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Many of us in the legal marketing profession are quite familiar with the core differences between those who market law and those who practice law.  Marketers are risk-takers, always looking for “the next new thing.”  Lawyers are cautious, always looking for successful precedent.  These differences can lead to some interesting give-and-take over marketing initiatives.
One way to satisfy your precedent-hungry lawyers is to provide them with a copy of Marketing Success Stories:  Conversations with Leading Lawyers.
Just as we attract new clients to our law firms by demonstrating that we have done similar work for companies like them, faced with similar issues, in similar industries, we can persuade lawyers to market by demonstrating how these techniques have worked for lawyers like them, facing similar problems, in similar areas of practice.

In other words, we show them successful precedent.

Each of the stories stands alone, so this book is an easy airplane or waiting room read.  Throw it in your briefcase and sample as many or as few as time allows.

Some of the stories are substantial and provide the theory behind a lawyer’s approach to marketing.  Others are just a page or two long.  In fact, some are so short that they don’t seem to add much to the “conversation” on marketing that the book implies.
Authors Hollis Hatfield Weishar and Joyce K. Smiley have collected first-person marketing stories from a wide range of successful lawyers – mostly outside counsel, but a few in-house counsel and consultants as well.

Weishar is president of Hollis Weishar Marketing in East Greenwich, Rhode Island.  Smiley is president of JKS & Company LLC of West Palm Beach, Florida. The book, an updated 2nd edition of a version originally published in 1997, is published by the Law Practice Management Section of the American Bar Association; it can be ordered online in the www.lawmarketing.biz Professional Marketing Store.
Of the 46 contributors, only 10 are women -- which is somewhat disappointing from a target-audience perspective (most legal marketers and at least half of law students are women) but probably not out of line with the “successful” level of the legal industry, where most are currently men.  Let’s all hope for more successful women by the time the 3rd edition comes out.

In their introduction, the authors present eight common recurring themes:
-- Lawyers are willing to share their good ideas with other lawyers;
-- Rainmakers have one thing in common:  They understand the power of relationship building;
-- Effective marketing might require a combination of tactics;
-- Marketing takes time, attention, planning, money and commitment;
-- Providing a high-quality legal product and outstanding service is still the number-one marketing technique;
-- To be successful, you must first know your client, your market and your area of expertise;
-- Marketing strategies should be focused upon existing clients first; and
-- Rainmakers enjoy their work.

A section on niches, in particular, provides some personal stories that can be used to persuade unfocused lawyers or law firms that they can be much more successful by concentrating on a given niche – for example, equine law, Spanish-speaking plaintiffs in need of PI, Indian law and gaming, and Colorado/Texas interstate transactions.  A number of the lawyers carved out these successful niche practices within larger, full-practice law firms.
Those who have worked with lawyers and law firms for a while will not find much new content in this book.  The themes are classic and oft-repeated.  What is new and useful is the format – personal success stories told by lawyers, to lawyers.  Their enthusiasm about the theories and tactics of legal marketing leaves the reader charged up and ready to “do” marketing.  Don’t we all know lawyers who could use this kind of inspiration?
