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How to Supersize a Happy Meal Firm Bio
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How do you make a silk purse out of a sow’s ear? Said another way, how can you
transform the tried-and-true �rm bio into something more than a ho-hum template
piece of writing that resonates with clients and prospects?

** MarketingWorks: an Online Exclusive column ** 

A Little Back Story
Recently, I was asked to provide a quote on what it would cost for me to rewrite bios
for seven partners of a fairly large local �rm. I took a look at the bios and then called
the marketing director to discuss. The director told me the partners wanted the bios
rewritten and freshened up to coincide with a website redesign. But there was a
wrinkle. The director confessed that most of the practitioners didn’t have a whole lot
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to talk about in their bios other than the usual stuff — their titles, job description
and previous work history.

Pretty boring, to say the least, but it’s a dilemma I know many �rms also face. It
seems there were no outside activities or interests, very few speaking or teaching
engagements, and little else to showcase expertise and knowledge. While I found this
a little hard to believe, the director said it was true because the director had tried
rewriting these with minimal results.

Actually, I think several dynamics were going on. First, I’m not sure the director
“dug” deeply enough with each partner to truly discover some of the hidden gems.
Second, the partners may not have taken this exercise seriously enough. Either they
hadn’t been schooled in the importance of discussing their experience and
intellectual capital, or perhaps they didn’t really care at all about having a bio in the
�rst place.

I can only guess as to the actual why, yet it got me thinking about all the creative
ways to take a bio that is a Happy Meal, at best, and make it supersized. No matter
what size �rm you are … or what each person may do beyond the �rm’s physical
borders, here are a few tips.

Apply Themes to Your Bios
Instead of the traditional bio, come up with a theme that might also be included
throughout your site or in your marketing materials.

One �rm, for example, referred to each one of its partners as super heroes. I found
this out quite by accident when I was interviewing the managing partner about his
company. The interview was … well, a little mundane, but my ears perked up when
he referred to his director of IT as the “Green Hornet.” It turns out each partner and
director had a superhero nickname, so each bio was written with this in mind. Here’s
part of one for an example:

John Smith, CPA — “Superman”

Able to leap tall buildings in a single bound, John Smith, director of IT for XYZ �rm, offers a
unique approach to helping his clients manage their IT function. He avoids using
Kryptonite in lieu of sound business continuity best practices. When he isn’t saving
companies from backup failure, he can be found volunteering his time at the local animal
shelter where he uses his X-Ray vision to ensure all animals are safe, cared for and adopted.
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If you see another �rm with a great way to handle its bios, reach out to the �rm to
ask if you can borrow their idea if, of course, they are not in the same geographic area
as you are or if you compete with them in any other way.

Write Bios as Q&As or Complete the Sentence
Another alternative is to treat each bio as a question-and-answer session or
complete the sentence exercise. List the person’s name, title and description of what
he or she does at the top of the bio, and then follow with something like this:

What energizes you about what you do?
What’s your favorite client success story?
I’m happiest when I can ___________ (and apply the answer to a business case).
I like to help others because ____________ (discusses volunteer activities).

If your �rm is a little more adventurous, try to get creative with your questions or
statements:

Clients are like my favorite book, “Lonesome Dove.” I like to see them ride into the
sunset with blue-sky ideas on how to build business and in�uence their customers.
It’s 4  quarter, �rst and 3 at the 5-yard line. I help my clients win the big game by
giving them access to our �rm’s portal, or the technology they need to interface
with us on their time, not ours.

Get the Managing Partner’s Buy-In
I’m sure you were expecting other creative ways to write a bio. Do some research on
your own online. There is, however, one step that should be intuitive, but often it’s
not.

I know some managing partners who know activities like bio development needs to
be done, only to agree with the partners that their time could be better spent in
billable activities. You absolutely have to get buy-in from the very top in order to get
the partners to fall in line and participate in this or any other marketing activity. In
some �rms, this happens organically because the managing partner sticks to his or
her foundational beliefs to make the most of marketing in order to retain clients and
get new ones. After all, isn’t that the point of this whole exercise?

Don’t Forget the Goal

th
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I can’t overemphasize the goal around writing great bios, and I don’t mind repeating
myself. The goal is to retain current clients, convert prospects into clients and mine
your database for referrals. A bio, however disguised, may indeed present little more
than title, job description and other facts. However, it is intended to serve a very
important purpose as a calling card. If you energize your bios, I guaranteed you’ll see
results.
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