Web site. In writing Chapter 10, I received so much help from my partner, Mimi Spangler, and my colleague, Gary Pines, that I felt it only right to list them as coauthors. For the past ten years, Mimi has contributed in many ways to our understanding of rainmakers and to helping our clients learn how to achieve that status. Gary has done so for five years and brought our firm his almost thirty years of knowledge of selling actuarial and consulting services. Also contributing to Chapter 10 were David Nadler of Oliver Wyman Delta, Jim McTaggert of Marakon, and Tom Saporito of RHR International.

      I received help from many people in describing network markets. Dallas Kersey contributed by exemplifying networking fitness. Dennis Simon and Ruth Ford of XRoads Solutions Group and Alan Kolod of Moses & Singer contributed to the description of the distressed-company network; Phil Ullom of Watson Wyatt Worldwide and my colleague, Gary Pines, to the description of the pension-and-benefits advisory network; and Guy Geier of FX Fowle Architects, Hether Smith of Julien J. Studley, and my partner, Mimi Spangler, to the description of the office move network. Jack Jolls of John D. Jolls & Company advised me on the municipal water and wastewater network, and George Kolodka of Bernstein Investment on the high-net-worth advisory network. Many clients also contributed indirectly to this chapter. Amit Sabharwal's knowledge of graph theory enlightened the whole chapter. I hope I have not misinterpreted their insights too badly.

      Barry Seymour provided much help on Chapter 13. Mel Bergstein, Alan Chimacoff, Mike Palmer, Charles Searight, and Craig Spangler offered insights that were most helpful to Chapter 22. Jerry Colletti of Colleti-Fiss contributed some of his wealth of knowledge of sales effectiveness to Chapter 25.

      Barcy Fox and Liz Richardson helped tighten the book up when it needed it. My sister, Judy Harding, made it a better book in many ways through her editing. Jeff Herman again proved his knowledge and value as my literary agent. My editor, Peter Archer, improved my prose and managed me with tact and patience.

      I am solely responsible for any mistakes that have slipped into this work.

      The first edition was dedicated to my wife, Liz. I rededicate it to her now, loving her more than ever.
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      Introduction

      You must sell yourself to sell your firm. This is true of accountants, architects, consultants, engineers, and lawyers. It is also true of actuaries, executive recruiters, interior designers, public relations specialists, real estate brokers, and, increasingly, doctors. Though a buyer of manufactured goods seldom thinks about those who produced them, one who buys professional services almost always does. Unable to try out or even look at a service before buying it, the buyer does the next best thing by assessing what it would be like to work with the professional who delivers it. This means that, sooner or later, all professionals must market if they want to advance their careers and grow their firms.

      This book is written for the professional in a firm who must make the transition from doing managing work to marketing and selling it, as well as for the professional who is already marketing and who wants to enhance his or her skills. It is also for the sole practitioner who must sell to stay in business. These are the people who must face the implications of what Warren J. Wittreich noted long ago is the buyer's desire to deal with a professional who sells rather than a professional salesman1.

      Historically, training of professionals to win new clients has been haphazard. Law, accounting, engineering, medical, and architectural schools teach nothing about selling. This is also true of most business schools, surprisingly so, given that a sale is what defines the existence of a business. Many firms offer in-house education on technical issues, and almost all provide such training on the job, but marketing and sales training is spotty. Most of us must learn by trial and error.

      So it was with me. My early career as a professional was swept along on the tide of a boom economy. Work flowed in, allowing me to learn my craft. I also learned how to respond to inquiries about our services, becoming a competent reactive seller. I got promoted, and life looked promising. Then the tide turned. One month, we were struggling to keep up, wading deep in client work and not knowing how we would get it all done. The next, clients were calling to cancel projects, leaving many of my team unassigned. Prospective clients, who but a month earlier had pushed us for proposals, lost interest and stopped returning our calls. My colleagues and I were left stranded on the beach without work or much hope of getting any.

      By this time I was running a small practice and was called into the corner office. Two senior members of the firm told me it was my responsibility to keep my team busy. They sent me out into the marketplace to find clients. Yes, they acknowledged, need for our services had ebbed with the economy, but there were still companies out there that could use our help. I was to go out and find them.

      I didn't have a clue about what to do. Nothing in my previous education or career had prepared me for this. The initial advice I received was sound enough — write some tactful letters and call to see if you can get a meeting — but I was too green to understand what was meant.

      Ours was a confidential service. If a company did need our help, only a handful of its people would know. However artfully written, a letter that asked if the reader would be interested in consulting services seemed tacky and unlikely to get a response. Both these logical conclusions proved true, but that didn't solve my problem.

      Slowly, with a little mentoring and coaching and after my share of mistakes, I learned what to do. Knowing how to bring in business, and so build a practice, has helped ensure a good income and more control over my own destiny than many people have in this turbulent world. It has ensured a flow of interesting work with interesting people. It has allowed me to develop and maintain a team of professionals. It has earned me respect among my peers.

      This book is a self-help manual for professionals wanting to enhance their sales and marketing skills. In creating it I have drawn on several sources, beginning with my own experiences from the time I developed as a marketer and salesperson at a consulting firm. This process convinced me that a more efficient approach must be possible and eventually led to my current practice. I have also drawn on my work with hundreds of professionals — architects, accountants, actuaries, engineers, consultants, publicists, recruiters, and lawyers, both in one-on-one coaching sessions and in classrooms. This experience is supplemented by surveys and studies conducted by me and others, and, of course, by literature on the subject.

      
        Sales mean survival.
      

      Have no doubt about it: You must learn to sell. The sole practitioner who cannot sell will lose his independence and have to go back to work for someone else. At most large firms, to make partner, you must be able to bring in business. The underlying economics of the firm make it so.

      Even if it is not stated, the professional within a firm who does not market and sell has a far higher probability of seeing his career plateau than one who brings in new business. When times are tough, a firm will hang onto those who bring in business longer than those who provide technical support. These underlying economics are so relentless that they will require you to sell, even if for years top management has said otherwise with the best intentions. My firm, which helps professionals learn to sell, is currently working with two management consulting firms, where for many years a few top people sold engagements and those rising through the ranks were told not to try. But when the firms hit hard times, the policy changed. Now people have to bring in business to keep their jobs and to get promoted.

      The head of professional development at a big accounting firm admitted to me that “we promote our people on the basis of their technical ability, and then it's sink or swim on whether or not they can bring in business. It causes a lot of turnover.” My seat mate on a plane trip recently had just been made a partner at a large law firm. He told me he had not expected to be made a partner because he hadn't sold enough business, and now he was afraid for his job because he didn't know how to bring business in but was expected to do so. And not so many years ago, one of Wall Street's largest law firms terminated partners who weren't bringing in new business. Their high salaries could not be justified on the basis of billable work alone. Most had never expected to have to sell; nor had they received any sales training.

      We recently worked with a large architectural firm that enjoyed a flood of work during the boom years. Partners and studio heads didn't have to sell. But when the boom ended, it was sell or leave the firm.

      You may know that you face a similar risk in your firm, but if you aren't doing something about it now, you are endangering your career. The professional career path is strewn with the bodies of those who meant to get around to marketing someday.

      
        Lack of time is no excuse.
      

      The economics of the professional services compel firms to keep their employees' time billed to clients for as high a percentage as possible. This is especially obvious in project-oriented fields such as management consulting and architecture, fields in which most project revenues extend for only a few months. Such firms are also notoriously reluctant to hire new employees unless work is overwhelming the current staff. I know, and your management knows, that you simply don't have much time to develop business.

      But that is no excuse. This is not a value judgment; it is a statement of fact.

      Yes, during good times, management will cut you some slack because you have not had time to market. But when times get tough and the boss has to make layoff decisions, who will he hang on to? Those who bring in clients. And what about when promotions are handed out? There again, marketers will get the lion's share.

      The consulting firm I used to work for went through an annual ritual that is common in many of the professions, with the same results. At the beginning of each year, everyone was asked for a marketing plan. Each practice had to have a plan, and each practice's plan was, in essence, the composite of the individual plans of its professionals. At the end of every year, the results were always the same. Most professionals had failed to complete the marketing tasks they had promised, always with the same excuse — they were too busy. By any fair measure, they were busy. But so were the few who marketed and met the objectives they had set. It was always the same few, and they were no less busy than those who had made excuses. Somehow they had found a way. The executive committee noticed this, and rewards went to those who marketed.

      If you are a sole practitioner, the belief that you are too busy serving one client to market to others will not save you when work for that client runs out and you have no business to replace it.

      
        You must take responsibility for your own development.
      

      I have already noted that professional firms do a poor job of training their employees to market and sell. If you do not take responsibility for your own development, no one will. Be thankful for whatever help you can get, and then go out and take care of yourself.

      There are reasons why firms have effective technical mentors but few selling mentors. Technical mentors tend to manage projects. They must work closely with junior personnel to get their own jobs done, and often their work is made easier if the junior personnel perform better. This gives them an incentive to mentor.

      The best marketers, on the other hand, are focused outside the firm — on the market. The things they do to develop new business are often done alone. Moreover, time spent on mentoring can reduce their immediate contribution to the firm and create competition for scarce prospects. Skilled marketers are also aware of the risk that taking an unproven associate along creates, when one ill-chosen word can destroy an opportunity that has taken months to create. All in all, they have little incentive to mentor.

      This book provides some of the knowledge a good marketing mentor might offer, but it cannot replace the personal attention of a true mentor. Most people have to learn on their own. You cannot let this stop you.

      
        You have to get over the hump before it starts to be fun.
      

      You probably did not become a professional in order to sell. Few do. More likely you wanted to serve, do interesting work, and earn a good living. You have prospered because you are client-focused, enjoying the recognition and power clients give to professionals who serve them well. You have come to enjoy the influence you exercise based on specialized knowledge and skillful management of the client relationship. It's not easy, and it's rewarding when you succeed.

      Initially, selling can seem like a comedown from this heady status. Clients almost always return phone calls; prospects often don't. Clients listen respectfully to what you say, because they are paying for it; prospects aren't always sure they should listen to you at all. To a client you are an authority; to a prospect, a vendor. The hard work and adept application of technical, managerial, and client relation skills that can pull you out of a fix on almost any project may have no impact at all on a prospect. This sudden change makes many professionals feel they have lost control. The lack of prospect response can make you feel unprofessional and embarrassed. Surely you must be doing something wrong. Faced with this situation, many professionals quickly — too quickly — conclude they aren't any good at selling and they don't like it.

      Don't let this happen to you. You have to develop new skills and go through the discomfort of gaining some marketing and sales experience, but once you do, it will enhance your sense of control over your own fate, add to your recognition with clients and peers, and become a source of pride and pleasure. An actuary friend of mine who made the transition said to me recently, “I suppose I was happy before when I was managing projects, but I would never go back. I'm having so much greater impact now.”

      My son learned to ride a bicycle a year after most of his friends. His inability embarrassed him. On the morning of the day he finally learned, he insisted, “I can't do it. I hate bike riding. I hated it last year, and I hate it this year.” But on the way home from the parking lot where he finally got the hang of it, he chirped, “What a great day! I love bike riding. It's my favorite sport.” It can be the same with selling. You have to get over the hump, and you have to fall a couple of times before it starts to be fun.

      
        You must adopt new measures of productivity and success.
      

      If you have worked in a firm as a doer and manager, you have been inculcated with certain beliefs about productivity and success that can obstruct your ability to market. Among them are the following:

      • I  must maximize billable time. Although you must do this early in your career, you cannot let this stop you from marketing. At times it is essential to expend time that could have been billed to a client on marketing efforts.

      • When you catch yourself using this phrase as a reason for not marketing, replace it with, I must optimize billable time and meet firm standards. I must also make time to market.

      • Nonbillable time is wasted time. In their efforts to maximize profits, good project managers often make statements like, “Don't waste your time on that; it isn't billable.” Although true of many activities, this philosophy is not true in regards to marketing. Time spent on ten unreturned phone calls may seem wasted to someone with a production mindset; to a marketer, it is a necessary investment.

      • Salespeople are pests. Professionals trying to maximize billable hours may perceive frequent calls from vendors as a nuisance. Abstracting from this, they often feel that they, too, become pests when they call a prospect.

      • There are several fallacies in this logic. First, it is doubtful that you see vendors who add value as pests. Second, the fact that you feel a call at this moment is inconvenient is far different from perceiving the caller himself as a nuisance. Persistence is okay so long as it is courteous. Third, people react to calls in different ways. Many will not be troubled by your calls at all, even if they don't return them.

      • If you view yourself as a pest, you will have difficulty developing new business. It will undermine your persistence, and you will become one of the many professionals who makes three calls and then gives up. Those are the ones who never become marketers. This book will help you find ways to ensure that your calls do have value and get through to the people you want to talk to.

      • I  can get the outcome I want on a project if I just work harder. When you face a production crunch, you work harder and longer, more work gets done, and your problem is solved. This isn't necessarily true in marketing, where the one-to-one correlation between effort and results is lost.

      • Marketing is a numbers game. You have to pursue ten or fifteen or twenty opportunities to win one. On average, if you work longer and smarter, you will win more new business, but this is not always so. Market conditions and other factors can offset all your hard work.

      • In baseball, some players have higher batting averages than others, but all strike out a lot of the time. It's the same in marketing. If you go to the plate, there is a good chance you will strike out, but you must go to the plate to get a hit, and the more often you go, the better your chances of getting on base.

      • Whenever my work doesn't produce results, I have failed. When doing client work, this is generally true. Any professional working on a project who runs up a lot of hours without producing a tangible result either runs down profitability or is doing his client a disservice.

      • Just before writing this section, I finally reached a prospect I had wanted to talk to for several months. It took me thirty-seven calls spread among seven different people to get to this point, and I still haven't got any business to show for it. This isn't failure. It's how selling works. Selling is a numbers game. Each call was like drawing a card from a deck in a game where the high card wins. When I spoke to someone and the information I received got me closer to the person I wanted to talk to, I had drawn a face card. When I hit a dead end, I had drawn a two. Unreturned calls aren't failures; they are like jokers — they simply don't count in this game. There may be a lot of jokers in the deck, but it doesn't matter, because you can draw as often as you want.

      • In selling, you must learn not to see efforts that produce no results as failures, or you will become demoralized, and you will fail. Selling requires bouncing back from adversity.

      • Doing client work is practicing my profession. Selling isn't. I have heard professionals say that they don't want to sell; rather, they want to practice their profession. That is, after all, what they went to school to do. They don't understand. Selling is practicing your profession at the highest level. It is in the sale that you translate the client's hopes and fears about a situation into the outline of a design, or plan, or case, or legal document, or whatever it is that your firm creates, to meet the client's need. Selling is being a true professional advisor. Name a leading professional in your field, someone universally respected as a major contributor to your profession, and chances are you have named someone who works hard at selling. There is no task more important to a professional firm than developing business.

      If you sell work, it's good for the firm and it's good for you. If you sell • work, the firm grows and there is more opportunity for all. The more opportunities you originate, the more selective you can be about what work you take. You can accept the most interesting and challenging work, the work that will increase your competence and your reputation, and the work that is most profitable. To be entrusted with responsibility to bring in work may be a challenge, but it is also a sign of respect and arrival.

      
        Marketing is an emotional roller coaster.
      

      In most firms, rainmakers are seen as more emotional than the staid individuals who manage projects. They are. They work in a win/lose environment where a misstep or bit of bad luck can wipe out months or even years of work, but where skill and good luck can have incredible impact on the firm and their own careers.

      Someone who has not sold much in the past can find the emotional swings disturbing if he does not understand them fully and is not prepared for them. You must prepare yourself, or you will decide you don't like selling before you give it a chance. It's okay to feel frustrated when you can't make the progress you want with a particular prospect. But you must bounce back and try again. Eventually you will win.

      
        You can gain a sense of control in business development.
      

      Feelings of stress are highly correlated with a sense of lost control over important things that happen to us. Business development operates by such different rules from client work that many professionals feel a tremendous loss of control when they first begin to sell. When this happens, stress levels rise.

      As a structural engineer who was pushed cold turkey into full-time business development once put it, “I had never had any marketing training. I thought my boss would mentor me, but he didn't. Later, I realized it was because he didn't really know how to do it himself. No one told me anything about how to do it. I couldn't quantify anything I was doing. The first six months were hell.”After fourteen years performing and managing engagements, where he knew exactly what to do when, no wonder he felt a loss of control. No wonder he felt stressed! Though most transitions are less abrupt, most professionals feel the same way about their early business-development efforts.

      As with learning to ride a bicycle, if your fear of falling stops you from pedaling, you will never learn. You won't go very far or very fast at first, and sometimes you will fall. But you will gain ability and confidence. My friend the structural engineer brought $2 million of new business into his firm this year.

      
        It is always better to be doing some marketing than none.
      

      When doing client work, a little planning can save a lot of trouble later. This is true of marketing, too, with the big difference that planning does not assure results. Effective planning can reduce risks on an engagement to minor proportions, but selling is a numbers game. All that can be said is that the better your marketing planning and execution, the higher your probability of success. Planning cannot eliminate risk.

      A client of mine who provides litigation support in a technical area fell into a common trap. We had discussed repeatedly his need to develop stronger credentials through article writing and speech making. Wishing to pick the best subject, he analyzed litigation trends, and analyzed and analyzed. He wanted to be sure that he picked a hot emerging area so that he would reap the biggest results from his efforts. The problem was that beyond a certain point, he could not know what the emerging trend would be. No amount of analysis will let us divine the future. Rather, he needed to make an educated guess and then get into the marketplace. You too must realize that analysis in marketing will not reduce risk to the same degree it does in client work. Almost any reasonable action, therefore, is better than none.

      The professionals who succeed at marketing are the ones who market. They always have some marketing activity underway. That activity may not be original or brilliant but unlike most of their peers, they are doing something, and eventually they get results. Marketers market.

      That is not to say that marketers want to give up client work completely. Few do. Rather, they realize that making progress on marketing is as urgent as making progress on a client's project. They become as uncomfortable when they do not have some marketing effort underway as anyone else does who has a shortage of project work. At least once each day, you need to remind yourself that marketers market and that you should be working on something.

      
        You need to get face-to-face with a prospect to make a sale.
      

      Brochures, Web sites, newsletters, mailings, advertisements, press releases, and articles can strengthen your marketing, but they will not help you unless they or some other technique in your marketing mix gets you face-to-face with a prospect to talk about his needs.

      If you have not sold before and lack basic selling skills, getting face-to-face with a prospect may feel uncomfortable and even scary. This book will help you develop the skills to get over this discomfort and succeed, but you must ensure that your marketing mix includes activities that will get you face-to-face. Marketing mixes are addressed in the chapters on strategy.

      When you find yourself wanting a brochure or Web site, ask yourself whether you really need it or whether you are avoiding the hard work of engaging prospects in a dialogue.

      
        Everyone can make a contribution.
      

      There is no one right way to develop business. Whatever your particular skills and interests, you can make a contribution. If you don't want to write, you can speak. If you don't want to speak, you can network.

      This is important not just for you but also for your firm. The organization that can mobilize the most resources has a significant advantage over its competitors. Lincoln realized this during the Civil War, when he directed his commander in chief, General Grant, to get all his generals to apply pressure on the Confederacy. “Those not skinning can hold a leg,” he wrote2.

      I was once asked to turn around a troubled consulting operation and noticed that the most troublesome competitor operated on the star system, with one individual doing virtually all the marketing. Borrowing from Lincoln, I reasoned that if we could mobilize numerous marketers, even if many made a smaller individual contribution to our firm than this competitor did to his, we would beat him. It worked. If you're not skinning, hold a leg.

      
        When you win, celebrate.
      

      Companies with large sales organizations spend fortunes motivating their sales forces. They recognize how crucial motivation is to sales success. If your firm doesn't celebrate a major success, do it yourself. Take your spouse to dinner or buy something that can serve as a trophy. You should certainly do this when you close a major sale. Landmark accomplishments such as your first publication or getting yourself invited to speak to an important audience also warrant a reward.

      If motivation doesn't come from the firm, you must provide it yourself.

      
        Now is the time to start.
      

      If you have not begun to market yet, now is the time to start. Every day you delay will make it more difficult. Every week that passes is an opportunity missed to make a contribution to the firm.

      
        Use this book in several ways.
      

      Broadly speaking, there are three ways to increase your firm's revenues. You can increase the number of people you talk to about your services. All other things being equal, if you talk to 100 people about your service and I only talk to 50, you will sell more work. (I will call this variable network size.) You can increase the percentage of those who hire you and that, too, will grow your revenues. This requires keeping the clients you already have while adding new ones (called percent buyers). Finally, you can increase the amount of revenue that you get from each client (called revenues per client).

      The skills to succeed at growing revenue one way are quite different from growing them another. For example, the skills required to find a new account differ from of those required to develop an old one. You don't have to be superior at all of them. If you are really good at one, you can succeed while being less skilled at others. You can partner with someone who excels where you don't. Everyone can contribute.

      Other activities will help you grow your revenue by increasing both the size of your network and percent buyers. Giving a speech, for example, helps you meet more people and so helps you increase the size of your network. If it is a good speech, it may also predispose some of the listeners to hire your firm and so increases the percent buyers.

      This book is organized into four parts. Part I shows how to get leads. It will teach you methods you can use to find prospects and to make it easy for prospects to find you (that is, to increase your network size). Many of the techniques described in this section, such as publishing and speaking, will predispose clients to hire you (and so increase the percent buyers). You can add the people you meet through these efforts to your network.

      Part II is devoted to networks. It describes how to create, maintain, and increase lead flow from your network. Our research shows that rainmakers maintain large networks from which most of their work comes. Part III shows how to advance and close a sale once you have a prospect. Doing so is, of course, necessary to increasing the number of people in your network who hire you or, in other words, to increasing the percent buyers and your revenue per client. Part IV shows how to build a marketing strategy that is appropriate for you and your firm. It comes last because you must understand something of the tactics at your disposal before you select a strategy.

      Use the book in two ways. First, read it all the way through to gain the understanding of the subject matter required to begin to market. Exhibit 0.1 arrays the chapters against the three variables for quick reference. Knowing that the book would be used for this second purpose has required me to repeat some concepts and information so that individual chapters can stand on their own. I have tried to minimize redundancy by referring readers to other chapters when appropriate, but some repetition has been unavoidable.

      
        EXHIBIT 0.1
      

      
        [image: illustration]
      

      Because professionals must sell themselves in order to sell their firms, I have written about career as well as marketing strategies — about selling yourself as well as selling your firm. You must find the appropriate balance between the two, but you cannot do one without also doing the other.

      Most of the content has been tested in training and one-on-one coaching sessions at a variety of organizations. I will know I have succeeded if those who read this book and follow its guidelines can say, “I tried it and it works.”

    

  
    
      PART I

      
      Marketing Tactics: How Professionals Build Reputations and Generate Leads

      The founder of a civil and environmental engineering firm that today does $20 million worth of business each year told me how he became a marketer. “I never planned it. I started my own company because one client said he would give me all his business. A week later he died. I had a wife, kids, and a mortgage. That's how I became a marketer.”

      Most professionals who succeed as marketers begin by doing. They don't have a grand design. They aren't trying to build a firm. They're just trying to find a client. Such people are doers first and planners second. They are either trying to squeeze some marketing in amidst demands from paying clients or struggling to stay in business.

      For the beginning marketer, doing before planning offers several advantages. It builds your self-confidence. It increases your knowledge, without which you will find it hard to plan. It puts you in contact with the market, the best teacher you will ever have. When you have developed basic skills, you can then create a more deliberate marketing strategy.

      When you start, each marketing effort is a test. Even if the speech you give doesn't bring in a job, it will help you learn what works and what doesn't. Most professionals learn to market that way. I certainly did. I had worked as a management consultant for over ten years and sold many assignments before I received even an hour of formal training.

      This portion of the book will help you learn to generate leads. It will reduce trial-and-error learning by providing practical advice on how to write an article, get an opportunity to speak, make a cold call, hold a seminar, send a mailing, and get quoted in the press. In one-on-one coaching sessions and in classrooms, as a manager of professionals and as a sales-and-marketing consultant, I have analyzed what keeps professionals from succeeding at generating leads. I have used these analyses in developing the how-to advice found in the succeeding chapters. While working with this portion of the book, please note the following.

      
        Learn by doing.
      

      People learn more by doing than by reading. This portion of the book has many exercises that you should complete as you read the chapters. The text will guide you on what to do; the exercises provide a means to try out what you have read and help you internalize it.

      
        You can't sell until you have a lead.
      

      As a successful interior designer said to me, “It all starts with a lead. You have to have a lead to get a client.” Some firms forget this. When a professional says, “I sold the XYZ job,” he may mean that he generated the lead and then sold the engagement, or he may be thinking only of the accomplishment of having sold the job, forgetting the hard work that went into giving him the opportunity to do so. You should make a clear distinction: The first step is to get a lead, the second is to advance and close a sale. This, of course, implies that you know what “a lead” is. It's not so simple because the term is used loosely to refer to everything from a piece of information about a prospective client's needs to an invitation to talk about your services. In event-driven businesses, like disaster-recovery consulting, litigation support, or architecture, information that a specific prospect has a need has high value and may legitimately constitute a lead. In evergreen businesses, such as accounting, audit and tax work, and compensation consulting, every prospective client has an ongoing need. In such cases, a more useful definition of a lead is an opportunity to talk to a prospect face-to-face about a need that he has acknowledged.

      
        You need prospects at different levels of development.
      

      For your own business, you must gain a feel for two variables. The first is the typical gestation period from the time you first make contact with a prospect to the time you actually sign him as a client. Depending upon your business, this can range from less than a month to over a year. The second variable is the typical conversion rate from prospect to client. This may have several subsidiary rates, which you should also understand, such as the conversion rates from cool prospects with whom you are just talking to hot prospects who have requested proposals, and the conversion rates from hot prospects to clients.

      A sense of these variables will suffice, at first, though you will probably want more precise measures later, since both variables change with market conditions. Understanding them will help you complete the following sentence, which underlies one of the key principles of marketing: I need x prospects today to have reasonable assurance that I will have a new client in y months.

      Professionals often do not think enough about the implications of this sentence. They become focused on the pursuit of two or three hot prospects, and once these projects are either won or lost, they wake up to find that they have too few others in the early stages of development to generate the business they will need in the months to come. This is one of the major causes of porpoising, the radical and repeated swing from too much work to too little that so many organizations face.

      To minimize porpoising, you will need to generate a continuing flow of new leads. This part of the book will show you how to get leads, however you define them.

    

  
    
      1

      
      Writing and Publishing Your Article

      Case example: The author John liked to write. It helped internalize and organize things he learned, and he liked to see his name in print. Early in his consulting career he wrote an article that was published in a major business periodical, and he found that by doing so, he had become the firm's expert in one of its small practices. He wrote more and soon developed a personal plan to produce articles for trade journals addressed to each of the major industries his firm did business with and to each of the functional areas within corporations that his firm's consulting services supported. The exposure and increased stature the articles gave him made it easy for senior partners to market him for major projects. When they needed an expert on the insurance industry or on labor issues, John's articles gave him the credentials. Frequently in front of clients, he soon began to get opportunities to sell as well. By modifying a piece for more than one publication and by using articles as the basis for speeches, he leveraged his writing time. He rose to become the leader of a regional office and a national practice for his firm.

      When I hire a professional, I want an expert. I know from the start that it's going to cost me a lot of money; indeed, if my need weren't urgent, I wouldn't be hiring at all. But my need is urgent, and I am going to pay — only I want someone really good for my money. That's where my problem begins. I know little about law or accounting or many other fields where I might have a need, which makes it difficult for me to distinguish who is really good from who isn't. My cynical nature makes me suspect that many more will claim to be experts than really are. Publications provide one proof of who is real and who isn't. Whether I see an article in a magazine or have a reprint handed to me by the author, published work tells me that the author must have substantial experience and that she has reflected more deeply on her business than some. That the editors of the journal in which it appeared thought enough of it to print it also counts for something. All other things being equal, the article will weigh more heavily than someone's self-acclamation.

      This scenario explains why publishing an article is a logical first step in marketing. Professionals beginning to market need to build their stature, develop name recognition, and flesh out a resume. Articles do all of these things. Although they are not especially effective in generating leads, they do sometimes result in direct queries from prospective clients. Over a long consulting career, I have known articles of mine to lead to contacts that in turn resulted in jobs at companies like IBM and Ford Motor Company. My writings serve as proof of expertise. A future client from a major financial institution put it to me succinctly while holding up a reprint from a major business publication I had sent him: “Here's your credibility right here!” Reprints can also serve as mailers to remind past clients of your continued existence.

      In spite of these benefits, professionals plan far more articles than ever get written. I have participated in so many discussions about articles that died aborning that I have come to believe professionals need more than an admonishment to go forth and publish. Additional guidance is called for.

      Professionals will tell you that they don't write articles because they don't have time. It is axiomatic in professional service firms that production and sales pressures drive out marketing time. This is untenable. Firm management and individual professionals must preserve time for marketing and, at the same time, find ways to make as efficient use of their marketing time as they do their billable project time. It's not as difficult as it sounds. By learning some basic techniques, professionals can greatly reduce the time required to write articles while enhancing the probability of getting published.

      In my experience, most professionals spend their article writing time unproductively. Lacking confidence, they waste too much time thinking in an unstructured way about what they will write. If an article gets beyond this point, too often it is constructed as a report or dissertation, and the resulting draft ends up long, ponderous, and dull. This means the author must rewrite it, a process the article seldom survives. Discouraged, he places it in a file, intending to return to it when the workload lightens, and never puts hand to it again. You can avoid this outcome.

      
        It starts with an idea.
      

      One way to increase your article writing effectiveness is to know what you want to write about when you find the time to do it. Whenever I have an idea for an article, I write it down on a slip of paper and put it in a file entitled “Article Ideas.” I keep an electronic and a hardcopy version of this file. As other thoughts come to me on the same subject, I note them in the same place. I will clip articles, write down quotes that I hear, and make copies of data that pertain to the subject. The electronic material goes into the electronic file, and the hardcopy into the paper file. When I do get time to write, I have a packet of materials ready to work from. The files always have five to ten ideas in them, rising like dough in an oven, until I am ready to work with them.

      If you do not have such a file, start one now. Take a few minutes and write down whatever ideas you have. Discipline yourself to write down additional thoughts on the subject as they come to you.

      Most articles in hardcopy publications run between eight and twelve double- spaced, typewritten pages. A short opinion piece might run six, and a long, more academic one, over twenty. Electronic publications tend to want shorter pieces, perhaps three or four double-spaced typewritten pages. You may have to break your ideas down into smaller pieces to accommodate such demands. Consider offering the piece in two or three installments.

      If you have an unexpected free morning or even a full day when you can write, you will find you can spend the time far more productively if some light research and many of the ideas are waiting for you in a file.

      
        Know thy market.
      

      Professionals often attempt to write articles without a specific journal in mind, viewing placement as secondary. This is akin to writing a report and then seeking a client to sell it to. By picking a target journal, you permit yourself to study several copies in advance, researching the journal the way you would any other prospect before attempting a sale. If you don't know what publications your target audience reads, ask; your clients can tell you. Leaf through the publications lying around your clients' reception area. Make note of periodicals a client has in her office. Search the Web for the publications of relevant trade and professional associations.

      When reviewing a target publication, first determine who your audience will be. What is the editorial approach? Is it geared toward news items? Professional practices? In-depth case analyses? The article you submit must address the appropriate audience in a manner consistent with the journal's editorial policy.

      Stop reading now and collect four or five periodicals — the more diverse, the better. Leaf or scroll through them, looking at each as a market rather than as reading material. Which periodicals are written by staff and which by contributors? This is an important difference. Staff-written magazines (such as Business Week, Fortune, or Forbes) will take no contributor-written articles, except (rarely) for a few specific purposes, such as a guest contributor column. If this is your target, your article must comply with the publication's strictures concerning length, format, and content. Occasionally a staff-written periodical will accept a piece in interview format or use a contributed article as a foundation for a staff-written one, in which case portions of your article will appear as quotes attributed to you.

      Your best bet, however, is contributor-written journals (such as HR Magazine or Urban Land). Again, be sure to study past issues to identify the audience and determine editorial policies. Most publications provide “Contributors' Guidelines” or “Writer's Guidelines” on their Web sites, spelling out their requirements in detail. Media kits, used to market the journal to potential advertisers, are usually available for free and can provide useful information about circulation and editorial calendars. You can also query the editor by phone or mail about whether a subject would be of interest. Editors will state clearly if you are far off the mark, but they are otherwise cautious before seeing anything in writing. So save queries, unless your question clearly cannot be answered by studying copies of the magazine or reading the contributors' guidelines.

      Refereed journals (such as Harvard Business Review or Journal of Accountancy) are those that submit articles for review to two or three experts. The decision to print will depend more on the votes of these reviewers than on the staff editor. Such journals tend to be academically oriented, and they usually require footnotes. The turnaround time between submission and publication tends to be long, often a year or more.

      Some publishers, including professional associations, publish several periodicals to meet the different educational needs of their markets. ASAE, the Association of Association Executives, for example, publishes both Association Now, which is geared at current news of importance to its membership, and Association Leadership, a refereed journal devoted to weightier pieces adding to the body of knowledge about managing associations. Both take articles contributed by outsiders.

      Reviewing journals is essential to selecting your market. The Web makes most publications readily accessible for your perusal. If you would like extra guidance, Bacon's Business Media Directory: Directory of Print and Broadcast Business Media1 is an annual publication that provides brief information on many magazines, including an indication of whether they are staff or contributor-written.

      
        Keep in mind the thing that every journalist knows.
      

      Once you have a publication in mind, you next need to pick an angle, the point of view you adopt in writing about a subject. Choosing a clear point of view allows you to do the following:

      • Address the article to a specific audience.

      • Screen information in and out of the article.

      • Provide focus, interest, and purpose.

      • Develop an initial structure.

      You should be able to state your angle in a single sentence. In this chapter, for example, I stated, “By learning some basic techniques, professionals can greatly reduce the time required to write articles while enhancing the probability of getting published.” My audience is apparent: professionals who have difficulty getting articles written and those who are concerned about this problem, such as firm managers. The theme is circumscribed, greatly simplifying both my research and my writing tasks. Why? Because specific supporting information is called for.

      Note how the sentence summarizing the angle for this chapter helps structure the piece. It cries out for an introductory paragraph or two on why article writing is important to professionals, followed by a description of why article writing usually takes so much time. It dictates a brief description of the required techniques. A good angle should provide this simple benefit to the author. Exhibit 1.1 lists some subjects and possible angles for articles.

      
        EXHIBIT 1.1 Subjects and Angles
      

      Review the exhibit and then, in the bottom portion, list a subject you want to write about, plus three alternative angles.

      
        
          
          
        
        
          
            	Subject Angles
            	Angles
          

        
        
          
            	
              Library design
            
            	1. Ten common mistakes in library design can be avoided by skilled planning and programming.
2. New technologies are radically altering the way that libraries should be designed.
3. Libraries can serve different functions that require radically different designs.

          

          
            	
              Wills
            
            	1. You should review your will and possibly rewrite it when certain key events happen in your life.
2. When a will is poorly written, it can stimulate the events the deceased specifically wanted to avoid.
3. Preparing a good will should begin with a clear understanding of your values and goals.

          

          
            	
Your subject

            	
Your angles
1.
2.
3.

          

        
      

      Once you have picked a journal, you can test an angle against its audience by asking yourself whether it is really targeted to them. If your angle is too broad or too narrow, rewrite it to focus your piece and you will improve the probability of its being published. Many professionals have nipped writing careers in the bud by producing articles that were too broad or too narrow to appeal to the editor of any identifiable journal. Discouraged by working so hard for nothing, these professionals often give up article writing completely. Review the angles you prepared based on Exhibit 1.1 and ask yourself whether they are well targeted to the specific journal you would like to be published in. Adjust them as needed.

      Once you formulate an angle, you must write within its constraints or reformulate it. Reformulating is usually required when the first angle does not truly encapsulate what you want to say. Be sure to check any revised angle against your target audience to make sure it still fits. Many teaching professionals often forget the limits and focus that a good angle requires. Those who make this mistake end up with wordy, rambling pieces. If you are having trouble with an article, check to see whether this is happening to you. Beware of angle creep. Every author, including this one, has ideas and stories he falls in love with, even though they don't quite fit the angle he is writing about. Part of the discipline of writing a publishable piece is to delete such items from your work. Save them for another article in which they would be more appropriate. Take the time to develop a good angle up front and then write the article to elaborate on it and it only.

      Exhibit 1.2 provides a second exercise to help you understand angles.

      
        EXHIBIT 1.2 Incomplete and Complete Angles
      

      
        What is wrong with this angle?
      

      Quality Assurance in the Property and Casualty Industry

      Answer:

      It is a subject, not an angle. It is not a complete sentence. A complete angle is “Quality assurance offers a means for property and casualty insurers to differentiate their services.” This angle makes it clear that the author plans a marketing article rather than an operational/how-to or financial/cost-savings one. It clearly focuses on a specific audience and set of issues.

      Artful use of angles also permits you to place an article where you might not otherwise be able to. A colleague and I once sought to place an article on research lab location in a trade journal read by many researchers. Therein lay the problem: The editor only wanted articles addressed to actual researchers, while the audience we had in mind was management. The angle we chose was this: “As part of your career planning, you should understand how corporations select research lab locations so that you can improve your chances of living where you most want to.” It became an article suitable to both audiences and was accepted.

      With a little practice, sitting down and listing two or three possible angles on a subject that will make it attractive to a specific periodical should not take long. Once you choose a clearly stated angle, your writing job will be easier, because the temptation to include too much information in a clumsy structure will be reduced. This focus also reduces research requirements.

      
        The formula has power.
      

      A formula is a set pattern for expressing ideas. It helps you determine the components of your article and the relationship of the components to each other. This chapter uses one of the most common formulas found in professional and trade journals, the how-to formula.

      Though many professional writers use formulas unhesitatingly, I have had to convince my clients of their true value. Many feel that writing based on a formula is inherently of lower quality than other writing. This belief is simply wrong.

      This outlook ignores the many examples of formula writing of the highest quality. The formula used by John Mortimer for his delightful stories about Rumpole, barrister of the Old Bailey, which have been dramatized on television, has been summarized neatly by Donald E. Westlake, an author of comic mystery novels.

      This is the Rumpole formula: A mystery is presented that contains the possibility of a subject to ponder — the workman's right to withhold his labor, say, or the citizen's right to remain silent when charged with an offense. Several of the other recurring characters in the series will then turn out to be engaged in activities containing variants on the same matter (for instance, shall Mrs. Rumpole withhold her labor from Mr. Rumpole's house?), allowing Rumpole's ruminations broader scope. Partway along, someone coincidentally will just happen to tell Rumpole the fact that solves the initial mystery. Once the theme and variations are complete, Rumpole will take that fact to court, confound the prosecution and judge and retire triumphant, with a wry parting summation directed at us, his audience.

      No variation on the above is permitted, or even considered. If the subject is the citizen's right to remain silent, for instance, you may be sure no character in that particular story will be so inattentive as to be found withholding his labor instead. He will dutifully wait for the withholding his labor story2.

      The use of formulas is not restricted to light or popular fiction. The formulaic components of Shakespeare's plays have been carefully described by Mark Rose of UC Santa Barbara3. The gripping speeches of Dr. Martin Luther King, Jr., utilize formulas for sermons he learned in seminary4.

      The power of the formula lies in productivity. I have illustrated this point in my consulting assignments by asking clients to say something funny, with the restrictions that they must not use something they have said or heard before and that they have only two minutes. Not surprisingly, most are struck dumb by this request. I then ask them to do the same thing with the following additional restrictions.

      They must make their funny statements in five anapestic lines with the rhyme scheme aabba. The first, second and fifth lines must have three feet and the third and fourth two feet. The first line must be “There was once a consultant named Ford.” Once the participants realize that they are being requested to create a limerick, they are usually able to struggle through the exercise. Votes after the exercise show that my clients unanimously prefer the second exercise to the first.

      This demonstration shows that it can be much easier and faster to create within the confines of a formula than with total freedom. The formula liberates you from many of the requirements to structure your writing, allowing you to focus on content. Formulas for articles are less rigid than those for a limerick but benefit the writer in the same way structured verse does the poet. There is no shortage of formulas to choose from. Some of the most common are these:

      • The list: This is the most basic of formulas and one of the easiest to use. Commonly used in articles reporting trends, this formula provides brief write-ups on each of a list of items tied together by an overall theme. An article entitled “The Real Estate Industry in the Year 2020” might use such an approach, with descriptions of such factors as the changing roles of developers, the tendency for brokerage commission discounts, the increased focus on build-to-suit, and so on. The list of formula types you are now reading is another example, although shortened and simplified so that it can be subsumed within the how-to formula of the whole chapter.

      • The straw man: A premise is set up and then knocked down, showing the benefits of a different point of view or approach. This formula is used commonly when new practices sweep an industry. A piece showing why an accepted method of cost accounting can be misleading and proposing an alternative one might use this formula.

      • The other point of view: A subset of the straw man, this formula takes a contrarian view to the one commonly held. So, when there was great concern about the ethicality of cross-selling, after the Anderson/Enron debacle, I wrote a piece for the Wall Street Journal pointing out the virtues of cross-selling when done appropriately.

      • The miniature case study: A question is raised and answered through three or four brief case studies. An article answering the question, “Does quick response provide competitive advantage?” might use this formula. One case study could show how quick response can lower unit cost, another how it increases customer perceptions of quality, still another how it permits premium pricing, and so forth. Anecdotes, strong selling tools in any profession, are used to make the case.

      • The interview: On three occasions I have interviewed others in the firm I was working for, and on one I sat at my word processor and interviewed myself. Another time I provided a list of questions to a compatriot who then wrote out responses. All four articles were printed in reputable journals. This approach is particularly useful with staff-written trade journals. An interview can have higher value than a bylined article in building your reputation, because the format implies you were sought out by the journal as an expert.

      • The fad: Fads sweep professions like fashions. Whenever one emerges, articles explaining the fad to different audiences appear all over the place the way a trendy color suddenly shows up on everything from dresses to automobiles. Articles on e-commerce can and undoubtedly have been written to explain its value to metal stampers, discount retailers, bankers, and many other groups. Articles on the latest tax shelter and investment approach appear in magazines targeted at doctors, lawyers, yuppies, and almost any other identifiable group that might provide a market. These articles tell what the fad is and what its benefits are and provide a hint of how-to.

      • More and more or fewer and fewer: These articles report findings of a survey or other study. A piece entitled “Corporations Are More Concerned About Flexibility in Office Design Than Ever Before” might show how corporations require designs that allow them to adopt new technologies, down-size and sublease, move business units frequently, and so forth.

      I have found that my clients understand the concept of formulas better if I show them how a subject must be adapted to each formula. Take the admittedly trivial subject (but one that everyone can understand) of picking up dates in bars.

      An article entitled, “How to Pick Up a Date in Bars” would use the how-to formula to provide step-by-step instructions on technique. One entitled “Are Bars the Best Places to Pick up a Date?” might be a straw-man article written by someone who is against this practice. It would first describe the reasons why people pick up dates in bars, then knock them down by pointing out risks or faulty reasoning. Finally, it would point out that a person has a better chance of meeting someone compatible by taking French classes, joining an athletic club, signing up with a computer dating service, or (ignoring the risk of a sexual harassment charge) attending office parties.

      “Should You Pick People up in Bars?” might be a miniature case study article. After citing a few statistics about the number of people who do pick up dates in bars, the article would describe four specific cases. If it is an article opposed to the practice, each case might show a different and progressively more horrible outcome. “What's Happening in the Bar Scene?” might be a list article in a magazine devoted to the subject of dating. It would describe the latest trends at bars, in list format, which might include virtual reality games, a return to the ethnic bar, and who knows what else. The discussion of each item would include a comment on its implications for the individual seeking to pick up a date. “An Interview with Mr. (or Ms.) Pick-Up” would be just that, covering an expert's experiences and asking for advice and his or her vision of the future, given changes that are occurring in the bar world. “More and More People Are Picking up Dates in Bars” would be an article reporting survey findings on dating habits and the habits of people who hang out in bars.

      Now pick a subject more pertinent to your business than the one in the preceding example and see how it would change by using different angles and formulas. You will probably find that one or two have potential for a real article.

      Once you have mastered formulas at this level, you will begin to see others in the articles you read, or you can develop your own. Formulas provide you with instant structure, allowing you to write an article quickly. This matters in an environment where writing time must be squeezed in among hours devoted to billable projects.

      When you have chosen a formula and angle, list all the points you want to make. Then rewrite the list, organizing it within the structure that the formula dictates. Delete and add points, as needed. Now you are ready to start writing.

      If you wish to see how research, angles, and formulas can combine to make article writing easy, try this experiment. Review several journals in your field and select one that is contributor-written. Develop an angle for an article to be submitted to this journal that is a variation on the theme “Professionals in (your area of expertise) Provide Great Value in Certain Identifiable Situations.” Outline an article based on this angle using the miniature case-study formula. From your own experience or those of your associates, pick three or four cases, each illustrating a situation in which a professional provided a specific, identifiable benefit (confidentiality, objectivity, issue resolution, and diagnostic insight, for example). Then sit down and write your article and see how long it takes. The conclusion should reiterate your angle.

      
        Know what editors like.
      

      Articles have a better chance of being accepted if they are submitted in a way that makes working with them easy for the editor. Some publications will specify how they like to see submittals in writers' guidelines found on their Web sites. Otherwise, submitting in the right way means doing the following:

      • Leave wide margins (1 ¼ inches) and extra space at the beginning of the manuscript (⅓ of page). These allow the editor to make notations easily, as many editors still edit on hard copy (though an increasing number request electronic submissions only). All articles should be double-spaced for the same reason.

      • Place your last name, the article's title, and the page number in a header at the top of each page. Because many editors still work off of hard copy, if a pile of unstapled manuscripts is dropped, yours will be easy to reassemble. If, for some bizarre reason, you submit your piece in hardcopy, use a paperclip, not a staple, to hold it together.

      • Provide an approximate word count on the last page. The editor will have to do this if you don't. Most word processing programs make this easy. In Microsoft Word, look in the Tools menu for the Word Count function.

      • Include charts, tables, diagrams, checklists, photos, or side bars to enliven the text. Some journals require or prefer camera-ready copy.

      • Provide headings where appropriate. Good headings do not just help the logical flow of a piece, they also engage the reader (and the editor) by catching his or her eye. Thus, “Avoid Overcharging” has less catching power than “Greed” or “Like Pigs at a Trough.”

      • State in a cover e-mail that the article is being offered exclusively. This way, the editor does not have to worry about accepting an article for publication then finding it in print in a competing journal.

      • In the same e-mail, provide a one-sentence statement of why the article is pertinent to the journal's readers. Don't place the burden of figuring this out on the editor.

      • Describe the article in two or three sentences. Be sure to show the main points you will make.

      • Include a suggested author's description, consistent in length, format, and content with those the journal typically provides. This will increase the odds that the description says what you want it to.

      • Comply with any other submission instructions. These are usually noted in the magazine or its writers' guidelines.

      By following the approaches I have described, you will find that article writing becomes easier and faster and publication more frequent.

      
        Increase the chance of getting leads from your articles.
      

      Articles should not be relied on to generate leads. Although they can occasionally do so, they will never provide the predictable, steady supply of prospects that a primary lead-generating activity must.

      There are, however, a few things you can do to increase the lead-generating power of the articles you publish. Be sure that your name, firm, and the name of the city your firm is located in appear with the article. This can usually be done in the author's description. A few journals will not reference the city from which you do business. In such cases it may be possible to mention it in the text of the article. Do so carefully, since most journals will not accept articles that are patently self-promotional, rather than educational.

      Some journals, especially trade journals, will be happy to reference an offer you make to readers to send something of value to them. This is usually a report of some sort that you have prepared. By requesting the report, a reader identifies himself as a prospect. The editor will usually want to see a copy of the report to make sure that it is not simply a brochure or something that would embarrass him, like a reprint from another publication. Sometimes offers must be made in a letter to the editor following publication of your article. It is worth asking the editor whether an offer will be printed if you are interested in this approach.

      Research, angles, and formulas can be as important to this aspect of your marketing effort as the technical tools of your trade are to providing professional services efficiently. They help ensure that articles are not just planned but also produced and published.
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“Ford Harding’s ideas are innovative yet very pragmatic and actionable. He
provides a very clear formula for attracting new clients. This is an important resource
for any professional who wants to improve his/her ability to develop new clients.”

—David Nadler, Vice Chairman at Marsh & McLennan Companies
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