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Abdul-Jabbar, Kareem, 326
A/B testing, 190
Accountability, 23, 40, 315–316
Acronyms (as names), 162
Action plan, 174
Additional content, offers for, 187–188
Advertising:
banner ads, 234–235
business-to-consumer, 138
pay-per-click, 223–225
in traditional media, 208–209
wasted spending on, 44, 140

Advocacy, balancing inquiry and, 294–295
Affinity with workforce, increased, 19
Afflictions (in RAIN Selling), 291–293
Alignment with firm’s goals phase, 27–28
All Marketers Are Liars (Seth Godin), 128
Analysis and assumptions phase, 31
Analytics, 188
as preferred tool, 218
web, 225–226

Andersen Consulting, 111–112
Articles:
for online marketing, 235–237
as stock content, 188

Articulate (in RAMP framework), 142
Aspirations (in RAIN Selling), 291–293
Assets, 170
thought leadership as, 170, 171
of your firm, 127–128

Assumptions, 31
about outcomes, 45–50
playing with, 47–50

Attributes:
brand, see Key brand attributes
in competencies, 125, 126

Audiences (for messages), 163
Audits:
marketing, 29–30
revenue, 29

Awareness, of core attributes, 99

Bain & Company, 116–118
Banner ads, 234–235
BANT (Budget, Authority, Need, and

Timeframe), 244
Beckhard, Richard, 175
Behavioral change, planning for, 40
Belafonte, Harry, 311
Bell, Alexander Graham, 43
Benefits, selling, 94
Bennis, Warren, 175
BHAGs (big, hairy, audacious goals), 26
Bhide, Amar, 75, 123
Billable hours, 57–58
Blogs:
of Kinaxis, 191–192
off-site, 221
optimizing, 189
weekly number of, 226

Blogger, 221
Blogging:
as marketing technique, 226–228
as preferred tool, 218
by senior executives, 188

Bonaparte, Napoleon, 323

339

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



3GBINDEX 04/19/2013 18:18:43 Page 340

Books:
benefits of publishing, 178–180
e-books, 188, 213, 239–240
as marketing technique, 211–213
for thought leadership, 176

Boston Business Journal, 140–141
Brainstorming phase, 30
Brand(s), 3, 81–91
defined, 83, 87
establishing and strengthening, 17–19
and fees commanded, 68
goal of, 256
key attributes of, see Key brand attributes
personal, 170, 303–304
primary, 88
reputation and visibility of, 11
secondary, 88
understanding, 87–91
value of, 83–87

Brand advocates, building, 132–135
Brand awareness, see Brand recognition
Branded communications, 164–165
Brand identity, 161–164
as foundation, 97
look and feel of, 161
materials tied to, 206–207

Brand leaders, fees commanded by, 17–18
Brand messaging, 93–106, 157–166
branded communications, 164–165
brand identity, 161–164
brand positioning statement, 160–161
core components of, 130
core goal of, 142
decision making in, 165–166
how to think about, 159–160
individual communications, 165
key brand attributes in, 119–122
value proposition messaging, 100–106
what buyers want to know, 94–100

Brand positioning statement, 160–161
Brand preference, 144–145
Brand promise statements, 97
confusing value proposition with, 117
distinctive elements of, 158
as umbrella for marketplace messaging,
158

Brand RAMP, 137–145
articulate step in, 142

for lead generation, 246
memorize step in, 142–144
prefer step in, 144–145
recognize step in, 140–142
steps in, 139

Brand reach, fee levels and, 63
Brand recognition (brand awareness), 14

and chances to sell, 96
and client perspectives, 89
generating, 43–44
and lead generation, 85–86
and understanding of services, 88–89
value of, 86–88

Brand strength, uncovering barriers to,
131–132

Brand Style Guidelines, 163
Budgeting, 34
Budget Planning Tool, 34
Business development:

and enablement of execution, 315
inattention to, 24
for thought leaders, 176
wasted spending on, 44

Business model, differentiation based on,
153

Business plans, 24–26
Buyers:

emotional resonance with, 102–103
finding, 11. See also Lead generation
identifying perceptions of, 109–117
likelihood of switching by, 241–243
new generation of, 9
potential, generating conversations with,
10–12

rational resonance with, 101–102
stages in moving to clients from, 95–96
tailoring brand message to needs of,
94–100

ways of searching for professional services
firms, 11–12

Buying process, buyer satisfaction with,
286–287

Buzzword bingo, 74

CAN-SPAM Act, 228
Capability(-ies), 123–135

articulation of, 89
assets, 127–138
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competencies, 125–127
defined, 124
identifying, 124–125
for performance readiness, 316–317
services vs., 124–125
staff knowledge of, 132–135

Carson, Johnny, 96
Clich�es, 74, 93
Client(s):
converting potential buyers into,

242–243
converting qualified leads to, 52
current, marketing to, 264–269
focus on, 74
identifying perceptions of, 109–117
improving growth rate per, 53
improving odds of winning, 13–14
increasing services to, 16, 17
indifference of, 293
overcoming indifference of, 75
stages in moving from buyers to, 95–96
tailoring services to, 8
of thought leaders, 176

Client characteristics, differentiation based
on, 152–155

Client loyalty, 124, 285–287
Client retention, 265–266
Client satisfaction:
and client loyalty, 124, 285–287
improving, 268
and service delivery, 65

Closing sales, 3. See also HPI (hustle,
passion, and intensity) selling

Cohen, Lucy, 155
Cold-calling, 201
Collateral materials, 206–207
Collection of distinctions, 149, 155
Commitments, delivering on, 311–312
Commodities, services viewed as, 258
Communication(s):
branded, 164–165
individual, 165
of value messages, 16–17, 94, 289
of your value, 250

Competence, buyers’ mistrust of, 307–308
Competencies, 125–127
Competition, 69–77
and buying cycles, 258

client indifference as, 75
and common marketing advice, 71–72
in content marketing, 194
in crowded markets, 72–73
focus on clients instead of, 74
focus on service delivery instead of, 66
internal, 118–119
marketing against, 76–77
mistakes in focusing on, 69–71
monopolistic, 72–73
perfect, 73
studying, 39
and value of your brand, 86, 87

Compiled databases, 273
Condo King, 167–168
Consequences, motivation by, 315
Content marketing, 2, 183–194
case against, 194
case for, 193
concerns about free information in,
190–191

converting content, 189–190
creating content, 188–189
goal of, 187
Kinaxis case study, 191–192
model for, 185–190
offers for additional content,
187–188

online, 235–240
promoting content, 189
trust developed by, 13

Content marketing model, 185–186
Contingent fees, 56, 61–62
Conversations with potential buyers:
balancing advocacy and inquiry in,
294–295

brand messaging in, 165
generating, 10–12
masterful leadership of, 303
RAIN guideline for, 289

Conversion rates, 47–50, 52
Converting content, 185, 189–190
Cooch, Michael, 114
Core attributes, 99
Corporate identity, 161
Cost-per-click (CPC) advertising,

223
Creating content, 185, 188–189
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Credibility:
of marketing messages, 104
of people differentiators, 152
perceptions of, 249–250
and substantiation, 104, 105
of thought leaders, 176

CRM (customer relationship management)
systems, 280

Cross-selling, 16
Crowded markets, competition in, 72–73
Culture building, 311–322
and disconnect with reality, 319, 321
and lack of performance readiness,
312–320

and lack of will, 321–322
and marketing strategy, 39–40

Current clients, marketing to, 264–269
Customer relationship management (CRM)

systems, 280

Daily fees, 57–59
Databases, compiled, 23
Database development, 273–274
categorization in, 120
contact information through offer
acceptance, 255

with content marketing, 187
Death of a Salesman (Arthur Miller), 294–295
Decision makers:
identifying perceptions of, 109–117
indifference of, 119
IT, 14
in large buying decisions, 83
marketing committees as, 41–42
and online marketing, 199

Decision making:
about sources of revenue, 54
in branding and messaging, 165–166
emotional resonance in, 102–103
rational resonance in, 101–102

Deep-dive messaging, 98
Delivery of services, 65–67
assets needed for, 127–128
competencies for, 125–127

Dell, 73
Deloitte, 121
Demand for thought leaders, 175–176
Deming, W. Edwards, 183

Demonstrating value, 64–65, 249–254
Dependability, buyers’ mistrust of, 308
Differentiation, 147–155

answering questions about, 74
attributes of distinction, 122
based on client characteristics,
152–155

based on expertise or special knowledge,
153

based on process, 152
based on your people, 151–152
clear and easy-to-understand, 8
as collection of distinctions, 149, 155
comparison and, 119
criteria for, 148–149
defined, 103
importance of, 147–148
perceptions of, 114–119
supportable and meaningful, 70–71
through specialization, 149–151
and uniqueness, 149
in value proposition messaging, 103

Direct mail, 199–200
Direct marketing, wasted spending on, 44
Disconnect with reality, 319, 321
Distinction:

attributes of, 122, 159
perceptions of, 249–250

Doerr, John, 329
Don Corleone, 257
Drucker, Peter, 168, 175, 257
Dunay, Paul, 130, 133, 172, 254, 268
Dzerniawska, Fiona, 169

E-books, 188, 239–240
Einstein, Albert, 32
Eisenhower, Dwight D., 23
Elevator pitch, 117
E-mail addresses, collecting, 187
E-mail marketing:

brand messaging in, 165
as marketing technique, 228–230

Emerson, Ralph Waldo, 157
Emotional resonance, 102–103, 302–303
Energy:

focused on only one client base,
114

as work style, 75
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Engagement:
content marketing model for, 185
moving up ladder of, 189–190

Ernst & Young, 121
Essential relationships, 297–309
creating, 298–300
getting access to senior executives,

300–304
with skeptical executives, 304–309

Ethics, 287, 309
Everon Technology Services, 114, 115
Excellence:
in delivering services, 65
expectation of, 10

Execution:
creating environment of, 39–40
enabling, 314–315
people tasked with, 40

Executives, see Senior executives
Expectations:
for direct mail, 200
setting, 128–129

Experience(s):
attributes of, 122, 159
creating, 251–253
leveraging, 252–253
need for, 197
reasons for using, 254–256

Expertise. See also Free information/
expertise

with content marketing, 183. See also
Content marketing

differentiation based on, 153
of subject matter experts, 189
of thought leaders, 172. See also Thought

leadership
Expert tacticians, consulting with, 38–39

Facebook, 189, 230
FAINT (funds, authority, interest, need, and

timing), 245
Fees, 55–68
brand-generated, 86
of brand leader firms, 17–18
contingent (incentive), 56, 61–62
and disclosure of pricing structure, 66
fixed, 60–61, 66
hourly and daily, 18–19, 57–59

increasing, 15–19
of lesser-known firms, 18
maximizing, 62–67
for speaking, 177, 178
types of, 56

Fees and Pricing Benchmark Reports (Mike
Schultz and John Doerr), 17

Final plan and adoption phase, 32–33
Firm name, brand identity and,

161–162
Fixed fees (fixed-fee pricing),

60–61, 66
Flow content, 188, 189
Ford, Henry, 283
Fredericksen, Lee W., 148n.1
Free information/expertise. See also

Content marketing
buyers’ expectation of, 184
professionals’ concerns about,
190–191

seminars, 214

Gates, Bill, 168
Geography, unimportance of, 9
“Getting the Most Out of All Your

Customers” (Thomas, Reinartz, and
Kumar), 265

GlaxoSmithKline, 73
Glenn, Mary, 180
Goals, 26
alignment with firm’s goals, 27–28
of branding, 140, 256
of brand messaging, 142
of content marketing, 187
outcomes assumptions about,
45–50

profit maximization as, 56
for thought leadership, 172

Godin, Seth, 128, 168
Goethe, Johann Wolfgang von, 167
Goldsmith, Marshall, 171, 175
Google, 190, 193, 225
Google AdWords, 223–224
Google Analytics, 226
Google Keyword Tool, 225
GoToWebinar, 232
Graphic design, 206, 207
Great Britain, police in, 316
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Growth:
and ease of differentiation, 148
goals for, 27
per retained client, 53
requirements for, 27

Guides, 188

Hagen, Walter, 23
Harter, Jim, 314–315
Heinz, H. J., 107, 121
Hemingway, Ernest, 93
Hesselbein, Frances, 175
Hinge Research Institute, 13, 150, 171,

333–334
Hiring, brand recognition and, 87
Honesty, 309
Hourly fees, 18–19, 57–59
How to Market Training and Information

(Don Schrello), 215
HP, 73
HPI (hustle, passion, and intensity) selling,

323–328
Hughes, Sophie, 155
Hustle, 75. See also HPI (hustle, passion, and

intensity) selling

IBM, 162
Identity:
brand, 97, 161–164, 206–207
corporate, 161

Ignorance, pluralistic, 42
Impact (in RAIN Selling), 293–295
Implementation, of thought leadership

strategy, 173
Implementation phase, 33–34
Impulse buys, 257
Incentives, 40, 315
Incentive fees, 61–62
“The Incumbent’s Advantage” (Ian

MacMillan and Larry Selden), 113–114
Indifference:
of clients, 293
of decision makers, 119
overcoming, 75

Industry(-ies):
clients’ and decision makers’ perceptions
of, 109–110

refining mix of, 20–21

specializing in, 150
Industry analysis, 39
Influencers. See also Thought leadership

identifying perceptions of, 109–117
new generation of, 9
technology, 14

Innovation, uncovering opportunities for,
131

Inquiry, balancing advocacy and, 294–295
Intangibility of services, 252, 253
Integrity, selling with, 287–289, 309
Intellectual capital, 169–171
Intensity, selling with, see HPI (hustle,

passion, and intensity) selling
Interest in your services, 96, 99–100
Internal staff, as competitor, 118–119
Internet, 183–188. See also Online

marketing
Issues, of thought leaders, 172–173
IT decision makers, 14

James T. Kirk, 271
Jones, Bobby, 23

Key brand attributes, 107–122
in brand messaging, 119–122
and value proposition strength, 109–119

Keyword Discovery, 225
Keyword research, 188, 221–222, 225
Kinaxis, 191–192
Kits, 188
Knowledge:

in competencies, 125, 126
differentiation based on, 153
for selling, 316–317
of target markets/clients, 274–276

Konrath, Jill, 261
KPMG, 121
Kumar, V., 265n.8

Landing pages, 189, 190
Leads:

conversion rates for, 47–50
dropped from pipeline, 263–264
generating buyers as, 97
increasing number of, 51–52. See also
Lead generation

long-term, 245
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for new services, 269
qualified, 62, 243–245
from referrals, 2, 10
short-term, 245

Lead-generating websites, 219–221
Lead generation, 10–11, 241–247
benefits of, 243–246
brand in, 83–86
content marketing for, 2
demonstrating value in, 249–254
effectiveness of tactics for, 196–197. See

also Marketing tactics
and fee levels, 64
keys to, 246–247
and likelihood of buyers switching,

241–243
and “Metrics of Services in Demand”

chart, 45
from offers and experiences, 256
offers in, 254–256
seven levers of, 43–54
spending on, 43–44, 46–47
sustained, 257–262

Lead nurturing, 262–264, 266–267
Leavitt, Theodore, 147
Leverhulme, Lord, 137
“Likelihood to recommend,” 306–307
LinkedIn, 189, 230
LinkedIn Groups, 188, 189
Lists:
building, 272–273
and database development, 273–274

List compilers, 274
Logos, brand identity and, 162
Long-term leads, 245, 259, 261–262
Look and feel (brand identity), 161, 163

Macfarlane, Willie, 23
McGraw-Hill advertisement, 81, 83, 84
MacMillan, Ian, 113–114
McMurdo, Kevin:
on billable hours, 58
on brand messaging, 98
on brand recognition, 88–89
on building networks, 277
on legal industry, 112
on marketing department, 49
on rainmakers, 315

on sales, 288
on thought leaders, 169
on willingness, 322

Marcus Aurelius, 123
Market domination, 115–116
Market exposure, for thought leadership,

169–171
Marketing. See also Content marketing;

Professional services marketing
audit of, 29–30
common advice about, 71–72
to current clients, 264–269
disingenuous, 128
hatchet jobs in, 197
measurable outcomes of, 10–19
online, 1–2
selling vs., 283, 284
to set expectations, 128–129
spending on, 43–44, 46–47
traditional, 2
value of, 7

Marketing amplification effect, 129–130
Marketing and Sales Funnel Analysis Tool,

34–35
Marketing committee, 41–42
Marketing messages:
brand promise statements as umbrella for,
158. See also Brand messaging

credibility of, 104
for professional services, 158

Marketing planning, 23–35
alignment with firm’s goals (phase 1),
27–28

analysis and assumptions (phase 4), 31
brainstorming (phase 3), 30
Budget Planning Tool for, 34
and business planning, 24–26
final plan and adoption (phase 6), 32–33
implementation (phase 7), 33–34
marketing and revenue audit (phase 2),
29–30

Marketing and Sales Funnel Analysis
Tool for, 34–35

outcomes assumptions in, 45–50
seven levers of, 43–54
straw man plan (phase 5), 32

Marketing platform, 180
Marketing spending, 43–44, 46–47
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Marketing strategy:
mistakes in creating, 37–42
of successful firms, 8

Marketing tactics, 195–240
abandonment of, 38
banner ads, 234–235
blogging, 226–228
books, 211–213
business-to-business, 138
consulting experts about, 38–39
content for online marketing, 235–240
direct mail, 199–200
e-mail marketing, 228–230
identity and collateral materials and
presentations, 206–207

lead-generating websites, 219–221
mistaken, 44
networking, 202–204
offers in, 266
online, see Online marketing techniques
online videos, 233–234
pay-per-click advertising, 223–225
print, TV, and radio advertising, 208–209
publicity, 209–211
public speaking, 216–217
search engine optimization, 221–223
seminars, 214–216
social networking, 230–232
telephone, 201–202
trade shows, 204–206
traditional, see Traditional marketing
techniques

web analytics, 225–226
webinars, 232–233

Maximizing fees, 62–67
May, Mike, 82, 104, 111–112, 295
Mazuma, 155, 162
Meaningfulness of differentiators, 70–71,

148
Measurable outcomes of marketing, 10–19
higher revenue and fees, 15–19
improving odds of winning new clients,
13–14

increased affinity with workforce, 19
new conversations with potential buyers,
10–12

Memorization, client perceptions and, 90
Memorize (in RAMP framework), 142–144

Merck, 73
Messages:

in direct mail, 199
in messaging architecture document, 163
sustained, 259–260
value, 16–17

Messaging:
brand, see Brand messaging
deep-dive, 98
value proposition, 100–106, 109–119

Messaging architecture, 163–164
Meta keywords, 223
Methodologies, unique, 71
“Metrics of Services in Demand” chart, 45,

48
Miller, Arthur, 294–295
Millward Brown, 143
Mind-set, for thought leadership, 174–175
Mindshare, 268
Mistakes:

in marketing strategy, 37–42
in selling, 252

Monopolistic competition, 72–73
Monty Python and the Holy Grail, 321
Motivation:

for performance readiness, 318–319
for thought leadership, 174–175

Motives, buyers’ mistrust of, 309

Name(s):
firm, 161–162
for targeting, 278–280

Natural search, see Search engine
optimization (SEO)

Need(s):
emotional resonance with, 102–103
rational resonance with, 100–102
selling to, 288–289
services available to help meet, 116–117
specific companies able to help meet, 116
unmet, 113–115

Networking:
as marketing technique, 202–204
social, 230–232

New reality (in RAIN Selling), 295–296
Noise, breaking through, 199–200
Nurturing leads/relationships, 203,

262–264, 266–267
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Objections, in messaging architecture
document, 163

Odds of winning new clients, improving,
13–14

Offers:
for additional content, 187–188
creating and leveraging, 252–253
in lead generation, 254–256

Off-site search engine optimization, 222
Oligopoly, 72, 73
The One Piece of Advice You Can’t Sell

Without, 324
Online forums, 189
Online marketing. See also Content

marketing
advantages of, 218
articles for, 235–237
complexity of, 2
content for, 235–240
e-books for, 239–240
mix of traditional marketing and, 197
rise of, 1–2
white papers for, 237–238

Online marketing techniques, 218–235
banner ads, 234–235
blogging, 226–228
e-mail marketing, 228–230
lead-generating websites, 219–221
online videos, 233–234
pay-per-click advertising, 223–225
search engine optimization, 221–223
social networking, 230–232
web analytics, 225–226
webinars, 232–233

Online publicity, 211
Online videos, 233–234
On-site search engine optimization, 222
Operations, for performance readiness, 314
Opportunities, creating, 324, 326
Organic search, see Search engine

optimization (SEO)
Organizational change, planning for, 40
Outcomes assumptions, 45–50

Packaging services, 15
Paid search, 223
Passion, selling with, see HPI (hustle,

passion, and intensity) selling

Pathing (websites), 164
Pay-per-click (PPC) advertising, 223–225
Peer dynamic, establishing, 301
People:
collective behaviors of, 40
differentiation based on, 151–152
as key asset, 24
tasked with execution, 40

Peppers, Don, 177
Perceptions:
of brand, 87–89
of differentiation, 114–119
reality-driven, 88
of reliability, 105
of selling, 287–288
of value, 109–114

Perfect competition, 73
Performance readiness, 312–320
accountability for, 315–316
building performance culture, 313, 320
capability for, 316–317
execution enablement for, 314–315
lack of, 312–313
motivation for, 318–319
staffing for, 318
strategy and operations for, 314

Persistence, 303
Personal brand, 170, 303–304
Personal hang-ups, 302
Personal interactions, 98
Personality, differentiation based on, 154
Perspectives, of thought leaders, 172–173
Peters, Tom, 168, 177
Planning. See also Marketing planning
bottom-up, 34
involving stakeholders in, 32
for organizational change, 40

Pluralistic ignorance, 42
Porter, Michael, 168
Positioning:
in brand messaging, 97
for differentiation, 103
and fee levels, 64–65
of value proposition, 15
for value proposition delivery, 98, 99

Positioning statement, brand, 160–161
PPC (pay-per-click) advertising, 223–225
PR (public relations), 44, 209–211
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Preference:
brand, in RAMP framework, 144–145
buyer, 90

Preparation, 324, 326
Presentations, 206–207
Preview:
marketing and sales process as, 251
offers and experiences as, 254

Pricing, 55–62. See also Fees
avoiding disclosure of underlying
structure, 66

of brand leader firms, 17–18
differentiation based on, 153
fixed-fee, 60–61
focus on value in, 67–68
and profit maximization, 56–57
value-based, 60–61, 67

Primary brand, 88
Print advertising, 208–209
Problem areas:
in RAIN Selling, 291
specializing in, 150–151

Process:
buying, 286–287
differentiation based on, 152
explaining, 251
unique, 71

Procurement processes, formal, 12
Professionalism, buyers’ mistrust of, 308
Professional services firms:
attracting/retaining quality workforce in,
19

brand of, 3
brand strategy model for, 134
clients’ and decision makers’ perceptions
of, 109–112

common characteristics of, 8
successful, 8–9
tactical mistakes of, 44
ways buyers search for, 11–12

Professional services marketing, 7–21
for conversations with potential buyers,
10–12

demonstrating value in, 249
for higher revenue and fees, 15–19
to improve odds of winning new clients,
13–14

inattention to, 24

for increased affinity with workforce, 19
measurable outcomes of, 10–19
mix of services in, 20–21
value of, 7

Professional services marketplace, 9–10
Profit Hunt, 116–117
Profit maximization, pricing for, 56–57
Promoting content, 185, 189
Proof points, in messaging architecture

document, 163
Proposals, brand messaging in, 165
Publicity, 209–211
Public relations (PR), 44, 209–211
Public speaking, 177, 178, 216–217
Publishing:

books, 213
e-books, 239–240
online, 235–238

Purchase intent, 96–97
PWC, 121

Qualified leads:
characteristics of, 243–245
increasing number of, 62

Quality:
of services, 267
of target clients, 50–51
of workforce, 19

Radio advertising, 208–209
RAIN Group, 14, 150–151, 329
Rainmaker(s):

building a culture for, 313. See also
Performance readiness

integrity of, 288
learning to be, 289–290
transitioning from trusted advisor to, 285

Rainmaker Report, 332
RAIN SellingSM, 289–296

applying, 296
aspirations and afflictions in, 291–293
communicating value in, 289
impact in, 293–295
new reality in, 295–296
overview, 289–290
rapport in, 290–291
and selling to need, 288–289
and selling with integrity, 287–288
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RainToday.com, 329, 331–332
RAMP framework, see Brand RAMP
Rapport (in RAIN Selling), 290–291
Rational resonance, 100–102, 302
Reach, of thought leaders, 175–176
Reality:
brand anchored in, 88
disconnect with, 319, 321
new, in RAIN Selling, 295–296

Recognition, of thought leaders,
175–176

Recognize (in RAMP framework),
140–142

Referrals, 2, 10
added to database, 278
and client satisfaction, 124
and continuation of traditional

marketing, 199
Referral sources:
commentary from, 13
increasing base of, 50
within the industry, 150
networking, 203–204

Registration forms, online, 187
Reinartz, Werner, 265n.8
Relationships:
and continuation of traditional

marketing, 199
essential, 297–309
marketing of, 251
with skeptical executives, 304–309
through networking, 202
through offers and experiences, 256

Relationship nurturing, 203, 262, 264, 266–
267

Relationship Renees, 305
Relationship Strength Matrix, 298, 299
Relationship Strength Meter, 298–300
Reliability, 104
Repeat business, 10
based on your value, 252
brand-facilitated, 87

Reputation, 11, 13. See also Brand(s)
with content marketing, 183
and fee levels, 63
and lead generation, 85
as part of brand, 83
and social media, 165

Research:
on brand attributes, 120
on the competition, 70, 76
and firm growth/profitability, 20–21
keyword, 221–222
for targeting, 272
value proposition, see Value proposition
research

Research studies, 188
Resonance:
with senior executives, 302–303
in value proposition messaging, 100–103
and value proposition strength, 106

Response list, 272
Retainers, 66
Return on investment (ROI), 44, 102, 195
Revenue:
audit of, 29
goals for, 27
increasing, 15–19, 50–54, 255
Marketing and Sales Funnel Analysis
Tool for, 34–35

per client, 52–53
Revenue growth, uncovering barriers to,

131–132
Revenue projections, 25
Revenue retention, 46–50, 53
Rogers, Martha, 177
ROI, see Return on investment
Russ, Ed, 145, 250, 294

Sales cycle, 246, 257, 258
Sales Performance WheelTM, 313
Schrello, Don, 215, 264–265
Schultz, Mike, 329
Schulz, Charles, 195
Search, 189
Search engine advertising (SEA), 223
Search engine marketing (SEM), 223
Search engine optimization (SEO), 12
for building response list, 272
at Kinaxis, 191
with landing pages, 189
as marketing technique, 221–223
as preferred tool, 218

Secondary brand, 88
Selden, Larry, 113–114
Self-publishing, 213, 239–240
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Selling. See also RAIN selling
critical mistakes in, 252
demonstrating value in, 64–65, 249
differentiation in, 154
excuses to avoid, 284
HPI (hustle, passion, and intensity),
323–328

with integrity, 287–289
marketing vs., 283, 284
of service features vs. benefits and
solutions, 94

Selling to Big Companies (Jill Konrath), 261
SEM (search engine marketing), 223
Seminars, 214–216
Seneca, 324
Senior executives:
content marketing roles of, 188
getting access to, 300–304
and long-term investment in marketing,
30

and online marketing, 199
overcoming skepticism of, 304–309

SEO, see Search engine optimization
SEOmoz, 225
Services:
articulating, 142
buyers’ awareness of, 95–96
buyers’ interest in, 96
capabilities vs., 124–125
clients’ and decision makers’ perceptions
of, 112–113

as commodities, 258
to existing clients, 16
intangible nature of, 252, 253
new, 70
perceived options for, 116–117
refining mix of, 20–21
specializing in, 151
uniqueness in, 190
what marketing cannot do for, 267–268

Service level, differentiation based on, 154
Service-level agreements, 66
Service packaging, 15
Setbacks, 23
Sheehan, Mike, 30, 131, 259, 291, 315, 326
Short-term leads, 245, 259, 261
SiloSmashers, 162
Similarity, attributes of, 121, 159

Skeptical executives, 304–309
Skeptical Steve, 305–309
Skills. See also Capability(-ies)

in competencies, 125, 126
need for, 197
for selling, 316–317

SlideShare, 233
Smith, Thomas, 143–144
Social media:

advertising on, 223
in brand message, 165
finding professional services via, 12
Kinaxis’s use of, 192
promoting new content through, 189
service specialty in, 151

Social networking, 230–232
Solutions:

Clients’ and decision makers’ perceptions
of, 113–114

perceived options for, 116–117
selling, 94

Spamming, 228
Speaking, 216–217
Speaking fees, 177, 178
Specialization, 149–151

in an industry, 150
in a problem area, 150–151
in a service, 151

Special knowledge, differentiation based on,
153

Spending:
getting benefit from, 195
on marketing and lead generation, 43–44,
46–47

Spiraling Up (Lee W. Fredericksen and
Aaron E. Taylor), 148

Staffing, for performance readiness, 318
Stakeholders, 30, 32
Stepping-stone services, 41, 52
Stock content, 188, 194
Stockdale, James, 123
Stories, of the firm in the future, 28
Strategy(-ies):

for analyzing the competition, 69–74
generating scenarios for, 31
marketing, 8, 37–42
for performance readiness, 314
pricing, 56
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at professional services vs. other firms, 25
for thought leadership, 172–174
value-based pricing, 61

Straw man plan phase, 32
Subject matter experts, 189
Substantiation:
in brand messaging, 98–100
for credibility, 104
of a people differentiator, 152
of value proposition, 98, 99, 103–106

Substantiation pieces, 165
Successful firms, characteristics of, 8–9, 24
Supply Chain Expert Community, 192
Supportable differentiation, 70–71, 139,

160–161
Sustained lead generation, 257–262
failure of, 258–259
importance of, 259–261
to keep you on prospects’ minds, 261–262
Switching providers:
avoiding clients’ consideration of, 65
likelihood of, 241–243

Talent, need for, 197
Tangibility of services, 252–254
Target audiences:
for content marketing, 188
researching, 272
response lists of, 272
for thought leaders, 172

Target clients, 271–280
compiling names, 278–280
database development, 273–274
increasing number/quality of, 50–51
list building approaches, 272–273
profile development for, 276–278
researching, 272
time spent on targeting, 274–276
understanding of, 8

Target markets:
becoming well known in, 138
of high-growth firms, 271
researching, 272
thought leaders’ sharing with, 168

Target profile, 273, 276–278
Taylor, Aaron E., 148n.1
Technology, 154, 184
Technology options, 9

Telephone calls:
follow-up, 260–261
in marketing, 201–202

Television advertising, 208–209
Thomas, Jacquelyn S., 265n.8
Thoreau, Henry David, 55
Thought leadership, 167–180
approaching prospects through, 255
and content marketing, 183
and fee levels, 63
growth of, 168
implementing strategy for, 172–174
keys to, 169–171
mind-set and motivation for, 174–175
wasted spending on, 44
what to expect with, 175–180

Time-based fees, 56
daily fees, 57–59
hourly fees, 18–19, 57–59

Tools, for thought leadership, 173–174
Top-down marketing strategies, 38
Toyota, 73
Trade shows, 204–206
Traditional marketing, 2
current role for, 197
mix of online marketing and, 184–185,
197

Traditional marketing techniques, 2, 12,
197–217

books, 211–213
direct mail, 199–200
identity and collateral materials and
presentations, 206–207

networking, 202–204
print, TV, and radio advertising,
208–209

publicity, 209–211
public speaking, 216–217
seminars, 214–216
telephone, 201–202
trade shows, 204–206
used with online techniques, 184–185, 197

Traditional publishing, 213
Transparency, 9–10
Trust:
built through free information, 191
in content marketing, 187
developing, 13–14
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Trust: (Continued )
in marketing messages, 104
and reliability, 105
in salespeople, 185
of skeptical executives, 304–309

Trusted advisor, transitioning to rainmaker
from, 285

Trustworthiness, 309
Truth:
of brand positioning statement, 160–161
of differentiators, 148

Tweets, 188
Twitter, 188, 189, 230

Uniqueness, 71, 103, 149
Usability testing, 190
US Open (1925), 23

Value, 99
of being your client, 269
communicating, 289
in lead generation, 249–254
of marketing, 7
perceptions of, 109–114
in pricing, 60–61, 67–68
in selling, 64–65
of your brand, 83–87

Value-based pricing, 60–61, 67–68
Value messages, 16–17
Value proposition, 99
confusion about, 117
delivery of, 97, 99, 101, 108
foundation of, 126
positioning, 15
staff knowledge of, 132–135
strength of, 101, 106, 108–119
truth of, 130–132

Value proposition messaging, 100–106
differentiation in, 103
and identifying perceptions of value,
109–119

resonance in, 100–103
substantiation in, 103–106

Value proposition positioning statement, 99,
160–161

Value proposition research, 120, 126,
128–135

to build brand advocates, 132–135
to inform client and market research,
128–129

marketing amplification effect of, 129–130
to uncover barriers to brand strength
and revenue growth, 131–132

to uncover opportunities for innovation,
131

Videos, online, 233–234
Viewpoint, buyers’ perception of firm

and, 90
Visibility, 11

as part of brand, 83
public vs. among targets, 49
and social media, 165

Visible ExpertSM, 171
Volkswagen (VW), 73
Vontzalides, Dr., 325

Walletshare, 266, 268
Wanamaker, John, 140
Wasted spending, 44
Watson, Kirsten, 191, 192
Web analytics, 225–226
WebEx, 232
Webinars, 188, 232–233
Webmarketing123, 152
Websites:

as central communication piece, 164
home page on, 97
as hub of marketing, 1–2
lead-generating, 219–221
new hires from, 19
pathing on, 164
thought leadership articles/reports on,
169

wasted spending on, 44
Weiss, Alan, 211
White papers, 188, 237–238
Williams, Robin, 316
Will to change, lack of, 321–322
Wordpress.org, 221
Wordtracker, 225
Workforce, increased affinity with, 19
Writing content, 188, 189

Zyman, Sergio, 7
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