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Introduction

The goal of market positioning is to gain a sales advantage over your competitors by occupying a
distinct and advantageous place in the minds of buyers. If done correctly, the dividends are huge.
History has shown that well-positioned brands—Ilike Apple, Whole Foods, and Tesla—grow faster and
have fatter profit margins than their poorly positioned competitors.

Good market positioning offers benefits to any brand, including law firms. However, getting your
positioning right isn't easy. It requires that you consider lots of difficult questions, like which market
segments to target and which ones to cede to the competition. Answering these questions is
especially difficult for law firms, many of which have a consensus-driven culture and serve a broad

array of client types.

Although market positioning is rarely easy for law firms, it's certainly possible. Firms just need to use
the right approach when attacking the problem. To help firms avoid the pitfalls of market positioning,
we've written this document, which includes

» A framework to guide your thinking

» Practical ideas on how to identify and communicate your firm's positioning

Part 1 of this document uses examples from outside of the legal industry to explain marketing
positioning and its benefits. Parts 2 and 3 delve into how these concepts can be applied to law firms
and their websites.

More Information

The ideas presented in this document are the result of
nearly 20 years of close collaboration with law firms.

It should provide you with a solid understanding of HiStOl’y has shown
the steps required to identify and communicate your that Well-positioned

firm's positioning. However, if you have questions
or would like additional information, please contact brands growfaster

Robert Algeri (ralgeri@greatjakes.com). We're happy to and have fatter

discuss the concepts presented in this document, as

profit margins.

well as our process for developing and implementing
marketing positioning for law firms.
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Part 1: Lessons from the Supermarket
Industry (among Others)

el the audis
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As odd as it sounds, law firms and supermarkets share certain business challenges. This is because
they both operate in mature markets. And, as often happens in such markets, both law firms and
supermarkets are experiencing slow growth and lots of competition. The result: tremendous price
pressure. In the case of supermarkets, profit margins are only about 1 or 2 percent.

But one supermarket chain has notably resisted these market forces: Whole Foods Market.

Whole Foods: The Exception

Over the past 30 years, while the rest of the supermarket industry was eking out a profit, Whole
Foods was thriving. For example, it has experienced

» Dramatic growth. The company started with one store in 1980 and has nearly 500 stores today.

» Fat profit margins. Its profits are several times larger than the competition’s.
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» Wide geographic pull. Whole Foods markets attract customers from a 20-mile radius, which is
10 times farther than achieved by traditional supermarkets.

» Strong word-of-mouth. The company has hardly needed to spend on paid media.

What’s Its Secret?

The difference between Whole Foods and the rest of the supermarket industry: better market
positioning. The company knows who it is and whom it serves, and it isn't afraid to express it.

Positioning = Focus

Positioning is about focusing on a specific market niche or customer type. Most supermarkets, like
most law firms, are positioned very broadly. They are seeking a wide variety of customers and try to
be most things to most potential customers.

In contrast, Whole Foods has chosen a rather narrow (and profitable) segment of the market: people
with ample income who are concerned about what they eat. With laser precision, the company has
built its business around serving that market.

Below is a comparison between Whole Foods and the industry in general.

WH@LE Most
FOODS Supermarkets

M ARKET

HIGHLY FOCUSED

* Customers: College-educated people with
disposable income.

* Products: Premium quality, natural and
organic foods.

* Goal: To be the elite food retailer in every
community in which the company is located.

MINIMALLY FOCUSED

e Customers: Most people living within two
miles of the store.

* Products: All types of foods, of standard
quality.

* Goal: To sell food to as many people as
they can.

Whole Foods's singular focus on the high end of the market has allowed it to clearly distinguish itself

from all other supermarkets.

) Visit us at www.greatjakes.com
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Other Examples of Great Positioning

Whole Foods is just one of many consumer brands whose superior market positioning has propelled
them to success. Here are a few others.

Axe Body Spray

Axe positioned its brand to appeal to a very specific
market segment: young men ages 15-25 who are
insecure around women. This laser focus on a specific
niche allowed the company to develop a unique,
irreverent brand identity that clearly speaks to the
sensibilities (and insecurities) of buyers. As a result, Axe
beat out more-established competitors like Old Spice and
Right Guard to become the world’s #1 fragrance for men.

Domino’s Pizza

Domino's Pizza is another example of a brand with great
positioning. While the competition marketed themselves
(predictably) as having the tastiest pizza, Domino’s
pursued a different tack. The company positioned itself
as having the fastest delivery. This unique positioning
allowed Domino’s to upend the pizza market in the 1980s

and leapfrog many long-established competitors, to
become a top-10 player in the fast food market.

Volvo

Volvo is yet another example of a great brand that was
built on superior positioning, which revolves around
product safety. In fact, Volvo's brand is so strong in the
area of safety that it has effectively reduced the number
of viable competitors to its brand.

For example, if you're buying a car and you consider

safety a criterion, you're probably going to seriously
consider a Volvo. Additionally, you're probably going
to strike Chevy, Ford, and BMW (among others) from
consideration, as these brands are not pursuing safety-
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conscious buyers. This means that Volvo has fewer competitors, a factor that often results in higher

profit margins.

Vans

Likewise, the Vans brand has effectively eliminated
swaths of its competition.

If you're a skateboarder and need shoes, it's likely that I;.A : %‘
\/

you'll consider buying a pair of Vans. Other shoemakers
offer comparable styles (and arguably make better,

more technologically advanced shoes). However, Vans

understands its customers very well, and it uses this
knowledge to create products that they want. As a
result, the company continues to dominate the
skateboarder market.

The Advantages of Positioning

Each of the consumer brands profiled has been successful owing to remarkably effective positioning.
They are laser focused on a clearly defined market niche—which results in marketing magic. Once a
brand nails its positioning, *BAM*—marketing problems get solved. Vexing sales issues wither away.

And lots of other business advantages accrue. For example,

» Clearer Messaging - It's much easier for a well-positioned business to develop a clear
marketing message that will resonate with its target market. Poorly positioned businesses

struggle with messaging because one-size-fits-all messages are never as memorable.

» Wider Geographic Reach - People are willing to travel for a well-positioned product or service
that isn't available locally. And when people are willing to travel, it also means that they are
willing to pay more. Whole Foods is a perfect example—it pulls consumers from a 20-mile

radius; other supermarkets pull from less than 2 miles.

» Word of Mouth - Well-positioned businesses spend less money on advertising because a clear,

market-specific message (and unique, market-specific products) are more likely to be shared.

» Ability to Invest Effectively - Well-positioned businesses are better at investing in the future.
They understand what their target market wants and thus have greater confidence when

) Visit us at www.greatjakes.com
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investing in new products and services. They are also more willing to invest in marketing (e.g.,
developing thought leadership).

» Delivering More Value - A business that is focused on a specific client-type can predict
its needs and walk in the door with solutions in hand. This makes for easier sales and
happier clients.

» Less Competition - A well-positioned business can effectively eliminate large swaths of its
competition. For example, a generalist Trusts and Estates (T&E) lawyer has literally thousands
of competitors. However, a T&E lawyer who is focused on the specific needs of Tech
Entrepreneurs has much less competition and is positioned to charge much more.

Good Positioning = Greater Profits

Superior market positioning allows brands like Whole Foods, Volvo, and Vans to have increased
control of the buy/sell process. This means that they (a) spend less to attract their customers, and (b)
can charge their customers higher prices. The result is that they grow faster and are more profitable

than their more broadly positioned competitors.

Can law firms benefit from market positioning like these consumer brands have? The answer is yes.
And no.

Law firms can always benefit from having good market positioning. Some thriving law firms clearly
owe their success to great positioning. But it must be acknowledged that lessons learned from
consumer brands cannot be directly applied to law firms. When it comes to market positioning, law

firms need to be examined through a different lens.

Part 2 of this paper delves into how law firms can apply these concepts.
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Part 2: Occupying a Distinct Place in the
Minds of Your Customers

Debevoise

O'Melveny
&Plimpton

Simpson
Thacher

SIDLEY

G GOODWIN Linklaters

Three Flavors of Positioning

Two decades of experience in legal marketing has taught us that there is no one-size-fits-all formula
for positioning a law firm. Instead, law firm market positioning comes in three flavors:

1. Hard positioning
2. Soft positioning
3. Silent positioning

The first challenge for any law firm is to determine which of these three flavors is the best fit. Below

we examine the benefits and challenges of each option.
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Flavor #1: Hard Positioning

Hard positioning is when a firm clearly and explicitly communicates what it does, whom it serves, and
what makes it different. This is the gold standard. Firms that can employ hard positioning have the
clearest message—and thus the greatest marketing advantage over their competitors.

Quinn Emanuel
Quinn Emanuel is a great example of a firm with hard positioning. Its homepage says it all: “a Global

Force in Business Litigation.” This couldn’t be clearer.

quinn emanuel trial lawyers

“A GLOBAL FORCE v
BUSINESS LITIGATION

The Wall Street Journal

LOOKING FOR A SPECIFIC ATTORNEY?

Beveridge & Diamond
Beveridge & Diamond is another firm with hard positioning. It is “The Environmental Law Firm."” This

is presented as fact. That's great positioning.

Beveridge A& oo . . . o
&Diamond W eople v ervices v esources v irm carcl

N.Y. Drinking Water Panel Meet Russ LaMotte, B&D'S) . Latin American Environmental
Recommends Stringent Limits for Managing Principal. pd Regulatory Tracker
Three Emerging Contaminants

Page 8



Website + Brand Design for Law Firms

Hard Positioning Is Hard

Hard positioning offers tremendous business advantage to those firms that have it. However, hard
positioning is nearly unattainable for most law firms. This is because most law firms—especially
older, larger firms—offer lots of services to many client types.

Air Quality
Alternative Energy
Antitrust and Competition Law

Appellate and Supreme Court
Practice

Asset Management Transactions
Bankingand Finance
Bankruptcy and Workouts
Capital Markets and Securities
Committee Representation
Complex Business Litigation
Compliance and Enforcement
Construction Litigation
Corporate Investigations
Corporate Practice

Corporate Tax

Crisis Management
Cross-Border Transactions
Downstream

Energy Litigation

Energy Regulatory
Environmental Coalitions
Environmental Practice

Estate Tax
FinancialInstruments

Franchise and Distribution

Generation-Skipping Transfer Tax
Gift Tax

Global Projects Practice
Government Relations

Hedge Funds

Income Tax

Infrastructure

Institutional Investor Representation
Intellectual Property Litigation
Intellectual Property Management
Intellectual Property Practice
International Environmental Law
International Tax

International Trade

International Trade Commission Practice
(ITC)

JointVentures
Labor and Employment
Leasing

LicensingandIP Transactions
Life Sciences Litigation

Life Sciences Practice

Litigation Practice
LNG Projects

Marital Property lssues

Master Limited Partnerships (MLP)

Mergers and Acquisitions
Oiland Gas

Partnership Tax

Patents

Pipeline Projects

Privacy and Data Security
Private Clients

Private Equity Funds
Project Finance

Real Estate

Securities LawEnforcementand
Regulation

Securities Litigation
Sourcing

State and Local Tax

Strategic Permitting

Tax Practice

Tax-Exempt Organizations
Telecommunications and Media Litigation
Toxic Tort and Environmental Litigation
Trademarks and Copyrights
Transportation

Trustand Estate Administration

Venture Capital and Emerging Companies.
Waste and Remediation

Water Quality

Many law firms offer scores of
services to many sectors.

Embracing just one category would do a disservice to partners whose practices fall outside of the
firm’'s chosen positioning.

Uncovering Hard Positioning

It's not uncommon for a firm's clear, hard positioning to get muddled over time. This often happens
to firms that start as highly focused boutiques. As these firms grow, they inevitably expand their
service offerings, which dilutes the firm’'s marketing message.

For these firms, their hard positioning simply needs to be uncovered and promoted. It's the
marketing department’s job to keep the message as focused as possible, even if it's not 100% accurate
across the entire firm.

For example, Quinn Emmanuel positions itself as a “Global Force in Business Litigation." The firm has
kept its message pure, even though like all large firms, Quinn Emmanuel certainly offers services that
fall outside of litigation.

Likewise, Beveridge & Diamond, “The Environmental Law Firm,” does work in areas that are
tangential to environmental law, like workplace health and safety. However, the firm has wisely
resisted the temptation to dilute its message.
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Flavor #2: Soft Positioning

Soft positioning is about emphasizing an aspect of the firm’s spirit or culture. This is usually done
with a tagline or descriptive headline.

Novack Macey

novack-macey FRM  TEAM  FOCUS NEWS CAREERS CONTACT LBRARY  casestubes sloc Q EIEE

For example, the law firm Novack

Macey uses soft positioning, having
adopted the tagline “Small but ,
Mighty.” This positioning speaks not 52 i Small but Mighty.

Some of the world’s most potent forces are also the most
concentrated. We practice law at its highest concentration.

to what the firm does, or whom it

‘OUR FIRM

serves—it speaks to the spirit of the
firm. To drive home its message,
the firm’'s website features imagery
of small, powerful things.

Small but Mighty.

PR— e

Ka SOW I tz XASOWITZ CLIENTS PEOPLE CAPABILITIES EVIDENCE

BENSON TORRES Q

The Kasowitz website declares that
the firm is “Creative. Aggressive.
Relentless.” This is considered soft
positioning because the words do CREATIVE.
not tell you what the firm does— AGGRESSIVE.
they tell you how the firm does it. RELENTLESS.
And, like Novack Macey, Kasowitz

employs imagery throughout its site
to reinforce that positioning.

Avoiding Empty Words

The challenge with soft positioning is to avoid phrases that ring hollow.

For example, a tagline like “Quality. Responsiveness. Results.” is so general that it could be applied to
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almost any firm. Generic taglines like this, which often fail to resonate inside or outside of the firm,

generally have a short lifespan.
For soft positioning to be successful (and resonate), it needs to meet four criteria:

1. An Existing Truth - It needs to reflect something factual about the firm. It can't be

aspirational.
2. A Meaningful Differentiator - It needs to express something that your clients care about.
3. Internal Buy-in - Your attorneys need to believe it and talk about it.
4. Substantiation - You need to somehow demonstrate that it's true.

If your positioning can address each of these requirements, it'll be effective. But satisfying all four

criteria for soft positioning is often a challenge.

If your firm can't hit all four right out of the gate, you might be able to grow into your soft
positioning. For example, your firm might want to position itself as “The Legal Pitbulls.” But doing so
might require a few years to gather the case studies and testimonials to convincingly substantiate
that positioning. It also might take the firm some time before its lawyers “own” this new positioning

and begin to refer to themselves as “legal pitbulls.”

When it comes to soft positioning, law firm marketing directors and managing partners need to ask
themselves if their firm is prepared to put in the time, effort, and money required to make this new
positioning true.

If the answer is no, soft positioning might not be the right approach for your firm. The final flavor,

silent positioning, might be a better fit.

Flavor #3: Silent Positioning

Hard positioning and soft positioning are a bridge-too-far for many law firms. Sometimes it's simply
too difficult to find a meaningful differentiator that is true across the entire firm. For these firms, flavor

#3, silent positioning, is likely the best option.

With silent positioning, there are no explicit headlines or taglines. Instead, the firm'’s positioning is

subtly expressed using design and selective content.
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Skadden

Skadden is a great example of a firm
with silent positioning. Its website
homepage contains very few words.
Rather, it uses lush imagery of global
centers of commerce and power in
order to reinforce the firm's position in
the marketplace.

Simpson Thatcher

Like Skadden, Simpson Thatcher
uses engaging imagery (and few
words) to support its positioning.
The firm’'s website features lush and
striking photos showing its people
“in action.” The images, which were
shot at the firm's (impressive) offices,
look expensive and depict the firm's

attorneys as smart and engaged.

Armstrong Teasdale

Armstrong Teasdale also uses silent
positioning. Its website homepage
features a silent videographic that
positions the firm as modern, dynamic,
and elite.

SCROLLTO EXPLORE.

v

ices Our Team

Armstrong
Teasdale

People
Services
Industries

Our attorneys work together to guide clients through virtually every

challenge, from day-to-day operational decisions to some of the

most complex legal matters.
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Themes for Silent Positioning

For silent positioning to be successful, it needs to have a theme
that is rooted in clearly defined business goals. For example, we Possible Themes
recently built a website for a firm that had quickly grown from « Global / National
a midsized regional player to a large national firm. The theme .

Fast moving
of the website was “national reach.” However, for a variety « Cutting edge
of internal reasons, the firm chose not to use a headline or « Expensive / Top tier
tagline to explicitly express this message. So, for this firm, we . Big
“silently” communicated its size and nationwide footprint using * Friendly / Collaborative

photography, case studies, and information graphics (among

other content).

Silent Positioning as a Defensive Play

Many firms employ silent positioning as a means of dispelling misconceptions about themselves. For
example, a firm might be wrongly perceived as old and stodgy and therefore tied to traditional ideas
about how a law firm operates. In this situation, stodgy imagery won't help.

A firm that's subject to this misconception might more readily dispel it by adopting a highly

progressive design and futuristic-looking imagery. Additionally, it might profile clients in cutting-edge

disciplines such as cryptocurrency or nanotechnology.

If you want to dispel the
misconception that you're
stodgy, you might want to
consider a modern approach
to imagery. Photos of gavels
and scales of justice won't
help your cause.
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Silent Positioning Solves Political Problems

For political reasons, some law firms are unable to embrace a seemingly obvious market positioning.
For example, we once built a website for a firm that was 90% focused on real estate. However, the
firm was unable to declare itself to be “New York's Real Estate Firm,” due to the fervent opposition of

a few partners whose practices fell outside that area.
For firms with political issues like this, silent positioning is often the solution.

In the case of the real estate firm, we “silently” communicated its focus by using large images of
buildings and construction and prominently displayed content about real estate (like case studies
and articles). However, the website has no headline, and the text never refers to the firm as “a real
estate firm.”

The Goodwin website uses a similar approach and is a great example of silent positioning. The
website clearly positions the firm as a top-tier global law firm. However, nowhere does the website

explicitly say, “A Global Firm Serving Big Global Businesses.”

5 GOODWIN

K

Expensive-looking
photography

Pt

Clients are global
leaders

From innovative startups to established |l NEEEE
companies, Goodwin clients are at the forefront of
some of the

groundbreaking developments and challenging
legal disputes.
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o~

Technology and
Private Equity-
Focused Santa

Denniston, former
eneral Counsel of
eneral Electric

Foreign language
e sections in the
BT c oAt News items
Soosin navigation

. speak to
RECENT NEWS global reach

Client Value: The N
Business of Law

19 FEB 15 FEB 15 FEB 13 FEB
Chumbe:s_ZOlQ Recognizes12  Chambers EuropeArvelle Citoxlab to be Acquired by Charles Twilio Acquires SendGrid, the Leading
‘Goodwin Partners and 8 Practice Therapeutics and SK River Laboratories Fur_ Email API Platform, For $3 Billion
Areas Biopharmaceuticals to Develop and

Offices + People: Commercialize Cenobamate in-

Explore Goodwin in $530 Million Licensing Agreement

GOODWIN

Podcast: Brackett 2018 Year in Review

. BOSTON FRANKFURT HONGKONG LONDON LOS ANGELES
Contact By Office NEW YORK PARIS SAN FRANCISCO SILICON VALLEY
WASHINGTON, DC

International

o 1 offices listed
on the
9

OFFICES homepage

Size and geographic
footprint prominently
displayed

World map
graphic
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Part 3: Positioning Lawyers, Practices, and
Industry Groups

Market
Positioning?

There is no doubt that a well-positioned firm—one that occupies a distinct place in the minds of
buyers—has many marketing advantages over its competitors. However, even under the best of
circumstances, the market positioning of a law firm (as a whole) is unlikely to directly drive sales.

Why? Because clients don't hire “the firm.” Rather, clients typically hire individual attorneys (or groups
of attorneys) to solve a specific business problem. For this reason, market positioning is even more
valuable for attorneys than for the firm itself.

The Modern Marketplace for Lawyers

If you're a lawyer in today's global legal marketplace, clear positioning is no longer optional—
it's a requirement for success. In the internet era, the most lucrative work goes to lawyers that
can demonstrate specialized expertise (i.e., those with narrow positioning), even if they are
geographically distant from the client.

But the value of narrow positioning hasn't always been so clear. Until recently, most lawyers
developed business locally, often over dinner and drinks. Their goal was to build a referral network
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of local businesspeople, and they preferred to be broadly positioned because they wanted to be
offered whatever business their network might generate.

As the internet has transformed the business landscape, this marketing paradigm has fallen out of
favor. This is because broad positioning and face-to-face marketing are no longer considered a viable
formula for developing an elite and lucrative practice.

Old-Fashioned Modern
Lawyer Marketing Legal Marketing

Prefers broad positioning Requires narrow positioning

+ Driven by a lawyer's “force of + Driven by thought leadership
personality” content
+ Uses face-to-face networking + Uses internet to distribute content
+ Lends itself to local practice * Lends itself to national/global
practice

A New Lawyer Marketing Paradigm

The modern, internet-driven marketplace has brought a new marketing paradigm for lawyers. This
approach assumes that lawyers are not bound by geography, but rather are ready to serve the best
clients, no matter where they are located.

The modern legal marketing paradigm has three key requirements for success:

1. Narrow Positioning
Narrow positioning is the cornerstone. For marketing to be effective in today’s business landscape,
an attorney needs to be positioned as an expert in a niche of the law.

The bio below indicates a well-positioned attorney. The highlighted headline makes clear that this
attorney is an expert in hazardous waste regulatory law.
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Succinct, narrow positioning (like this attorney’s) is tailor-made for today’s global business landscape.
It's easy to imagine that, with such clear positioning, an attorney like this one is often hired without
ever meeting his clients face-to-face.

@ Washington, DC agoldberg@bdiaw.com
+1.202.789.6052

Biography Hazardous Waste & Recyclable Materials Hazardous Materials & Dangerous Goods Transport Precursors Publications

SERVICE AREAS &

InousTRIES — Aaron applies his encyclopedic knowledge of “Waste is in my blood,

Is and so to speak. My father
hazardous waste regulatory law to help e

companies comply under federal and state business. Others in my

laws—throughout all 50 states—and abroad. LTl D A,

Seem:s fitting that my

environmental law

He holds an advanced degree in chemistry, has extensive training in economics, and is a former U.S. o p
RESOURCES — practice is focused on
Environmental Protection Agency consultant. His unique, multidisciplinary background—law, science,

waste.”

« Pipaing gafay Resaurce cconomics, and government —informs nearly every aspect of his work and makes him a useful bridge
enter

between attorneys, engineers, business managers, consultants, and regulators. — AARON GOLDBERG

Aaron has focused on hazardous waste issues since the beginning of the federal regulatory program in 1980.
With this historical experience, he offers clients comprehensive regulatory counsel on hazardous waste
matters, including compliance strategy, advocacy, rulemaking challenges, end-of-ife product management,
permits, variances, and enforcement action response. His clients consist of comparies and trade associations

in the chemicals, electronics, recycling, petroleum, pharmaceuticals, retail, steel, ard mining industries.

2. Substantiating Content

Any business’s market positioning rings hollow without sufficient substantiation, and lawyers are
no exception. If you declare yourself to be a leading expert in a niche, it's vital to support that
positioning with material such as publications you've written or case studies of your past work.

Substantiation requires significant time and effort to develop the kind of material that illustrates
knowledge and demonstrates that you have a head start in solving your prospective client's problems.

Here are a few examples of how an attorney or group of attorneys could substantiate their
positioning:

» Proprietary Data. One way to distinguish your practice is to share original research that
contains valuable, actionable data that clients want. For example, a report on the probability of
various legal outcomes, or a database that demystifies a web of overlapping state and local laws.

» Proprietary Methodology. Perhaps you've figured out a way to produce better results at a
fraction of the customary price. Or you have a specially trained overseas back office that can
deftly (and inexpensively) handle technically rigorous tasks that your competitors bill out at a
much higher rate than you do.
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» Compelling Thought Leadership. Articles and blog posts are a great way to substantiate
your positioning. Ideally, these pieces should address big issues that are just emerging in your
target market. It also helps if your insight and advice are so novel and compelling as to clearly
demonstrate your team'’s formidable skills.

» Case Studies. Demonstrate your expertise by describing the type of work you've done and for
whom you've done it. Case studies become particularly valuable if you can explain your novel
approach to solving a particular client's problem.

3. Internet Distribution of Content
Attorneys (or practice groups) need to get their substantiating content in front of their prospective
clients. In today’s world, that primarily happens on the internet, in two ways:

1. Via social media channels
2. By making it available on the firm’'s website

The best way to accomplish the latter is to make the substantiating content accessible right from the
attorney's bio (or practice area section or industry group page). An attorney's bio would ideally be

a complete repository of their substantiating content, including items like podcasts, video, and blog
posts, that are too often relegated to satellite websites. Here are examples of how you can make
that happen:

» Integrated Blog - The integrated blog features of this website allow visitors to read the full
text of an attorney's blog posts without leaving their bio.

Verrill SERVICES INDUSTRIES PEOPLE FIRM CAREERS Q

Eric D. Altholz

PARTNER

Biography Publications & Podcasts Blog Posts: Benefits Law Update

Contact Info

Eric D. Altholz

Partnor

2 ealtholz@verriiaw com

@ Portiand, ME
(207) 253 4908

by Eric D. Althoiz on

° ol My Linkschrs Nesivoric IBS Notice 2019-09 provides guidance intended to help “applicable tax-exempt employers” determine whether compensation paid to
their most highly compensated employees will be subject to the 21 percent excise tax imposed under Code Section 4960. Notice 2019-

° Download My vGard 09 is indeed helpful to those of us who have to interpret the provisions of Code Section 4960. But tax-exempt employers subject to Code
‘Section 4960 have serious work to o in order to comply with these relatively new rules, and some tax-exempt employers will be

© oormayao lisappolnted n theresult.(1n general, compensation paid by a Ssction 501(c)(3) organizaton wil be subject o the requirements of

Gode Section 4960, 50 we will simply reference tax-exempt employers for these purposes.)
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» Social Media Feeds - An integrated Twitter feed makes it easy for visitors to see what this

attorney is thinking about and sharing, without leaving his bio.

our global reach our dlents people practice areas

Lui

Biogrophy Case Studes Publications + Presenlations AFocus on Cuba News OLMAIcalde

@LMAlcalde

Contact Information
Luis M. Alcalde Tweets o, ainie
Luls Manuel Alcalde (imal

@columbusceomag

Join My Linkedin Network >
Download My vCard >
Download My Resume >

KEGLER BROWN

» Content Teasers - Sidebar widgets and teasers can be used to draw attention to an attorney's
(or practice’s) newest and best substantiating content.

People v Services v Firm v a

porterwright

Services Media  Events

Biography KeyMatters  DOT & PUCO Regulations

Cincinnati .

0 Overview

Aooress 250 East Fifth Street Brian is a partner in the firm’s Litigation Department where he focuses his QQ
Sato 2200 peccin o and comph S oaonthis

Cincinnati, OH 45202 chairs the firm's Transportation and Logistics Practice Group. 3 -
PHONE 513,369,416 In today’s competitive

5134210881 Brion has served as lead counsel in @ wide range of lifigation matters in environment,

state and federal courts. Ho represents clients in a diverse rang of :
developing new
industries including IT services, blockchain and crypfocurrency, i o dich
fion and logistics, construction, higher education, retail, clients, earning their
o s He litigates, mediates and trust, and cultivating
arbitrates commercial disputes and handles individual and class action recurrent business
claims including Consumer Sales Practices Act claims, warranty claims, takes determination,
dofense, d

and grit.

owner/operator liability matters, wrongful death and catastrophic injury.

In practice domestic
carriers, brokers, freight forwarders, tird-pary logistics providers and FEATURED MEDIA
shippers in a wide variety of commercial, liability and regulatory matters. —

. o] Augustine inferviewed in Logistics

hi disputes o 9 Management
secrets and ofher confidentiol business information. He advises. s —
y cli [  reg fance,
contracting practices and operating procedures. He also frequently iigates
iability d ising from freight claims.

and ion incidents. Brian i in The

America® in the area of Transportation Law.

unique backg ight's Crisis
. He has years of expe 9

response p d g
transportation and industrialincidents.

Pariner Brian Augustine was
interviewd by joff Berman of
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Website + Brand Design for Law Firms

» Bio Sub-pages - Supporting sub-pages within a bio can help demonstrate an attorney's

specialized expertise.

Sevrie &

.........

Q Washington, O agoldberg@bdlaw.com
+1.202.789.6052

@ Logol Admini Madalon Bloom
1202789188 | mbloom@dlow.com
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federal and state laws—

el abroad.

Resources — throughout all 50 states—and

Messaging Nirvana

In an ideal world, the market positioning of each attorney (and practice or industry) would support

the positioning of the entire firm. For example, if the firm's positioning were, “The Global Leaders in

Business Litigation,” then each of the firm’'s attorneys would demonstrate expertise that relates to

business litigation.

A firm that achieves this level of messaging harmony has a tremendous marketing advantage over its

competition. This would be “messaging nirvana.”

As one would expect, messaging nirvana is extremely difficult to achieve. Fortunately, messaging

nirvana is not essential for business development success. Rather, well-positioned attorneys and

business units are sufficient for success. Clients hire individual attorneys and groups of attorneys. So,

by focusing on this level, law firm marketers can have the greatest impact on the firm’'s bottom line.

) Visit us at www.greatjakes.com
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Conclusion

Marketing efforts are much more effective when a law firm is well-positioned (i.e., occupies a distinct
place in the minds of the target market). Although this is never easy, it's certainly possible for any law
firm, provided that the problem is attacked correctly:

» Step one requires positioning the firm as a whole. Start by figuring out which “flavor” of
positioning makes the most sense for your organization: hard, soft, or silent positioning.

» Second, clearly position each of the firm's practices, industry groups, and attorneys as experts

in a particular niche. This is vital because the sale is made at this level.

» Finally, you need to substantiate those positions. This is vital because positioning inevitably
falls flat without the support of reputation-enhancing content like articles, whitepapers, blog
posts, and testimonials.

If you can nail these three things, your firm is on a clear path to marketing success.

Firmwide
Positioning

+

raeee | EEPP Success

+

Substantiation
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Website + Brand Design for Law Firms

About Great Jakes

Great Jakes crafts websites that help law firms differentiate themselves from look-alike competitors.
We work exclusively with large, forward-thinking law firms.

Our process starts by painstakingly researching your firm. Once we fully understand your business
and culture, we design an impactful website that plays to your strengths and sets you apart.

We offer end-to-end website-development services including market positioning, website strategy,

visual design, and technology development. To learn more about Great Jakes and how we think, visit
our website at www.greatjakes.com.

) Visit us at www.greatjakes.com Page 23
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