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Hurry Up and Wait. Today. 

-- For Today's Lawyers, Professionals, Managing Partners and  Marketers for Business. 

 

Innovate. Disrupt. Reconfigure. Transform. Adapt.  Do it today,  it was due yesterday, 

not tomorrow. Miss it, and the ship has sailed.  Re-defining delivery of services,  growth 

revenues, cost-pressures, changing demands from clients, the list goes on.  The many 

pronouncements by  ubiquitous change-agents.  What pressure!  This critical-bearing 

dialogue is what marketers and lawyers have been hearing for quite some time. 

 

In today's terms, legal marketers, lawyers and managing partners have to catch up to 

keep up, and even stretch beyond their normal comfort zone.  Lawyers learning 

marketing & B.D. and marketers learning the lawyering business.  What has happened 

to the old, proven ways? Absolutely nothing - in today's modern world, it's just a newer 

and powerful  landscape now.  Marketing is and will be an integral part of a firm's 

business plan as we endeavour to focus on client retention and building its base. As 

marketers, we've embraced evolving digital technologies and portals for both 

communications and operations - with ebbs and flows - now, it's re-purposed or re-

iterated.  Believe it or not, it's getting easier than you think with the ball moving faster 

than the speed of light. 

 

Many marketing and advertising professionals wish for the days back when we had it all 

right, when marketing was quite straightforward.   Same workable solution. Each and 

every time.  Times changed - those same old traditional models stopped working.   We 

are challenged to  pass muster on the 'so-what' test even more now as it relates to 

expressive and meaningful communication with clients. 

 

Marketers endeavour to make life better for lawyers and their clients.  It's in our DNA. 

Lawyers and professionals are our clients - it's what we do.  Smart marketers have 

listened and acted.  Strategic marketing for all business and consumers sectors, 

including law, have never been better. It is the day of information.  If we look at today,  

yesterday's marketing has now evolved to new, repurposed  modern marketing: (i) 

Yesterday's brochures, newsletters & mass advertising is  now content & thought 

leadership, (ii) mass appeal is now niche and definely targetted (iii) branding, - now 

value propositions. Is it possible to leverage  paid sponsorships, legal rankings, events. 

Yes, absolutely, but now it's making the best of them all through all strategic touchpoints 

- at the right place - at the right time - for the right reason and for the right clientele. 



 

Today, we have better analytics, portals with filtering that can reach and engage a 

client instantaneously.  It allows for opportunity to let our clients know how we think, 

work and act. Or, Engage, Enhance, Entrust, Enact - the cornerstone of modern 

marketing.  Clients need  information for decision-making - they have pressures, too. 

That puts a lawyer, practice group, or law firm at the advantage and in an enviable 

place.  Yes, there is still high investment and a balanced level of calculated risk for 

formidable ideas:  A strong value proposition and connection plan is what garners 

results.  Included are niche practice groups targeted for industry segments, content-rich 

websites, SEO, shareable third-party website aggregators, thought-leadership articles & 

videos, social media, speaker series, networking, educational seminars that include 

planned and measurable campaign metrics.  Video, specifically, gives clients the visual 

experience while connecting on a human level. We can post it strategically at the right 

portals at the easy click of a button. The game-change is good now and as ever, will 

be a multi-continuum of marketing. Marketing leadership in a box.   That's what creates 

lock-in loyalty. 

 

What does this new, modern marketing really offer law firms:  If we can imagine; a 

meaningful and lasting competitive advantage for the future for an exclusive 

membership that breaks down barriers and experience what's there. 

 

How can firm leaders broach marketing change? The common approach to change 

behaviour is to suggest, recommend, be insightful, tell and persuade. Alternatively, 

there is the law and order approach - "you must do x",  of which dis-engagement and 

resistance is at risk.  Next, incentivization programs provided only if tracking mechanisms 

and resources are in place.  Or, pain, until it may really hurt, relegating itself to the 'too 

little, too-late' category.  A significant alteration of the status quo ought to happen.  

Attitudes may and will progress through the devising of the best strategic and tactical 

plans for desired results and to secure trust entailing lawyer/professional input and 

feedback about their marketing and business development.  Creating enthusiasts who 

reap the rewards of marketing and business development shall infuse interest and 

motivation with other practice groups and the cascading effect. 

 

Modern  marketing is  still not without its challenges. Since the digital revolution, we've 

seen patterns of stalled strategic ideas.  It takes balance, perspective, planning and 

know-how. Modern marketing strategies are evolving and the benchmarks, including 

ROI,  are still in question, however the results are becoming more evident.  Critical 

success factors also include a plan for allocating resources, investment and 

commitment to acting fast because the reality of modern marketing and leveraging 

new business opportunities is that immediacy is a requirement. 

 

What matters to clients and a firm's revenue growth pattern:, 

 

 Niche or growing industries and business and through the client lens. 

 Exemplary work. 

 Real reasons why clients trust you. 

 Clients learning more about what's meaningful to them. 

 Client deliverables. 

 



What's the future? Traditional media, advertising, sponsorships, p.r/media will play a role 

in marketing strategies, once again. There is no move away from traditional advertising. 

New targetted print and broadcast portals are being offered more and more. It's where 

and how we fit it in their integrated mix and when : messaging, targetting, 

engagement. 

 

Balance. Perspective.  Adaptable. Nimble. Innovative.  Modern marketing for today. 

 

For those who've embraced modern marketing - I salut you, for others, put your toe in 

the water, and strike while the iron is hot.   Your competitors already have. 

 

“You can say the right thing about a product and nobody will listen. You’ve got 

to say it in such a way that people will feel it in their gut. Because if they don’t 

feel it, nothing will happen.” 

—Bill Bernbach, Copywriter and Founder of DDB Worldwide (formerly Doyle Dane 

Bernbach). 
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To get started or for meaningful conversation,  contact Rosemary at 416 949-5148 or 

rbeachmarketing@gmail.com 
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ADVANCED COMMUNICATIONS, MARKETING AND BUSINESS DEVELOPMENT FOR LAW FIRMS 


