
Getting Clients"lnvested" in Your Firm

S  A  L  L Y  J  S  C  H  M  I D  T

client relationship can be a
fragile thing. Company
mergers and acquisitions
usually result in the loss of

clients or a change in client decision
makers. Of course, client consolida-
tion, "partnering" or "convergence"

with respect to legal relationships can
mean opportunities for the winning
law firms-but, as qmics might note,
at a cost, such as price concessions or
gratis "added value" services.

Before you complain about wan-
ing client loyalties, think about your
own efforts toward clients. What is
your firm doing to make clients feel
"invested in"-and, as a result, loyal
to-your firm? And what are your
lawyers doing to invest in their client

i have outlined below some ways
to keep clients close to your firm.

"Voice of the Client" Programs
One of the most important ways to
bind clients to a law firm is to make
sure their input is solicited and heard.
You can seek their feedback on per-
ceptions of your law firm, ways their
relationships can be improved-even
thoughts for your strategic planning.
For example:

Personal interviews. If your objec-
tive is to enhance a client relation-
ship, the best way is through a qual-
itative process like a personal inter-
view. Set up special meetings with
clients to discuss their relationships
with the lawyers and give your firrn
a report card. This is also a good
time to talk about fi.rture issues or
projects in which your firm might
be involved.

Planning meetings. Ask clients to
participate, whether for your firm
as a whole or for particular practice
groups or industry areas. Invite
their comments about trends, com-
petitors, future needs and other
issues that will help you position
your firm for future success.

Focus groups.lf your firm is consid-
ering a specific issue or idea such as
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an extranet, new technology, a sem-
inar series or an advertising pro-
gram, ask some clients to weigh in
before launching it. Designate a
focus group of 6-10 clients or
friends of the firm. Get their
thoughts and suggestions to
improve your final offering and
minimize your risks.

. Clientboqd. Ask a few of your most
important clients to serve on an
advisory board or "kitchen cabinet"
for the management of the firm.
Convene the group twice a year or
once a quarter to have dinner while
you kick around ideas and get sug-
gestions for the firm.

Client Involvement in Firm Activities
There are many firm activities in which
clients can participate. These will lend
credibility to your efforts and will
interest clients in your success. Many of
these activities also allow you to show-
case your relationships with clients and
give you valuable time to work togeth-
er "off the clock." Consider:

Seminqrs. You can invite clients to
cochair firm seminars or serve as
presenters at firm workshops or
symposia. (Participation in activi-
ties like these makes the client look
good, too!)

Newsletters. If your firm publishes
newsletters, ask clients to serve on
editorial boards and perhaps sub-
mit articles. Once again, this helps
clients wit} their own professional
development whiie building your
relationships.

Retreats or meetings. \{hether you
meet as a firm or in practice
groups, you easily can expand your

activity to include clients. Ask them
to make presentations on their
businesses, legal needs and future
plans. lnvite them to serve on pan-
els discussing issues related to legal
relationships. Involve them in sub-

stantive discussions. Or just have
them attend social events.

. Training. You can develop joint
training programs with important
clients (e.g., a CLE program with the
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legal department of a financial ser
vrces company) or invite clients to
attend in-house training programs
your firm already is conducting.

Involvement in Client Activities
Finally, your lawyers should look for
ways to involve themselves in therr

clients' activities whenever possible and
appropriate. Examples:

. Training.If a client has an in house
training program, it may be worth-
while to send the associates who are
newly assigned to work on the client,s
matters for a quick orientation.

| "Looning" attorneys, Another excel-
lent idea is to have your lawyers
work onsite for a client. This help
might be scheduled regularly (e.g.,
two days a week) or in a crunch,
such as particularly busy times or
when a staff member goes on leave.

I Client pldnning meetings. Lawyers
should ask whether it is appropriate
for them to sit in on planning meet_
ings for key clients, to better under-
stand the clients'goals and objec-
tives and be able to anticipate issues.

. Touts. At a minimum, firm person_
nel should visit clients to see the
facilities, meet key personnel and
learn about the clients' products,
services or methods of operation.

a Celebrutions. In particulaq lawyers
should note special client events by
attending open houses when clients
build new oflices, tracking anniver-
saries of companies' formations, and
even recognizing personal events
such as weddings and births.

As a result of rnyriad changes affecting
the legal industry, client relationships
are more precious and precarious than
ever, Law firms must make special
efforts to let clients know their sugges-
tions, relationships and business are
appreciated. Get your clients invested
in your firm! r
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.  
Vhether you're running a

r[m, a depa(mcnt, practice group
or committec, leadership and
management skills don't uecessarily
come naturally.

That's rvhy some of the most
enl ightened organizations in the
legal profession have turned to
Altman lTeil for rhc latcsr wisdom
rD maDirgetrent and leadership.

For nearly three decades
our consultants have helped clients

things law school didn,t
Like managing a sr.rccessful,

growing business.

. Vc offer.the kind of integrity,
objcctivity and innovative thinking
that keep clients coming back. plus,
a wealth of legal industry dara no
other consulting firm c:rn match.

ft find out more about
how we can help, visi t  our website:
wwwaltmanweil .com. Or, i f  you
prefer, c:rll.
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