
Me LLP—Marketing Yourself Inside & Outside the Firm 
When you are in demand, you have more control over what you do and for whom you do it —
challenging, high-profile mandates for great clients. Opportunities to build demand for your services can 
arise from impromptu discussions. Make it easy for someone to learn about what you do and how you 
help others. To do so, prepare a library of compelling messages.

Type of Message Thought-Starter Example Jot down your ideas below to elicit one or more of 
the following:  

• “That’s impressive.”  
• “Yes—that’s exactly what we need; we want that too!”  
(Think about internal and external audiences)

Testimony from 
respected person

“Your depth of industry knowledge 
helps us negotiate more efficiently.” 
- Gerry Schwartz

Testimony from 
respected entity

“Privacy is essential to us; your advice is 
spot on, as always.” 
- Hospital for Sick Children

Examples “We’re innovative. For example, we 
negotiated the first inter-provincial class 
action settlement (ON & PQ)”

Story with 
impressive results

Vignette about how the firm’s bench 
strength helped a complex deal get done 
in a snap.

Case study  
- Challenge faced 
- What did you do? 
- What were the 

positive results that 
others want too?

Quick service restaurant under-
performing/needed to cut taxes to 
compete. 
Led team to complete a tax inversion. 
This client was the only global QSR to 
grow their profitability last year. 

Hypothetical 
scenarios

“We can help mitigate reputational risk, 
for example, if your outsourced IT 
provider is hacked and your customers’ 
personal information is stolen.”

Analogies & 
Metaphors 
-light-hearted

“I’m like a guitar tech who gives Bruce 
Springsteen the right guitar, in the right 
key at the right time.”

Analogies & 
Metaphors 
-colourful

“We provide the grease for business. 
Without us, the engines of commerce 
seize up.”

Analogies & 
Metaphors 
-other…

“A lot of clients unknowingly have a 
Rembrandt in the attic. We help them 
find and protect their intangible assets.”

Data Lead counsel on over 170  
M&A, reorganizations, PE & debt 
offerings.

Why do you do 
what you do?

As a child, insolvency lawyer dis- & re-
assembled watches—loves problem 
solving under pressure



Tips for Building—and Sharing—Your Library of Compelling Messages 
• When you explain what you do, emphasize how you help people achieve results they want, e.g., “I am a 

technology lawyer—I help people reduce risks when they enter into outsourcing contracts.”  
• Provide concrete examples to build credibility, generate demand and make you memorable. 
• In conversation, only share one or two micro-case studies at a time. 
• Avoid jargon and buzzwords. Try to recount what happened in a conversational way; avoid sounding 

scripted. Consider engaging the other person by asking questions, e.g., “Are you familiar with the Burger 
King/Tim Horton’s transaction? Well, what I do is help clients reduce their taxes by ensuring they have the 
right structure for their business...” 

• Adjust your messaging and delivery to suit the context—more informal if you are beside the soccer pitch, 
more formal in the board room. 

• Refresh your examples to keep it interesting for you and to sustain your credibility. 
• To avoid sounding boastful: 

- Reframe the exercise: give people the info they need to refer/retain you with confidence. To refer 
you, people need to know you are competent, trustworthy and you need to be memorable!  

- Make your description more about what the client wanted and got than what you did; position 
yourself as a supporting actor, not the lead character. 

- Use the phrase, “Clients tell me that it gives them confidence to know [insert compelling point]” 
- Use a light-hearted, self-effacing metaphor that elevates your client and humanizes you, e.g., “I 

liken myself to a golf-caddy—I advise pension funds on how to make most of their shots—their 
investments.” 

- Be interested in others and let reciprocity take its course. 

Tips for Listening, Conversing and Engendering Confidence 
Making a big impact begins with listening. The better you understand your client’s needs, the more relevant 
and compelling you can be when speaking. The following are tips for better listening: 

• Do your homework. Clients seek counsel from advisors who understand their 
business and company. Listen to understand your client’s business objectives and 
challenges. 

• Ask open-ended questions and listen between the lines for what is not being 
said. Listen for emotional motivators such as your client’s personal aspirations, 
fears and biases.  

• A simple way to begin a conversation is to make a sincere, socially acceptable 
observation (an “offer”). Then ask a question, listen, and share—and loosely 
repeat! Ask about “firsts,” “bests,” “lasts” (first job, best vacation, last project, 
etc.). When you share, integrate some compelling messages. 

• Make eye contact and observe body language while listening. 
• Show you have listened to demonstrate respect, build comfort and deepen trust. 

• Listen to the end. Even if you already know what you are going to say next, continue to listen anyway; 
this shows you care and you might learn something new which will inform what you say. 

• Finish declarative statements with a flat to declining tone, not the interrogative tone or “up-speak.” 
• Remove fillers such as “you know,” “kind of,” “sort of,” “right,” “okay,” or “um.”

Sign up for the Podium Club to receive practical tips and inspiring examples you can use to stand out from the crowd. 
www.podiumconsulting.com.         trevor.currie@podiumconsulting.com                                                                            
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