
FrontlinesLaw Practice

Intelligence, InsightS & Tactics for Your Law Practice

March 2009  Law Practice  �WWW.LAWPRACTICE.ORG

M
A

R
K

E
T

I
N

G
 M

A
N

A
G

E
M

E
N

T
 T

E
C

H
N

O
L

O
G

Y
 F

I
N

A
N

C
E

INSIDE FRONTLINES    Ask Bill 10   •   Reading Minds 12   •   LPM Section News and Events 14

law firm strategy

1. Within your practice group, identify 
your key clients based on a combina-
tion of past revenue, client size (its 
gross revenue, number of employees 
and so on), and your best guess about 
the magnitude of opportunity available 
with each client in the coming year. 

2. Have a partner volunteer to take 
responsibility for calling on each of these 
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clients. The partner involved should be 
capable of making people feel that they’re 
actually being listened to, be knowledge-
able in talking about the client’s industry, 
and understand the scope of services 
your firm is capable of providing. Then the 
partner should take these next two steps.

3. Call each client and set up a cof-
fee date. The purpose in the meeting 
is to listen, not sell. Clients should 
be asked about the challenges they 
expect the year to bring, about their 
business plans, and about what 
they fear in the current economy.

4. After each meeting, and back at 
the office, document a follow-up plan 
that both summarizes the discussions 
and identifies three things your group 
can do to help with the business chal-
lenges that the client has articulated. 

5. Your practice group’s members then 
hold a meeting to review the follow-up plan 
for each client and together discuss the 
who, what and hows of your next steps.

The strategy: Target your services to 
your clients’ issues, rather than just try-
ing to sell them “stuff you do.” LP

Patrick J. McKenna (www.patrickmckenna 
.com) is a principal with Edge International, 
consults with law firms on competitive strategy, 
and can be reached at (780) 428-1052.
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BY PATRICK J. McKENNA  Time and time again, lawyers 
have heard that existing clients are their best sources of 
new revenue. But ironically, in today’s tough market, few are 
actually bothering to proactively contact their clients simply 
to find out if they could help them cope with the economic 
uncertainty. Perhaps it is out of fear of not knowing what to 
say or do. Try this. 

Reaching out to HELP CLIENTS COPE  
WITH THE ECONOMY


