Legal marketing:  Whose job is it?

With more than 700 legal marketers in town this week for the 2010 Legal Marketing Association Annual Conference, one question is sure to arise – who job is it to market law firms and lawyers?

Is legal marketing the job of a non-lawyer marketing professional or is it the job of the lawyers themselves?  Or both?
In today’s highly competitive legal environment, law firms and lawyers understand that they must aggressively market their services.  At many firms, lawyers prefer to pass this responsibility along to marketing professionals who report to a managing partner, administrator, marketing partner or marketing committee.

More and more lawyers, however, are beginning to understand that they need to become directly involved in marketing – on behalf of their firms, their practice groups or themselves.  Because legal marketing is not something they learned in law school, lawyers are turning for help to organizations like LMA.
The Rocky Mountain Chapter of the LMA makes a focused effort to reach out to local lawyers as well as marketing professionals.  As a result, hundreds of local lawyers have attended and benefited from the group’s monthly educational programs.

“Legal marketing cannot succeed without the direct involvement of marketing lawyers as well as business development professionals,” said Emily Keimig, marketing partner at Sherman & Howard.

“Whereas marketing staff can help with strategy, tactics, tools and training – setting the state for the development of new business – it is up to the lawyers themselves to actually create and foster existing and new client relationships, said Keimig.  Keimig is not attending this event, but has attended the Marketing Partners Forum.
This opinion on the value of marketing to lawyers is shared by Amy Hansen, shareholder and chair of the marketing committee at Otten Johnson.  “I plan to attend the LMA Annual Conference in Denver to learn more about legal marketing and best practices – so that I can share this information with my committee and my firm,” said Hansen.
Many lawyers mistakenly believe that they must be stereotypical glad-handers in order to bring in new business.
“In fact, there are many, many ways for even the most shy or introverted lawyers to be rainmakers – for themselves and their firms,” said Ross Fishman, a lawyer, conference presenter and president of Fishman Marketing in Chicago.  “Each lawyer can find an activity that matches his or her own personal style.  What rainmaking boils down to is not self-promotion, but how we as lawyers can be most helpful to those who need our help.”

At Moye White, individual lawyer marketing efforts take precedence over firm-wide campaigns.  To provide ideas, tools and motivation for each lawyer to become a marketer, the firm’s 45 attorneys are invited to attend monthly business development seminars presented by Mark Beese of Leadership for Lawyers.
“Our marketing budget is devoted to direct client contact and development efforts,” said Lorri Salyards, executive director at Moye White.  “A lawyer with a marketing idea must meet three criteria before funds are awarded – (1) explain the purpose of the project, (2) explain how it will be carried out and maintained, and (3) explain how success will be measured.  Based on this model, we have made awards ranging from $2,000 to $45,000.”
LMA Annual Conference reaches out to lawyers
The vast majority of those attending the LMA Annual Conference will be non-lawyers.  The 2009 Conference attracted marketing coordinators (11 percent), managers (24 percent), directors (34 percent), chief marketing officers (18 percent), and miscellaneous (13 percent).  Included in this last group is a mix of law-firm administrators, consultants – and a small number of lawyers.

Of the 125 conference faculty for the 2010 Conference, 16 are practicing attorneys (11 at law firms and five in-house counsel).  The remaining speakers are marketing and business development professionals and consultants

“Managing partners and lawyers often attend another conference, Marketing Partner Forum,” said Larry Bodine, a lawyer and marketing consultant who is in town for the LMA conference.  “The title alone lets them know that the program is designed to meet their particular needs.
“Lawyers also attend the Legal Sales and Service Organization conferences,” said Bodine.  (LSSO is sponsoring a full track of business-development programming at this year’s LMA conference.)
For the 2010 Conference, LMA is making a strong effort to attract more lawyers -- marketing partners, members of law-firm marketing committees and client teams, managing partners and individual lawyers who want to market themselves more effectively.

For the first time, the 2010 Conference will offer a full-day session (with 9 general CLE credits in Colorado) – Just JDs -- designed exclusively for lawyers from firms of all sizes.  The program, put together Ross Fishman, has 25 lawyer-registrants.

“We were hoping for higher attendance for this inaugural program,” said Fishman, who is also a lawyer.  “We had interest from lawyers as far away as Australia.  But the economy has had its impact on the travel budgets of lawyers as well as marketing professionals.
“I’ve hand-picked each of the expert speakers for this program,” said Fishman.  “I feel strongly that Just JDs is the most practical and effective single-day marketing program ever offered for lawyers – at any conference.”  For conference attendees, this program is $495 extra.  For lawyers who want to attend this program only, the cost is $595.
In an additional effort to attract more lawyers, LMA is partnering with the Colorado Bar Association, which promoted the conference (and a discounted rate to member lawyers) in its newsletter, and the Association of Corporate Counsel, which is providing panelists for a general session of law firm clients and a working group roundtable.
For the first time, the 2010 LMA Annual Conference offers a wealth of relevant programming – right down the street -- for Denver lawyers.

