TODAY' SPRIVATE PRACTICE

Marketing: The Right Tools

“Y ou only get one chance to make agood first impresson.” What kind of impression are you
currently making? What kind do you want to make? Y our marketing materials are “tools’ that
facilitate your getting dlients.

Herearethebasics:

Y our business name. What image does it project?

A “Corporate |dentity Package’—that what graphic designers cdl it—which indudes
your business logo, and the design of your business cards, |etterheads, envel opes, etc.

Y our “10-Second Introduction”—how you introduce yoursdf and what you do in an
effective and interesting way.

Business cards. Make sure they are qudity and professiondly designed and printed.
A practice brochure—well designed, interesting, and creates areason to contact you.

A written description of your services which lists and describes what you offer and your
fees.

Newdetter copies. Y ou get more mileage out of your newdetters as marketing pieces.
Y our bio sheet—highlighting your credentias, expertise, and capabilities.

White papersthat give hpful information on topics of interest to your target market and
show your expertise.

10. Website—your brochure on the internet.

Y our marketing tools should creste a positive impression, build your creditability, and create
acompelling reason why prospects should contact you.

In addition, these additional tools areimportant for the follow-up of your marketing:
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A contact management system.
A computer—qresat for contact management, and organizing your marketing pieces.
Mailing list. Gather names and addresses of clients, prospects, and referra sources.

Newd etter—demonstrating your expertise and a grest tool for kegping in touch and
reminding contacts you are out there.

63 Chestnut Road e Peoli, PA 19301 e (610) 687-7695
www. TodaysPrivatePractice.com



