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The Path of Discovery:
Recreating Marketing —
and Your Law FiIrm —
to Transcend the Generational Divide

By Susanne C. Medley and Sarah J.
Read

For many years, the four P's of mar-
keting have guided even the most skilled
marketers. product, place, price, and
promotion. In the case of marketing
professional service organizations, such
as law firms, afifth factor supersedes
thetraditional 4 P's. Thisfactorisyour
clients — both current and potential.
While the four P'sare still important to
the success of any successful market-
ing effort, what will truly determine
long-term successis (i) how well your
organization is connecting with your
clients, (ii) how well your organization
understands what is important to those
clients, and then (iii) how committed
your organization isto changing so that
you can better align with your current
and potential clients and meet their
needs.

When wasthe last time that you con-
ducted an analysis of your clients? Do
you know who your most valued clients
arenow? Haveyou given consideration
to who will they be five or ten years
from now? Is your firm being affected
by a generational shift in values or ex-
pectations? Will it be? If you represent
corporate clients, who are the key deci-
sion makers now and who will they be

fiveor 10 yearsfrom now? How do your
clientswant to work with their lawyers,
and isthischanging? What do you need
to do to maintain the strong rel ationships
that will continueto bring you business?
Only when you have a strong under-
standing of your clients and these criti-
cal issues can you begin to develop an
effective marketing and business devel -
opment strategy designed to help you
achieve your desired results.

To build and capture this understand-
ing of your clients, you need to conduct
a thorough client analysis. This will
require you to objectively look at your
firm and honestly answer a series of
questions.

» What are the demographics associ-
ated with your type of practice?

» What demographic dataisavailable
regarding the clients you serve? What
does the data illustrate? For instance,
do you serve clients from various gen-
erations? If so, which ones?

» How are demographic shiftswithin
your area affecting demand for your
practice?

« Are there clients that you want to
serve who you currently are not reach-
ing? If so, why not?

* How would you define your orga-
nizational culture? Isit one in which
younger clients will feel comfortable,
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or might it be perceived as stuffy or in-
flexible?

 Next, how do you currently market
your firm? Do you utilize a one-size
fits all approach in hopes of reeling in
some clients after you have spread your
marketing net? What has and has not
worked? Why or why not?

* What is your primary marketing
message and how isit delivered?

Then you need to turn to your clients
for insight and compare your version of
reality with theirs. Whether you per-
form one-on-one interviews, focus
groups, or surveys, you are specifically
looking for answers to the following
questions:

* What is important to your clients
when seeking assistance from your
firm?

* What are your clients’ expectations
when seeking legal advice?

* How does your firm perform in
meeting these needs and expectations?

» Do answers differ depending on
your clients' ages? Canyou identify any
trends or specific characteristics?

» Would changesin the areas of staff-
ing or pricing, or offering new choices
(e.g., training, unbundling, new ser-
vices, etc.) better meet your clients
needs or expectations? If so, which
ones?



Once you have asked the necessary
guestions and obtained the answers, it
istimeto analyze the findings and ook
for the gaps. In other words, where are
there opportunitiesfor your firm to bet-
ter align with needs and expectationsin
an effort to improve and better connect
with your current and potential clients?

First, as you are analyzing the data
give particular attention to the demo-
graphic data. Areyour clientsrepresen-
tative of a particular age group? If so,
what generational group do they prima-
rily represent (e.g., Gl Generation or
Matures, Baby Boomers, Gen X, Gen
Y or Millennials)? It is important to
recognize that each generation tends to
have a unique set of characteristics and
they each have particular needs and ex-
pectations. Asexplainedinthefirst ar-
ticle in this series (Sarah J. Read &
Susanne C. Medley, Effective Leader-
shipinaMultigenerational Firm: Make
a Difference, 1 Precedent 44, (Winter
2007), older generations may prefer the
status of being served by apartner, value
personal attention, and rely heavily on
their attorney for advice and guidance,
while younger clients may be looking
for a more collaborative approach and

“Success . . . does not depend solely on your ability
to listen to what your clients have to say and decipher
what the data tells us, but rather on our willingness
and commitment to act on what we discover.”

prefer communicating electronically.
Are you taking those needs and expec-
tations into consideration in your mar-
keting and business development ef-
forts? The demand for different types
of serviceswill also vary by generation,
as will the size of the population. Con-
sider whether demographic changesin
your area are threatening to erode your
practice, or whether they present new
opportunities that could be captured by

adding new practice areas complemen-
tary to those you now have.

Second, give consideration to what
your firm can do to better position it-
self for thefuture. If your client baseis
primarily represented by Matures or
Baby Boomers, what can you do to at-
tract clientsin Gen X or Gen'Y so asto
ensure that the firmis positioning itsel f
for the future? Positioning may require
an organizational culture change. If in
your findings you discovered that your
clients perceiveyour firm asvery tradi-
tional, you may want to consider new
waysof reaching out. Thismay involve
more teaming with clients, assigning a
range of attorneysknowledgeabl e about
a case so as to ensure ready and con-
tinual access, or increasing your elec-
tronic capabilities (e-mail, websites, or
working with electronic collaborative
platforms). But regardless, do not ig-
nore the need of Matures and Baby
Boomers to receive personal attention,
particularly from senior lawyers. You
will also need to assess your firm's
readiness to change to meet the needs
and expectations of a new generation.

Third, determine how you can mar-
ket to meet your targeted generations.
Let the char-
acteristics of
the targeted
client groups
guide your
marketing de-
cisions. Ifyou
choose to target more than one genera-
tion, then you will need to do away with
a one-size fits all marketing approach
and create targeted marketing strategies
and messages for each generation. For
instance, if you are targeting Matures
and Baby Boomers, you should prob-
ably include amix of traditional media
(radio, television, newspaper) with new
media and web technology. For Gen X
and Gen Y, you may choose to rely on
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more cutting-edge technology, such as
pod casting and blogging. If you do
so, however, be aware that the ethical
rulesin this area are still evolving and
you will need to carefully evaluate the
risks and benefits involved.? Compa-
nies, such as hitwise.com, analyze gen-
erational usage of thousands of web
sites and can provide insight regarding
areasto consider when designing aweb
site that is targeted to specific genera-
tions.

As Oliver Wendell Holmes, Sr. once
stated, “It isthe province of knowledge
to speak, and it is the privilege of wis-
dom to listen.”® To learn from our cli-
ents, we have to take a step back, check
inwith clients (both existing and poten-
tial), and be willing and ready to con-
sider the good and the bad. Success,
however, does not depend solely on our
ability tolisten to what our clients have
to say and decipher what the data tell
us, but rather on our willingness and
commitment to act on what we discover.
Areyou ready to embark upon apath of
discovery?

In the next issue of Precedent, look for
thethird articlein thisthree-part series,
which will address recruiting and re-
taining the younger generations and
also retaining restless Boomers.

FooTNOTES

! Demographic information is available
through the U.S. Census Bureau web site
(www.census.gov). It ispossibleto locate spe-
cific state, county, and city (with populations of
25,000 or greater) information through thissite.
Keep in mind that it has been seven years since
the last census was conducted. The U.S. Cen-
sus Bureau does provide population estimates
on this site as well. More recent information
for Missouri can be found through the Office of
Social and Economic Analysis

(Continued on page 47)
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(www.oseda.missouri.edu). Local information
can generally be found through the county, city,
and local chamber of commerce web pages.

2 For therules on attorney communicationsand
advertising, see Mo. Sup. Ct. R. 4-1.4 and 4-
7.1-3. Also seg, for example, recent amendment
to the New York rules on attorney conduct in
thisarea, which took effect on February 1, 2007.
Specifically see N.Y. Ct. App. R. 1200.1(k)-(1),
1200.6, 1200.7, and 1200.8. A redlined version
of the rules can be found at http://
www.courts.state.ny.us/rules/
attorney_ads amendments.shtml

3 http://www.quotati onspage.com/quotes/
Oliver_Wendell_Holmes/
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