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ike many businesses, probate entrepreneurs can benefit from communications campaigns that can 

drive business, clients and opportunities toward them.  Unfortunately, many new probate business 

owners either disregard the importance of communications campaigns, or don’t put in the effort 

needed to portray a professional image.  
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A powerful call to action is the single most important part of your 
probate communications campaign 



There are key considerations when developing an 

effective communication campaign for probates 

due to the fact that probate entrepreneurs are 

working with a client base that is generally 

concerned about not only completing their deal in a 

timely manner, but making sure that their best 

interests are kept in mind.  With the idea that scam 

artists are lurking nearby, Executors are quite wary 

about whom to choose to assist with their needs – 

whether they have a residence, antiques, vacation 

home or business to sell.  This is all the more 

reason to make sure that your communications 

campaign is dealt with in a professional manner, 

giving credibility to your business and to your 

reputation.  

 

 

 

 

 

 

 

 

 

 

 

You Will need a Strategy 

Putting together a communications campaign 

requires a strategy.  No mailing, blog or social 

media effort will assist your business over the long 

term if it isn’t part of a consistent, well thought out 

plan to get information out to the community or to 

your target area.  Here are just a few aspects of a 

communications campaign that will position your 

probate business for growth and give you the 

ability to build wealth. 

Know your Audience and your Potential 

Clients 

 

Whether you are considering putting together a 

short-term or long-term campaign, it is extremely 

important to think about who will be receiving the 

information.  Understanding their particular 

concerns and what information they want to know 

is what will turn a simple mailing into a very happy 

client.  Think about their “pain factors.”  Do they 

need a quick sale?  Do they need someone they 

can trust?  Do they need a way to sell antiques, 

jewelry or collector cars?  Are they worried about 

paying for an expensive funeral or medical costs?  

Each of these are areas that you can quickly 

develop into talking points for your print or Internet 

based marketing efforts. 

 

Present a Clean, Clear Message 

 

Before anything is printed or posted to the Internet, 

it is critical to take the time to think about what 

message you want to convey to your audience.  

Once you understand who your audience is, then it 

is time to create your messaging.  Your messaging 

is much more than talking about the features of 

your business.  Sure, you may have been able to 

sell ten homes in the last year and sold several 

thousands of dollars in furniture or antiques.  But, 

your reader is not interested in what you have done 

for someone else, as much as they are interested 

in what you can do for them.  This distinction is 

called “features versus benefits.”  It is much more 

powerful if you can describe the benefits that 

clients will receive from your service than simply 

telling them about yourself.  Remember, people 
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always want to know what is in it for them.  Using 

language that describes the benefit of using your 

services is what will make your communications 

stand out from the crowd. 

 

Length matters – Keep it Concise 

 

In today’s fast paced society, lengthy messages 

simply don’t work.  Not only will your potential 

clients not read them, but they will miss the 

important information that can help them to take 

advantage of your services.  Keeping your written 

text between one half page and a full page is a 

good amount of words – plenty of space for you to 

convey your unique selling proposition without 

discouraging people from reading your information.  

In general, shorter communications, as pithy as 

possible, will more quickly generate leads than 

those that are longer and more extensive.  Save 

the details of your probate business for a one-on-

one conversation.  Once a communication is 

written, let it sit for a while and ask yourself (1) how 

it fits into your overall communications strategy 

and; (2) if there is anything you can omit and still 

maintain the strength of the message.  This 

process will help you to gain a high-level 

perspective as well as reduce your information to 

the core selling proposition, giving you strength in 

the market. 

 

Present a Powerful Call to Action 

 

A powerful call to action is the single most 

important part of your probate communications 

campaign.  What is a call to action?  It is a 

statement at the end of your letter, mailing, blog 

post or social media post that asks readers to act, 

to do something, or to respond.  For some businesses 
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Just enter your name and email address and 

click ‘submit’ to receive our newsletter. 
 
 

Name: 
 
 
Email: 



 
 

Give something away 

 

Another way to tackle the call to action 

difficulty is to offer a freebie with contact 

information.  Many companies have 

found this to be an effective strategy to 

collect contacts.  If you have written an 

article, blog or white paper on dealing 

with a probate or how to sell probate 

assets, then offer to send potential 

clients a copy of the article if they will 

provide their contact information.  This 

gives potential clients an opportunity to 

learn more about you and your business 

in a way that is non-threatening and 

allows you to collect data on them in the 

process.  If you do choose to give 

something away, make sure that it is 

offered via instant delivery.  A delay in 

receiving the freebie can be problematic 

and can cause you to lose customers, 

especially in a trust-based business like 

probate investment. 

a call to action may involve asking for contact information to receive a white paper on a service or a product.  

For others, it may involve asking for an email address to be added to a newsletter.  In the probate industry, a 

strong call to action is the final step before potential clients actually make contact with you.  Without a carefully 

worded call to action, you may lose business.  Really.  Not only does your call to action need to be carefully 

worded, but it needs to ask for a small, doable step for probate clients.  Smaller steps are more successful 

than more complex calls to action because they don’t require as much time and seem less risky to people who 

want to contact you.  For instance, asking for someone to provide a first name and an email address is far less 

of a commitment than full contact information.  Likewise, when you position your direct mail messaging, asking 

for someone to either call your cell phone or send you an email gives them options to receive more 

information.  In the probate industry, developing a sense of trust with your potential clients is critical.  

Therefore, keep your call to action doable and appropriate. 
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Provide a Polished Story   

 

Different people are better at different things.  If you not good at writing, then hire a local freelancer to help you 

to craft your message.  Why is this important?  Business communications that are filled with grammatical, 

spelling and syntax errors can actually prevent people from contacting you because they are concerned about 

your professionalism and your attention to detail.  Getting help in putting together your probate mailings is a 

wise investment into your business and your reputation.  This becomes even more important when you are 

developing communications that may be directed at other professionals in the probate arena, such as 

attorneys, accountants, funeral directors and ministers.  Putting your best foot forward is a much better 

investment in building wealth through probate than one that is quickly and sloppily done. 

 

Say thank you.  Manners matter 

 

Saying thank you, even if it is an automated 

communication after a potential client submits data says a 

lot about you and your business.  If you are using a direct 

mailing piece and you do get a response, having a pre-

printed “thank you for contacting us” or “thank you for your 

business” postcard can be an easy and inexpensive way 

to show your appreciation.  If you decide to use a thank 

you note as part of your communications campaign, then 

make sure to include the contact information for your 

probate business and a short line about the services that 

you provide.  That post card may be the one item that 

clients keep for the long-term. 

Use Multiple communication streams 

 

With changes in technology, effective commu-

nications campaigns are more than just the direct 

mail pieces of the past.  Smart probate 

entrepreneurs take advantage of all different 

forms of communication in order to expose their 

services to the market.  Some of these 

communication streams may include direct mail,  
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THANK YOU 



blogs, white papers, articles, social media, email campaigns and letter-based mailings.  No matter which 

option you choose, taking advantage of the different options will give you more exposure to different groups of 

people which will drive your business forward. 

 

Define a Structured, well Disciplined Approach to your Messaging 

 

In every business, including probates, regular marketing efforts can be surpassed by the core business 

functions that need to be handled every single day.  Given the fact that many Executors are simply not ready 

to disperse with their loved one’s personal items immediately, having a regularly timed communications 

system makes sense.   An ideal time frame for communications is about thirty days.  If you are reaching out 

each month, you will have an opportunity to stay in touch without hounding potential clients.  Remember not to 

send the same exact mailing each and every month, as this can make your efforts look mechanical.  Sending 

out these mailings – whether through email or regular mail – for six months to one year is a good amount of 

time.  

 

Implement a Professional Looking Communications Campaign 

 

If you are truly interested in building wealth through a probate business, then marketing your business with a 

professional looking communications campaign can make all of the difference.  Though many business 

owners believe they don’t have the time to put together a strategy, they are missing out on many viable leads 

and opportunities.  Today’s communications campaigns can take a multi-faceted approach, using both online 

and traditional options to get in touch with Executors.  Working with these individuals means that having an 

excellent communications campaign is much more than sending out an occasional postcard.  Making sure that 

you understand who your target market is, offering clear messing in a short form for technologically 

overwhelmed clients and spending the time to carefully proofread your work are just a few of the steps that 

can help your efforts to create success.  

 

Contact Us for Help with your Probate Program 

 

At US Probate Leads, we offer a range of lead generation and communications tools specifically designed for 

probate entrepreneurs, including software that can help you to design, track and automate your own 

communications campaign.  For more information on our products and services, or to learn how we can help 

you to build wealth through probates, visit www.usprobateleads.com or call us at (877) 470-9751. 
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