INSIDE
How to Pack the House
By Gene Walden
InvestmentWritingServices.com
A special event is a great way to
reward your clients and meet new
prospects, but how do you fill a room?
Here are 7 great ways to attract a continuing stream
of qualified guests to your events. Page 2

Add Impact with Video
By Tami Wendt
Lexica Communications
Is there a special message,
a service, a concept, or topic
you want to share with your clients or prospects?

C o ve r St o r y

Tap into the Marketing
Magic of Special Events
By Paula Carlson, MOMENTUM
Marketing in the financial and professional services
arena boils down to three basic goals—retaining
your current clients, finding new clients, and finding
bigger and better clients.
Event marketing, done right, is arguably the very best
way of accomplishing all three. In fact, events can serve
many other purposes beyond prospecting:


Offers educational opportunities on key new
topics ahead of the competition

There’s no better time to do it than at your next special
event—and no better way to do it than through videos.
Here’s how to incorporate the power of videos at your
next event. Page 4



Provides crisis management in adverse times



Facilitates team building and recruiting

From ‘Satisfaction’ to ‘Loyalty’



Decreases time to convert prospects to
clients



Converts electronic marketing and social
media leads to appointments and sales



Can be used as a forum for announcing rebranding,
mergers, or new services.

By Lee Eisenstaedt
L. Harris Partners
There’s a subtle difference
between client satisfaction
and client loyalty.
Your client retention will flourish once you
learn the difference. Page 5

Take the Time to Listen
By David Goldman
The Laughing Stockbroker
If you want more clients, forget
about selling and just make new
friends.
Once you put that to practice, you’ll have a fuller,
richer life and a Rolodex full of new clients. Page 7

Beyond Dinners
Using special events to prospect for clients has long been a
staple of financial and professional services providers. But the
rubber chicken circuit is not what it used to be. Using prospect
lists and event marketing services to recruit prospects lost its
luster long ago.
Because of the barrage of prospecting dinner requests
affluent individuals receive, invitations are typically tossed,
unopened, into the trash.
(Continued page 2)

Tapping into Special Events (Continued)
What’s worse, many of the “prospects” who do show up for
these affairs are event circuit junkies who are more than
happy to sit through your presentation in exchange for a
free dinner—but very unlikely to ever become a client.
But that doesn’t mean special events can’t be a prospecting
gold mine if you can think outside the rubber chicken circuit.
With the right approach, special events can be a potent tool
for prospecting, client retention and many other vital
marketing objectives.
Not only must you be a little more creative than a simple
sit-down dinner, you also need to be willing to invest the
time and resources into executing your event marketing
plan seamlessly from start to finish in order to get the most
from your special events.
About the Author:
As a specialist in strategic planning and
marketing, Paula Carlson has conducted
hundreds of special events to help
professional and financial services firms
attract and retain thousands of clients.
She is the president of Momentum, a Minneapolis-based
events marketing firm. (www.momentum-driven.com).
(paula@momentum-driven.com)

How to Pack the House

If Not Dinner, What?
First rule: Make it fun.
Give people a reason to want
to come. Meet at a winery,
a bakery, a brewery, a flower
garden, a museum, or a historic
mansion.
Bring a musician or a magician or a comedian or a speaker on
a topic that may have nothing to do with your business.
Or invite them to golf lessons or a pool tournament or a
dinner cruise aboard a boat.
You want to give your clients an event to enjoy—and a good
hook to invite their friends. A fun, casual event also gives you
the opportunity to mingle with your clients and guests, press
the flesh, thank them in person for showing up, and give
everyone a memorable experience.
With the proper prep work, a fun, compelling event, and a
timely, systematic follow-up process, your event marketing
campaign will provide an endless flow of new and better
clients your firm.



Those who have provided referrals in the past or had
been referred to you by other clients,
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Those who had attended your events in the past or had
given you referrals (or talked about it), and

A special event is a great way to reward your
clients and make new friends, but how do you
fill a room?



Those who you know would have a special interest in
attending the event you are sponsoring.

By Gene Walden

Where do you find good prospects to invite to your
special events? To steal a line from A Field of Dreams,
“build it and they will come.”
Having a special event on the calendar—or
a series of compelling events—invokes a
sense of urgency and mission. It gives you a reason
to expand your circle, meet more people and make
more contacts to invite to your events. And it gives you a
great reason to reach out to the existing list of contacts
you’ve already made.

The Low Hanging Fruit
The best place to start, of course is to seek referrals from
your current clients. The best hosting clients are:

But where else can you find
prospects for your invitation list?
There are a variety of fertile sources,
but reaching them requires some time and effort.
Here are few ways you can beat the bushes to find a
growing list of prospects for you invitation list.

Take a Professional to Breakfast
Try to hook up with professionals in other specialties to build
strategic alliances. For instance, if you’re a financial advisor,
try to form alliances with accountants, attorneys, mortgage
brokers, architects, and other professional service providers.
The relationship can work both ways, you may refer clients
to them for their specific services and they may do the same
in return.
Continued Page 3
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(Continued)

When you have a special event, invite these other professionals to your event and suggest that they
bring a guest or two. The more your professional alliances see of you and your organization, the more
likely they will be to send you referrals.

Stay active
Think of all of the places where you can meet new friends. That may mean joining some
organizations such as your local alumni club, a business group, religious organization or
social group. The more networking meetings you attend the faster your list will grow.

Teach a Class
Are there community education programs in your area? You could put together a course on your
areas of specialization to offer for free at one or more of these educational venues. If the obvious
educational institutions can’t accommodate you, look for other possibilities. Community centers,
senior centers, places of worship, and libraries may all welcome an expert like you, who could offer a
free course for their patrons. Teaching classes may not have an immediate impact on your business,
but it gives you a chance to become involved in the community, share your expertise, and build your
prospect list for future events.

Volunteer to Speak
Again, there are many organizations that are constantly looking for speakers for their monthly
meetings. Associations, trade groups, business groups, community centers, places of worship, senior
centers, libraries and other organizations are all good candidates. If you can do a good job of
enlightening individuals on important areas of their finances or their personal or professional life,
you’ll find plenty of opportunities to speak. And with each new speaking opportunity comes the
chance to meet more prospects to add to your event invitation list.

Tap into Social Media
Cyber space is full of possibilities. Social media
offers endless networking possibilities. And while
Facebook may not be for everyone, LinkedIn has
become an essential site for professional
services providers. With a little time and
effort, you post a professional profile and quickly
build up a list of hundreds of contacts.
While these cyber friends may not be open to
direct solicitation, they may appreciate an
invite to one of your upcoming events.

About the Author.
Gene Walden is a best-selling
author, columnist and prolific
ghostwriter who has helped
dozens of professional and
financial services firms with
books, web content, media
relations, marketing copy, and financial reports.
He is the executive director of
www.InvesmentWritingServices.com
( gwalden100@comcast.net)

Use the Right Leads Program
Most established professionals shun event lead
lists—and with good reason. Those lists tend to
be stacked with free-dinner-junkies who have no
interest in becoming anyone’s clients.
But there are actually some decent leads
programs that direct well-suited prospects to you
who might be eager to meet you in person at one
of your upcoming special events.

The Perpetual Cycle of Success
Once you get in the flow of gathering prospects,
the process becomes automatic. It’s all in the
mindset. Think of it as gathering new friends to
invite to your next party.
By filling your calendar with compelling marketing
events, you’ll be more motivated and more
focused on finding new prospects, and the more
prospects you find, the more motivated you’ll be
to add more events to the calendar.
Keep it fun and enjoy the ride.

Add Impact with Videos at Your Next Event
By Tami Wendt
Lexica Communications

If there is a special message, a service,
a topic or concept you want to share
with your clients and prospects, there’s
no better time to do it than at your next
special event.

And there’s no better way to do it than through videos.
There is already something powerful about
bringing a group of people together. The energy
created by the group can be amplified by adding
video on a big screen. Video has the power to
transport viewers to another place, to turn
something static into something dynamic, and
to influence thoughts and behavior through
emotion.

Transport Your Audience
When you’ve visited a place, you have a richer
understanding of it. Video gives you the power to
take a room full of people beyond the walls of the
meeting venue to other offices, states, or even
countries.
They can see and hear what it’s like to be
immersed in one of your the other offices, for
example. They can hear from staff members who
aren’t at the event.
Use video to take attendees to places they can’t
normally go. Take them inside your customers’
facilities or into secured areas.

About the Author
Tami Wendt utilizes a broad
marketing skill set to help
small businesses and large
Fortune 500 corporations
create dynamic, targeted web,
print, video, and presentation
materials.

From Static to Dynamic
Many company events involve reporting on things like
the previous quarter’s sales or the current year’s
financials. These types of reports have become fodder
for many a joke and for a plethora of YouTube videos.
While tools like PowerPoint are great at turning basic
numbers into colorful charts, video can take it to the
next level. Adding movement through video improves
your ability to hold audience attention. It makes the
static dynamic. For example, a video clip of a caravan
of your company trucks rolling out of the parking lot
can drive home the point that production has
increased. Layer on top of that clip the corresponding
stats and you’ve used both facts and symbolism to
improve attention and comprehension, as well as
retention.

Move Them with Emotion
In addition to transporting your audience to remote
physical locations, you can move them emotionally
with video. Storytelling is one of the most powerful
forms of communication. An interview with a client/
customer who has benefited from your organization’s
products or services can bring attendees back to the
heart of the company’s mission. Take the example of a
life insurance company. While there’s no physical
product to show, a client telling the story of how a life
insurance policy helped them keep their home and
send their kids to college after the death of a spouse
can be emotionally powerful.

Beyond the Event
She is the President of the International Association
of Business Communicators, MN, and founder of
Lexica Communications (tami@lexicacomm.net)

The investment in video production pays dividends
beyond the actual event. The video can also be
uploaded to the web to be shared with others.

Client Satisfaction Versus Client Loyalty . . .
. . . And the Power in
Understanding the Difference
By Lee Eisenstaedt
L Harris Partners

The terms “satisfaction” and “loyalty”
are often used interchangeably, but they
are measured very differently, and can
lead to very different results.
Professional services firms that understand
the difference can unlock powerful information that can impact the long-term value of existing
clients—while simultaneously increasing referrals.
“But, We Already Conduct Satisfaction Surveys.”
If you’re like many professional services firms that
are serious about growing their practices, you’re
probably already conducting client surveys.
But, did you know that 60% to 80% of clients will
tell you they’re “satisfied” or “very satisfied” right
up until the time they leave?
(Business Week, October 2006).

What Does Client Satisfaction Measure?
Client satisfaction is a measure of how well your firm did on
delivering a specific service – an audit, tax return, valuation
analysis, etc. But it’s a only a transactional measure, a
glimpse into the rear view mirror and limited to some very
one-dimensional, black and white answers.
Typical client satisfaction surveys ask clients things like:
‘Did we deliver your tax return on time? Was our work
accurate? Were we accessible and available when you
needed us?’

By going beyond client satisfaction to client loyalty,
In other words, we’re asking them how we did in the past,
you’ll uncover more honest and actionable feedback. which may have little relevance to their future buying
behavior, according to many researchers.
Just the type of information needed to implement
strategies and tactics that are more likely to help you
What Is Client Loyalty?
retain your clients and grow your practice.
Contrast this with client loyalty, which examines the longterm experience a client has with your firm. It explores the
rational and emotional reasons why a client elects to stay
About the Author
with your firm from year-to-year, and what motivates it to
As a founding Partner of
purchase multiple services from you.
L. Harris Partners, Lee Eisenstaedt
taps his 35 years of finance and
operations experience to help
corporate clients increase the value
of their firms by taking a fresh look
at their situations and identifying
unrealized opportunities.

Here are some examples of questions on loyalty:
- How likely are you to refer a firm to others?
- Are the firm’s services a good value?
- Do you feel the firm values your relationship and
business?

He is the co-author of Wallet Share: Grow Your
Practice Without Adding Clients.
LeeEisenstaedt@LHarrisPartners.com

- Is the firm capable of meeting your needs for the
next 2-4 years?
(Continued next page)

Client Satisfaction Versus Loyalty (Continued)

The Differences between the Two
Many firms think client satisfaction and loyalty are the same thing and only measure the former.
However, one is not a stand-in for the other. The table below highlights the differences.

What We Uncovered
We interviewed or surveyed over 4,000 clients
and 600 partners of CPA firms throughout 2012
and 2013. Had we focused solely on client
satisfaction surveys, we probably would have
been missed these important findings:

But, because clients are like fingerprints and snowflakes -- each is different -- client loyalty must be
assessed on a firm-by-firm, client-by-client basis.

Assessing Client Loyalty

Client satisfaction tends to be assessed via an
29% of clients claim they are not aware of the range electronic or hardcopy survey. These techniques
work, but have their shortcomings. They are prone
of services offered by their CPA firms and 32% of
clients say they use multiple CPA firms (but partners to positive bias, depending on whether the
think only 8% of clients use more than one firm)
responses are anonymous and who is receiving
them, as well as non-respondent bias; which means
62% of clients claim to be loyal to their CPA firms,
those clients who don’t respond may believe differwhile partners think 60% of their clients are
ently than those who do.
vulnerable to the advances of their competitors
(which has implications on fees and pricing)

Client loyalty is best assessed via face-to-face
meetings with clients using a disciplined, repeatable,
62% of clients tell us they are likely to refer their
CPA firm onto others, while partners think only 46% structured process.
of them will make a referral (and if you don’t think
you’ll get a referral, you’re less likely to ask for one)

Read the complete article.

Take the Time to Listen
It’s human nature to give your
business to someone you like.
By David Goldman
The Laughing Stockbroker

The best way to make new clients is to stop,
listen and make new friends. It’s one of the
best lessons you could ever learn about
sales and business.
“David, go out and make some friends.”
Advice from my parents? My rabbi? My therapist? Nope.
It came from my old sales manager, Jeff Hardwick and it turned
out to be the best business advice I’ve ever gotten.
Jeff was very successful. Line 37 of his 1040 had
more figures than Pamela Anderson’s reflection in a
fun house mirror. His advice was spot on. I started
asking questions then I listened. My prospects told
me about their businesses, their families and their
hobbies.
In the past I would get in and out of offices as quickly
as possible. I figured that the more business cards
and witty lines I could drop in one day the better luck
I would have. I was like a drunk guy in a bar ten
minutes before closing time.

Mark didn’t need to say anything about his
politics. His bumper sticker, gun rack and tattoo
of a confederate flag on his forearm spoke
volumes.
Three strikes? No. I saw him tear up when he
talked about how much he loved his daughter.
She has autism.
James and I played tennis once a week. When his
granddaughter was born I bought her a little
tennis outfit.

James was an avid tennis player and very excited
about becoming a grandfather.

I sent Mark’s daughter a soccer ball. She plays
with it hours each day.

About the Author

I discovered that within every person’s story
there is something unique and endearing.

Laughing Stockbroker David
Goldman has been
entertaining both business
forums and comedy crowds for
two decades. “The funniest
man on Wall Street,” David
educates as he entertains,
drawing on 20 years inside the
financial industry to offer his
incisive insights while making money a laughing
matter. LaughingStockBroker
(david@laughingstockbroker.com)

I feel rich now. I have something more valuable
than a collection of Rolex’s. I have a Rolodex full
of friends.
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