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Understanding the decision maker who purchases legal services is critical for business development and
effective marketing but this often gets lost in the day-to-day issues of praetxcmg law. This unique
program offers audience members an opportunity to select a breakout session for interactive discussion of
their key marketing issues after hearing InSIghts on both mdes of the marketing story from savvy in-house
counsel and a private practice lawyer. : .

Moderator: Vedia Jones chhardson Attorney, Ollve & Ol1ve Durham, NC

Panelists: Judy Perry Martmez Senior thlgation Counsel
Northrop Grumman Corporation, New Orleans, LA
Donna D. Fraiche, Shareholder, Baker, Donelson Bearman, Caldwell &
Berkow1tz, LLP  New Orleans, LA o :

Breakout Sessions: Led by members of the Women Ralnmakers Exeoutwe Committee
from all praetlce areas. and geographle locatmns

The breakout session topics include: R
Women Rainmaking Techniques - - Budgetmg For Marketmg

Creating Your Practice Development Plan Everyday Market}ng
Niche Marketing : .

After the breakout sessions, the entire group will reconven'e to share enrnmerles of the ideas and
comments from each topic group. Each participant will have access to a wntten summary of the breakout
group sessions after the program is over. R

The Women Rainmakers would ]1ke to acknowledge the followmg sponsors for their generosity:

BEARMAN, CALDWELL £ DERROWETZ 70,

Bronze:

Barrasso Usdin Kupperman Freeman & Sarver, L. L C.
Duncan, Courington & Rydberg, PC

LLM, Inc.

Montgomery, Barnett, Brown, Read, Hammond & Mlntz, LLP
Phelps Dunbar, LI.P

Simon, Pergaine, Smith & Redfearn, L.L.P.
SOURCECORP-LexiCode

Stone Pigman Walther Wittmann L.L.C.

Registration for this exciting program is only $50.00.
Please visit http://www.abanet. org/lpny/spring2004/registration.shtmi 1o sign up today!



Everyday Marketing
Case Study: A Typical Day

It's 5:30 a.m. PST — You've just finished the last draft of your article for the
local bar journal on state regulation of offshore real estate escrow accounts. You have
just enough time to shower before your 6:00 a.m, conference call with the East Coast
members of the legal education committee of the commercial real estate section of the
real estate division of the National Association for the Benefit of Escrow Advisors.
(NABEA) Hopefully the call won't last longer than an hour. That would give you
just enough time to make it to your 7:30 a.m. SSO (Smalltown/Suburban Service
Organization) weekly breakfast meeting. Your CLE presentation for the state bar
association doesn't begin until 10:15, so you should be able to swing by the office
long enough to write personal invitations to the in-house counsel whom you're
inviting to the salmon bake at your home three weeks from tomorrow... Whew! Is it
any wonder you left the baby at the grocery store last week??? And did I mention the
matter of that filing that's due by 4:00 to the state board of regulators?

Premise:

Endless business development opportunities exist — but how do we choose and
prioritize those opportunities? After all we still need to find time to practice law, not
to mention spending time with families and friends. The challenge usually isn't
identifying opportunities; it's identifying opportunities that result in a tangible return.
Qur clients typically look at potential return on investment (ROI) before investing
money, time and other forms of capital. Do we?

So what shall it be? Speaking engagements, bar activities, community service,
client entertainment, all of those things, none of those things, something else? The
right balance of efforts for one attorney, won't be right balance for the next. In this
breakout session we'll discuss Everyday Marketing with an eye toward strategic
prioritization of efforts and maximization of return on investment.

Questions for Breakout Session

e Do speaking engagements result in business development?

e Does it matter to whom you speak (industry groups, other lawyers (outside of
your firm, inside your firm?)

¢ How do you get the invitation to speak?
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e How do you follow up on a successful presentation?
¢ What does client entertainment look like in 20047
e Spectator sports?
e The ballet?
. Lunches, dinners (at restaurants, at "the club," in your home?)
¢ Fishing trips?
e Do in-house counsel have the time or the inclination?
e What's the benefit?
e More business?
e A better relationship with existing clients?
o Got time to write an article?
e [fso, for whom?
e Local business journal?
e State or local bar journal?
e Firm or Department Newsletter?
e FE-audience
e How do you go about getting the article placed?
e Does the topic matter?
e What's the return on investment likely to be?

e [sthere any way to maximize the return on investment? (e.g. reprints for
existing clients?)

e And, what about Bar activities?

e Are they just for the good of the order or do they result in new business?

[/Evervdaymarketing.doc] -2-

5/22/104



¢ In how many bars can you actively participate and still have time to practice
law? (ABA, state, local, specialty (i.e., ethnic, gender)

* Are particular committees, sections, or divisions more likely than other to
lead to business development (e.g., practice area vs. governance?)

e Any time left for Community Service?

» Rotary, Lions, Chambers of Commerce, Leadership Tomorrow, etc.—all do
good works but does your participation assist you in developing business?

e Nonprofit Boards of Directors
e Which organizations?
¢ Do committee assignments matter?
* Do you need to be an officer?
e Local government (school boards, water authorities, etc.)

e  Other?777?
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Everyday Marketing

Visit clients (existing clients)

See their facility

Learn their business

Send info on cases of known interest
Participate in trade organizations (non-legal)

Harvard Business Review — April — Women & Ambition
Learn the art of self promotion
Contact one person per day — handwritten firm letterhead

" Bar participation is great marketing tool.
* Participation not only enhances your skills but also benefits your firm both
directly and indirectly.

1. Personal not to someone everyday

2. Make your accomplishments known to other members of your firm — self
promotion.

3. Participate in bar activities — do it well.






