/

Vol. 10, No. 12/April 1997 — Published by Leader Publications, a division of the New York Law Publishing Company

DIVIDE AND CONQUER/By Sally J. Schmidt
Target Marketing: Not Just for Products Anymore

HE HEAD of a
commercial/corporate prac-
tice group calls the firm’s
marketing director with an
all-too-familiar request: “Since the
annual labor and employment sym-
posium is such a success every year,
we decided that we want to organize

) the same type of program on general

business issues. We need your help.”

What's wrong with this scenario?
The lawyers began by picking a tool
— the symposium — which may or
may not have been appropriate, effec-
tive or useful for their target audi-
ence. Different practice areas have
different decision-makers, who have
different information needs, legal
needs, levels of sophistication, reac-
tions to or acceptance of marketing
activities, and time available.

So instead of asking the question,
“How do you market litigation (or
bankruptcy or tax or securities
law)?,” lawyers should ask the three
questions outlined below. The
answers will lead them to the most
effective marketing strategies for
their respective practice areas.

Road to Effective Strategies

(1) Who is the target audience?

Before developing a marketing

plan or activity, the lawyers should
first define the target audience, i.e.,
who is in a position to send the
group business. This will often lead
to the conclusion that there are many
potential targets for their services.

This is the process of segmenting the
market.

For example, family lawyers could
identify the following sources of
referrals:

* Lawyers in large firms without
family law practices.

® Family counselors.

* Members of the clergy.

These lawyers also might be able to
determine some good prospects for
their services among professions with
high divorce rates, such as airline
pilots, physicians or other lawyers.

Continued on Page 3

INTERVIEW WITH A PORTRAIT PHOTOGRAPHER

You Oughta Be in Pictures

AVID LUBARSKY has pho-

tographed lawyers at some

of New York’s biggest

firms, including Shearman
& Sterling; Debevoise & Plimpton;
Proskauer Rose Goetz & Mendelsohn;
Kaye, Scholer, Fierman, Hayes &
Handler; and Moses & Singer. Below,
Mr. Lubarsky talks with Marketing For
Lawyers about how to plan for the big
day.

Why should every law firm have photos
of its attorneys on file?
[ try and explain to some of the

. .Segmented Sellmg Successes, Fa' ures.
8l Dady & Garner’s Marlboro Man...
! Competitive Intelhgence Track Your Rwals.. L
Marketing Roundup.................... '

younger associates who don't quite
understand why they’re being pho-
tographed, that the bottom line is
marketing exposure; that as they get
deeper into their craft, there will be
opportunities for them to speak about
what they do — at conferences and in
the print media — and that a corpo-
rate executive portrait or, as I prefer
calling it, a power portrait, would be
useful.

You mean a head shot?
I dislike the term “head shot,”

Continued on Page 4
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Target Marketing

Continued from Page 1

And what the lawyers will discover
is that, while there may be some tools
that are appropriate for most or all of
these market segments, the message
and media usually needs to vary
depending on the audience. Read
on...

(2) What information do these
audiences seek?

After defining the target audiences,
the lawyers need to determine what
messages will be most effective. For
example, referring lawyers, of course,
want to know that you will take good
care of their clients, but perhaps more
important to them is knowing that
you will give the clients back at the
end of the engagement.

Entrepreneurs want to know that
you understand their industry and
the way they run their businesses;
that you operate cost-effectively; and
that you get good results. Once you
develop your message, you can con-
sider the medium...

(3) What resources do these audi-
ences turn to?

As lawyers brainstorm for the most
effective way to communicate their
message(s) to their target audience(s),
they need to consider what forums
already exist. Existing resources can
compete with your firm’s marketing
activities — or offer opportunities.

For example, lawyers should deter-
mine to which organizations their
targets belong. These groups proba-
bly have meetings that compete with
the seminars or workshops your firm
wants to organize; conversely, they
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may provide a forum for speaking or
networking.

Another important question to ask
is what publications your target audi-
ence reads. These may compete with
your firm’s newsletters and updates,
but also may give your lawyers
opportunities to write, advertise or
simply stay up to date on issues.

Other important resources could
include:

¢ Industry research.

* Experts, consultants or other pro-
fessionals serving the target audi-
ence.

* Trade shows or other meetings.
Finally, lawyers should scrutinize
the activities of their competitors. Is
the firm across town doing a monthly
newsletter for your target audience?
If so, your firm should do something
different. Did another firm organize

an annual award for the industry?

Instead of taking out an advertise-
ment in the dinner program, your
firm should find another way to
make its mark. Lawyers need to find
fresh, creative ways to position them-
selves in front of their audiences:

More Keys to Success

Once lawyers have answered the
three crucial questions set forth
above, they are in a much better posi-
tion to make decisions about market-
ing strategy. The following steps will
improve even further the potential
effectiveness of their activities.:

(1) Survey your audience. Find
out what your targets are interested
in. For example, if you're going to
hold a seminar, ask potential atten-
dees a few questions: Would you
prefer a large group or a small group
format? What specific topics are of

Continued on Page 4
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Continued from Page 1

although it is descriptive. I take a lot
of time and effort to make it right,
and the term ‘head shot’ cheapens the
experience. You think of Sears, or
passport pictures. And when firms
realize ] won't take one or two expo-
sures — you're looking at half a roll
to a full roll and 20 minutes of an
attorney’s time — that’s not a head
shot.

Does the law firm have unlimited use
of the photos?

There are several different tiers of
rights. Most of the time, we call it “for
general public relations use,” such as
if the attorney is giving a speech and
his or her bio is going to be in the
program. It could also be used for a
firm newsletter or face book [directo-

Continued from Page 3

most interest to you? How long
would you like the program to last?
By asking what people want, the
lawyers can design programs to meet
their prospects’ needs.

(2) Reinforce your marketing
strategies. According to the “Rule of
Five,” 80 percent of new business
comes after five or more contacts with
a prospect. One mailing, one adver-
tisement or attendance at one net-
working function will have little, if
any, effect on your long-term results.
The lawyers must either design tools
that have an ongoing impact or come
up with appropriate follow-up steps.

(3) Measure your results. You
should set measurable objectives for
each activity before implementation.
For example, how will you deter-
mine if a newsletter is successful?
By the number of inquiries? If you
advertise in an industry publication,
how will you decide if the invest-
ment was worthwhile? By an
increase in name recognition?

Producing Power Portraits

Target Marketing Strategies

ryl. Cleary Gottlieb is doing an on-
line database and they’re going to be
using power portraits; that would be
part of general public relations use.
Also if a trade newspaper just needs a
quick little black-and-white.

What it would not cover are one-
time uses like an annual report, cor-
porate brochure or print ad. It also
would not cover an environmental
portrait which I might do at the
request of a consumer magazine like
Forbes, or a trade publication like The
National Law Journal.

How do you bill firms — by the num-
ber of attorneys?

I charge by the half- or full-day
and, of course, depending on the use.

How do law firms generally go about

Whatever standard or benchmark you
use to calculate results, you must then
set in place methods to measure it —
through surveys, special telephone
lines or by-lines on articles in firm
newsletters — in order to encourage
and then track inquiries.

Conclusion

Successful marketing strategies
can:

* Position a firm, raise levels of
awareness or name recognition;

* Help develop relationships with
prospective clients or referral sources.

* Yes, even develop business.

However, many law firm market-
ing strategies are terribly ineffective
because the lawyers haven’t done
their homework.

There is no one “right way” to
market a firm's services just as there
is no “one size” that “fits all” for
your audiences. The keys to success
are first targeting and then segment-
ing your audiences, and then deter-
mining their needs. &

selecting a photographer?

They’re all different. I've had situa-
tions where the communications/
business development/marketing
director has gotten my name through
word of mouth. I come in with my
portfolio. I tell them how I work with
subjects — personality and ‘connect-
ing’ is what it’s all about; it goes with-
out saying that you want someone
who can do competent, clear, concise
pictures.

When they bring up my estimates
to a committeee, some firms will go
with a photographer who is charging
less money, or sometimes a little bit of
nepotism may come into play (‘my
brother’s cousin is a photographer’),
or sometimes they go with me
because they like who I am and the
work I do.

Sometimes, the design firm that is
putting together a brochure will con-
tact me.

Do all firms want pictures of all their
attorneys? Color or black-and-white?
And how often should pictures be taken?

Some firms do only partners, some
do just certain partners, some do all
partners and associates.

Firms call me often. For Morgan,
Lewis & Bockius’ New York office, I
get called in three or four times a
year. They schedule new attorneys for
photos within a month of their
arrival.

It's much more economical if a firm
books me for a full day, or several
days, to photograph as many people
as possible. But a lot of times, espe-
cially in the financial world, the dif-
ferent departments are disjointed and
will call me to shoot a power portrait
of one person. As far as that being
cost-effective — not! I suggest that
they find some other people, because
getting me there is one of the costliest
things. Morgan Lewis includes
retakes of other attorneys in the photo
shoot schedule. They ask their attor-
neys to retake their photos every
three to four years.

Where do you take the pictures — in



