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A group representing the next generation of eager young law firm marketers converged on Denver recently to participate in the Legal Marketing Association Boot Camp 2004 – “Roadmap to Your Destination – Legal Marketing.”  
Seventy-five attendees and speakers came to the Mile High City from all four corners of the contiguous United States -- Maine, California, Florida and Washington State – and many points in between.  When they returned home, their briefcases and brains were stuffed with new skills and tools to help them make a difference in their firms and in their regional LMA chapters.
Boot Camp 2004 was presented by the LMA Education Committee, represented at the event by chair Linda Hazelton of Hazelton Marketing and Management and committee member Lisa Simon of Prescient Communications.  The conference was held Sept. 17 at the Hyatt Regency Denver.

Boot Camp 2004 consisted of four in-depth presentations followed by an informal panel of experts.  Each of these sessions will be reviewed more extensively in an upcoming article.  A reception, sponsored by the Rocky Mountain Chapter, was held the evening before – offering a chance for the “recruits” to get acquainted before Boot Camp began.
The subject of “Marketing to current clients” was covered by David Freeman, founder and CEO of Whetstone Consulting.  “Among active clients, focus your firm’s efforts on the top 20 percent by revenues,” said Freeman.  “In addition, pay close attention to smaller matters for major companies with large books of legal business and companies within industries that you have targeted for growth.  And don’t ignore dormant clients; remind them periodically that you are still interested in their business.”
Participants took a close look at excising the fat from law firm marketing budgets in Deborah McMurray’s presentation, “Marketing:  Are you spending or investing?”  “It is never easy going after the ‘sacred cows’ that exist in each and every law firm budget,” said McMurray.  “However, this must be done.  In today’s economic climate, intelligent reallocation of existing resources is essential if law firms are to make sound investments in their strategic marketing initiatives.”
The unique personality type of the lawyer and, by extension, the law firm was analyzed for newcomers to the field by Merrilyn Astin Tarlton.  “You must understand that law school creates individuals who make decisions based on precedent, find flaws, compete, cross examine, need to be right, argue any position, use words as weapons, avoid risk, leave no evidence – and argue,” said Tarlton.  “To be successful, you must learn to understand and work with this personality – and not take it personally!” 
Mark Maraia and John Mitchell, who have coached thousands of lawyers in selling and networking skills, discussed the design and implementation of individual and group marketing plans – with a special emphasis on the implementation.  “Lawyers like to use planning as a delay tactic,” said Maraia.  “Your role as coach is to conclude each and every session with a clearly defined action plan.  Focus on just a few key things at a time, follow up, and provide accurate and ongoing feedback.”
Boot Camp 2004 was sponsored by Hubbard One and the Thomson family of companies, the Association of Corporate Counsel, Corporate Legal Times, ContactEase, the Denver Business Journal, the Rocky Mountain Chapter of LMA and Total Printing Solutions.
