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Why advisory businesses 
need a different approach to 
marketing 
Coaching, consulting and advisory services are challenging 
to market and sell
If your business has any of the following attributes, sales and marketing are more involved:

 

Longer decision making cycle – this often happens when a project or service will have a 

significant and far-reaching impact 

Higher price – most people take more time and require more information when buying bigger 

ticket items

Higher risk – could something go wrong? Is there a chance this won’t work?

More complex or complicated – is your proposed service a “non-trivial undertaking”?

Harder to explain – sometimes clients aren’t immediately familiar with the services you 

provide (or worse: they have incorrect beliefs about them!)

And when you sell coaching or consulting services? All this…and more…

 

You can’t deliver the result instantly

The service isn’t inherently enjoyable (can be hard work, painful)

The work often brings up vulnerability and shame (simply admitting to a problem or being 

unable to do something can be hard for some people)

Progress takes time and may not be immediately obvious

Because your clients aren't deeply familiar with your industry, it's hard for them to understand 

how you are different or better than “that other guy”

Deep work often addresses root causes that clients may not be aware of

Marketing that works for "easier to understand" businesses isn't sufficient for a expertise-based 

business. You need a marketing machine that teaches your clients how and why to buy from you.
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3 steps from "never heard of 
you before" to paid client

Your clients can't buy from 

you if they don't know you 

exist. The attention-getting 

step consists of tactics and 

activities that we readily 

associate with marketing: 

advertising, direct outreach, 

referrals, networking, 

speaking, SEO - anything 

that puts you in front of 

potential clients for the first 

time.

The goal for this step is to 

get people interested in what 

you do.

Get Attention

Once you've captured a 

potential client's interest, 

they want to learn more. 

They have questions: about 

you, about your services, and 

mostly about whether or not 

you can help them. This is 

where things like your 

website, email funnels, e-

book, webinars, articles and 

videos come in. The goal in 

this step is to built enough 

know/like/trust that they 

will  book a call with you.

Educate & Nurture

The final step in this process 

is an in-person meeting with 

your future client. If you've 

implemented "educate and 

nurture" components in your 

marketing, your prospective 

clients will come to this call 

already qualified,  

knowledgeable about your 

services, and ready to work 

with you. 

Finalize the Sale

If you're like most of my clients, you have the most success when you do all 3 steps personally - 

beginning with prospecting and having multiple meetings before landing a new client.
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Effective marketing starts 
with strategy

Sun Tzu

Strategy without tactics is the 
slowest route to victory. Tactics 
without strategy is the noise 
before defeat.  

Wikipedia defines strategy as a general plan to 

achieve one or more long-term or overall goals under 

conditions of uncertainty.

 

There are probably 1,000 different tactics or 

activities you could use to promote your business.

 

Some will work better than others. 

 

Your Offers
What you're 
selling, how 

much it costs

Your 
Competition
How you're the 
same, different, 
better

Your Clients
Who they are, 
how they buy, 

where to reach 
them

YOU
Your personality, 

preferences, values

Your Resources
Time, money, 
people

Your Goals
How many 
clients, how 
much revenue

Consider these 
when 

developing 
your strategy

When we start with strategy, we map out the journey from "never heard of you before to client" 

and choose the channels and tactics that will be most effective for your particular business.

 

Then we take it a step further and turn these tactics into a system.  Or as my clients like to call it "a 

marketing machine."
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Website
Develop a central hub that provides the 

information your prospective clients need 
to know you're the right person to help 

them.

PPC and SEO
Use search engine optimization 
and pay-per-click advertising to 

help ready-to-buy clients find you 
online

Reputation & Referrals
Let your clients market for you! 

Gather referrals, reviews and 
testimonials to build trust and word 

of mouth business.
 

Authority Content
Showcase your expertise with 

educational marketing: articles, blog 
posts, videos, webinars, e-book, podcast, 

email newsletter, social media posts

 
MESSAGE

WEBSITE

EMAIL FUNNELS

AUTHORITY 
CONTENT

PPC & SEO

OUTBOUND 
MARKETING

Email Funnels
Automate follow up and lead 

nurture, track data and 
personalize messaging.

 

REPUTATION & 
REFERRALS

Outbound Marketing
Get in front of potential clients with 
social media outreach, direct mail,  

networking, speaking, interviews

Trusted Advisor Marketing 
Machine
a complete system designed to help you stand out from your competition, get 

more qualified leads and automate your marketing so you can scale
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Your marketing machine runs 
on words 

David Ogilvy

What really decides consumers 

to buy or not to buy is the 

content of your advertising, not 

its form.

The centre of your marketing machine is 

MESSAGING because marketing is communication. 

 

An email funnel doesn't work because it has 12 

emails and runs on Active Campaign.

 

A website doesn't convert visitors to clients because 

it's made in wordpress and has stunning graphic 

design.

 

Ads bring you hot leads when the message catches 

the attention of the right people.

Websites make the phone ring when the copy engages the visitor, answers their questions and 

prompts them to contact you.

The components of effective messaging

 Brand YOU
Sounds like you
Takes a stand
Conveys 
expertise

Stand 
Out

 Service = Solution
Build a bridge
Present a plan
Provide proof

Client-centered 

Specific person
About them
Their words

Convey
Value

Attract & 
Connect

The right words will enable you to:

• Stand out from your competition as 

the obvious best choice for your right 

clients

• Convey the value of your services 

by presenting what you do as the 

solution to your clients’ problem

• Attract & connect with your ideal 

clients to build know, like and trust

 

The best way for trusted advisors to 

develop their messaging is by using a 

story framework.
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MESSAGING FRAMEWORK
THE HERO'S JOURNEY STORY 
Make your client the hero of the story
Effective messaging is client-centred. Everything you say in your marketing needs to be for and 

about your future clients.

 

For consultants, coaches and advisors, using a story format is ideal for developing your brand 

messaging. (For more on this, see Donald Miller’s book: StoryBrand)

 

Notice that this format puts the client on centre stage and you and your services in a supporting 

role.  

 

The big mistake that a lot of coaches and advisors make is to centre their marketing on 

themselves and/or their product/service/modality. 

How the Story Flows

A guide or mentor appears. 

(this is you or your company)

 

The hero of the story (your 

client) is on a quest to get 

something. 

They encounter obstacles 

(problems, frustrations, lack 

of knowledge, a villain)

The guide has a plan (and 

advice, tools, expertise) to 

help the hero achieve their 

quest. 

The hero overcomes the 

obstacles and succeeds in the 

end with the help of the guide.
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HOW TO APPLY STORY TO 
YOUR MARKETING
 

The Quest = Your Brand Promise

Your Hero Future Client is focused on their quest - to get their attention, make your brand 

promise an offer to help them get what they want

This becomes your big bold home page website headline, your networking introduction, the 

primary focus of your marketing

The Hero = Your Clients

Describe who they are, be clear about the group of people you serve

Provide testimonials and case studies as proof that you can help people like them get the 

results they seek.

Obstacles & Challenges = Most of your Marketing

Problems are WHY they need you (and what they're highly aware of) - most of your 

marketing needs to focus here in order to get their attention

Name and empathize with their symptoms and struggles

Use their words (don't diagnose or correct!)

Be careful to stay in their "zone of awareness" - clients don't always recognize underlying or 

root cause problems

 The Guide = You

You want to be seen as trustworthy, knowledgeable, likeable and safe

Share your wisdom, experience, answers - frame it in terms of how it helps your client. What 

problem does it solve? What result dos it help them get?

Show your personality, share your opinions, talk about your purpose/mission

If applicable, you can share your story to build connection and demonstrate that you've 

been where they are - just keep in mind that the purpose of the story is to build you up as a 

guide - not to take the "hero" role in your marketing 

 The Plan = Your Services

Present your services as a step-by-step plan to help your clients get from where they are 

now to where they want to go

Make each step appealing and obvious

You can turn the plan into a self-assessment to help them see that they need you and your 

services
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THE HERO: YOUR FUTURE 
CLIENTS
Client-centred marketing starts with getting “inside the heads” of the people who will buy 

from you.  

 

When you understand their perspective, their problems, their desires, their concerns and 

questions – you can hold their attention and give them the exact information they need to 

choose you. Specifically, we want to:

 

Make it about them – translate features to benefits, say “you” more often than “I/we/our 

company” and provide the information and answers that they are looking for

Speak their language – overcome the “curse of knowledge” and write for your 

prospective clients’ level of understanding, avoid jargon (unless they use it too), speak to 

their symptoms vs your diagnosis

To do this well, you need to know who your future clients are. 

 

When developing an "ideal client profile" - you want to look at 4 areas:

Demographics
These are visible aspects 

of your client's company 

such as size, industry, 

location - or attributes of 

people like age, gender, 

occupation.

 

Psychographics
Psychographics are more 

internal and include things 

like values, culture and 

personality traits. These are 

MORE important for 

messaging than demographic 

info.

Problems & Desires
We want *their* words to describe 

the symptoms and problems 

they're experiencing - along with 

their long term aspirations and 

shorter term goals and outcomes.

Level of Knowledge
Do your clients understand your 

services? (Or are they buying 

someone like you for the first 

time? ) How much of what you 

know do they know? (This is often 

less than you think!)
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HERO'S QUEST & OBSTACLES: 
WHAT YOUR PROSPECTS SEE
In this section, I'm going to share what might be THE most important thing to know about 

marketing.

 

The key to getting attention and connecting with your future clients is to meet them where they 

are - to sit in their chair, stand in their shoes and look out into the world the way they do. 

 

A great way to think about this is depicted in my Patty van Gogh artwork below. 

Your clients are on Before Island and they long to go to the After Island.

 

After Island is their quest - where they want to go. 

 

Before Island is where they are now. 

 

The water represents the obstacles and frustrations that are in their way.

 

This is how they see the world BEFORE they work with you. Keep in mind that they don't know what 

you know. 

 

All they're aware of is what THEY know. 

 

Symptoms they are experiencing. Information that might be incomplete or incorrect. Answers 

and solutions they've already thought of. Things they've tried and didn't work. 

 

They may not even have a clear view of After Island. It's what they currently believe is possible for 

them. It's what they think they want. 

 

You see a completely different picture.
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HERO'S QUEST & OBSTACLES: 
YOUR PERSPECTIVE
You know things your clients don't know.  From your perspective, you see things that they don't.

From YOUR perspective there are no islands. There's no water. Instead, there's fog.

 

Beneath the fog, lie your insights into their obstacles and frustrations:

The root cause of the symptoms your clients are experiencing

Information they don't have 

Myths or misinformation that they DO have

Skills they lack

Mistakes they are making

You also know the path forward, the journey to get them to their destination.

 

You may even see results, opportunities and potential that they can't.

 

When you talk about things that are "below the fog" - your future clients don't see it, don't get 

it and don't pay attention. This is the number one biggest mistake experts make in their 

marketing. To capture attention and interest, you need to start ABOVE the fog. Always.
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YOU AS THE GUIDE: KNOW, 
LIKE AND TRUST
 I love that quote by Bob Burg.

 

It's also been my observation that things do 

NOT need to be "equal" - especially when it 

comes to choosing which expert to work with.

 

(If you've ever lost a contract to someone who 

is less experienced or less qualified or less 

"good" than you are, you'll know this too.)

 

Bob Burg

All things being equal, people do 

business with, and refer business 

to people they know, like and 

trust.

Too often, when we consider digital technologies, we forget that the people we are trying to reach 

are human beings (and so are we!)

 

As a coach, consultant or advisor - you are in a relationship business.

 

In a relationship-based business, it’s critical to establish know, like and trust. Your clients are hiring 

YOU. They’re also in a vulnerable position: asking for help, revealing their mistakes and problems, 

sharing personal information. They’re looking for expertise – and safety. 

 

Your marketing can help you build a relationship with your prospect before you ever meet them. 

Here are some things you can do to give people a sense of you as a guide:

 

Show your face. Use recent photos of you. (It surprises me how often I visit "about" pages for 

coaches or consultants and see either no photo or stock photos.)

Create video. Lets people see you AND hear your voice.

Sound like you. Write conversationally. When your written materials are congruent with the 

in-person experience of you, you create approachability - people can feel like they already 

know you before they ever meet you.

Take a stand. Let people know your perspective, point-of-view and what you believe in so that 

you can attract and connect with clients who hold similar values.

Convey your expertise so your clients have confidence that you know what you’re doing and 

will take good care of them.
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YOUR PLAN: A SIGNATURE 
PROCESS
Your signature process is the path you'll take your hero client on: from where they are now to 

where they want to go. 

 

It might be linear: a specific series of steps - like this design process:

 

 

 

 

 

 

Or more holistic: a number of areas to focus on that are interrelated. Maslow's Hierarchy and the 

Ikigai model are good examples. 

 

 

 

 

 

 

 

 

 

 

 

 

 

A simple diagram or model makes it easier to visualize and explain (great for drawing on a 

whiteboard during a talk) and makes your system unique (even if what you do isn't all that different 

from what other advisors/consultants do)

 

Note that this is simply a marketing framework: it doesn't have to change anything about how you 

go about providing services, it just describes the process in a client-centred "what's in it for them" 

way. Your existing processes and tools would fit into each of the steps.

DEFINE TESTPROTOTYPEIDEAEMPATHIZE
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WEBSITE: CENTRAL HUB FOR 
YOUR MARKETING
When people visit your website, they want to know the answers to these 5 questions:

Can you help me? 

Do you work with people like ME? (Or companies like mine.)

Have you helped someone like me get this specific thing I want? (Prove it!)

Who are you?

How does your service work?

A well-structured website with client-centered copy and content will make it easy for your 

visitors to find the information they are looking for and encourage them to contact you or give 

you their email address.

 

The diagram below shows a simple website layout for 5 pages - with the blocks below itemizing 

the content that goes on each page. This structure maps directly to the hero's journey messaging 

structure - and answers those 5 questions. 

 

HOME ABOUT WHO I WORK WITH SERVICES CONTACT

Brand promise

Services

Doorways

Experience

Credentials

Story

Ideal Clients

Problems/Obstacles

Testimonials/Cases

Exchange & Returns

Signature Process

Specific Services

InfoKit Offer

The TeamWhy we're different

Contact Info

Social Links

Calendar Invite

Opt-in Offer

What your clients want About the guide About the hero About the plan Invite on quest

What we stand for
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3 WEBSITE COMPONENTS: 
DESIGN, TECHNOLOGY, COPY
Keep it simple and collect email addresses
 

Technology

This is the  least important consideration. Your website need to function. It needs to be fast. It 

needs to be reliable. It needs to display well on devices of all sizes.

 

Design

Design goes beyond nice colours and graphics. You want your site to appear professional. You 

also don't want to make your future clients think too much or work too hard to find what they 

need. Simple, uncluttered, clearly organized. Make it easy for your future clients to find what they 

need. Avoid distractions - use design to call attention to important pieces of content

 

Copy & Content

 Technology
Works
Fast
Mobile friendly

 Design
Professional
Uncluttered
Easy-to-find

Copy & Content 

Client-centred
Skimmable
Calls to action

Your copy and content should 

drive the technology and 

design...not the other way 

around.

 

Different people want 

different types of information 

and different levels of detail.

 

Skimmable copy (broken into 

chunks with clear headlines) 

makes it easy for people to 

find what they need. 

 

Make your website about your 

future clients, not about you. 

Invite them to connect with 

frequent calls to action.
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TIPS FOR A LEAD 
GENERATING WEBSITE

Focus the site on the client, their struggles and what 
they want - especially in headlines

Incorporate testimonials and case studies - build a 
"wall of testimonials"

Talk about your services at a high level, always show 
"what's in it for them" - offer the full details in an 
information kit

Write like you speak, give your clients an experience of 
you (effective marketing is human-to-human 
communication)

Avoid technical whizbang that doesn't add value (eg: 
animations) - especially if it's distracting or confusing

Make it easy for your visitors to find what they're 
looking for. Use expected menu labels (home, about, 
services, etc.) 

Avoid "landing pages" that strip off navigation. (These 
are fine for high pressure selling of digital products, but 
not helpful for selling advisory services.)

Use sub-headlines to break up text and help the visitor 
scan to find the information they care about.

Repeat your calls to action frequently (invitations to 
connect, call or get your info kit or e-book)
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EMAIL FUNNELS: AUTOMATE 
FOLLOW UP, KEEP IN TOUCH

Aware they have a 
problem. Not sure if 
they're ready for a 
coach or advisor. May 
not be clear about how a 
coach or advisor can 
help. May believe they 
can do it themselves.

AWARENESS 

STAGE

Knows they need/want 
a coach or advisor. 
Actively looking for 
one. Not sure that YOU 
are the right person for 
them. Looking at 
options.

CONSIDERATION 

STAGE

Ready to have a 

conversation with 

you. 

DECISION 

STAGE

Email funnels make it easy to respond instantly when your prospect is most interested - and 

to automatically follow up and keep in touch - ensuring that no one falls through the cracks.

 

In order to make sure you get the right messages to the right people at the right time, set up 

your email funnels to match your future clients'  buying journey.

 

There are 3 major stages as shown below:

When you know which stage your website visitor is in, you can provide the exact message and 

materials that THEY would like to see. You can get them to self-identify by offering incentives 

that match their stage - then follow up with stage appropriate messaging.

 

HOT leads are in the consideration or decision stage. 

They WANT to know more about your services.  Give them details about what you do and proof 

that it works.  Show how you're different or better than your competitors. Help them decide.

 

COOL leads are still in the awareness stage.

They're looking for solutions for their problems.  They want ideas, insights, tips. They're not 

ready to hear about your services or get on a call with you.  Build know/like/trust first.
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HOT FUNNEL INCENTIVE: 
INFORMATION KIT

Includes details about how your services work, 

pricing information, questions to ask or guide to 

"choosing the right advisor"

 

 

Offer an Information Kit1

2 Follow up with your new lead by sending additional 

information by email. These may include introducing 

yourself, FAQs, case study examples, buying advice

Send a Series of Emails

3

End each email with an invitation to book a free call 

with you. (The "PS" is a great place to put this!)

Invite to Book a Call

People vary.  

 

SOME future clients are happy to hop on a call with you - others want to research a bit on 

their own before they feel comfortable talking to someone they perceive as a "salesperson."

 

So offer 2 options: Book a Call or Get an Information Kit by email

If they haven't booked a call by the end of the email series, add them to your long term 

nurture list so you can continue to stay in touch until they are ready.
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COOL FUNNEL INCENTIVE: 
WEBINAR OR E-BOOK 
For prospective clients who are still in the awareness or research phase and are not ready to buy 

yet. Offer your e-book/webinar as an incentive, then follow up with emails designed to  build 

know/like/trust, answer questions and invite them to take the next step (opting in to become a 

“hot” lead – or booking a call)

This could be a webinar, recorded presentation or e-

book. The subject should be "how to solve your 

problems and get what you want"

Offer a Piece of Free Education
1

2 Follow up with your new lead by sending additional 

educational information by email. These may include 

tips, insights, 

Send a Series of Emails

3

End each email with an invitation to either book a free 

call with you or get additional information about your 

services. (The "PS" is a great place to put this!)

Invite to Book a Call or Get Sales Information

Focus most of your marketing efforts on getting people to opt-in to this funnel. You can offer the 

e-book or webinar:

to audiences where you speak

in your articles or other content marketing

as part of a direct outreach campaign (eg: offering it to people on Linked In)

in a paid advertising campaign (eg: Google ads or social media ads)

You can also create additional incentives - specific webinars or presentations, reports or 

whitepapers, checklists, etc. - to invite people into the same funnel.
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NURTURE FUNNEL: WEEKLY 
NEWSLETTER
This is your regular “newsletter list” – both cool and hot leads are automatically moved here after 

completion of their respective sequences. 

 

Choose a regular publish date (eg: every Tuesday)

Send it in plain text - it's a direct message from you. Fancy graphic designs highlight that it's 

a piece of marketing.

Open with a personal greeting or story.

Link to your latest article/video/podcast episode (or include the text in the body of the 

email)

Add a PS to remind them that you're ready to do business when they are

 Intersperse invitations to work with you - one every 6 weeks or so. These invitations should be 

short and direct, not mixed with your regular content.

20



AUTHORITY CONTENT 
SHOWCASE YOUR EXPERTISE
One of the best ways to market yourself is by sharing your expertise with your potential future 

clients on a regular basis.

 

Benefits of publishing content regularly

Keeps you "top of mind" so that when people are ready to buy, they remember you!

Builds your authority and shows people that you know what you're talking about

Contributes to your SEO (search engine optimization)

Gives you something useful, helpful and relevant to share with your audience 

Creates a growing body of work that potential clients can browse through to learn more 

about you

Your goal: become known as an expert who can help your 
future clients 
Write articles (and/or create videos) that are directly relevant to your future clients:

Their problems along with high level advice about how to resolve them
Their goals and desires with high level advice about how to achieve them
Tips and helpful information
Questions clients ask (and the answers)
Inspirational articles with before and after case studies 
Share your beliefs and point of view (and maybe the occasional rant)
Topical subjects with your opinions/insights 

Emphasize your deep experience by referencing client situations and write the same way you 
would talk to your clients - conversationally. You want your content to give people an example of 
what it would be like to work with you. 
 

Create shorter pieces of content - and longer, in-depth 
content
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THE ABC STRUCTURE FOR 
EFFECTIVE CONTENT 

Follow the A-B-C structure to develop content that 
delivers an impact
 

A: Above the fog. Catch audience's attention with a headline/title that is relevant to their 
situation
B: Below the fog. Provide information/insights that showcase your expertise and provide an 
a-ha moment for your reader or audience
C: Call to action. End with a call to action: to visit website, sign up for ebook/webinar, 
contact you

 

Content comes in many forms

Teaching webinars, seminars, mini-courses or workshops (virtually online or in person)

Authoring books, e-books, white papers, reports

Writing articles (published on your blog, on social media, on other sites, in print)

Posting to social media

Podcasting (hosting your own podcast - or appearing as a guest on someone else's)

Videos (published on youtube or social media - including webinars)

Live presentations (going "live" online or speaking to groups in person)

Infographics
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WEBINAR OR E-BOOK: TEACH 
PEOPLE HOW TO BUY 
Your webinar, presentation or e-book is an educational offer promising to show your prospective 

clients how to get from where they are now, past the obstacles and to their destination – all while 

avoiding their fears.  The educational focus is “why they need to hire you” - it's not a deep dive into 

“how to do it” 

 

The Perfect 

Sales webinar (or e-book!)
HOW TO CREATE

INGREDIENTS

example case studies

signature process

about you

call to action

live delivery with Q&A

send reminders & follow 
up afterwards

2 to 3

5-7 step

1 slide

1

optional

don't forget

Open, welcome, say who 
it's for:  want this result, 

experiencing these 
problems

Introduce yourself and the 
agenda for the webinar

Keep your teaching at the 
"what" level - outline your 

signature service plan, 
explain terminology

Use case studies of client 
successes as examples to 

illustrate your teaching

End with an overview of 
services and an 

invitation to book a call
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TIPS FOR A GREAT WEBINAR, 
PRESENTATION OR E-BOOK 
Your primary educational content: X steps your clients 
need to take to get the thing they want
 

This could take the form of an e-book, webinar or presentation - following the flow illustrated on 

the previous page:

Clarify who you work with by addressing the specific problems and challenges your ideal 

clients face

Introduce yourself

Walk them through your signature process (here is how you can overcome your problems 

so that you can get the thing you want)

Illustrate with case studies (ideally...match a case study example to each part of your 

process)

Invite them to take the next step - this could either be a consultation or to download an 

Information Kit about your services

 

If you're going to do a webinar AND an e-book - start with the webinar/presentation, record it, 

then use the transcript to develop the e-book.  (This could ultimately be expanded on to create a 

book book.)

 

You can deliver the webinar "live" to an audience (this is a good idea if you find that a live 

audience gives you extra energy) or simply record a video.

 

The webinar/presentation recording can be used as an opt-in incentive for your "cool email 

funnel" and delivered instantly to anyone who signs up for it on your site. 

 

Over time, you may wish to add additional webinars to address specific topics your clients are 

interested in or concerns they face. Especially when delivered live, webinars offer a great 

opportunity for your future clients to get to know, like and trust you.
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REPUTATION & REFERRALS: 
LET YOUR CLIENTS PROMOTE 
YOU
Let your clients promote you! 
 
The words your clients use will be more persuasive 
and more believable than words coming from you. 
 
The more testimonials and reviews you 
accumulate, the more "social proof" you develop. 
Your future clients will see that others have 
chosen to work with you and have obtained the 
results that they seek.

Robert Cialdini

When we are uncertain, we are 

willing to place an enormous 

amount of trust in the collective 

knowledge of the crowd.

Curate a WALL of testimonials
Not because people will read every single one, but because of the overall impression of "Wow! This 
person has helped a lot of people!"
 
Collect comprehensive "case study" style testimonials
Solicit longer testimonials that give details about the before, the after and the journey. Your future 
clients want to see that you've helped someone like them overcome similar problems and get 
specific results. 
 
Get videos, pictures, names and links to add credibility
LinkedIn recommendations are powerful because they are clearly connected to a profile (it's a real 
human!) Testimonials from "A.C. from Saskatoon" are less believable. 
 
Ask for reviews on Google, Facebook, Linked In, Yelp 
These provide social proof AND work to increase your SEO (reviews are a key component of who 
Google show on the map when someone googles for a service provider in your city)
 
Make it easy for clients to refer you
Develop a system for actively soliciting and rewarding referrals. Provide the information your 
clients and partners need to make good referrals.
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OUTBOUND MARKETING: GET 
IN FRONT OF FUTURE CLIENTS
If a website exists on the internet, but no one ever visits it...does it really exist at all?
 
For the past few pages, we've been focused on setting up what I sometimes refer to as a "nest" or 
a "home" - a place to welcome your future clients.
 
These components are necessary - without these things in place, any attention-seeking marketing 
you do won't be effective. But they're not enough on their own.
 
People won't accidentally find themselves on your website or on your email list or watching your 
online presentation. One of 2 things has to happen BEFORE they get there:

You find them. 
Or...
They find you. 

Outbound marketing is when you find them
Outbound marketing includes all of the things you're probably already doing to drum up business:

Networking
Speaking
Getting interviewed on podcasts
Direct mail
Direct outreach: via phone, email or social media

If these things are already working, your website, email funnels, authority content and social 
proof items will help them to work better. (How many sales are you missing because you aren't 
providing sufficient or effective information to people who aren't ready to have a call with you?)
 
You may also find these things to be easier. Instead of having to carry the whole sales process, 
these activities only have to take the first step.
 

Speaking or being interviewed? Invite the audience to go to your website and download 
your e-book or sign up for a free prerecorded educational session.
Does your prospect want some proof? Invite them to look at the wall of testimonials on your 
website.
Reaching out directly via LinkedIn? Offer your new connection a copy of your e-book. 
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SEO & ADVERTISING: HELP 
FUTURE CLIENTS FIND YOU
For most people, "advertising" is the first thing they think of when they think about marketing. It's 
last on my list because without the rest of the machine in place, it simply won't work. 
 

SEO = Search Engine Optimization
SEO is a catchall term to cover the many things you can do to help your website show up higher in 
the Google search results when someone is looking for the services you offer.
 
The good news is that many of the things we've discussed previously all contribute to improving 
your SEO:

Quality website copy and content that is focused on your future clients and what they are 
looking for (using the words and phrases they would use)
Ongoing authority marketing - blogging and sharing your website link on social media
Reviews and testimonials - especially google reviews
Getting interviewed on podcasts - which create backlinks to your site

The bad news is that SEO is competitive and can take some time before efforts start to pay off.
 
The good news is that you can shortcut "showing up at the top of Google" by running PPC ads. 
 

PPC (pay-per-click) Advertising
Pay-per-click is exactly what it sounds like: you pay when people click.
 
You can run PPC ads on Google, LinkedIn and Facebook. Whether or not these ads bring you 
leads is almost 100% dependent on things like your website and your email funnels. 
 
Paying to drive traffic to a website with poor copy is a waste of money. 
 
Not having a way to capture email addresses is a waste of money.
 
When people tell me that they "tried advertising and it didn't work" - this is usually why. The ads 
are designed to get people to your website, not to get them to book a call with you directly.
 
On the up side - once you have a website and email funnels that WORK - you can use PPC ads to 
bring you leads on demand. 
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TRACKING & OPTIMIZATION: 
TUNING YOUR MACHINE 

John Wanamaker

Half the money I spend on 

advertising is wasted; the trouble 

is I don't know which half.

CAC
vs

Client LTV

Results & 
expenses 

per channel

Lead and 
client 

tracking

Strategic 
analysis

Financial 
and CRM 

reports

Detailed
Marketing 

reports

Are we 
getting a 
good ROI?

What's 
working the 

best?

How do we 
improve?

Google 
Analytics

(traffic, sources, 
ads)

Email System
(opens, clicks, 

unsubs)

Other 
marketing 

tracking

In an ideal world, marketing works like a 
machine: you put in $20 and it gives you back 
MORE than $20.
 
To ensure this happens, you need a tracking 
dashboard that answers 3 questions:
 
1. Is our marketing paying off from a dollars 
and cents perspective? Is the ratio of Client 
Acquisition Cost relative to Lifetime Value of a 
Client acceptable?

2. Which tactics and channels are working best? Could we make better use of our resources by 

shifting them elsewhere?

3. How do we improve what’s working and fix what isn’t? Detailed stats and reports at the 

marketing level can pinpoint specific problems and highlight opportunities.
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SUMMARY
Marketing and selling coaching and advisory services can be challenging.

 

Tactical "random acts of marketing" won't be sufficient to move prospects along the buying journey 

from "never heard of you before" to paying client.

 

Instead, you need a strategic approach that coordinates your marketing efforts into an interconnected 

system - or marketing machine - that works for you, your market and your business model.

 

The most important factor in this machine is your MESSAGE. Marketing is communication - your words 

will determine whether or not your marketing works.

 

For trusted advisors, the Story Brand approach of making your client the hero of the story - and placing 

you in the role of guide - is ideal.

 

Once your message is in place, you can build your marketing machine around it. 

 

Your website functions as a central hub - designed to get prospective clients to either book a call 

with you - or to self-select as a "hot lead" by requesting a sales kit - or as a "cool lead" by signing 

up to receive your e-book or webinar. 

Your email system takes over from there - automatically following up with messages appropriate 

to where your prospect is in their buyer's journey - and not letting anyone fall through the cracks.

As you write articles and e-books, speak to audiences and get interviewed on podcasts, you build 

your authority and start to become known as an expert.

Referrals, reviews and testimonials provide the "social proof" prospective clients need to choose 

you over your competition

You can use direct outreach to put yourself in front of potential clients - and SEO and PPC to 

make it easy for them to find YOU. 

With everything in place, you can track your results - redeploying your resources where they do the 

most good and optimizing your marketing to be more effective.
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Would you like a marketing 
machine for your business?
I work collaboratively with my clients to implement everything in this ebook. 
I can either do everything for you - or coach you through doing it yourself.
 

Done-for-you Services 
We collaborate on your strategy, design your marketing machine and create an implementation plan.
I interview you to extract your genius. 
I create the content, build out the technology and execute the plan. 
If you need a team, I can find freelancers and manage them for you.
We meet regularly to discuss results and update the plan. 
Your job is to talk...I look after the rest.
 

Done-with-you Coach-sulting
We collaborate on your strategy, design your marketing machine and create an implementation plan.
I interview you to extract your genius and record the calls. 
You do the writing and execute the plan. 
I provide feedback/advice/support/accountability. 
I help you interpret your results and get better over time.
 

Interested in working together? Here are the next steps
Collaboration is a relationship. Our first step is to figure out if we like each other.  :)
Does communication flow? Do we see eye-to-eye on how we might work together?
The discovery conversation is 45 minutes.
I'll ask you about your hopes and dreams and goals (where do you want to go?) and about what you're 
doing now (what's working...what isn't) and about what's frustrating (feel free to vent!)
If it seems like we're a fit, we'll talk about options for getting started.
 
patty@pattyk.com
778.789.0952
pattyk.com
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About me
I was that weird kid that asked everyone to shush because the 
commercials were on.  Looking back it was clear that I was 
destined to work in marketing at some point.
 
My background, along with 30+ years as a self-employed 
professional makes me uniquely qualified to do the work I do.   
 
My mission in business is to help smart people share their 
wisdom with the world.

In my current business I've been offering strategy, copywriting, 
website development, content marketing, e-book and webinar 
development since 2011. 
 
As a Certified Duct Tape Marketing Consultant, I'm part of a 
worldwide network of marketing professionals who advocate for 
strategy and communication over the "trend of the day" and I am 
licensed to use their proven tools and strategies.

Background & Credentials

In my previous life, I was a systems analyst and 
programmer for 20+ years.  When I learned about the 
internet in 1994 I set up a web server in my living room and 
taught myself how to build websites. (True story: my first 
website client asked if he could "fax it" to people.)

In the early 2000s I taught network and database administration 
at Royal Roads University. I also created an online e-learning 
authoring tool for their distance learning research department 
and was subsequently invited to design and deliver a graduate 
course on E-Learning Systems Analysis.

I'm a lifelong learner with a strong interest in communication & leadership 
skills, personal growth and psychology. Dale Carnegie, Toastmasters, life 
coach training, counsellor training, presentation skills training, sales & 
marketing training - I've even taken stand up comedy courses (and performed 
in pubs in front of drunk people!) I'm currently studying sketchnoting and 
visual thinking (using a combination of words and images to communicate.)
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