
I BLAND, POMP,
STALEY, STOLID

& F'RUN,IP

fuafooal lr""*
Salh/ /, Sehtuatt:

/aat,77/a6p

-

Since the la*yers at Bland, PomP

have not done marketing planning ro

arrv great extent in the pasc, the most

inrportant - ln, l  most di l f icult-  : ts-

ne l  r r i l l  bc  s i r nph  ac r r i ng  i t  t l un t
' fhcre[ur(. 

I  \ug]{c\t  thcv Proceed
* i th the l imited ( i .e.,  inrernal l-v gen-

erared) information avai lable to de-

velop a marketing action Plan for

1c191 $,hich scrs our specif ic, tacrical

act ion i tems uhich the lauvers can

inrplement and, presumablv'  evalu-
etc. [n addit ion, I  recomn]end that

thc f irm esrabl ish a nrethod of ac-

countabi l i tv for marketing efforts.

Sa//v J. Stlnidt is tl( Pt"sidulr oJ So/1.1'
Sliih Cot,r,lrirtg. ln'.. h Bnnsaillt.
llinanu. Sht i.r a fottwr it-lon', laa

li nt rut rfu ti ttg tli rzttor.

(]eneral Eisenhorver once nored
' 'P lann ing  is  ever r th rng :  P tan .  a r i
nuthing. While he mat have erag-
gerared the distinction- I believe it is
extremely important to have plans in
u riring-the planning process alone
i :  inv l luab le ,  an . l  inc ludes  a  ' i rua t ion
rn : rhs is ,  i Jen t i f i ca t ion  u I  ker  i rsues .
and a s'rirten plan of action. 

'fhese

sections are ourlined belorr'.

I. SITUATION
ANALYSIS OF
BLAND,POMP

A, STRENGTHS
Fifrh-largest firm in region
Washington, D.C., presence

Good leverage
Relativell high re\ enuc generxtcd

per la$ryer
Outstanding larvyers
Reputation of f irm
Outsranding clienrele
Collegialit l , (based on red\onable

d i \c r (panc ic \  in  par tner  earn ing ' .
lockstep-based partner compensation
svstem)

B. WEAKNESSES
Re l i r nce  on  t he  t e  l ecommun ica -

Lockstep svstcnt/bonus prrol doet
nor clearly communicate s'hat gets
re\l'aroeo

Reliance on out-of-torvn referrals
for business

Overallrevenue tlat
Corp<,'rate deparrment i\ on thc

decline
Arrkrlard size of the firm (percep-

tion on behalf of the lau'yers)
Reliance on three partner' lcrr rhe

majoritv of rvork

C, OPPORTUI{ITIES
Washingron, D.C., exPansion
Smaller, locall-v orlned businesses

and entrepreneurs
Parochial nature of Midrlest

D, THREATS
Large narional f irms "Pening of-

fices in Midtorvn: potential reduction
in la*,yer referrals; threat of losing
goot l  ra inmakers  and la$ve l '  to  na-
tional f irms establishing offices here

Slos dorvn in the telecommunica-
tions industry

Loca l  compan ies  be ing  Purc  hared
by our-of-to$ n entities

Re l iance on  Mr .  Counr rvc lub  fo r
referrals; his age (63)

II. SUNIIVIARY OF KE\-
ISSUES' lhe rhree ke-v issues, g'hich are
reflected in the marketing goals our-
l ined belorr', seem to be:

1) Reraining existing clienrs, re-
ferrals, and larlyers, given rhe threat
of national lau' f irms.

J t  BLr i ld ine  the  corpora tc  p rac t rcc
3) Generating a greater level of

acr i r i rv  an t l  r i s ih i l i t r  lo r  the  o ther
lag,vers in the firm.

(continued on page 33)
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III. 1991MARKBTING
PLANOFBLAND,
POMP

GOAL l: To ensute that valuable
lau ;ers  -and c l ienrs  - remain  r r i th
rhe firm.

Rationale: The danger that the na-
tional larl f irms present to the firm is
not l imited to rhe po'sible loss o[ re-
ferrals: ir includes a potential threat
to Ihe firm's talented legal staff as
rvell as its existing clients. Anv effec-
tive las firm markecing strateg\ !\ i-.
begin u ith a focus on people and ex-
isting clients.

Strategies/Activities:
l �  Conduct  c l ienr  sa t is fac t ion  in -

tervies,s q,ith the top 25 clienrs of
the firm, ro ensure their sarisfaction
r l i th  the  f i rms ser r i ces .  uncorer  po-
renrial areas of need, and assess their
perceprions of the narional larr [ irms.

l .  [ )eve lop  a  p lan  to  t rans i r ion  ex-
isting clients from good rainmakers
to good client "binders," both to en-
sure proper service and ro free up the
at to rne \s  r ime fo r  bus iness  dere l -
upmeni (..g., Mr. Cable and Mr.
Countryclub).

J. Creare a special rask force t '
studv the firm's partner compensa-
rion system to be certain that the
parrners vierr tht' svstem as fair and
that expectations are understood.

4. Organize an all- lal 'ver retreat,
ro emphasize rhe firm's posirive at-
tributes, communicate irs plans for
the future, and solicit rhe input of
present and potential partners re-
garding rvays to improve.

GOAL 2: To develop additional cor-
porate clients.

Rationale: 
'lhe 

firm needs to de-
velop a qreater hase o[ corporare cli-
ents, borh for ongoing l 'ork in the
corporate area and to replace the ex-
isting clients being raken over or ac-
quired by out-of-tos'n entit ies.
O*ners of smaller, local companies
or entrepreneurs q'i l l  l 'ant a local
firm, u'i l l  need sophisricated counsel,
and eren tua l l y  r r i l l  requ i re  a  fu l l
range of services. The ke.v is to
idenrify businerses rr ith the potential
ro gro\!.

StrategieslActivities;
l .  Create a marketing group for

small businesses, including larvyers
rr irh experience and inrerest in
rvorking u,ith small businesses and
entreprcneurs, and represenringeach
appropriate pracrice area, including
Iirigation. corporate. tax, trusts and
estates, venture capital, elc.

2. Make assignments $'ithin the
group for activi(y and visibil iry in
appropriate organizations or grouPS,
for example. Midrorvn Entrepre-
neurs Aisociation and Midtown

G0AL 3: To expand rhe firm's tele-
communlcauons practlce.

Rationale: Although the industry in
general is in a slos dorr n. rhe firm has
the potential to expand this practice
becausc o[ its small number o[ exist-
ing clients, its significant experience
in the industry, and its Washington,
D.C., capabil it ies.

Strategies/Activities:
l .  Have the accounting depart-

ment develop a "cross-sell ing chart"

Chamber  o [  Ct ,n rmerce  Smal l  Bus i -
ness Section.

3. Identifv a topic of concern to
entrepreneurs and small business
orlners rl irh rr hich the firm has gooo
exper icnce (e .g . .  \en ture  cap i ta l )  and
plan a series of small meetings
(roundrable discu.'sionr) for entrc-
preneurs and small business ou'ners
(maximum of 12 atrendees per
nreetrng).

:1. l)o rrro [r- ' l lor*up mailings t,
rhis targeted group on develop-
ments-legal or general business

uhich are of interest or concern to
them.

5. I,.Jentify a bartk. a venture capr-
tal f irm, and an accounring firm rvirh
strong reputations and experience
u'orking rvith small businesses and
entrepreneurs. Set up informal
meetings \r'ith ke-v people from each
enriry to discuss each other's ser-
vices, areas of mutual interest. or
potential referrals.

on thc threc mljor releconrmunica-
rions clients. 

' l 'his 
rrr-,uld shr-rr th.

percentage of each clienr's revenue
that is derived from caeh tl i l ferent
prac t ice  area  (e .g . .  ta r .  lobbr ing
FCC, general corporate). With this
information Mr. Cable can develop a
plan for cross-sell ing other corporate
se rvices to t here loe al telect-rmmun -
cations clicnts. spccifically br inrro-
duc ing  la r rver '  f iom o ther  spec ia l t ,
areas ro his clienrs.

2 .  Derc lop  a  p lan  ro  p romore  Vr .
Telco in the relecommunications
indus t r r .  inc lud ing  h is  becoming : r t -
t ive in rhe appropriate association of
the telecommunications indusrrl,
speaking hefore eppropriare group:..
antl rrrit ing [ur apprupriate publica-
tions.

GOAL 4: To gain gre ate r visibil icy for
the  f i rm and tu  pos i ( ion  the  l i rm.  and
i ts  la r r re r r ,  a r  good "communicy  c i r -
izens."
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