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What is Marketing?

Marketers have frequently complained that
they are not given a "seat at the table" of

law firm management. The Legal Marketing
Association, in Strategies: The Journal of
Legal Marketing, recently tried to address this
perceived lack of respect by setting forth the
organization's new definition of marketing:
"Marketing is the activity, set of institutions,
and processes for creating, communicating,
delivering, and exchanging offerings that have
value for customers, clients, partners, and
society at large."

That's a pretty broad statement, yet lacks
simplicity and directness. This may be one
reason why the seat at the table is still denied
to many who claim the title "marketer." One
commentary from LMA suggests that their
definition is no longer about a function but,
rather, describes an education process. | don't
get that aspect of the concept from the words
they've used. Education is the basic function,
in my opinion, of marketing.

In my experience, vendors don't sell, but
rather customers and clients buy. If this is
true, then vendors must educate the market
about the quality, value, and availability of
their service or product. As an example,
years ago, when | was a General Counsel,
our company engaged a major law firm. That
firm always handled our matters with three
lawyers: a senior partner, a junior partner, and
an associate. The thinking behind this policy
was to assure that our company remained
with the law firm even if any one of the three
firm lawyers left the firm. Assuring the client
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Spcoessinl Practioes for
Increasing Your Profils!

To learn the secrets

of running a law

firm as a successful

business, order
Secrets of the

Business of Law.

Secrets of The Business of Law: Successful
Practices for Increasing Your Profits! Provides
attorneys and law firms specific and practical
suggestions for being more effective and
making more money in the process. This
book is organized in five parts (Planning

for success, Client Relations, Financial
Management, Law Office Technology, and
Office & Management Issues) to help lawyers
learn how to:

¢ Improve client relations

e Keep clients

¢ Raise revenue and lower overhead

* Prepare for success by using a business
plan

e and much, much more!

Click here to purchase for
only $49.95

What Readers Are Saying...

Secrets of The Business of Law is the most
insightful book I've read on this topic. It

is written in an engaging, easy-to-digest
style, and there was never a dull moment. |
recommend it to anyone who runs a law firm
and needs to turn a profit.

-CM, Massachusetts
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marketing.

Ultimately, clients belong to the firm and not to the lawyer, and that is in the best interests

of firm, lawyer, and client alike. Lawyers who have successfully "branded" themselves as
personalities, like a Melvin Belli or Johnny Cochrane, are few and far between. Most clients
presume each lawyer is as competent as the next. If clients place primary reliance on the firm,
the lawyer benefits as the firm itself maintains relationships and generates new ones. When the
selling function promotes the law firm, even if a lawyer with special skills is the "product” sold,
| suspect that it will be the law firm as an institution that will be seen as the service provider in
the attorney-client relationship.

Educating both the vendor and the buyer is the primary function of the marketer. That leads
me to an alternative, shorter definition to describe the function and process of marketing. It is
every activity throughout the day that enables one to educate and persuade another as to the
value of his/her idea/service, and the availability to serve the client when the client is in need.
It's a concept so basic that even lawyers—and their marketers —can get it.

Best wishes,

Ed Poll
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