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Making the most of your
marketing during the holidays

MARKETING

By Mark Powers and
Shawn McNalis

n balmy south Florida, a deter-

mined real estate attorney with a

good sense of humor donned a

Santa suit and drove from office to
office on Christmas Eve to deliver bas-
kets brimming with cookies. Greeted
by those he visited with raised eye-
brows and peals of laughter, he made
quite an impression.

Three states away Louisiana, a team
of paralegals stood at the entrance to
their corporate law firm and accepted
wrapped toys for charity as the ad-
mission pass to their holiday open
house. Inside, a student chef from a
local culinary school sautéed shrimp
at one of the many food stations set
up around the firm to encourage cir-
culation. The firm’s attorneys ushered
their best referral sources and clients
around the office while another stu-
dent dressed as a waiter moved
through the crowd with a tray of
drinks held aloft.

Up in New England, a small, multi-
partner law firm nestled at the edge
of a park in the center of town invited
a group of special clients to have

eggnog at their office, before walking
over to attend a free holiday music
concert in the park. Out west, a busi-
ness lawyer and her architect hus-
band hosted a series of intimate din-
ners in their recently restored his-
toric home.

No matter where you live, or how
much money you care to spend, there
are plenty of ways to market yourself
with style over the holidays.

By using students from the culinary
institute to cook and serve, the
Louisiana firm created an elegant event
for only a few thousand dollars. It was
a worthwhile investment, considering
that the referral sources and clients
who attended probably bought legal
services worth more than a million dol-
lars in the previous year.

The park-side firm put on a won-
derful party for the cost of several gal-
lons of eggnog and some snacks. The
concert in the park is free and pro-
vides a wonderful low-cost marketing
event every year.

The western attorney and her ar-
chitect husband were able to enter-
tain referral sources for both their
businesses at the same dinner, and
those in attendance appreciated meet-
ing new and interesting people in their
community.

After years of sending cards that were
lost in the holiday crush, these firms
wanted to do something more personal
and a little different. They recognized
that the holidays present a golden op-
portunity to express sincere apprecia-
tion to their referrers and, in doing so,
strengthen their relationships for the fu-
ture.

The upcoming holidays offer you a
great opportunity to do the same thing —
especially if you haven’t sent thank you
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notes or acknowledged your referrers
throughout the year.

Why is this important? Keep in mind
that a certain percentage of the referral
sources that refer to you may be send-
ing business to other attorneys as well.
The explosive growth of practicing at-
torneys means competition in the fu-
ture will be tougher than ever.

Gifts that keep on producing

Another way to acknowledge refer-
ral sources is through gifts, and on
this front the possibilities are endless.
Several of the attorneys we work with

No matter where you live, or
how much money you care
to spend, there are plenty of
ways to market yourself
with style over the holidays.

send Omaha steaks or large stuffed
turkeys to their best referral sources,
who eagerly await these treats every
year.

Other attorneys prefer to give
sports-oriented gifts — a few rounds
on a favorite course, perhaps, or a se-
ries of sessions with golf pro. Another
attorney we coach doesn’t play golf,
but loves football. He buys season
tickets and generously shares them.

You can also send gifts that are re-
lated to your referrals sources’ pas-
sions. A book on photography given
to an amateur photographer speaks
volumes; a hand-held GPS for a moun-
tain climber ensures he or she will
think of you when packing for a fa-
vorite vacation; a subscription to a
top-notch wine-of-the-month club for
a wine enthusiast will no doubt be
well-received. Matching your gift to
the referrer’s preferences is a highly
personalized way to thank someone
for sending you business.

One South Florida attorney had his
secretary discreetly inquire about
where his colleagues liked to cele-
brate special occasions. He then di-
rected his secretary to purchase gift
certificates for the referrers and their

families to dine in their favorite spot.
This highly personalized approach
won our client a great deal of good
will - and he didn’t even have to show
up. For him, a couple hundred dollars
spent on gift certificates is a worth-
while investment when measured
against the high value cases his refer-
ral sources send each year.

While giving gifts is a great form of
acknowledgement, there is no substi-
tute for meeting face-to-face with
those you’d like to get to know. We en-
courage you to invite these referral
sources out to lunch or dinner and ex-
press your appreciation for the busi-
ness they send.

Our experience indicates that the
best referral sources are usually those
who become your friends or true be-
lievers in what you do. An expression
of gratitude paired with good food in a
nice atmosphere can go a long way to-
ward turning a referrer into a friend.

By the time you read this, there will
still be time for you to identify your
best referral sources and plan gifts
that reflect the appreciation you have
for their continued business. To help
motivate you, consider this: the life-
time value of a referral source who
faithfully sends business can add up
to thousands, possibly tens of thou-
sands of dollars worth of business
over time. In some practices where the
average case is worth thirty or forty
thousand dollars, a referral source
may send hundreds of thousands of
dollars worth of business over his or
her lifetime.

We've said it before and we’ll say it
again: never underestimate the worth
of your referral sources — they are lit-
erally putting money in your pocket
and should be thought of as critical to
the growth and survival of your prac-
tice.

So, whether you take the face-to-
face approach or send a gift that re-
flects the recipient’s interests, be
sure you make the effort to do some-
thing. A little extra effort over the
holidays can make up for any lack of
gratitude you’ve shown in the past
and set you up for a big win in the
coming year.
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