
Marketing Plan Outline

Part I:  Financial and Logistics

goal
▪	 How much income do you want to generate each month?

billing/time management assumptions

▪	 How much work can you really handle?

▪	 How many hours each day/week?

▪	 How many hours for each type of task?

client/time management assumptions

▪	 What is your ideal mix of clients in financial terms?

▪	 What kinds of clients drain more than they pay?

▪	 What clients might need to transition up or out?

rates 
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current clients 
client category fee corresponding time type contract end

gap analysis and risk summary
▪	 What could stand in your way between being where you are and where you would like to be?

o	 Obstacles you create.
o	 Obstacles created by current clients (typically those who do not match your ideal 

profile.
o	 Obstacles completely beyond your control.



Part II:  Targets, Themes and Strategies

targets
1.	 Target 1

▪	 Size/Net worth/Career level
▪	 Field
▪	 Description of occupation
▪	 What they need
▪	 Observation
▪	 Point of contact:  who you need to talk to
▪	 Offering:  what do you want them to buy from you?

2.	 Targets 2–5

themes
▪	 What are you going to emphasize that your prospects will “get”?

strategies and tactics

underlying strategic assumption

▪	 Your main drivers of business (e.g., Internet, referrals, press notices, etc.)

tactics
adopted 

▪	 What activities are you committed to?

skeptical

▪	 What activities are you curious about with reservations?

rejected

▪	 What activities have you rejected outright?

benchmarks and critical success factors for adopted tactics

tactic 1
▪	 How many touches?
▪	 Available resources?
▪	 Considerations?

tactics 2–5 (repeat steps for tactic 1)



Part III:  Mechanics and Execution

tactic 1
▪	 Granular – step-by-step (even down to “first we send this, then we have a phone call…”)

tactics 2–5 (repeat steps for tactic 1)

calendar/tracker

weekly format

week(s) task category players notes

task format

item target date players notes

opportunity/step format

Prospect Client 
Category

Engage
Category From Initial 

Contact
Initial 
Meet Offer Accept Engage

Letter Begin Other Notes



The problem is figuring out what to ask—and how to ask it.  Many firms use client satisfaction surveys
that run several pages and cover every conceivable area.  They often ask a number of interesting ques-
tions—and have the potential for being really powerful information-gathering tools.  But I wonder what
level of response these firms get and whether it’s timely.  We’re all inundated with information—and
requests for information—all the time.  Often when I get a long survey, I’m exhausted by the very thought
of completing it, and it tends to sit around for a bit.  I recommend that my clients streamline both the
instrument and the process.  Here’s how:

• Don’t wait until the end of the year to ask how you’re doing (it may be too late to alter negative 
feelings anyhow).  Consider doing quarterly surveys and focus them tightly on a specific theme.

• Be very disciplined about what you ask.  People like being asked for their opinions, but they don’t 
like being interrogated.  Home in on the top 5-10 questions related to the quarter’s theme.  

• Don’t try to get the questionnaire to do all the work.  If there’s a problem, you’ll need to have a 
follow-up conversation anyhow.  Pose the questions for quick, top-of-mind response.  I like to use a 
format in which respondents are asked to agree or disagree with a series of affirmative statements.  
You can also add a couple of questions that can be answered in five words or less.

• Avoid asking clients to “imagine” too much.  Instead of a “comments” section (which will often 
come back blank), include something open-ended but more specific.  I particularly like “What 
didn’t we ask that you thought we should have?”  

• Don’t rely on old-fashioned paper distribution means, if you can help it. It’s too easy for these 
things to get stuck in a pile somewhere.  Internet-based surveys can be developed quickly and at a 
reasonable cost, and they’re easy for clients to fill in and be done with (after you email them the 
link).  Another plus is that they can be designed to tabulate answers as they’re entered, saving time 
and several steps.

• If you’re not comfortable with electronic surveys, consider putting yours on an oversized postcard—
it’ll stand out in a crowded in-box.

A one-year sample survey program for a law firm is included on the next page.

Another critical element of any client satisfaction program is casual, on-the-spot feedback.  You have to get
into the habit of doing this, but it can go a long way towards keeping the client happy and the relationship
on track.  I usually conclude meetings by asking one of the following:

• Is what happened today what you were expecting?
• Is there anything you hoped we’d do/discuss today that we didn’t?
• What could have made this an even better experience for you?

Most of the time what I’ve done is to reinforce in the client’s mind that they’ve just had a positive experi-
ence working with me.  That impression is not hard to create, and once it’s been created it tends to grow
—and keeps the relationship growing along with it.  But if there is any hint of unease or dissatisfaction, 
I can spot it early and work with the client to fine-tune the relationship to meet their evolving needs.

Keep your clients coming back for more (with a little help from Evoke).

Evoke Strategies is a strategic communications and marketing firm that helps service professionals—including 
attorneys, financial service providers and technologists—develop and deploy uniquely powerful messages.
We’ll work with you to frame and enact a comprehensive communications strategy that will get you more new 
business, increase your return business and make you more visible to clients and prospects.  Why?  Because
the work we do with you will help you provide your clients with even more of the value they’re desperate for.
Visit us on the web at www.evokestrategies.com for more information.  You can also call 212.967.7611
or email info@evokestrategies.com for a free consultation.

Steven Skyles-Mulligan
steven@evokestrategies.com

245 Eighth Avenue, #364
New York, New York 10011-1607

212.967.7611

www.evokestrategies.com
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Be strategic, with Evoke.

Knowing what to do is important, as is knowing how to do it.  But unless you know why you’re doing 
something, you are probably not maximizing return on your investment of time and money.  Evoke 
helps you start with why and from there to achieve extraordinarily powerful results from your marketing 
efforts.  Contact us today at 212.967.7611 or info@evokestrategies.com to find out how you can get 
more from your marketing program.


