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Questions

Visible Firm Online Workshop
Webinar |ID# 124-964-091
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SMPS CEUs

Hinge is an SMPS Approved Provider of continuing education units

(CEUs)!

Steps:

SMPS 1. Register to attend our webinars

2. Attend the webinar

CEUS 3. Email: ceu@hingemarketing.com

Subject Line: SMPS CEUs webinar credit

4. Receive Certificate of Completion after

attending webinar

5. Report your CEUs to SMPS

E H | nge UNIVERSITY


mailto:ceu@hingemarketing.com

Workshop Instructor

Elizabeth Harr

Partner, Hinge Marketing
eharr@hingemarketing.com

Connect with me on LinkediIn:
in/eharr

Connect on Twitter: @ElizHarr


mailto:eharr@hingemarketing.com?subject=

A professional who has attained high visibility and

a reputation for expertise in their industry niche.




Phase 1.
The Strategy

Phase 2.
The Build

Phase 3.
The Rollout



What We'll Cover Today

®

OJONOXOXO

HINgE

What is a High-Performance Website?
Clear Messaging and Professional Imagery
The Importance of Responsive Design
Educational Content

Optimizing Your Website for Search Engines

Including Offers and Calls-to-Action



What is a
High-Performance Website?



High-Performance Website

o Messaging and Imagery
.'YourCo GEED GEES CoEES cE—

Q Mobile-Friendly
This is how we do it. E

We provide the

e Educational Content ,
services you need.




Today's Worksheet

Section 1: Messaging and Imagery

My website clearly states what | do, who | do it for,
and why clients should choose me.

My website does not clearly and succinctly My website clearly and succinctly

tell visitors these three points. tells visitors these three points.

SCORE:

Eiﬂ i | nge UNIVERSITY
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Clear Messaging and
Professional Imagery



80.8%

of professional services buyers
check out your website.

Source: Referral Marketing for Professional Services Firms Research Report



rule out referrals because th

understand how the firm cou

43.6%

ey could

N't

d help th

Source: Referral Marketing for Professional Services Firms Research Report
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Your website should convey
your overall brand positioning.
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3 Simple Questions



IIIIIIIIII

3 Simple Questions

What do you do?



IIIIIIIIII

3 Simple Questions

What do you do?

Who do you do it for?



3 Simple Questions

What do you do?

Who do you do it for?

Why should clients choose you?

IIIIIIIIII



Imagery sends a message
about the guality of your brand.



Death by Cliche.
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|



Death by Cliche.
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Death by Cliche.
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PRESSKIT | CONTACT

SYMCO & CO. Expertise Services Speaking Resources Blog

The Wealth
Builder Effect

Phil Symchych takes you further, faster — from
business growth to wealth accumulation.

LEARN HOW

HINGE



HINgE

Turn your business
into a gold mine.
Create wealth with

focused strategies,
L effective
marketing, and
g —— monetization.

LEARN MORE

WELCOME!

Phil Symchych supports, energizes,
and enables entrepreneurs

ROM THE BLOG

How to go FAR in business

December 7, 2015

Announcing the 2016 CAFE Regina
Board of Directors

December 5, 2015

2016: What's your business growth
plan?

December 4, 2015
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Mobility Solved

Enterprise mobility management moves pretty quick. Find out why
Kelley Technology Group's strategic solutions are setting the pace.

HINGE
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HOME
BIOGRAPHY
BOOKS
SPEAKING
BLOG
MEDIA
CONTACT

Pulizzi is one of the leaders behind the
content marketing movement.

-~ GET
CONTENT




HOME
BIOGRAPHY
BOOKS
SPEAKING
BLOG
MEDIA
CONTACT

JOE

SPEAKING

Joe Pulizzi is one of the leading speakers in the world on content marketing delivering
hundreds of keynote presentations to marketers, publishers and journalists around the world.
He discusses how companies and brands are achieving real marketing objectives by creating
compelling, relevant and consistent content.

Here's Joe's newest presentation based on his new book Content Inc.

JOE'S BOOKS

JOE pPULIZZI

Forvmard by Brien Ciarh, Foundor, Copyiiopper Mot

SCRNE 1Y WML MY
PP CONTONT STRABESY, 302

JOE PULIZL

EPIG

CONTENT
MARKETING

NOWTO TELLADIFTERINT STORY
BREAK THROUGH THE CLUTTLR, AND
W WORT (WLt oM MARRE TINE LIS

'/ INSTITUTE"

/ \ CONTENT
@?\ | MARKETING
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S/ world

HOW TO LAUNCH A CONTENT-FIRST BUSINESS

P intellgent
Some of Joe's favorite topics include: & Conferenc

How to Launch a Content-First Business
Why Publishing is the Future of Marketing
Epic Content Marketing Insights

Getting Started with Content Marketing
Good to Great Content Marketing

Joe has spoken to audiences around the globe, including more than half the states in the US,
Canada, Germany, Finland, Belgium, The Netherlands, Poland, Singapore, Sydney and more.

Past speaking events include:

DuPont, SAP, Hewlett-Packard, Dell, Alcatel-Lucent, Online Marketing
Summit, MarketingProfs, GIE Media, American Marketing Association, SpeakerboxPR, Folio:,
ASBPE, Digital Hollywood, South by Southwest (SXSW), NASA Tech Briefs

See more of Joe’s presentations on his Slideshare

Testimonials

“l already knew Joe Pulizzi was the king of content marketing. What | was delighted to leam
was how engaging, entertaining, and insightful he was on stage. | was impressed by his skill in
filtering down his concepts into bite-sized elements that attendees could immediately grasp,
understand, and start to use in their own businesses.. The audience loved it, and him. | look
forward to hopefully having the opportunity to work with him again.”

-Len Herstein,CEO & President, ManageCamp Inc.

2015 SPEAKING SCHEDULE

HINgE

2016 SPEAKING SCHEDULE

January 11, 2016
Workfront event

Lehi, UT

January 12, 2016
BMA Denver

Denver, CO

February 24, 2016
ContentTECH

Virtual Event

March 7-9 2016

Intelligent Content Conference

Las Vegas, NV

March 10-11, 2016

CMI Executive Forum




The Importance of
Responsive Design



‘ Number of Global Users (Millions) |
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42%

of American

adults have
a tablet

IIIIIIIIII

58%

of American
adults have
a smartphone




Google's Mobile Search Update

Mobile-friendliness is now
a search ranking signal.



Responsive Design

‘eemanWhite

nWhite is changing the way
navigate transformations in

Download the Latest Guide

Our strategy<entri practice s Gefioed WM  Inpatient Sizing Considerations
Dy COMDien proects Sedvered win AS the inherent Cefngon of an
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Representotivs Lxperionce market and repulatory forces,
Droviders musk reconsicer the essence
of 37 NPaUent envronment. We offer
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AVERTIEN 300 FFOWING Market share
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Educational Content



What is educational content?

Content that is useful to your clients and

showcases your expertise.




Educational Content is Not...




There are two types of content.



Stock Content

Purpose Premium quality to demonstrate expertise
Focus Issue level

Access Requires registration

SEO Optimize titles and landing pages only

Examples Guides, ebooks, research reports

uiﬂ H | nge UNIVERSITY
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Stock Content

© becom ful driven socC
u need ok hly recom

- Al Ries, author of roroom and
Positioning Ba Your Mind

Content Marketing
Guide

©o. Professional Services Firms

How to create industry
stars. And why every
professional services
firm should care.

OSSN Seryices 3

MRKETING |
"/ HIORITIES

ssssssss gomery, CPSM

Hinge e




Your stock content needs a home...



Resources Page or Library

‘ FORMATS ’

SEEALL o

RESEARCH STUDIES

2015 Marketing Budget

The Visible Expert™

Inside the Buyer’s Brain Visible Expert™ Research Study: Technology

Professional Services Marketing Book: Free
Chapter

ARTICLES SEEALL o

5 Criteria for Selecting Your
Professional Services

Marketing Firm
EFINGS ON BRAND )
Wooing Potential Clients: Shedding__!,jght on How Positioning Strategy: 5 Common-Sense
Buyers Choose an Accounting Firm Approaches that Never Work
Stop Playing it Safe and Start Marketing Online New Study Highlights: How Buyers Buy

Professional Services

WEBINARS SEEALL <

VIDEO & AUDIO SEEALL =

Brand Now: Start Building a

How a Meeting of the Minds
Can Grow Your Professional

How to Drive Leads and New Business With Your 2013: A Video Salute from Hinge
Website

How to Build a High-Value, High-Growth
Stop Selling: How to Give Today's Buyers What Professional Services Firm [Video]
They (Really) Want

SEEALL o

The LinkedIn Guide for Professional Services
Executives

The 7 Biggest Branding Blunders and How Your

Professional Services Firm Can Avoid Them

Build Your Brand. Build Your Business.

SEEALL <

How Technology Services
Firms Can Build a Cohesive

About Content Marketing

Why Your Google Analytics Data is Wrong and
How To Fix It

uiﬂ i | nge UNIVERSITY
|




Resources

‘ TOPICS

ONLINE MARKETING

Page or Library

How to Drive Leads and New Business With Your Website

HIGH GROWTH SEEALL =

SEE ALL

How to Drive Leads and New Business With Your Website

Stop Selling: How to Give Today's Buyers What They (Really) Want Stop Selling: How to Give Today's Buyers What They (Really) Want

2015 Marketing Budget Benchmark Study: Executive Summary When Referrals Aren't Enough: Building the High Growth Firm

BRANDING YOUR FIRM

Brand Now: Start Building a Powerful New Brand—Today

SEE ALL =

ATTRACTING TALENT SEE ALL =

The Visible Experts"

Rethinking Referral Marketing

The 7 Biggest Branding Blunders and How Your Professional Services Firm
Can Avoid Them

Visible Expert® Roundtable Discussion

Winning the Talent Wars: Practical Strategies that Won't Bust Your Budget
[Audio]

uiﬂ i | nge UNIVERSITY
|



...and a front door.



Landing Page
Rethinking Referral Marketing

The research shows that
professional services referrals have
evolved - but many firms haven't

First Name *
caught up.
Are you generating referrals based Last Name *
on your reputation and expertise?
Do you have strategies in place to Email *
stop your referrals from being ruled
out? If not, your firm may be leaving
business on the table—business that Industry
ey . Please select one —

the competition will be only too :
ha to pick up. o g.e

PPY 10 ick Rethinking Referral

Marketing Guide e
In our Executive Guide, Rethinking & G T
] i -

Referral Marketlr'vg, we provide a | & charts
step-by-step guide to help you build 40 pages
a complete and powerful referral Cost: FREE

strategy.

Eiﬂ i | nge UNIVERSITY
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Landing Page
The Visible Expert®"

How to create industry stars. And why
every professional services firm should
care.

What does it take to become a well-
known expert in your field — someone
other practitioners and the media
seek out for leadership and insight?
We call these stars Visible Expertss“.
And becoming one is easier than it
looks.

What You Will Learn

>
>

The 5 levels of Visible Experts

How these stars earn up to
13X more and help their firms grow
faster and be more profitable

Why and how clients seek them
out

A step-by-step program to turn
you — and others in your firm —
into Visible Experts

The Visible
Expert™ Book

133 pages

17 charts & figures

17 Visible Expert*™ Profiles
Cost: FREE

How you can do it up to 5X faster than most Visible Experts

Tips and advice from real-world industry stars

In this research-based book, you will learn how you or your
colleagues can become Visible Experts and leverage this status to
drive significant new growth and profits for your firm.

First Name *
Last Name *
Email *

Industry ~

Please select one —

‘required

DOWNLOAD NOW

* Required Field

Also Available on ama;on.com'

uiﬂ i | nge UNIVERSITY
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Flow Content

Purpose Draws traffic

Focus Topic level

Access Open access

SEO Optimize titles and content

Examples Blog posts, videos, articles, social media

uiﬂ Fi | nge UNIVERSITY
|



Flow Content

R Hinge @HingeMarketing - 48m
%% Does your C-Suite understand

contentmarketing? shar.es/17a4vA

Professional Services
Marketing Today

Read. Grow. Repeat.

QL

FEATURED

- ',. MARKETING

Y l\_
w13

The Importance of Business
Research for Your Firm: Top 1N : Y
10 Questions to Drive Growth RN P | Hinge
& Profitability

Grow faster and increase profitability by answering these
10 guesticns and uncovering the types of business
research that you should be conducting.

Hinge @HingeMarketing - 2h
How “guestblogging can improve your #SEO ow.ly/SIAJm via
spacebarpress

BY LEE FREDERIKSEN [T} 08/17/15 View summary

Hinge @HingeMarketing - 3h

Why your #B2Bmarketing strategy didn't
work out ow. Iy/SlAvf via modemb2b

5 Ways to Boost Your Why | Joined Hinge The Future of CPA
Company’s Twitter Marketing
Followers

RENEE SERVINSKY 08/14/15 PERRYN OLSON 08/13/15

Eiﬂ i | nge UNIVERSITY
|




S BLUE BIRD

VIERGAN

| /A
l,\,J,n A

|
p=

SEATS 66C 44A




Hinge

In this era of #contentmarketing, your content can get lost in the crowd. Use A
these 3 tips to make yours stand out.
http://www.hingemarketing.com/.../3-content-marketing-ideas-t...

iz 3 KEY DIGITAL MARKETING SKILLS STUDENTS DON'T
LEARN IN COLLEGE

MANY SCHOOLS NEED TO UPDATE THEIR MARKETING CURRICULA. IF THEY DON'T,
STUDENTS WILL BE THE ONES TO LOSE OUT.

BY LEEW_ FREDERIKSEN

If you've interviewed marketing candidates straight out of college, you've likely
noticed a surprising trend. These rising young professionals may be sharp, thoughtful
digital natives—but all too often, they don't have the online marketing skills required
in today’'s marketplace. The reason? University marketing departments are behind the
curve.

The center of gravity for much of the marketing world has moved online. In my firm’s

. . area of specialty, professional services, the landscape has changed quickly from one
3 Content Marketing Ideas to Set Your Firm Apart | A ST SpECiER. PEIESSOna SE = .
of brochures and direct mail to online content marketing and social media

Hlnge campaigns. In a study of more than 1,000 professional services purchasers, we found
Start thinking outside the box when developing your content marketing strategy. that more than 80% of buyers look to a firm's website to check them out, making
HINGEMARKETING.COM websites the most commonly used resource for initial purchasing evaluations.
-~
i Like ¥ Comment « Share

Hinge Marketing Attracting more business involves a discussion of increasing brand visibility. Here's

how to do that the right way:

How to Increase the Brand Visibility of Your Professional
Services Firm

hingemarketing.com - Learn why brand visibility and reputation
must be developed together and five ideas for building both
simultaneously.

[
EIE H | ﬂge UNIVERSITY Like + Comment - Share - 7 days ago
|




The rest stays at home and lives in your blog.



Building a Better Blog

Longer,
substantive posts

Optimized for (1,000+words)

search engines

Includes social
sharing buttons

Stream of
fresh content

Demonstrates
your expertise

Includes
cross-links
Contains offers
for deeper
engagement

HINGE



Blog No-No's

HINgE



BY ELIZABETHHARR W 1)

Social media
sharing buttons

How Clients Benefit from Working with
a Visible Expert

—

Visible Experts, professionals who have attained high visibility and a
reputation for expertise in their industry niche, bring many benefits to
professional services firms that result in attracting clients, growing the firm,
and increasing profit.

But what are the benefits to your clients2 s

professional services as part of a fi@@-ever research study of Visible
Experts and their impact on professione

an average of 4.6 benefits to working with a Visible Expert.

[ B E E R

In this video, | unveil what these benefits are and how toW erage them to

Cross-links

further increase your status as a Visible Expert.

Discover more about the benefits to clients of working
|-| | n g ( and how to become an industry star, in the free eBog

)

The Visible Expert.




Stock
content offer

HINgE

Cross-links

But what are the benefits to your clie
professional services as part of a firs
Experts and their impact on professiona
an average of 4.6 benefits to working with a Visible Expert.

In this video, | unveil what these benefits are a ow to leverage them to

further increase your status as a Visible Expert.

Discover more about the benefits to clients of working

and how to become an industry star, in the free eGok, The Visible Expert.

Have questions about working with, or becoming, a Visible Expert? Submit a

comment below.

On Twitter or LinkedIn? Follow us @HingeMarketing join us
on LinkedIn and be a part of the social media conversation about Visible

Experts by using the hashtag

The Visible Expert” Book

Learn how to become or develop a professional with high
marketplace visibility and a reputation for expertise.

(it’s free!)




Optimizing Your Website
for Search Engines



What is search engine optimization (SEO)?

SEO is a technique designed to make your

content easily accessible to the right audiences
through organic search.




How to Think Like a Search Engine

* Relevance (keywords)
* \Website authority (links)
* User experience (responsive)

* Technology (optimizing)

E i | nge UNIVERSITY



Do keyword research to understand what terms
people are searching for and your capability for
ranking for those keywords.



Simple, Free Research Methods

Google Auto-Populate

restaurant valuation J

Google

restaurant valuation
restaurant valuation multiples
restaurant valuation metrics
restaurant valuation model

Google Related Searches

Searches related to restaurant valuation

restaurant valuation rule of thumb restaurant valuation metrics
restaurant valuation methods restaurant valuation calculator
restaurant valuation multiple restaurant valuation ebitda multiple

restaurant valuation spreadsheet restaurant valuation software

uiﬂ i | nge UNIVERSITY
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Google Trends

Compare searchterms v

restaurant valuati... business valuation

Search term Search term

Interest over time

company valuatio..

Search term

+Add term

v News headlines

Forecast

4

Eiﬂ i | nge UNIVERSITY
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Google Adwords Keyword Planner

Keyword Planner
Where would you like to start?

BY Find new keywords

~ Search for new keywords using a phrase, website or category

Enter one or more of the following:
Your product or service

restaurant valuation

Your landing page

www.example.com/page

Your product category

Enter or select a product category

Targeting 2 Customize your search ?
All locations Keyword filters
All languages
Keyword options
Google # Show broadly related ideas

Hide keywords in my account

Negative keywords
. - Hide keywords in my plan

Date range 2

Keywords to include
Show avg. monthly searches *
for: Last 12 months

Eiﬂ i | nge UNIVERSITY
|



Google Adwords Keyword Planner

Your product or service

restaurant valuation

Get ideas Modify search

Search volume trends 5

Average monthly searches

: I |||I

Aug 2014 Jul 2015

300K

200K

100K

Ad group ideas Keyword ideas Columns ~ [t 4 Download Add all (410)

Avg. monthly

Search terms searches [7 Competition 7

Suggested bid 7 Ad impr. share 7 Add to plan

restaurant valuation |~ 210 Low

$4.85 - »

Eiﬂ H | nge UNIVERSITY
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Google Adwords Keyword Planner

T Rayword ideas Columns v I~ 4 Download Add all (410)

Avg. monthly

Keyword (by relevance) gearches [7 Competition 7 Suggested bid 7 Ad impr. share 7 Add to plan
valuing a business |~ 1,900 High $3.62 -
value my business |~ 320 High $3.76 -
what is my business worth |~ 590 High $5.26 -
how to value a business I~ 6,600 Medium $3.06 -
business value calculator | 720 Medium $2.30 -
valuing a company |~ 720 Medium $3.37 -
how to value your business l~ 480 Medium $3.44 -
valuing a small business I~ 320 Medium $2.70 -
business valuation formula I~ 390 Medium $3.77 -
value a business |~ 390 High $3.48 -
company valuation |~ 3,600 Medium $4.51 -

uiﬂ H | nge UNIVERSITY
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Moz Analytics - Paid

Keyword Difficulty and Analysis

Click a keyword to view the top ranking pages, analyze link authority metrics, and run a full SERP analysis report.

0 of 100 full SERP Analysis Reports run this month

Keyword
| Keyword v Difficulty u Google Search Volume (via Grepwords)
flojrl (;is;;::z:;\; valuation 35% 170
fg éisot;gzn; business valuation 35% 20
e s Z
fg g:;lgr::ss Svaluation resources 45% 220
flojrl :oiz:;lzliln:ng 48% not available
s =
e 2
f?r g:;lgnlzss Svaluations 56% 320
(C] business valuation techniques 53% 30

for Google US

Eiﬂ i | nge UNIVERSITY
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Keyword Planner

v

Moz

v

_ A B C

- 1 Keyword Avg. Monthly Searches Difficulty
- 2 | restaurant valuation 210 35
- 3 restaurant business valuation 20 35
- 4 | exit planning 210 44
~ 5 business valuation resources 390 45
- 6 mé&aplanning 10 48
- 7 |exitplan 1600 49
~ 8 business exit plan 50 52
~ 9 business valuations 880 53
- 10 business valuation techniques 260 53
11 strategic planning process 9900 53
- 12 how to sell a business 1900 54
13 business valuation methods 2400 55
14 company valuation methods 1600 55

15 |business valuation 6600 56
ﬁ small business valuation 590 56
17 valuing a company 720 59
18 valuing a business 1900 60
19 exit strategy 8100 71

uiﬂ i | nge UNIVERSITY
|

Aim for
keywords with

« difficulty

or just a
your we

OWer
Dove

nsite

authority



G

Choosing the Right Keywords

* Balance volume, difficulty and relevance

* |fthe keyword is highly targeted, the prospect searching it will most

likely be more qualified

* Broader keywords can attract a larger, less-qualified audience

E i | nge UNIVERSITY



Choosing the Right Keywords

Find a balance of

Volume

Difficulty

Relevance




Broad Keywords

v

Audience will be larger,
but less qualified

IIIIIIIIII

Specific Keywords

v

Audience will be smaller,
but more qualified



Implementing the the keywords in titles, title tags,
meta descriptions and within your content.



Titles

uiﬂ i | nge UNIVERSITY
|

4 Metrics to Track ROl in B2B

Online Marketing

As the end of the year approaches, many professional services

firms will ask “what is the return on investment for my
marketing expenditures?”

However, the ROI for traditional marketing investments is
notoriously difficult to measure. Because of this, it seems like
marketing expenses are the first to be cut when budgets are
being evaluated.

In contrast, online marketing offers opportunities for
measurement above and beyond traditional measurement.
You can track prospect interaction and engagement down to
individual clicks and page views thanks to tools like Google
Analytics, Google Webmaster Tools, and social media
monitoring software.



Title Tag

Q@ ® < (L] - www.hingemarketing.com/blog/story/4-metrics-to-track-in-b2b-onl

Website

x 4 Metrics to Track ROI in B2B Online Marketing | Hinge Stock Photos, Images, Wi

Professional Services
Marketing Today

Read. Grow. Repeat.

INDUSTRIES TOPICS

BYSTACYPICKING [}] W

4 Metrics to Track ROl in B2B Online
SHARS Marketing

Eiﬂ HIN g (@ UNIVERSITY
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Meta Description

Publish Date Categories Options NSM Better Meta

¥ NSM Better Meta

Leave fields blank to inherit site defaults

Title

As 2014 comes to an end, keep in mind these four metrics when evaluating
khe success of your professional services firm's b2b online marketing.

Description

Recommended length 150 characters | Current characters: 144/150

4 Metrics to Track ROI in B2B Online Marketing | Hinge

www.hingemarketing.com/.. /4-metr|cs-to-track-|n-b2b-onIlne-marketln
Nov 18, 2014 - As 2014 comes to an end, keep in mind these four me vher

evaluating the success of your professional services firm's b2b online marketing.

uiﬂ i | nge UNIVERSITY
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Within Content

Online Marketing

online marketing,

Eiﬂ HiIN g (@ UNIVERSITY
|



Including Offers
and Calls-to-Action



Offers to expose

>tage | visitors to other
Attract Prospects
content
Stage 2
Build Engagement Offers to move
prospects through
the funnel
Stage 3
Turn Opportunities
into Clients

Eiﬂ HiN g (@ UNIVERSITY
|



If you haven't yet built a loyal following (and even if you have a large
readership), you should always be working to get more eyes on your blog.
Promote and amplify your content to increase your impressions and the

exposure you'll get.

Three Bloggl ng Ti PS for Professional Publishing blog posts and letting them be won't get the results you want.

Se rViceS Ma rkete rs Your content will quickly go stale and your efforts will have been wasted.
SEE ALSO: 5 Point Checklist to Ensure Your Content Gets Maximum Reach

Blogging as a marketing tool is all about creating value through educating

your audience. By offering your insights, you build your brand and invite in Share your posts on social media to drive website traffic. Have your

leads when they're ready to talk further about your services. marketing partners promote your content as well (and kindly return the

favor to keep online relationships strong). Last but not least, leverage your

Blogging is so effective as a branding tool that nearly 74% of Visible . _ , , ,
existing contacts. You've got existing contacts who are likely interested in

Experts™ use blogs as a part of their marketing strategy and rate bloggin
P g P - &y Eging what you have to say. So, promote your blog posts through all the channels

as the fifth most impactful marketing tool. , ) _ ,
you use to reach prospects and clients, including through email,

These Visible Experts are industry leaders whose visibility and reputations newsletters, webinars, and more.

make them brands unto themselves, giving their firms and ideas a leg up in

the marketplace. These high profile professionals know what they're doing
—and most of them are blogging.

uiﬂ i | nge UNIVERSITY
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Rethinking Referral Marketing: Build
Your Professional Network

At this point, we've gone through many of the steps needed to build a

complete and powerful referral strategy:

1.

2
3
4
5

Referral Marketing and Your Professional Services Brand

. Where Are You Now?
. Understand Your Target Audience
. Develop a Strategy

. Demonstrate Your Expertise

Now it's time to turn your attention to building our your professional
network.
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Clients and influencers tend to refer firms with expertise and reputations
that they understand — firms they trust. But trust doesn't always proceed

from a professional engagement. Often, it ma t of your

reputation, your expert content, your sgg®interactions, oram

three.

FREE GUIDE

Rethinking Referral
Marketing

The fact is that your network
is fertile ground for
referrals. And today, your
Learn how your
professional services
firm can drive more
referrals and new
business by building a
strong brand.

professional network
extends far beyond the
people you meet in person.
Social media has grown to
become an essential
networking tool, hosting 40 Pages

vibrant, ongoing
conversations between DOWNLOAD NOW

industry leaders. Our

research shows that 60% of
professional services buyers use social medic
providers.



Find Out How Your Marketing Can Get Results Inbox  x

Lee Frederiksen <lfrederiksen@hingemarketing.com>
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Let's find out. We'd like to offer you a full marketing assessment. For
$3500, our professional services marketing experts will analyze your
marketing efforts and provide practical, specially tailored strategies to

= —— N ‘ 7 improve your resullts.
How can your marketing help you succeed?
We'll discuss your past and present marketing experiences to better

Let’s find out. We'd like to offer you a full marketing assessment. For
$3500, our professional services marketing experts will analyze your
marketing efforts and provide practical, specially tailored strategies to
improve your results.

Request your assessment»

We’'ll discuss your past and present marketing experiences to better
understand your challenges. Then we’ll conduct a review of:

« Marketing Collateral: We'll review existing materials, including
brochures, pitch decks, trade show materials, and more.

« Your Online Brand: We'll assess how well your website,
content, and social media presence reflects your brand, builds
trust, and fuels growth.

« Website Analytics: What secrets are hidden in your analytics?
We’'ll decipher your numbers and share the most revealing

insights.

Based on our analysis, we'll give you specific guidance for priorities and
implementation.

Ready to get started?

Request your assessment today»

Happy marketing,

The Hinge team

understand your challenges. Then we’ll conduct a review of:

« Marketing Collateral: We’'ll review existing materials, including
brochures, pitch decks, trade show materials, and more.

« Your Online Brand: We'll assess how well your website,
content, and social media presence reflects your brand, builds

trust, and fuels growth.

- Website Analytics: What secrets are hidden in your analytics?
We’'ll decipher your numbers and share the most revealing
insights.

Ready to get started?

Request your assessment today»
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Checklist

[ Clear Messaging and Professional Imagery
[ Responsive Design

[ Educational Content

[ SEO

[ Offers
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Build a lead-generating marketing toolkit that's proven to work.

Wednesday, January 27 at 1:00pm EST

Register at: http://goo.gl/thcgt6


http://goo.gl/thcgt6

Contact Info

Elizabeth Harr
Partner, Hinge Marketing

eharr@hingemarketing.com

Connect with me on LinkedIn:

in/eharr

Connect on Twitter: @ElizHarr
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Connect with Hinge

www.hingemarketing.com/blog

www.twitter.com/HingeMarketing

E

0 www.facebook.com/HingeMarketing

0 www.linkedin.com/companies/Hinge

www.hingemarketing.com

703.391.8870


mailto:eharr@hingemarketing.com?subject=

