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half a country away would be a target
for this mailing. And further, why the
otler members of the association
would be appropriate recipients.

For one thing, given the composi-
tion of the group, it is unlikely the
members would have business to
refer. For another, most of them, like
me, are in other states. Even if they
had an opportuniry what percentage
of personal injury rnatters are referred
to lawyers in other states?

Medium and message,Lett pretend
for a moment that the firrn had found
an appropriate list of targets. What
would be the best way to communi-
cate the firm's message? The mailing
consisted of the brochure in an enve-
lope with a computer-generated
mailing label. The brochure was firm-
centric. There was no "call to action."
And it came without the benefit of a
cover letter to explain why I was
receiving it or what the firm was
hoping to accomplish.

Referring business is a very per-
sonal matter. If I have a ftiend who
has been iniured. or a conflict matter
to refer, I want to be sure I put the
client in the best possible hands. An
impersonal mailing does nothing to
give me that comfort.

Follow-up. Quite simply, there
hasrit been any. The odds of the firm
generating business ftorn this mailing
were, at best, scant to begin with.
Without follow-up, the odds probably
dropped to zero,

The personal injury practice (as
with all litigation) relies on timing-

you never know when someone will
need your help. Any successfirl market-
ing effort requires reinforcement of
the message.

Developing a Successful Strategy:
Core Questions
The steps to an effective strategy may
be obvious &om the preceding discus-
sion. To make it easy, howwer, I out-
line below five questions that should
be addressed before launching any
particular marketing tactic, whether
it's an advertising campaign, a newslet-
ter, a seminar series or a Web site.

1.What is your objective? Before em- .
barking on a marketing initiative, you
need to articulate your objective. What
is it that you hope to accomplish?
Having a good objective will allow
you to design an effective approach
and measure the initiative's success.

For example, ifyour firmt labor
and emplopnent practice group wants
to do a written publication of some
t1pe, what is the purpose? It cor:ld be
to keep clients informed of develop-
ments in the law, to position the firm
as leading edge in labor and employ-
ment issues, to keep the fum "top of
mind" in fiont of good targets or even
to generate calls,

2.Who is the target? You must
define, as specifically as possible, the
ideal contact for your marketing initia-
tive, You can do this by title, industry,
size or geography. But do it. If you donl
know whom yor.fre targeting, how will
you know the best way to reach them or
what information to provide?
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Costly Marketing
Mistakes: Don't
Be the Poster Child
I can iust imaeine the discussion tnc
I

I oanners will have a year or so af,er
their direct-mail effort. They will pon-
der all the money spent on printing
and mailing their slick, color capabili-
ties brochure and conclude, "That

didn't work." And they will be right.
Since receiving the mafing in

question, I have felt an urge to edu-
cate law fums about how to develop
marketing efforts that work-or at
least to avoid those that dodt. This
particular campaign could have
served as a poster child for ineffectual
marketing.

A Case Study in Futility
From what I can gather, the personal
injury law firm from another state
sent its capabilities brochure via mdl
to the members of an association to
which I belong. The objective, I sur-
mise, was to generate referrals fiom
other law firms that do not handie
personal injury matters, or perhaps in
the case of client conflict. So what
went wrong? Several things.

Target audience. My first question
was why a marketing consultant (me)
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