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ABOUT LAUREL 

Laurel is a thought leader renowned for her breakthrough work in championing legends; working 
with people who are keen to be the industry benchmark and/or a game changer in their chosen 
area of expertise. She also helps people who are at cross roads in their career, who aren’t quite 
sure of (a) what their purpose is (b) how they can live that purpose (eg employment or 
entrepreneurialism) or (c) how big a game they wish to play. 

Once they get clear on this, and have a plan to put it into action, not only do they feel more 
fulfilment in challenging the status quo, but they also perform better and influence more.  

 

Laurel has a particular interest in working with people in 
professional services, who are required to generate revenue. 
She helps them to craft their own strategy based on their own 
sales style, personality, expertise, industry and chosen market.  

Professional services incorporate both those working for boutique or larger firms (eg legal, 
accounting, technology, finance and banking, recruitment and consulting firms) and those who are 
advisers, brokers or agents (eg insurance, mortgage, real estate, finance and thought leaders).  

She helps them ‘get out there and get known’ in a way that is agreeable and relevant to them. 

 

She also helps leaders to influence, convince and persuade 
authentically and powerfully, by exploring and discovering their 
own uniqueness, style and iconic thinking. 

Laurel was lucky enough to be a foundation mentor for the hugely successful Thought Leaders 
Business School in Australia, which partners speakers, authors, trainers, mentors, facilitators and 
coaches to make a profound difference on the planet, through focusing on message and 
positioning. Laurel is currently an ambassador for this program. 

Personal growth and human behaviour is another passion, and Laurel has a degree in Psychology 
and is an Evolved Leadership certified coach (Sally Anderson’s breakthrough program).  

Laurel now regularly speaks and delivers workshops on subjects related to leadership, 
engagement, innovation, sales, communication, productivity and service. 

 

She is the Careers Expert on the Paul Henry show and 
published her first book ‘Lead Generation’ in February 2015.  

Her next book ‘More Care less Crap’ will be published later this year. 
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HOW TO APPROACH THIS DOCUMENT 
I am totally happy (and thrilled) about you sharing this, however you want to; both online and 
offline, at no cost, as long as you don’t change or edit it in any way. Reading a document like this is 
one of the many ways that you can explore topics that are important to you, but when it comes 
to commercial success, you are encouraged to select your own advisers to receive specialist 
advice about your specific situation.  
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THE PROFESSIONAL SERVICES INDUSTRY – DO YOUR 
REVENUE GENERATORS FEEL LIKE AN UPGRADE?  
 

It seems like a very long time ago that there 
was enough margin in professional services 
to sustain entire departments providing 
various support services. The ‘client facing’ 
individuals of a company only needed to 
‘show up’ and ‘deliver’, whilst an army of 
supporters behind them cared for their every 
move (even in some cases the larger firms 
hired ‘runners’ to  deal with those every day 
tasks like picking up dry cleaning or grabbing 
lunch or a coffee).  

But with shrinking margins, many of the 
support armies have disappeared; no one 
now really escapes the reality of taking more 
of  a lead in revenue generation, and that is 
particularly relevant for your client facing rock 
stars.  Daniel Pink in his book ‘To Sell is 
Human’ refers to the new skill of elasticity; 
having an ability to cross boundaries and 
functions, to work outside of their specialty 
and to do a variety of different things 
throughout the day.  

In technology , accounting, finance, consulting and legal firms, there is now  an expectation for 
individuals who have a very niche area of expertise to develop their personal brand in a way that 
positions their company powerfully. For example, they may be expected to blog (including 
updating posts on LinkedIn), to speak, to network, to write in publications and to play a critical role 
in any kind of tendering process. 

I believe that there is now an expectation (and some firms’ sheer survival will depend on it!) for all 
client-facing individuals to take responsibility for generating revenue for their firm. You probably 
realise that you have a problem there, namely… 

 
Many people do not like sales or self promotion very much! 
 

Whether we call it sales or marketing, business development or promotions, there is definitely a 
stigma. Specifically people who have not been required to promote their company explicitly in the 
past… 
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1 .  Don’t feel comfortable about it, and can feel that it is icky and sleazy (seriously! Refer to the 
word cloud in Daniel Pink’s book), and in most cases are very unconfident about their ability to 
‘sell’. 

2. Are unsure how to get out there and drive their own brand, and often feel that they don’t 
actually have the skills (or confidence) required to blog, write or speak. 

3. Simply don’t feel they have the time to focus on generating revenue, and if they have the 
choice between promotional activities and necessary admin, they will choose the latter (rather 
than finding someone whose hourly rate is significantly less than theirs to do it), usually as an 
avoidance strategy. Of course it is a fact that many industries are facing ever increasing pressure 
on their time. 

The sad thing is that it really is a requirement to take personal responsibility for this kind of 
activity, and you often find that those who are not prepared to do it, will end up feeling frustrated 
and resentful, or even worse anxious and depressed.   

 
Think about the impact your revenue generators have on 
their market like the glow from a light bulb. 
 

 

 

At the bottom of the scale, their impact is extinguishing, a little like a wet blanket, and that is not 
something you want to bestow on your potential clients. You can’t quite put your finger on it, but 
they seem to be seriously lacking the warmth and engagement that you wish your brand to 
reflect. 

The next stage is flickering, where the client facing team members go through the motions and 
simply tell the facts, without much emotion. Certainly, they may come across professionally but 
are not exactly inspiring. 
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A functioning experience is a better outcome, where both the client and the revenue generator 
are engaging in a level of communication and idea sharing which reflects the energy and passion 
of your brand.  

However, I think we can go one step better than that, and that is illuminating. Imagine your client 
facing team simply lighting up a conversation, with high value, problem solving focused 
conversations. These leave the audience feeling engaged and even excited about continuing the 
dialogue. I believe this is absolutely achievable, but not with a one size fits all approach. 

 
Imagine if they could achieve their revenue generation 
results in a way that suited them? 
 

I think that everyone on this planet can find their own way of doing things across all areas of life. 
With so much choice available to us, and substantial research to back things up, we no longer feel 
the need to subscribe to dogma of any sort.  

For example, there is no one way to work out what you eat, how you exercise and what a job or 
vocation, or even a relationship looks like! The key thing is to be like a hummingbird, and have  
some fun exploring and researching the options, and then find something that works for YOU. 

We are all very unique in our need for support in every area of our life and ‘one size fits all’ does 
not apply. This is particularly relevant for revenue generators wanting (or being requested) to get 
out there and get known. 

Personalisation and tailoring to specific requirements is a smart way of doing things and I believe 
that when you are seeking to illuminate your client-facing team members, that this falls into a 
simple three step process; 

 

Step one: Neutralise the noise  

How many distractions do we each face personally on a day to day basis? These distractions sit 
across both personal and professional areas in our lives, and are different for each of us. It is 
difficult to be illuminating when we have a lot going on, particularly things that suck a good amount 
of energy out of us. Often we are not even aware of what these are, as we have been tolerating 
them for so long that we  have shut them out of our actual awareness. We want to get clear on 
what these present distractions and annoyances are, understand them, then agree a plan for 
keeping them at bay going forward. 

 

Step two: Inspire iconic thinking 

We all have uniqueness and brilliance that is specific to us. It is generally no accident that we end 
up in the industry or market that we are presently in. When we find  out what particularly lights us 
up, then it can feel a bit like our ‘true north’ and we can research and explore this topic in more 
detail (and write, speak or mentor in it!). For example, I find it interesting that I am an identical 
twin, and am very drawn to understanding people’s identity and uniqueness. Like the distractions 
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in our lives, sometimes we are not aware of exactly what this is,  and once we become aware, it is 
like a light switch has been turned on. 

For revenue generators (and indeed anyone!) it is important to create the space to explore their 
creative and hidden side and what lights them up. When they celebrate their ‘inner legend’,they 
experience better results with less effort and it feels like a slip stream. 

 

Step three: Get out there and get known in a way that works 
for them; their personality, their sales style,  their expertise, 
chosen market and industry. 

 

Rather than simply asking your revenue generators to get out there, and get on with it, it is useful 
to look at specific things about them and help them craft, launch and monitor their own 
customised strategy accordingly. This will be tailored to their iconic thinking and their sales style, 
personality, expertise, industry and chosen market.  

For example, if someone specializes in venues and entertainment law, has a good level of self-
confidence AND enjoys socializing within that industry, then for them, speaking would be a brilliant 
strategy. They might also host regular industry breakfasts, where a small group of like minded 
people get together to understand more about how they can be responsible in understanding the 
full consequences of eg sponsorship for high risk events. 

A great way to create a revenue generation strategy, is to look at the end-to-end customer life 
cycle that is relevant to a particular market. For example, your team would most likely work quite 
differently with a health or Government organization (where transparency is key) than an 
innovative tech start up.  
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The best revenue generation strategies are those that focus on solving the problems that the 
chosen market has. Once you know that, then you want to craft an associated ‘campaign’ that 
addresses each part of the life cycle, essentially (1) getting out there and getting known by that 
market (2) making an impact when you are in front of that market and (3) keeping in touch and 
‘front of mind’ with that market over time.  

Not unlike compound interest, when you make incremental and positive shifts at each stage of 
the cycle, the results will be significant. 

Take a look at the following model; 

 

 

As you can see, the customer life cycle is split into three distinctive parts;  

1 .  More Walk Less Talk  

This is critical, reaching out to more people, getting yourself out there, and getting yourself known 
(and ultimately positioned). There’s no substitute for pounding the right pavements, and inevitably 
this is where most people fall down, ie not enough reach. But it needs to be quality reach, no one 
likes the cold approach, and in some parts of professional services, it is just completely 
inappropriate! 

 

2. More Heart Less Hype  
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Great, you’ve set up some appointments; how are you going to turn them into long-term 
customers? Absolutely, you need to understand your market, know your products/services and 
their value well and simply practise the approach that works for you, but I think the most 
important thing at this stage of the game is to get into their world! We can be so hung up on our 
stuff, and worrying about what they think; a great way to create a profound experience for them 
is by making it all about them. The other golden nugget is to be present, and that’s where getting 
rid of some of the distractions works beautifully. Come from the heart and not the head. 
Ultimately, once you have mastered being more heart centred in your interactions, they almost 
create a rhythm of their own, where each conversation ‘just works’. 

3. More Care Less Crap 

So you’ve met up, and they are now either customers or prospects. What is important now is to 
foster that relationship by sharing valuable stuff ongoing with them. And what trumps everything 
else at this stage is a good system! Now, I am not talking about some fancy CRM; a good one of 
these is definitely valuable, but I think some people sabotage by getting distracted with the 
technology. Seriously, I have seen people’s commercial success transformed with a simple funnel 
on the wall or a well thought out spreadsheet. Many professional services firms provide good well 
considered systems for managing client relationships, and so often, these systems are simply 
ignored. 

Another critical element of this section is the familiarity, you want to feel connected to your 
prospects/clients and demonstrate genuine care and a wish to rock their world without filling their 
already crowded life with annoying noise. Ultimately, the high performers will be fostering powerful 
centres of influence; clients and referrers who are so present to the value that you provide, that 
recommending you is second nature. 

 

Putting this into action 

I personally believe this three step approach, when applied with rigour can simply transform the 
revenue generation results for people in the professional services industry. But it’s important to 
not only provide your people with the space and time to craft their strategy to revenue 
generation, but also to embed rituals, structures and support mechanisms which mean that not 
only are they sticking to it, but they are constantly over time reviewing and enhancing it. 

Have a think about the average day of a busy professional. How many of them do you think are 
proactively working out ways to engage with their market rather than reactively dealing with their 
day-to-day challenges? What markets do they choose? How do they make sure they keep in 
touch with their prospects? How intentional are they when they get in front of someone? By 
providing a mechanism to do this, you will greatly increase their chances of success. Any small 
action on your part will make a difference.  
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What next? 
 

The key is to communicate with your revenue generators, and in many instances to ‘call the 
elephant in the room’. Have the conversations which clearly outline your expectations for them to 
choose a particular market, area of expertise (problems that they specifically can solve) and find 
a way to elegantly get out there and position themselves accordingly. Then provide them with the 
support to do so, both in terms of giving them the bandwidth and the space to focus on this, and 
the resources to make it happen. This might be as simple as investing in one of the many 
powerful online repositories of industry information (eg Harvard Business Review). 

My obsession is partnering professional services firms to support their revenue generators in 
becoming more commercially successful, and I like to make myself easy to engage. To that end, I 
offer a stepped approach to engaging with me, so that companies can invest in as little or as 
much as suits them at the time. 

 

1. Upgrade – two to three session coaching boosters. 

Sometimes a potent shot of inspiration is all that is required to kick start your team into a new 
direction. With Upgrade, your chosen client facing individuals spend two to three sessions of three 
hours each immersing in the following topics; 

1. Neutralising the noise 

2. Inspiring iconic thinking 

3. Crafting a tailored revenue generation strategy 

Personally, I think all three are equally important, and when the focus is on all of them, you will 
certainly see an upgrade in the results. This is tailored in a one on one setting, which means they 
can focus on whatever works best for them as an individual. 

 

2. Tailored coaching/workshop hybrid (including coach the 
internal expert coach) 

We all know how sticking to something like a new diet or exercise regime can be hard over time. 
We start with a hiss and a roar, and then before we know it, we are back to our ‘old ways’. The 
same can of course be said for sticking to a new way of getting out there and getting known. 

By bringing a small and bespoke group of revenue generators together for a day, after they have 
each experienced Upgrade, they can not only share their learnings and experience with the room, 
they can further refine their strategy, based on the valuable feedback and contribution of their 
peers. Additionally, simple peer based rituals and structures can be implemented (eg a buddy 
accountability system) which further increase the chances of ongoing success. This  hybrid 
includes an ongoing support system, delivered via SMS or email to keep the participants on track. 

Another proven option is to incorporate a ‘triangle of accountability’ into your organisation, 
namely, coaching an individual to perform the role as an expert coach in the customer lifecyle and 
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personal ROI methodologies, along with more traditional coaching This tends to work better than 
coaching a line manager, as some direct reports don’t feel comfortable sharing their challenges 
with their boss. The triangle of accountabiilty  refers to (1) the line manager, (2) the internal coach 
and (3) the buddy system/peers. 

 

3. Year long private academies 

Learning communities are powerful, cost effective and enjoyable. The most rewarding element of 
these academies, is not just the inevitable success that the committed participants will attract, 
but the massive level of fulfillment and enjoyment that comes with deep exploration into personal 
and professional development in a peer-learning environment.  

The academies combine the power of classroom learning with the efficiency of an online platform. 
Regular and consistent communication over the 12 months along with structured, gameful 
accountability mechanisms is also a distinct advantage.  

There are other simple structures and rituals, including the customer lifecycle framework, 
quarterly intentions and a buddy structure which will help to keep the participants on track. As 
humans, even with the best intentions, so often ‘life’ gets in the way, and although we can’t 
eradicate that totally, we can certainly go a long way to ensuring a longer term commitment. 

Because of the intense nature of the academies, they will be very limited in number (both in 
number of participants in each academy and number of academies which will be opened in total). 
They truly are the Rolls Royce of supporting your revenue generators to be more commercially 
successful. Return on investment is key for this program (and all programs!); the longer term 
nature and focus on personal responsibility will go a long way to ensuring you get a many fold 
return. 

 

4. One off speaking 

Sometimes the best way to understand the coachability of an audience (like your revenue 
generators) is to expose them to a speaker, and observe the level of engagement. I am available 
as a workshop or keynote speaker on a variety of topics, including revenue generation (speakers 
pack available on request). This might even be as simple as a 20 minute overview at a paper bag 
lunch or sales meeting. 

 

How much are you prepared to support your revenue 
generators? 
 

Time and time again I hear the frustration from business owners or sales directors that their 
team simply needs to be catapulted by a rocket to get into action. By giving them the space and 
the resources to do so, you can ensure that you go a long way to not only supporting them to find 
a revenue generating strategy that produces results, but one that is fulfiling for them personally. 

 


