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You’ve heard of speed dating and speed networking – but what about speed marketing?  
The Rocky Mountain Chapter of the Legal Marketing Association recently adapted the format of “speed” networking for social and business purposes to a “speed” exchange of marketing tips among local lawyers, legal marketers and legal consultants.
Each of the 40 participants was asked to come prepared with a good idea to share.  Participants then paired up, traded business cards, took turns exchanging tips (two minutes each), and then (to the tune of a buzzer) changed seats for a new marketing encounter.  The event was held July 14 at the Ritz-Carlton Hotel in Denver.

Among the wide-ranging tips:
· Event-planning.  Use an application like Cvent to manage and follow up upon your events.  Prior to Cvent, it took nine months for this participant to collect payments; now 95 percent use a credit card to pay before the event.

· Client law school.  Create a “client law school” that covers important issues and is free to clients, potential clients and referred parties.  Supplement these sessions with free packets of useful information.
· Public speaking.  To promote your firm’s expertise in a certain area, have lawyers speak at events – hosted by you or someone else.  Let your clients and prospects know about the event and offer them a discount to attend.  Use the research and presentation to create an article for print or online publication.

· Collaborative marketing.  Collaborate with clients, community organizations, vendors, service providers or even other law firms to co-sponsor your marketing efforts.  Not only do you add the strength of their brands to yours, you also strengthen relationships and save money.
· Community involvement.  Encourage each professional at your firm to participate in one activity in each of the six areas of community involvement:  arts and entertainment, civic, political, professional and business, religious, and social welfare.  Imagine the network you can build with all of these new connections!
· Better bios.  Build professional bios that carry their weight as persuasive marketing materials, not boring lists of credentials.  Use case studies to indicate values and demonstrate how this professional solves problems for clients.  Once you are happy with a profile, post it to a wide range of social media so that each professional “owns” the first page of a Google search on his or her name.

· Video bios.  Supplement your online text bios with video versions.

· Follow-up.  In the Legal Business Development Desk Reference, Jim Hassett discusses the six steps of business development/consultative selling.  The most critical – and most often ignored – step is follow-up.  Show your value after a sales call by sending along a relevant article.
· Discussion points.  Discover at least one common interest with each person you meet – a hobby, passion, business objective, community activity, etc.  Build a personal relationship on the basis of this shared interest.

· Face-to-face meetings.  In this day of social media, do not ignore the time-tested value of a face-to-face meeting with a colleague or a prospect.  Instead of sending an email, walk down the hall or get together for lunch.

· Recruitment.  On your Web site, provide short video interviews with professionals and key staff.  Post photos of personnel and provide a PDF of your recruiting brochure.  Fun and interactive tools are critical to attracting the next generation of job seekers.
· Cross selling.  Create a process by which leaders in the various practice areas are scheduled to meet, one-on-one, to discuss their areas and clients with each other, build trust and discover opportunities for cross-selling.  Hold them accountable and measure results.

· Mini-lessons.  Attend practice area meetings and give short marketing presentations on subjects like networking, mentoring or tracking referrals.  Even attorneys and accountants are willing to listen for ten minutes!

· Associate coaching.  When it comes to coaching associates, one size does not fit all.  Customize a path for each individual.  Some lawyers are more comfortable as subject matter experts, and should be encouraged to write, speak or teach.  Others are more naturally firm ambassadors, and should be encouraged to join meaningful groups and network.

· Stress management.  The law can be a stressful profession and law firms can be stressful places.  Your attorneys will achieve greater personal and professional success if you provide them with training in stress management.

· Calendars.  Create desk calendars for clients.  Ours are so unique and special that clients call and ask for extra copies each year.

· Thumb drives.  Load your digital brochure or a video on a thumb drive as a promotional give-away.

· Blogs.  Create and maintain a blog to continuously demonstrate thought-leadership to a target audience.
· Martindale-Hubbell.  Join Martindale-Hubbell Connected – a professional networking and online community for lawyers and legal professionals.  Use this tool to search for and meet targeted in-house counsel..
· LinkedIn.  Post a profile on LinkedIn, build a network and join groups.  Use LinkedIn to search for connections within targeted companies and industries.

· Website Magazine.  To keep up to date with all things Web, including SEO, SEM, design, development and ecommerce, sign up for a free subscription to the quarterly Website Magazine.
· Diversity.  When using forms to collect data on diversity, create a list with a broad range of categories and ask candidates to “check all that apply.”  That provides options for those who do not fall neatly into a traditional category.

· Media coaching.  Media coaching prepares your attorneys to interact confidently with the media – about their own cases and areas of expertise, or those of others.

