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PERSPECTIVE

Legal Marketing When Funds Are

k, the economy stinks and, as a result, law firms are asking
tough questions about marketing. Some firms, in a cost-con-
trol panic, toss every dime they can lay hands on into the eq-
uity pool, figuring that, if they can just keep per partner profits
marginally higher, their best people won't rush for the exits.
Their question about marketing: Should we be spending money on it at all?

Elsewhere, cooler heads are also taking a sharp look at marketing
budgets but with a different slant. They've seen waste over the years and
instances when time and cash outlays did not generate visible returns.
But these firms know that, no matter how bad the market, you have to
give something to get something. Their question about marketing is very
different: How should we be spending money to maximize our bang for the
buck?

It's a question that demands three essential steps. First, eliminate
inessential activities that waste precious dollars. Second, invest more
time and money in the marketing initiatives that do provide good return
on investment. Third, and very important, take very practical, very specific
steps that ensure full benefit from these tried-and-true activities.

Most firms will continue to have Web sites, do e-mail blasts, send their
lawyers to conferences, etc. - so why not leverage these ongoing tools for
maximum return, especially in a marketplace as resource-challenged as
today's?

Among these standard activities, none provides a better practicum for
such leveraging than the presentations and speeches your lawyers deliver
at pr nferences, client-sponsored programs, and your own
firm-sponsored seminars. Too often their participation is a one-off with
none of the preparation or follow-up necessary to generate business.
Conversely, mastery of the best “event marketing” practices will carry
over into other marketing areas as well, helping to create a real marketing
culture in the process.

There are two dimensions to every presentation: the material being
presented and the business reason for presenting it. The latter deserves
at least as much preparation as the actual content of the speech or panel
discussion; in fact, more so, as the marketing impact depends on many
careful logistics. Among those logistics:

Send invitations on your own letterhead/e-mail even if one has been
separately sent by your firm. Doing so can boost attendance as col-
leagues and prospects who might not attend an institutional event may
want to attend one they identify with you. From a marketing standpoint,
it's also a reminder of your expertise on the presentation topic.

Your firm should arrange to contact all sign-ups with a reminder a week
ahead of the event. Call your own contacts a week before as well.

Circulate an internal note urging others at your firm to attend the pre-
sentation, wherever it is happening. Marketing staffers should attend as
well, as that can only help them promote and follow up on the event.

Obtain the most up-to-date attendee list and assign each attending
attorney and professional support person from your firm a group of “must
get-to-knows.”

Encourage attorneys from other practice areas to send invites to their
clients. The presentation may be valuable for those clients too, or they
can pass the information on to others in their company or organization.

Think of the temporal and spatial dimensions of the event in military
terms. To maximize the long-term marketing impact, your own people
need to be in the right place at the right time, and you need to engage
the “other side” - those with whom you want to develop relationships - as
strategically as possible. To these ends:

There should be at least one attorney from your firm at each table, if at
all possible, so that every audience member can be potentially engaged.
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To avoid redundancy, no more than two attorneys
from your firm should sit at the same table.

Introduce your colleagues before, after, or, if
appropriate, during the presentation itself. The goal
is to mine for cross-selling possibilities. You may
find a pretext for introducing them in your speech.
For example, “This whole related area of sick
building litigation is also important...my colleague,
Don Jones who's here today, specializes in these
cases...Don, please identify yourself in case anyone
in the audience has a question for you after the
presentation....”

During the presentation or panel discussion, be
on the lookout for opportunities to mention one or
two relevant successes you and your colleagues
have had. Do so, of course, in proper context, with-
out being obviously self-promotional.

Any subject matter-related pretext for future con-
tact is worth pursuing. For example, refer once or
twice to an event, opinion, new legislation,
etc., and say, “if you want more informa-
tion on this, leave me your card.”

Or consider distributing a simple
survey on a substantive matter and
promise to send the results to the
attendees.

Make sure you ask the prospects
you meet if it will be okay to contact
them in the near future. It's called
“permission marketing.”

All these preparations and tactical ma-
neuverings are for naught unless you follow
up, follow up, and follow up some more. In
particular:

All contact information from the cards you've
collected should be entered into your CRM or
other contact database.

Find pretexts for direct phone calls, including
lunch invitations to those event attendees in your
area.

“Merchandise” the presentation: i.e., post the
speech to your Web site, send it as an e-blast, and get
it to journalists who may be covering related topics.

Identify prospects not at the conference, but who
you know are involved or interested in the subject
covered. Send them highlights of the presentation.

If it was a third-party or association-sponsored
event, identify ways in which you can further partici-
pate in that organization’s activities, including profes-
sional initiatives, pro bono activities, and additional
presentation opportunities.

No doubt, other best practices may occur to you.
Generally speaking, if it seems they'll be helpful to
your prospects, they're worth doing. As with all good marketing, put your-
self in the other guy's shoes. What kind of outreach would you appreciate
if you were an audience member? What would maximize the value of the
event for you?

It's common sense - but uncommon common sense.

Some firms, in a cost-control panic, toss every
dime they can lay hands on into the equity pool,
figuring that, if they can just keep per partner
profits marginally higher, their best people won’t

rush for the exits.
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CAREER SPOTLIGHT

LITIGATION ATTORNEY

Successful Napa AV rated law firm seeks to
immediately hire an associate for construction,
real estate and general civil litigation. 2 years
litigation experience preferred but will review all
applicants.  Competitive salary and benefits.
Send confidential resume, sample of work and
salary requirements to Murphy, Logan, Bardwell
& Loomis, P.O. Box 5540, Napa, CA 94581; fax
(707) 257-6479; or email Llamas@mlbllaw.com.
Please call to confirm receipt of resume.

Stockwell, Harris, a growing
firm, seeks attorney with minimum 2 years
workers compensation experience. Very
competitive salary; DOE; Good benefits;
Collegial atmosphere; great location in
Downtown SF near Montgomery Station.
Email resume to: jf@shww.com

ORKERS' COMPENSATION
DEFENSE

defense

SELMAN
SBREITMAN

ATTORNEY

We are hiring and we need you on our team.

Westside LA firm is looking for the several

attorneys:

« Attorney with a minimum of 2 years
experience in handling insurance coverage
matters including GL, CD and other general
lines of coverage; and

« Attorney with 3-5 years experience handling
insurance defense and CD litigation including
all aspects of defense work.

We provide an excellent salary and benefit pack-

age as well as an exceptional growth environ-

ment for lawyers. Please e-mail your resume to:

Icox@selmanbreitman.com or fax your resume

to: L. Cox at 310-473-2525.

SUPERIOR COURT,
SOLANO COUNTY

STAFF ATTORNEY
$71,559 - $86,980 annually + benefits
FED: 11/13/2009

Reqgs: Graduate from an accredited school of
law; active member in the SBC & 0 -2 yrs exp.,
in professional civil, or criminal legal practice.

Must complete an official court application,
submit a resume and writing sample. Please
visit www.solano.courts.ca.gov for the full
announcement and application

PARALEGAL

The Federal Public Defender for the Northern
District of California is accepting applications
for the position of Paralegal, to be stationed in
San Jose. The Federal Public Defender operates
under the authority of the federal Criminal
Justice Act, to provide federal criminal defense
services by court appointment to individuals
unable to afford counsel. A full description of the
Defender's office and its work can be found at
www.ndcalfpd.org. Duties for this position
include providing case management support on
complex cases; assistance in the development
and presentation of evidence in court
proceedings; some field investigation; and
litigation support at evidentiary hearings and
trials. Applicants must possess strong analytical
abilities, with experience in the organization,
review, analysis and presentation of complex
cases or cases with extensive discovery.
Computer experience is required, and proficiency
in _litigation support and case management
software is strongly encouraged. Applicants
should demonstrate good interpersonal skills as
well as oral and written communication skills.
Criminal defense work, federal court experience,
and trial preparation experience is helpful but not
required. To qualify, the applicant should have a
college degree and/or paralegal certificate and
two years of paralegal or equivalent experience.
Salary is based on the Judicial Salary Plan and is
commensurate with experience. The position is
subject to mandatory electronic fund transfer
(direct deposit) for payment of salary.

Please submit a resume, writing sample, and
three references to: Barry J. Portman
Federal Public Defender
Federal Public Defender's Office

NEED NEW
BLOOD?

FIND ATTORNEYS,
PARALEGALS,
SECRETARIES IN
THE DAILY JOURNAL
CLASSIFIEDS.

450 Golden Gate Ave., Suite 19-6884
San Francisco, CA 94102
Applications will be accepted through 11/23/09.
THE FEDERAL PUBLIC DEFENDER IS AN
EQUAL OPPORTUNITY EMPLOYER.
WOMEN AND MINORITIES ARE
ENCOURAGED TO APPLY.




