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Learn to Dance 
Learn to dance. You might wonder what 
dancing has to do with membership in a 
society of the world’s finest law firms. In fact, 
it has a lot to do with it. Dancing is a powerful 
metaphor for how Primerus works to benefit 
your firm and ultimately, your clients. 
 Our success in life in almost any endeavor 
depends upon building solid relationships 
with others who are or may be important to 

our success and happiness. The law is a 
highly relationship-based profession, and to 
succeed fully as a lawyer, you must learn to 
dance beautifully in your chosen field, and to 
ask others, your clients and potential clients, 
to dance with you. 
 You will read much in this issue about 
the concept of “Think Primerus First.” 
It’s critical to allowing Primerus members 
and more importantly, clients, realize the 
immense benefits of everything Primerus has 
to offer. “Think Primerus First” is our way 
of describing the practice of going to your 
fellow Primerus firms whenever you learn of 
a client need that you cannot meet. We hope 
that when this happens, you will contact a 
fellow Primerus member you already know, 
visit primerus.com to learn of other Primerus 
firms with the required capability within the 
jurisdiction, or simply contact the Primerus 
member services staff so they can help point 
you in the right direction.
 Learning to dance is a critical piece of 
“Think Primerus First.” I sometimes hear 
from members who have joined Primerus and 
now are waiting by the phone for the referrals 

to pour in. And they’re sorely disappointed 
when that doesn’t happen. I share their 
disappointment because I realize they have 
completely misunderstood who Primerus is, 
what we do, and what we stand for. 
 Primerus is not a blind referral 
organization. Primerus provides great 
opportunities for members to develop very 
high quality business but you need to take 

advantage of those opportunities. Primerus 
has invited you to the dance, but you need to 
execute the steps; you have to learn to dance. 
 Good things don’t come from an attitude of 
“what’s in it for me?” Lawyers and law firms 
whose primary purpose in joining Primerus is 
to see how many files they will get out of the 
group for their dues will eventually quit after 
wasting lots of money. But those who embrace 
Primerus by committing to follow the Six 
Pillars every day and use every opportunity 
we give you to showcase your firm and build 
relationships will realize tremendous benefits. 
You must come to Primerus events, participate 
in practice group calls, have lunch with fellow 
Primerus members either in your city or in the 
cities you visit, and write articles for Primerus 
publications. There are countless other ways 
to “dance” as well. 
 Of course, based on the foundation of  
old-fashioned relationship-building, Primerus 
also is taking advantage of every innovation in 
the legal practice to build business, including 
search engine optimization. With all of these 
efforts working together, we believe Primerus 
brings unparalleled value to member firms 
and clients. 

 There are great benefits to being invited 
to join Primerus. Our job is to find the very 
best law firms around the world, screen them 
carefully and then market them to great clients 
who appreciate all the qualities of a Primerus 
firm as embodied in the Six Pillars. We will 
do this to the best of our ability, but we need 
you to embrace the opportunities we present 
to you. We will send you the invitation to the 

dance and do all we can to host the best dance 
ever, but you still need to get up and dance.
 I firmly believe that our clients are best 
served when we “Think Primerus First.” As 
a society of the world’s finest law firms, we 
offer nothing but the best to clients. Because 
our member firms are boutique law firms 
that are small to medium-sized, clients get 
quality, personalized, partner-level service 
at a reasonable fee. And because we have so 
stringently screened and monitored our firms, 
everyone (clients and members alike) can 
have complete confidence in the consistency 
of quality of our firms. 
 On page 4, you will read about the firms 
that do this and the benefits these firms and 
their clients have realized as a result. You will 
also learn things that you can do individually 
and as a firm that will help establish this as a 
regular practice. 
 And I know with confidence that once 
you learn to dance and think Primerus first, 
everyone will benefit. 

President’s Podium
John C. Buchanan

…those who embrace Primerus by committing to follow the Six Pillars every day and use every opportunity 
we give you to showcase your firm and build relationships will realize tremendous benefits.  
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Think Primerus First: 
Opportunities Abound
It’s not a complicated equation: More 
than 190 law firms with about 3,000 
attorneys in around 40 countries adds up 
to countless opportunities for referrals and 
collaboration within the Primerus family. 
 Collectively, Primerus firms generate 
about $1 billion in gross revenue per year. 
In 2012, Primerus tracked 933 referrals 
to Primerus firms, and Primerus estimates 
that only 25 percent of Primerus related 
referrals and new business development 
opportunities are reported. 
 Is your firm maximizing the 
opportunities? Does your firm “Think 
Primerus First?” 
 “Every Primerus firm and lawyer has 
been so well vetted that the given we start 
with is knowing they are all good lawyers 
and good people. And we know they are 
spread literally all over the world, and in 
every conceivable area of legal practice,” 
said Primerus member Stephen I. Lane 
of Lane & Lane in Chicago, Illinois. 
“Every one of us has friends, clients, 
relatives and coworkers who have some 
kind of legal need that we cannot address. 
Why on earth wouldn’t we look to this 
body of really good lawyers who are really 
good people to meet those needs? Why 
would you go anywhere else?”

How to Start to   
“Think Primerus First” 
Primerus has in place many programs to 
help you “Think Primerus First.” And 
there’s a lot to learn from the success 
stories of fellow Primerus members who 
have made it a regular, firm-wide practice 
to do so. But according to Primerus 

President and Founder John C. “Jack” 
Buchanan, there’s an important first step 
to remember – get involved. 
 “Primerus provides great opportunities 
for members to develop very high-quality 
business. What you need to do is take 
advantage of those opportunities,” 
Buchanan said. “Primerus is not a blind 
referral organization. You cannot simply 
wait by the phone for it to ring. The legal 
business is a relationship-based business 
and the fact that you belong to Primerus 
gives you the opportunity to develop 
countless relationships.”
 Primerus member David Frenznick 
of Wilke, Fleury, Hoffelt, Gould & Birney 
in Sacramento, California, has found 
Buchanan’s advice to be true. “There’s 
no magic to this,” he said. “Primerus is a 
forum to develop business relationships. 
The best opportunity for that is the 
one-on-one contact that is provided 
by Primerus conferences. We find that 
to be invaluable, and this is by far the 
friendliest group of lawyers that I have 
worked with.” 
 Frenznick’s firm recently received 
a referral of a significant litigation 
matter from Olivia Goodkin and Brian 
Davidoff of Primerus member firm 
Greenberg Glusker of Los Angeles, 
California. They encountered a conflict 
of interest and referred the case to 
another Sacramento firm. But the firm has 
received other referrals from Primerus 
firms that have materialized, and 
Frenznick has repeatedly called fellow 
members in other states for information. 
 “We have found Primerus to be a 
really good way to make sure that our 

clients or others are well taken care of, 
and with limited risk that a client is going 
to be poached,” he said. (It’s an unofficial 
rule within Primerus to respect a fellow 
firm’s standing relationship with a client.) 
Goodkin said that this was just one of the 
opportunities she has had to call upon 
fellow Primerus members. When her son 
needed a family law attorney in North 
Carolina, she called Horack, Talley, Pharr 
& Lowndes in Charlotte, and when he 
needed a personal injury attorney, she 
exchanged several emails with Charles 
G. Monnett III, who has his own firm 
in Charlotte, who provided her with free 
advice. 
 “My attitude has definitely been to 
‘Think Primerus First’ whenever I have a 
referral out of town,” she said. 
 Caroline Berube of Primerus firm 
HJM Asia Law & Co. in Guangzhou, 
China, and Singapore, said she 
believes face-to-face meetings with 
fellow Primerus members is crucial 
in developing fruitful relationships. 
She recently traveled to Sydney where 
she connected with a fellow Primerus 
member (from Kells The Lawyers) she 
had met at the 2012 Asia Pacific meeting 
in Singapore. She said her firm has 
received interesting cases from Primerus 
firms regarding regulation, arbitration, 
employment, trademark and IP matters 
in China and Singapore. In addition, 
they have reached out to members in 
jurisdictions such as Taiwan and Korea. 
 “Primerus has been a valuable part 
of our network growth and regional 
market intelligence as we have worked 
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on joint-event sessions for events in Asia 
and gained access to mutual referral 
opportunities that were possible because of 
the competent individuals we have come to 
know through Primerus,” she said. 

Taking it to the Next Level
Once your firm is regularly involved, 
attending Primerus events (including 
conferences, seminars, regional meetings 
and trade shows where Primerus has 
a presence), participating in practice 

group calls, writing articles for Primerus 
publications, there are other steps you can 
take to realize the benefits of Primerus 
membership. 
 All the Primerus firms in Chicago 
meet monthly for lunch – a practice 
that has resulted in a “steady stream” 
of referrals, according to Stephen Lane. 
Chicago happens to have one firm in 
each Primerus institute – Kubasiak, 
Fylstra, Thorpe & Rotunno (business 
law); Lipe Lyons Murphy Nahrstadt & 

Pontikis (defense law); and Lane & Lane 
(consumer law). 
 Lane suggested that Primerus 
members who do not have fellow 
Primerus firms in the other institutes 
(Primerus Business Law Institute, 
Primerus Defense Institute or Primerus 
Consumer Law Institute) actively work 
to change that. “Why not work to bring 
them into Primerus if they’re qualified 
and they can and want to be Primerus 
members,” he said. 
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Dues Reduction Program
Primerus now has a program to entice 
members to do just that – for local firms 
as well as firms in other cities. According 
to Primerus Senior Vice President of 
Services Chad Sluss, beginning this year, 
members that actively assist Primerus 
in filling open licensed territories will 
be eligible to receive a 50 percent dues 
discount for 12 months. To qualify for 
the discount, a member must actively 
introduce the prospective firm to Primerus 
and participate in the process (phone 
calls, emails, etc.).

Refer with Confidence
The concept of “Think Primerus First” 
works because of the quality of the 
Primerus member firms, which is a direct 
result of a stringent vetting process, 
according to Primerus member Roger 
Brothers, of Buchman Provine Brothers 
Smith in Walnut Creek, California. 
 “It has helped me provide repre-
sentation for my clients, and I know 
the representation they’re going to get 
will be good,” said Brothers, whose 
firm joined Primerus in October 2012. 
He immediately attended the Primerus 
Global Conference in Scottsdale, 
Arizona, in November, as well as the 
Western Regional Conference in Utah   
in January 2013. 
 Brothers was impressed that Primerus 
scrupulously carries out its vetting 
process. In fact, every reference he gave 
on his Primerus membership application 
informed him that Primerus had contacted 
them. “I know everyone I met at the 
conference has gone through the same 
process I had gone through,” he said. 
“That immediately instills confidence.”
 Even in his firm’s short time with 
Primerus, Brothers or other members of 
his firm have contacted Primerus firms in 
Colorado, Hawaii, California, Nebraska 
and Oklahoma either to refer cases or 
to gather information. “I referred one of 
my colleagues to a Primerus member in 
Denver because he had a mediation there 
and needed to get the low down on the 
mediators who had been proposed by his 
opposing counsel,” Brothers said. 

Beyond Boundaries
When Primerus firms “Think Primerus 
First,” it’s important to think beyond 
institute borders, according to Marc 
Dedman of Primerus firm Spicer 
Rudstrom in Nashville, Tennessee. 
Dedman is chair of the Primerus Defense 
Institute. 
 “Primerus has become, in a way, the 
largest law firm in the world,” Dedman 
said. “Primerus firms offer our clients 
the potential for breadth of legal services 
offered only by the mega law firms in 
the world, and we have a geographically 
larger footprint.”
 In fact, the PDI and PCLI executive 
committees have had conversations about 
ways to create referrals among institutes. 
“Even though the consumer group and 
the defense group are on opposite sides 
of a lawsuit, there are still relationships 
that can be forged that can benefit our 
clients,” he said. For example, there may 
be occasions when plaintiff’s experts 
may be needed for testimony by a client 
which is more typically a defendant, or 
plaintiffs who might need an attorney to 
prepare complicated trust documents after 
a settlement. 
 “We can show our clients that we 
are more than one attorney – we are part 
of Primerus,” Dedman said. “If we get 
people to start thinking that way first, then 
it’s a win-win for everybody.”
 And beyond that, he encouraged 
fellow Primerus members to remember 
that the focus of “Think Primerus First” is 
ultimately the client. 
 “Our firms are thinking Primerus 
first, but by doing that, we are causing 
our clients to think Primerus first 
because Primerus can satisfy all their 
legal needs,” Dedman said. “The ‘Think 
Primerus First’ concept is not intended 
simply to benefit member firms, but to 
benefit our clients.”
 Primerus client Rob Shaughnessy, 
Vice President of Claims for Southern 
Pioneer Property & Casualty Insurance 
Company in Jonesboro, Arkansas, is 
the perfect example. About four years 
ago, when Shaughnessy needed legal 
representation in a state other than the 
five they write policies in, Sharon Stuart 

Ways Primerus 
is Helping Members 
and Clients “Think 
Primerus First”

•	 Search engine optimization, an 
internet marketing strategy that 
is allowing more people than 
ever before to find Primerus firms 
using Google and other search 
engines. Since 2011, Primerus 
website traffic has increased 
60 percent, with search engine 
traffic up 80 percent. 

•	 New online directories that allow 
Primerus members and clients to 
more easily find attorneys. 

•	 High quality publications such 
as The Primerus Paradigm and 
the corporate client e-newsletter 
sent to thousands of clients 
showcasing Primerus attorneys’ 
and firms’ capabilities and areas 
of expertise. 

•	 Opportunities for Primerus 
members to meet and 
interact one-on-one, including 
longstanding events such as 
the Primerus Global Conference 
and Primerus Defense Institute 
Convocation, as well as the very 
popular new regional events. 

•	 Dues reduction program for any 
firm that actively recruits a new 
member firm.

•	 Corporate Client Development 
(CCD) department reaching  
out to clients to educate them  
about Primerus. In 2012, 100  
clients attended four Primerus  
events, and 32 percent of those  
were the result of the work of  
the CCD team. They also made  
56 referrals to members, many  
of which materialized.  
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How You Can 
“Think Primerus First”

•	 Take advantage of opportunities 
to meet and develop 
relationships with fellow 
Primerus members. Attend your 
regional events, as well as the 
2013 Primerus Global Conference 
to be held Oct. 24-27 in Asheville, 
North Carolina. If you’re an 
international firm, attend the 
first International Primerus 
conference outside of the United 
States May 31 to June 2, 2013, 
in Barcelona, Spain. All Primerus 
firms are welcome.

•	 Educate all firm staff, not 
just the key contacts, about 
the benefits of Primerus and 
encourage them to think 
Primerus first when making   
a referral. 

•	 Participate in practice group 
calls. Primerus has more than 
20 practice groups that meet 
regularly and provide members 
with networking opportunities, 
webinars, and the opportunity to 
submit content to be posted on 
Primerus’ website or distributed 
at industry events. 

•	 Help clients to start thinking 
of Primerus when they need 
quality representation. Tell your 
clients about Primerus and how 
your membership benefits them. 
Collaborate with other Primerus 
members whenever you need a 
lawyer in another jurisdiction or 
with expertise your firm does  
not have.

•	 Invite a multi-jurisdictional 
client to Primerus events, 
including Primerus continuing 
legal education webinars.

•	 Hold informal lunches with the 
other Primerus firms in your city.

of Primerus firm Christian & Small in 
Birmingham, Alabama, referred him to a 
Primerus firm. It was then that he learned 
about the benefits of Primerus. Since 
then, he has worked with a handful of 
Primerus firms, including Dedman’s. 
 “It’s been very good, and that’s why I 
continue to use them,” Shaughnessy said. 
“When I use a Primerus firm, I know I 
am going to get quality legal counsel at a 
competitive rate.”
 So now he goes directly to the 
Primerus website when he needs an 
attorney in a new jurisdiction. “I know 
what I am getting, and I don’t have to 
spend a lot of valuable time searching for 
law firms,” Shaughnessy said. “The firms 
are very consistent; no matter what firm I 
use, I get the same high quality service.”

Getting the Message Out
Firms also stress the importance of 
educating all firm attorneys about the 
benefits of Primerus, not just the Primerus 
key contacts. At Primerus firm Rothman 
Gordon, Director of Marketing Anne 
Parys found a creative way to help all 
firm members “Think Primerus First.” In 
the firm’s monthly marketing newsletter 
for internal staff, she began a recurring 
feature called “Meet a Primerus Firm.” 
In it, she highlights one Primerus firm 
per month, including information about 
the firm from the Primerus website, as 
well as any referrals or opportunities 
for collaboration the firm has had with 
Rothman Gordon. Her goal is to keep 
all the firm’s attorneys aware of the asset 
Primerus is to the firm and ultimately, to 
their clients. 
 Duncan Manley of Christian & 
Small, sends out periodic emails to 
the lawyers in his firm encouraging 
them to “Think Primerus First.” Last 
year, when a young attorney in his 
office sent an intra-office email seeking 
a recommendation for a plaintiff’s 
attorney in Charlotte, North Carolina, 
he immediately looked in the Primerus 
directory. He found Primerus member 
Charles Monnett and referred the case 
to him. Manley said the case was settled 
last year resulting in a “substantial fee.”

 Eckart Broedermann of Primerus 
firm Broedermann Jahn in Hamburg, 
Germany, said his firm trains their team 
about the capabilities of firms within 
Primerus. His firm also developed 
“capability statements” for the major 
industries in which they work. These 
short summaries are designed to educate 
fellow Primerus firms about their 
expertise in various areas, including 
information technology, the energy sector 
and shipbuilding. 

Primerus Team is Here to Help
Primerus staff is ready and waiting to 
help with collaboration of any kind among 
members, and Sluss urged members to 
utilize their services. 
 In 2012, Primerus tracked 933 
referrals to Primerus firms, and Primerus 
estimates that only 25 percent of Primerus 
related referrals and new business 
development opportunities are reported. 
Of those 933 referrals mentioned earlier, 
342 were member to member referrals, 
nearly 200 were attributable to the work 
of Primerus’ Corporate Client Division, 
and 420 came via primerus.com.
 Sluss asked all members to keep him 
informed of referrals among members. “In 
the member’s only section of the website, 
there’s a referral form that members can 
fill out,” he said. “Or they can just send 
me an email. It’s important that we have 
feedback on tracking referrals, along with 
the value of the matter, so we can measure 
our initiatives and determine where to 
spend our resources.”
 And, he said, the opportunities are 
“endless” if firms embrace the “Think 
Primerus First” idea. Once a firm has 
taken the first step of getting involved in 
Primerus events, webinars and practice 
group calls, attorneys can brainstorm the 
practices that work best to make “Think 
Primerus First” work for their firm. 
 Lane agreed. “If anyone in Primerus 
has something they are going to refer out, 
they ought to look to Primerus first,” he 
said. “Everyone needs to get that message 
and I think that when they do, we all will 
find it enormously profitable.”
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Delivering Value Driven Solutions: 
Providing Clients Access to Their 
Information at the Click of a Mouse
Clients are increasingly tech savvy and 
value driven. Practice management 
articles and legal conferences reflect 
the mounting pressure to offer more, 
and do more, for less. The ability to 
effectively leverage staff resources and 
technology is critical and expected 
by discerning clients. Requests for 
proposals (RFPs) often request detail 
about a firm’s workflow procedures, as 
well as its IT infrastructure and specific 
software utilized. Technology is also 
an essential component of the growing 
popularity of Legal Project Management 
– an emerging area designed to improve 
efficiency and offer greater value to 
clients while maintaining sustainable 
profit margins.
 Houser Henry & Syron LLP has 
been assessing various legal project 
management strategies, with the goal of 
starting with tactics that are manageable, 
relatively easy to implement and 
innovative. A key approach we adopted 
was to simplify the dissemination of 
information to clients. 
 The implementation of an 
integrated client portal has allowed us 
to significantly increase the ease and 
simplicity with which we exchange 

documents and information with our 
clients. Corporate clients may also 
access their minute books, or corporate 
records, virtually.
 While granting clients online access 
to their corporate records may seem 
contradictory to the delivery of legal 
services, it saves time that is often 
written off and can deepen the client 
relationship. Consider how much time is 
spent fielding a routine request from a 
client, such as how many share classes or 
directors are associated with a company. 
The time spent exchanging voicemails or 
emails to determine the need, pulling the 
minute book and replying to the client, 
is often written off and may not occur 
within a client’s timeline.
 Uncomfortable with sending sensitive 
attachments through email or utilizing 
a cloud-based solution, we initially 
sought a secure means to collaborate 
and exchange documents with clients. 
A fortuitous discussion with one of our 
software providers, Emergent, led to 

the implementation of Legal Kiosk™ - a 
secure portal that permits authorized 
users to login, view, print, download 
or upload documents related to their 
business matters. 
 Legal Kiosk™ is effectively a 
document sharing and collaboration 
software application designed to allow 
us full control over what documents 
are shared with internal staff, clients 
or anyone else authorized to view 
documents for specific files. All files are 
grouped together by practice area and 
documents being shared are specific to 
each file within a practice area. 
 Although the classification of 
documents within Legal Kiosk™ is 
unlimited, initially we have limited the 
exchange to draft documents requiring 
client review and also to issue accounts. 
Emergent’s software modules automate 
document production, creating PDF or 
Word files for the client to access.
 Sharing documents using Legal 
Kiosk™ is faster and more secure than 

Jan Chaffay is the Business Manager for Houser Henry & Syron LLP, 

where she is responsible for the general management of the firm 

and implementation of its strategic plan. Jan was an early adopter 

of effective project management techniques to the delivery of legal 
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law firms improve profitability through streamlined operations, 

enhanced utilization of technology and the promotion of a fundamental 

understanding of the business of law.
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145 King Street West
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jchaffay@houserhenry.com
www.houserhenry.com
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sending documents via email. Each time 
a new document is added, clients receive 
an auto-email notification. For example, 
when an account is posted to Legal 
Kiosk™, an email is automatically gener-
ated and sent to the client contact. The 
email contains a link allowing the client 
to directly login and download, print or 
email their account. It’s instant and saves 
the postage and delays associated with 
sending accounts through regular mail. 
If required, cover letters can also be 
inserted at the front of the accounts. 
 At the completion of our pilot 
implementation of Legal Kiosk,™ a key 
client participant commented:

I am thrilled to have access to our 
corporate legal records and accounts 
via a secure online site and it has 
proven to be a very user-friendly 
system. This system provides us with 

almost instantaneous access to [our] 
corporate records and accounting 
information and offers peace of 
mind with the secure exchange of 
confidential information. This Legal 
Kiosk™ is a definite add-value to 
Houser Henry & Syron’s already 
exemplary customer service and I 
highly recommend it.

 Future enhancements include the 
placement of intake forms that will 
permit clients to submit routine requests 
online, such as to change directors. In 
addition, to gather basic information 
related to the preparation of a will or new 
incorporation, clients will be directed to 
Legal Kiosk™ to complete our standard 
intake questionnaires. This will avoid 
duplication of data entry and automati-
cally generate the initial draft docu-
ments within Emergent’s corresponding 
Corporate or Estate planning software 
that links with Legal Kiosk™.

 A key challenge associated with any 
change is altering traditional behavior 
and workflow habits. We schedule 
weekly workflow meetings to increase 
communication and the level of engage-
ment between staff and lawyers. The 
weekly half hour meetings provide an 
opportunity to conduct key file reviews to 
ensure resources are allocated efficiently 
and identify any areas for improvement.
 Houser Henry & Syron LLP is 
focused on improving our workflow 
tactics and leveraging technology to 
improve efficiency and deliver high value 
and innovative solutions to our clients. 
As we move toward a more paperless 
driven practice, the response from our 
pilot group has been strong and we look 
forward to expanding our rollout of Legal 
Kiosk™ and offering innovative value-
driven solutions to our clients.
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Law Firm Marketing from 
an Indian Perspective
Law firms are spreading their roots all 
over India at a rapid pace. However, in 
the current legal business environment, 
law firms face heightened pressure from 
a perfect storm of forces – mainly the 
strict adherence to industry regulations 
that prohibit lawyers from soliciting 
work, forcing them to reach out to 
prospective clients through other means. 
In addition to those industry regulations, 
there are several new sets of challenges 
including globalization, smarter client 
procurement strategies, diminished 
customer loyalty and increasingly 
aggressive competition which have 
created a closed legal market, leaving 
very little space for law firms to operate. 
Marketing and business development 
strategies that once worked now seem 
to be less relevant. To counter these 
looming threats to their survival and 
prosperity, law firms are searching for 
more innovative methods to raise their 
level of strategic and tactical engagement 
with clients.

Business Development 
As we all know, rainmaking is the 
key component in any law firm in any 
country, and as we see now, the Indian 
legal industry is not far behind from 

any other jurisdiction. Rainmaking is 
the responsibility of each and every 
lawyer in a firm, and it always will be. 
Ironically, many young lawyers in India 
still believe that simply the partners of 
the law firm are responsible for business 
development. Even with the changing 
legal environment, these lawyers firmly 
believe that good law skills, coupled 
with expertise, are sufficient to survive 
and grow in a law firm. What these 
lawyers are, of course, overlooking 
is that in order to grow in a law firm, 
business development strategies and 
skills are now equally essential as law 
skills and expertise. 
 The rainmaker concept is essentially 
what makes the tried-and-tested 
law firm model so successful. The 
rainmakers, who are good at attracting 
clients, rise up the narrowing pyramid 
toward partnership, the pinnacle of 
achievement within the traditional 
law firm structure. Each young lawyer, 
in order to be successful, needs to 
develop his or her own client base 
and the marketing skills that they 
need are mostly not taught in any law 

school. Rather, they have to develop 
and adopt the rainmaking skills that 
fit their personality. It is imperative for 
lawyers to understand that the business 
development skills and the relationships 
they build give them sustainable power 
for the future. 
 The traditional art of business 
development as a firm-wide discipline 
takes root when the firm’s value to the 
market is clear and well supported by 
the lawyers’ expertise, when integrated 
marketing programs are persistently 
executed, and when lawyers have top-
notch business development skills. 
Firms that build business development-
focused cultures start by addressing the 
underlying issues that impede lawyers’ 
ability to sell work. The strategy should 
be to use highly skilled external research 
capabilities to produce the type of 
critical information that can enable law 
firms to facilitate better sales outcomes 
through more precise and deeper insights 
on opportunities within target companies 
and industry sectors. It is quite often 
stated that legal services are the business 
of relationships, particularly with 
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clients. Business development is all about 
maintaining, developing and building new 
relationships.

Branding
Beyond the focus of business development, 
it is imperative to understand how the 
law firm’s branding and the marketing 
of lawyers should interact. A law firm’s 
branding is an intentional, logical strategy 
that defines the services a law firm offers, 
how it offers them and to whom. It shows 
what the law firm stands for, tells potential 
clients what they can expect, enhances 
the value of their services and puts them 
on the short list for certain kinds of work. 
A brand proactively differentiates one 
law firm from the competition. The idea 
is for a law firm to create a brand that no 
other law firm in a particular market has 
claimed as its own. Branding needs to 
serve as an umbrella covering all areas 
of expertise, wherein the guiding factor 
is to promote individual lawyers to their 
respective clientele and geographies 
with specific messages. Such a guiding 
factor of promoting individual lawyers of 
a firm will clearly help them to market the 
firm in their own individual capacities. 

But while the law firm is focusing 
on branding, it must remember that 
whatever the branding method is, it must 
be implemented within the context of 
an overall law firm message. A singular 
theme when applied towards the efforts 
of each and every lawyer of the firm 
typically paves the way to successfully 
marketing the firm. Hence, as we see, 
branding serves the individual while 
the individual reinforces the brand. To 
do one and not the other promises only 
to diminish the results of both. Clearly, 
branding and marketing intersect. 
Branding determines what services are 
offered and, for law firms, often who 
offers them. Marketing is how those 
services are sold. To encapsulate the 
branding practice, law firms clearly need 
to increase their visibility and perception 
by enhancing the brand, which goes 
beyond the creation of logos, visiting 
cards, websites and profiles.

Client Development
Finally, another critical area is the 
management of client relationships. 
The predominant trend in any law 
firm, particularly Indian law firms, is 
maintaining client relationships only 

while the client’s transaction is in 
progress. Ironically this relationship 
starts diminishing soon after the client’s 
transaction is concluded. Merely 
providing legal services to the client is 
definitely not sufficient to survive in the 
current competitive legal environment. 
Every law firm must endeavor to develop 
client relationships far after a matter 
ends. The legal market was different 
when the ratio of demand to supply was 
higher, but in today’s changing legal 
market, the ratio of supply to demand 
is higher, giving the client a wider 
range   of options to choose from. More 
than ever, law firm clients are taking 
advantage of this. Client relationship 
management is one of the key factors of 
financial survival in changing times for 
the legal profession. 
 Business development, branding and 
lastly client relationship management are 
the key components for the survival of 
any law firm, and will substantially boost 
a law firm’s foothold in the industry. 
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Marketing Madness: 
A Lawyer’s Guide to Generating Buzz and 
Capturing New Markets 
Marketing, particularly for a law firm, 
doesn’t have an exact formula. While 
partners usually have direct access to 
clients and speaking engagements at 
national conferences, what can mid- to 
senior-level associates do to not only 
develop their own skill sets, but at the 
same time assist in their firm’s overall 
marketing strategy? Of course articles 
such as this one can certainly broaden a 
lawyer’s and her firm’s overall exposure, 
but will publication in a legal journal 
get you to your target market? Do you 
even have a clear idea of who your target 
market is or who you want it to be? Will 
potential clients ever see your article, 
and if so, what will the article teach them 
about its author? 
 With some of these questions at 
the front on my mind, I started to think 
outside the box and began to consider 
the areas of my practice I wanted to 
develop and enhance. Call it luck, but 
when the opportunity to appear as a 

legal analyst on a local television station 
presented itself, I jumped at it. Much 
like the first few years of my legal career, 
this was going to be baptism by fire (I 
had never been on television before, 
much less live television with less than 
four hours’ notice). For me, this was 
a perfect way to not only combine a 
personal interest (I have always had 
an interest in the media since working 
in the entertainment industry prior to 
law school), but also to gain exposure 
for myself and my firm. After my first 
appearance, which was to analyze recent 
sports scandals (I am a self-proclaimed 
sports fan), I began to ask myself how 
could I use my appearances to further 
assist my firm’s overall marketing 
strategy? What were our ultimate goals? 
I began to think of segments that I was 
not only qualified to speak about but 
would be enjoyable to watch – smart and 
interesting sells. No potential client is 
going to want to read or watch a dry legal 
analysis. It is hard enough to entertain a 

jury much less an audience that doesn’t 
have a civic duty to pay attention to you. 
I pushed the envelope a little further and 
started to brainstorm various topics that 
were interesting not only to me but to the 
general public. While my first segment 
involved the Manti Te’O hoax and Lance 
Armstrong’s legal woes, shortly thereafter 
I was appearing on various stations 
discussing proposed assault weapons 
legislation and gun control.   
 In today’s world of social networking, 
YouTube, and having the ability to live 
stream just about anything, television is 
not the only way to step up your firm’s 
marketing strategy. Let’s be honest, a 
mid- to senior-level associate might 
not get the opportunity to be a keynote 
speaker at a national DRI conference, 
but your local Bar Association may 
have a gig for you. Think of interesting 
topics within your current practice or 
new practice areas you want to grow 
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into. Once you have landed a speaking 
engagement, no matter how minor it may 
seem, start a discussion on your firm’s 
Facebook page, Twitter account or other 
social networking site. Post the topic 
you will be speaking about and ask for 
people’s thoughts on your upcoming 
lecture; start a dialogue, get an idea 
of who your market is and what they 
believe. Not only are you prepping for 
your upcoming speaking engagement, 
but you are creating a presence for 
yourself and your firm. Let your Twitter 
followers know when and where you 
will be speaking or if they can stream 
your appearance live, online. With nine 
hundred million Facebook users, five 
hundred million Twitter users, and two 
hundred million LinkedIn users, you are 
missing a huge market if you fail to share 
your segment with the masses. 

 Don’t stop there. Make sure to tape 
your speaking engagement or request 
a copy so you can sync it to you firm’s 
website and share the video on YouTube 
and your firm’s social networking 
pages. Posting your appearances to the 
firm’s website, especially as a mid- to 
senior-level associate, is key to your 
own development as an attorney and a 
great marketing tool for your firm. Link 
your appearance to your attorney profile 
on your firm’s website so clients and 
potential clients can take you on a test 
drive and get a sense of who you are. 
Allowing clients the ability to see you in 
action, whatever the format, gives them 
a sense of confidence in the product they 
are buying, and yes, you as the attorney 
are the product. 
 What if public speaking isn’t your 
thing? Start a blog. Link the blog to your 

firm’s website and social networking 
sites. Pair up with another lawyer in 
your firm who may feel more comfortable 
speaking about your blog topics, and 
repeat. It isn’t an exact science, but 
whatever the vehicle to get your content 
to your market, just remember smart and 
interesting sells. Expand your definition 
of content based on topics that will earn 
awareness, likeability and build trust 
between your firm and its clients. 
 Today’s technology should be used 
as a sword to slash through barriers 
and capture audiences who will likely 
lead to new business. Open yourself 
to enjoyable, high quality topics you 
are passionate about. Just think, where 
would Justin Bieber be now if it weren’t 
for YouTube? I shudder at the thought. 
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Marketing to Your Own Clients as a Tool for 
Client Development and Firm Promotion 
 While marketing efforts are an integral 
part of building a successful law firm, 
they often fall by the wayside or are 
improperly focused. In the course of 
trying to attract new clients, a firm can 
neglect its own. It is easy to overlook the 
meaningfulness of current relationships 
when strategizing to draw in new ones, 
but in fact, the best form of marketing 
is that directed at existing clients. 
Starting with your current clients is so 
important because marketing of any kind 
is challenging, markets for attorneys 
are extremely competitive, and existing 
relationships create loyalties dissuading 
clients from seeking new or additional 
counsel. Drawing in new clients is 
inherently difficult, and marketing 
to your current clients can be very 
beneficial not only in order to retain 
business, but also to expand it. 
 There are four pillars which 
comprise a successful client-based 
marketing effort. First, clear and 
timely communication between a 
lawyer and a client establishes trust 
and reliability. This ranges from the 
apparent – immediate responses to 
emails, voicemails, and letters – to the 
more nuanced. In addition to timely 
responses to any client inquiries, 
excellent communication efforts also 
include quarterly case management 
reports, monthly reporting when 

required, and event-specific reporting 
when issues arise or litigation events 
like court hearings or depositions take 
place. Moreover, it is imperative to be 
efficient and succinct in communication. 
Meaningful communication with your 
client makes an impact: clients who feel 
involved and apprised of the firm’s work 
on their behalf are likely to feel pleased 
with their representation. Additionally, 
having telephone information easily 
accessible to clients is important, so they 
know that you are just one quick phone 
call away. For firms whose clients may 
have emergency response needs, hotlines 
and other information should be accurate 
and up to date, and emergency response 
personnel should be responsive when 
called upon, regardless of the time of 
day or night. Finally, it is desirable for 
attorneys to have mobile devices so when 
in court or on-site, they can be reached 
for last minute issues and necessary 
communication. 
 Second, litigating cases with strict 
adherence to litigation guidelines as 
well as obtaining written approval where 
necessary is an essential part of subtle 

marketing to current clients. Respecting 
the client’s policies regarding litigation 
is a simple but effective way to keep 
the client satisfied, and to demonstrate 
that your firm is attentive to the client’s 
needs. Furthermore, for issues not 
explicitly addressed in the client’s 
guidelines, always ask for clarification 
and direction. Client approval should 
always be sought before action is taken, 
so that the client feels involved and also 
sees that your firm is mindful of their 
guidelines and authority.
 Third, maintaining strict adherence to 
litigation budgets and billing guidelines 
is crucial. This can include the use of 
a firm’s internal audit system to ensure 
that clients are getting what they pay for. 
Transparency about billing protocols can 
be a very meaningful tool in establishing 
an attorney-client relationship because 
potential clients will be concerned about 
how a firm operates and how billing 
is handled. When current and would-
be clients know that your firm has a 
system in place to manage billing and 
litigation in a way that keeps the client 
constantly aware of how their dollars are 
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also that goals of the representation 
meet the client’s needs. It is crucial 
that supervising attorneys maintain an 
active role in all cases so that issues 
or discrepancies can be identified and 
resolved before they reach the client. 
Documents and strategies should be 
reviewed by more than one attorney 
to ensure that the client is getting 
well developed product and the most 
effective representation. Additionally, 
billing records can be a good source of 
information for management and quality 
control purposes. These records can 
reflect whether an attorney has provided 
a particular report or other document to 

a client, so consistent review of billing 
records can help ensure that all protocols 
are being followed. 
 Potential clients are more likely to 
hire a firm that has this kind of system in 
place, because it demonstrates that the 
firm is vigilant in following directions for 
litigation and billing, which are usually 
chief among the client’s priorities. 
There is nothing like a law firm that is 
clear in its communications, follows 
guidelines for litigation and billing, and 
achieves results. The best thing you can 
offer to a client is the peace of mind 
that you are providing not only stellar 

being spent, that can be a major draw. 
Of particular importance is the rule that 
the client should always receive the 
product before the bill. Clients should be 
notified in advance when budgets will be 
exceeded or met. Attorneys should only 
bill tasks that are clearly permissible 
under litigation and billing guidelines, 
and the amount billed for the product 
should not exceed budgeted amounts 
without prior approval. Transparency 
up-front about billing operations 
is especially significant because it 
minimizes the amount of time and 
energy you have to take from the client 
later, and it minimizes friction between 

the client and lawyer overall. The time 
a client spends expressing questions 
and concerns about billing, multiplied 
by the number of clients, multiplied 
by the number of cases equals a lot of 
wasted time for everyone. By handling 
these issues on the front end, time 
can be better spent discussing goals 
of representation, litigation strategy, 
industry functions, or new legislation 
pertinent to the client or case. 
 Finally, attorney management 
and oversight will ensure that the 
aforementioned guidelines are met but 

representation, but doing so in a way that 
keeps the client involved and clearly 
communicates the best use of the client’s 
money. Ultimately, that translates into 
open doors and new markets for your 
firm.
 It is important to bear in mind what a 
client can do for you. Client satisfaction 
brings increased firm visibility. Content 
clients are more likely to refer your firm 
to friends and colleagues inside and 
outside of the industry. These personal 
referrals carry a great deal of weight and 
are among the best ways to increase your 
client base. Moreover, when individuals 
move from one company to another, they 

will take your firm’s name and excellent 
service with them in order to maintain 
a level of quality in their new position. 
Transparency about operations is key in 
assuring current clients that their dollars 
are being well spent. It can also persuade 
new clients that your firm is dedicated 
to vigorously protecting its interests 
and doing so in a manner that is cost-
effective and efficient. A law firm’s innate 
ability to visibly follow instructions 
in terms of litigation management and 
billing guidelines along with results is 
the most effective form of marketing to 
current and potential clients. 
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Using Online Videos to Promote Your Firm 
It is generally known that Americans 
now spend more time online than they 
do watching television. Less recognized 
is that 85 percent of the U.S. Internet 
audience viewed at least one online 
video last month and that 40 percent of 
all online adults sought out educational 
videos in the past 30 days. 
 Those statistics and others below 
clearly show there’s an opportunity for 
your law practice to develop cases by 
shooting video and putting it on the 
Internet and your website. 
 That video will be a critical behind-
the-scenes role in your case development. 
It will confirm word-of-mouth referrals. 
The reason: prospects urged to contact you 
by third parties commonly go online to 
check out a lawyer and firm before making 
direct contact. The proof: a study by Cone, 
one of the largest advertising agencies 
in the world, which showed a majority of 
people confirm word-of-mouth referrals 
for doctors, dentists, accountants and 
lawyers by going online. If a professional’s 
digital presence did not match what they 
had been told, Cone found 80 percent 
of people had ignored the personal 
recommendations they’d been given. Cone 
reported 90 percent followed through 
on a personal recommendation when 
a professional’s online presence was 
consistent with what they’d been told. 
 Advertising agencies have always 
said there is nothing more powerful than 
a demonstration. Remember the Kitchen 
Magician? “It slices. It dices.” (www.
youtube.com/watch?v=cGVG9xLHb84) 
Remember when they cut a piece of lead 
pipe with a Ginsu knife? (www.youtube.
com/watch?v=4q7GCuWFsSs)

 American Lawyer Media (ALM) 
clearly weren’t thinking of infomercial 
spokesman Ron Popeil, and these iconic 
advertisements when they surveyed 300 
in-house counsel last year. But they 
learned something Popiel knew long ago – 
to harness the power and memorability 
of a video demonstration. ALM learned 
in-house lawyers felt overwhelmingly 
that a video of a lawyer on a bio page 
was universally helpful. It allowed them 
to judge a practitioner’s demeanor and 
professionalism in advance of contact. If 
you have a presence that can be shown 
on camera the same way it shows in 
person, you’ve got an advantage to seize 
online in video.
 When creating a video, remember 
that what you say should not be about 
you but about the client’s issues. 
 It’s best to focus on issues that 
affect your potential client’s daily 
decisions. Divorce attorney Lee 
Rosen has had more than 110,000 
visits to this video: www.youtube.com/
watch?v=p9D7eTLZn8I. Other videos 
he’s posted have more than 150,000 
views. That’s right, one of his videos has 
been watched 150,000 times in just a 
few years. This video is one of a series 
of highly-instructional videos Rosen told 

me hundreds of prospects have said they 
viewed before contacting him. 
 This is an example of the wrong 
way to do it: www.youtube.com/
watch?v=7zR6RX86ZUk. Rosen gets 30 
times the traffic of this lawyer and has 
great comments below his videos. This 
law firm hasn’t had a comment in three 
years and the last one says, “I did some 
research about some of the top law firms 
and came up with this helpful list you 
might want to take a look at if you need a 
lawyer.” Ouch.  
 We’re not big fans of videos that 
don’t further the image of the profession 
either, even if they are effective. This 
Texas criminal lawyer (watch him ram 
vehicles, scream and kick out car 
windows in this clip: www.youtube.com/
watch?v=tBLTW-KLdHA) reports this 
and other provocative videos he has on 
YouTube are effective attracting clients. 
They get tens of thousands of views.
 Videos aren’t just for lawyers who 
deal with personal legal issues. Business 
attorney Ed Alexander in Orlando has 
created a successful YouTube Channel 
with numerous practical videos.
(www.youtube.com/user/
AttorneyEdAlexander/videos)
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 Rosen has a soundproof studio he 
built in his offices. Alexander is more 
informal. The style is up to you but I 
would recommend you hire a professional 
and save the cost Rosen went through 
to obtain the quality. For a few thousand 
dollars you can get a videographer to 
come into your offices, shoot for half a 
day, edit, professionally finish, create 
the YouTube channel and post a series 
of videos. You can have your webmaster 
embed the YouTube channel in your site 
and specific videos on the pages you want.
 Not everyone can do videos 
unrehearsed. You may want to write 
scripts in advance and practice them. 
You don’t need to buy teleprompter 
software if you want to read from a script. 
Use Word and have the script roll on a 
laptop. Control the speed at which you 
read yourself using a wireless mouse. 
Here’s a video (what else did you expect?) 

of how to do it: www.dailymotion.com/
video/xhm5qc_creating-a-teleprompter-
with-microsoft-word_tech#.US_
leTCG308. 
 Academic research also suggests 
that the online video revolution is an 
opportunity to make a better impression 
and increase your chances of being 
retained. Hee Jun Choi and Scott D. 
Johnson of the University of Illinois 
at Urbana-Champaign wrote in The 
American Journal of Distance Education 
that “… there is a significant difference 
in learners’ motivation in terms of 
attention between the video-based 
instruction and traditional text-based 
instruction. In addition, the learners 
reported that the video-based instruction 
was more memorable than the traditional 
text-based instruction.”
 So forget that (text-based) brochure 
and the detailed practice area 
descriptions on your website. 
 The final question is one we get 

asked all the time: “How long should my 
marketing video be?”
 There is no single correct answer, but 
there is a basic logic formula to follow. 
The length of your video is directly 
related to the expectation of the viewer, 
the experts say. 
 Vipe, a video marketing cloud-based 
software provider focusing on B2B 
organizations, says, “A non-technical 
analogy would be a billboard on a 
freeway. It needs to communicate a clear 
and powerful message in just the few 
seconds the driver can look at it while 
driving by at 70mph. On the other hand, 
if I ask someone for more information 
about what they are selling, I’m willing  
to spend more time reading it.” 
 Research by Vipe reveals that  
54 percent of viewers stop watching 
an educational video after 60 seconds. 
Just 23 percent are still watching after 
two minutes. It’s hard to say much in 
30 seconds but one third of those 
watching drop away at that point.
   We invite you to further embrace the 

trends in technology by seizing the 
opportunities available to your firm 
by shooting video and putting it on 
the Internet and your website. 
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Law Firm Risk Management in the 
Cyber Universe: Introducing 
the Primerus Insurance Program
Cyber Liability 
Managing law firms has always been 
a challenge. Now law firms face new 
exposures in the form of so-called “cyber 
risks.” 
 Examples of the problem are being 
reported with increased frequency. What 
happens if a hacker enters your database 
and files disappear, or a hacker takes and 
distributes your client lists and contacts 
over the Internet? Law firms maintain 
a tremendous concentration of critical, 
private information. Indeed, computer 
systems of U.S. law firms have reportedly 
been deliberately targeted by hackers. 
In the February 2012 segment of the 
American Bar Association Law Practice 
Guide, Shane Sims, a security practice 
director at Pricewaterhouse-Coopers, was 
quoted as saying, “Absolutely we’ve seen 
targeted attacks against law firms in the 
last 12 to 24 months because hackers, 
including state sponsors, are realizing 
there’s economic intelligence in those 
networks especially related to business 
deals, mergers and acquisitions.”
 The law firm information environment 
is managed by many pieces and parts – 
network hardware, operating software, 
security backups, cloud systems 
and mobile devices. With many of 
these changes, our ability to manage 
information has dramatically improved. 
However, the changes have also created 
new gaps through which others can try 
to “hack in” to your database to see 

what they can take and use. Some of 
that stolen information is case specific 
and carries with it the standards of 
confidentiality that surrounds a lawyer’s 
case management. Other parts may 
breach or trigger requirements under 
privacy laws. 

Client Confidences 
Attorneys, whether solos, firm associates 
or principals, have an ethical duty 
to manage and protect client data, 
regardless of where we store the data. 
Further, the firm’s reputation rides on its 
ability to preserve that information in a 
secure way. State bars have consistently 
held that the use of technology, such as 
email, cloud-computing and portable 
devices, requires consideration of the 
rules of professional responsibility 
addressing competency and 
confidentiality. 
 To protect themselves and their 
clients, law firms need to manage cyber 
exposure in the same way they approach 
professional liability exposure. Firms 

should review the exposure at two 
levels: first, determine the best ways to 
manage and reduce the exposure; and 
second, secure some level of insurance 
protection, if available and cost effective. 
This article addresses points to consider 
at both levels. 

Managing the Risk 
Law firms should consider the following 
points in defending against cyber 
criminals: 

Network security – Each law firm 
should have a general network security 
program that uses firewalls, antivirus 
software, network security controls, 
network intrusion testing procedures, and 
remote computer network access. Some 
parts of this program include:

•	 Internal point person: To the extent 
possible, at least one person should 
fulfill the role of “chief information 
officer” even if that title may not fit the 
law firm structure. This point person 
should have a back-up or secondary 
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to ensure two or more people can 
manage encryption policies, backup 
procedures and disaster recovery 
steps. 

•	 External vendors: To the extent an 
outside vendor or consultant manages 
the system, it is important to know 
their qualifications and processes 
and to monitor their procedures. 
For outside vendors, a law firm 
should insist they have errors and 
omissions insurance with adequate 
limits and should obtain a copy of the 
declarations page of the policy. 

•	 Protocols: For its own security, a 
law firm should consider some of the 
following practices:

-  Have a strong password policy for 
all users wherein they need to have 
passwords of at least 12 characters 
and must change them regularly. A 
strong 12-character password takes 
roughly 17 years to crack, whereas 
an 8-character password only takes a 
few hours.

-  Regularly change default values on 
any critical pieces of equipment. 
The default user ID and passwords 
are well known for any software or 
hardware installation. 

-  Backup media is a huge source of 
data leaks and should be encrypted. 
Make sure the data is encrypted in 
transit and while being stored if you 

use an online backup service. This 
means that if you are storing your 
data in a cloud you should check 
with your cloud service provider on 
their encryption practices.

-  Thumb drives are easy to lose and 
should be encrypted. You may want 
to log activity on USB ports. It is 
common for employees to lift data 
via a thumb drive. Without logging 
in, you cannot prove exactly what 
was copied.

-  Keep your server in a locked rack 
in a locked closet or room. Physical 
security is essential.

-  Small law firms should use a single 
integrated product to deal with 
spam, viruses and malware. Larger 
firms can consider more targeted 
solutions.

-  Make sure all critical patches are 
applied. This may be the job of your 
outside provider, but too often this is 
not done.

-  If software is no longer being 
supported, its security may be in 
jeopardy. Upgrade to a supported 
version to ensure that it is secure.

-  Your firm’s financial and accounting 
records and the software that 
runs them should be reviewed to 
include proper division of controls, 
redundancy of people to manage, 
and regular back-ups.

-  If you terminate an employee, make 
sure you end the ID and immediately 
cut all possible access (including 
remote) to your network. Do not let 
the former employee have access to 
a computer to download personal 
files without supervision.

-  Be wary of social media 
applications, as they are now 
frequently invaded by cyber 
criminals, and have a social media 
and an incident response policy. Let 
your employees know how to use 
social media as safely as possible, 
and, if an incident happens, 
implement a plan of response. 

Data back-up, storage and recovery – 
The data that is being used and changed 
everyday needs to be securely backed 
up and stored. It’s important to follow 
consistent processes at regular intervals. 
Further, a recovery plan should be in 
place if some type of cyber disaster 
occurs. The plans and protocols should 
be documented, communicated within  
a law firm and practiced.

Case record retrieval – All good case 
management software programs should 
have a simple process for converting 
its contents into PDF or other universal 
format files. This step avoids having to 
use an obsolete or unsupported software 
for access. The case file can be stored 
electronically and easily retrieved  
when needed. 
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External devices – Over the past three 
years, there has been a substantial 
increase in the range and number of 
hand held devices. Mobile devices now 
have the power of desktops that are only 
a few years old. Here are some tips to 
consider for information security in a 
hand held world:

•	 Who owns the device: One of the 
first things to consider when giving 
employees access to client and 
corporate data remotely is who owns 
the device. It may be preferable from a 
security and policy standpoint for the 
firm to own the mobile devices used 
by employees. It makes it easier to set 
policies and controls when the firm 
owns the asset. This also allows the 
firm to select the wireless carrier. A 
number of large organizations divide 
out devices that access sensitive 
data versus more casual usage when 
drawing these lines.

•	 Protocols: With mobile devices, law 
firms should consider the following: 

-  Encrypt the data on the phone and 
the expansion card if applicable. 
You may need additional third-party 
software to get certain functions so 
upgrade the base phone if necessary.

-  Follow security recommendations 
from the wireless carrier and phone 
manufacturer.

-  All smartphones, tablets, laptops 
and mobile devices must have 
password protection. Your firm 
should have a password policy for 
all mobile devices (desktops too) 
requiring use of a strong password 
prior to use of the device. 

-  Keep your device with you and 
under your control at all times. 

-  Most smartphones write some 
amount of data to the phone. 
Opening a client document may 
write it to the smartphone whether or 
not you save it. Make sure that you 
can wipe the data remotely if you 
lose your phone.

-  If using the device to connect to the 
office network, only do so by way 
of a secure VPN connection. Text 

messages, email and documents 
should never be sent in an 
unencrypted format. 

-  Malware have already been used 
to attack hand-held devices. If 
you have sensitive information on 
your device, it is better to be safe 
than sorry. You want an application 
that will scan for bad actors and 
eliminate threats. You should require 
all mobile devices to be protected 
with anti-virus software.   

-  Do your research and only install 
applications from trusted sources. 
There have been problems with 
malware apps when downloading 
from many conventional sources.

-  Your laptop should be protected 
with whole disk encryption – no 
exceptions. Stolen and lost laptops 
are one of the leading causes of data 
breaches. Many of the newer laptops 
have built-in whole disk encryption, 
but it must be enabled to operate. 

-  Devices do get lost, are stolen, or 
sometimes simply get destroyed. 
Accidents do happen, so make sure 
any critical data is backed up.

-  Install and use a remote data wipe 
application on all mobile devices. 
This may require a third-party 
application. If your phone or device 
were lost or stolen you need to be 
able to wipe the data clean so that 
the thief or others would not be able 
to hack into it. 

-  When the time comes to upgrade 
user phones, make certain that all 
data on the old phones is wiped prior 
to recycling. 

Primerus Insurance Program:  
A New Line of Defense 
Cyber liability is now something that can 
be insured. A few years ago there were 
only a few insurance companies that 
offered a stand-alone policy, and they 
charged a significant premium. As part 
of the Primerus Insurance Program, I 
am pleased to say we have found a cost 
effective solution for Primerus law firms 
through Endurance Specialty. Endurance 
Specialty will provide such coverage 

for Primerus law firms in a combination 
policy that includes both lawyers’ 
professional liability and cyber liability 
coverage. As background, Endurance 
Specialty is rated “A” (Excellent), 
Financial Class XV (the largest size) by 
A.M. Best. You can read more about this 
program in this issue.
 At a high level, the standard Primerus 
Insurance Program policy will cover 
damages and expenses resulting from two 
types of situations:

•	 “Network security wrongful acts” – 
chiefly, the unauthorized breach of 
your system that results in: 

-  theft, alteration or destruction of 
electronic data;

-  unauthorized restriction or use of 
your system;

-  use of your system to attack other 
systems; or

-  use of your system to transmit 
malware to others.

•	 “Privacy wrongful acts” – unlawful 
disclosure of private or confidential 
information and the breach of privacy 
regulations.

Importantly, this policy will cover the 
cost of investigating a breach, taking 
remedial steps or notifying those who 
are affected. The policy has the same 
limit as the professional liability portion. 
Most likely, a claim against a law firm 
for cyber liability will also be styled as a 
professional liability claim. In that case, 
the common limit amount can help to 
eliminate disputes as to which limit – 
the professional liability or the network 
security – may apply to a given claim.

Summary 
Cyber liability for law firms is real. It is 
evolving as quickly as new applications 
and devices hit the market and as cyber 
thieves can invent new ways to take 
advantage of them. As this risk becomes 
more complicated, we are pleased to offer 
both risk management and insurance 
solutions to Primerus members to protect 
them and their clients.
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Social Media: 
A Handy Business Development Tool
Although social media has become as 
commonplace for some as brushing their 
teeth before bed, many attorneys would 
prefer a dental visit to embracing this 
mode of constant communication. For 
the skeptic, using this technology means 
more emails, less time to work, and 
increased liability exposure. What they 
fail to recognize is the potential to grow 
their business, capture higher quality 
clients, and increase their network of 
resources.
 As marketing manager for the 
23-attorney firm of Smith Debnam, 
I encourage our attorneys to utilize 
social media, specifically LinkedIn, as 
another marketing tool to develop their 
practices. In fact, at our firm’s recent 
attorney retreat, we put together an 
entertaining presentation to demonstrate 
the basics of LinkedIn and how to best 
use this tool to benefit their practices 
and expand their professional networks. 
The presentation was well received by 
our attorneys and compelled some of our 
skeptics to finally jump on board. Social 
media may not be for everyone, but each 
attorney should learn the potential value 
of using it as a means to grow their 
network and explore ways to make the 
most of their online presence.

Social Media Provides Access
LinkedIn operates the world’s largest 
professional network on the Internet. 
The popularity of this site among 
professionals provides you with easy 
access to people whom you may have 
otherwise never met. It allows you the 
opportunity to connect with business 
professionals from your past, present 
and future. 
 Throughout our firm’s history, we have 
seen the overwhelming majority of our 
new business generated from word of 
mouth referrals. Without diminishing 
the proven effectiveness of face-to-face 
communication, intentional use of 
social media has complemented our 
marketing efforts by enhancing existing 
relationships and facilitating more 
frequent communication with our 
attorneys’ professional networks. 
 Social media helps keep you current 
with your business relationships. For 
instance, did you misplace the business 
card of that executive you met at a 
tradeshow in San Francisco? Not to 
worry – getting back to the office and 
inviting him to connect on LinkedIn is 

a very acceptable way of pursuing that 
contact. Have you lost touch with your 
old college roommate who you heard 
is working as in-house counsel for a 
Fortune 500 company? Losing touch is 
becoming a thing of the past. Chances 
are, your old roomie has a LinkedIn 
account and will gladly accept your 
invitation to connect. LinkedIn is like 
a magic rolodex where your contacts 
update their own information regarding 
new locations, job changes and cell 
phone numbers. 

Social Media is Targeted
The true beauty of social media is that 
it is targeted. The ability to join groups 
within LinkedIn is a great way to connect 
and communicate with those with whom 
you have shared interests. At some point 
in your career, you’ve probably sent 
out a firm announcement or an article 
to your entire client database. You may 
have received one or two responses, 
but the truth is that the vast majority of 
your database may not care that your 
construction law attorney is speaking 
at a lead paint seminar in the fall. 
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But, members of the Home Builders 
Association group on LinkedIn will most 
certainly be interested. With LinkedIn, 
you’re communicating with people who 
choose to receive information because 
they are interested in a particular topic 
or industry. LinkedIn makes it easy to 
reach your target audience about their 
interests. 

Social Media is Interactive
Connecting with your professional 
network is an excellent business 
development tool, and LinkedIn makes it 
easy to get noticed within your network. 
Post an interesting article to your profile, 
and within minutes, all your connections 
have the potential to see your name, face 
and article pop up in their news feed. 
 Additional ideas to get attention 
include monitoring dialogues in your 
groups and looking for opportunities 
to share your expertise by commenting 
on other’s posts. Principles of good 
communication and effective networking 
also apply to social media. Don’t just 
post good news about you or your firm. 
Look for specific ways to help others 
by sharing your expertise or connecting 
them to others to solve their problems. 
Instead of just posting an article you 
wrote, create a dialogue by prefacing 
your article with a question to solicit a 
response from your audience. 

Now What?
You may never be glued to your 
Facebook app like your 15-year old 
daughter, but you should make a 
concerted effort to put your best foot 
forward online if you’re going to test the 
waters of social media. Your LinkedIn 
page will often rank higher in search 
engines than a bio on your firm’s website, 
making it worthwhile to take the time 
to create a thoughtful and well-written 
profile. Here are some ways to make the 
most of your LinkedIn presence:

•	 Upload a photo and make it 
professional. A photo of you on your 
back deck with an adult beverage may 
be appropriate for Facebook, but likely 
not the professional image you want to 
portray to potential business contacts. 
Post a photo that shows the way you 
look in your everyday professional 
environment.

•	 Create a compelling profile. To 
help match you with new connections, 
thoroughly populate your profile with 
background information including 
your experience, education, and other 
professional information. Try to use 
descriptive keywords in your copy 
to help people quickly learn what 
you do and how you can help them. 
Your profile should focus on your 
professional work, but at the same time 
scream approachability and highlight 
your personality. Try not to make 
your profile read like your website 
bio. Using first person and adding 
interesting facts can make a world of 
difference.

•	 Be careful. As with any marketing 
communication, consult your local 
State Bar Ethics Rules to be sure 
nothing on your profile is worded 
in an inappropriate way. Also, be 
careful not to post information 
that you wouldn’t want fellow or 
future colleagues to know, such as 
confidential client information or 
private company business. As with any 
form of communication, just use good 
judgment.

•	 Build your connections. As a 
rule of thumb, accept and initiate 
connections with others who share 
your professional interests and can 
help you meet your goals. 

•	 Get involved. Joining LinkedIn 
groups such as State Bar Associations, 
professional trade groups, or alumni 
associations is a great way to enhance 

your network and give you a platform 
to share and acquire expertise.

•	 Adjust your settings. LinkedIn 
allows you to modify your privacy 
settings and preferences. You can 
control everything from who sees 
your connections to how many email 
notifications you receive from your 
LinkedIn account. I suggest spending 
some time evaluating these options 
and setting them according to your 
comfort level.

Social Media Takes Time
Yes, social media does take time, but so 
does building all relationships, which 
is a key part of growing a successful 
practice. Once you become familiar with 
the application, make it a priority to 
check your profile at least once a week, 
invite people you may know to connect, 
and get a feel for what you think others 
may be interested in learning about you 
and your profession. Social media should 
never take the place of taking a client 
out to lunch or picking up the phone, but 
it can provide increased communication 
and a never-ending list of professional 
resources.
 Finally, social media is unique to 
you. Don’t send this article to your 
marketing manager and tell him or her to 
“become you” and manage your account. 
While your marketing manager may be 
very capable at helping you build your 
profile and learn the navigation, you are 
the only one who can make social media 
work for you. By following a few simple 
guidelines, social media can be another 
tool to build your reputation and get 
positive attention from those who may be 
looking for your services. Give it a try. 
It’s fairly painless. 



24 T H E  P R I M E R U S  1 8 0

Mariano E. Carricart 

Badeni, Cantilo, Laplacette & Carricart
Reconquista 609, 8th Floor
C1003ABM - Buenos Aires - Argentina

Robin Lewis 

Mandelbaum Salsburg
155 Prospect Avenue
West Orange, New Jersey 07052 

(54-11) 4515-4800 Phone & Fax

m.carricart@bclc.com.ar
www.bclc.com.ar

973.821.4172 Phone 
973.325.7467 Fax

rlewis@msgld.com
www.msgldlaw.com

Primerus Business Law Institute Primerus Business Law Institute 

I have recently been appointed as chair of the Primerus Business 
Law Institute Latin America. I have to say that it is not only a real 
honor, but also a great opportunity to help with the growth and 
development process that Primerus is carrying out throughout the 
world. 
 At the first Primerus International Conference May 31 to 
June 2, 2013, in Barcelona, Spain, we as part of the international 
membership segment of Primerus will face the big challenge of 
keeping Primerus growing and building the brand globally. 
 I will also take advantage of this column to thank the Primerus 
Business Law Institute Europe, Middle East and Africa for 
accepting, without hesitation, the participation of our institute 
in this conference. It is our intention that future international 
meetings will be organized by all of the international institutes. 
I understand that this is the result of a considerable number of 
discussions within Primerus. 
 The fact that the international members of Primerus will have 
a special event will strengthen the bonds among all the members 
and will help us all explore the opportunities to work together as a 
large, virtual, global law firm.
 Over the past two years, I have seen how the relationships 
among us have grown, and we have become friends. We all feel 
that we are part of one organization. 
 I hope to see you in Barcelona so we can talk and bring these 
thoughts to reality.

The Primerus Business Law Institute North America has been 
making great progress in the early months of 2013. I am most 
excited about the upcoming 2013 Primerus Business Law 
Institute Symposium to be held June 19-20 in Atlanta as a 
joint venture of the Association of Corporate Counsel (ACC) – 
Georgia Chapter and Primerus. This is a new venue (Atlanta 
rather than Chicago, where the event has been held for the past 
several years), a new format (partnering with the ACC instead of 
having each Primerus member bring a client), and a new venture 
posing many opportunities to learn new things and develop new 
relationships. In fact, 50-75 in house counsel are expected to 
attend. 
 The event kicks off with a cocktail reception hosted by 
Primerus member firm Krevolin & Horst on Wednesday night. 
Thursday will be packed with a Primerus business meeting and 
presentations on topics including:

•	 Enforcing Foreign Judgments: We Won the Battle, Now What?

•	 Satisfaction Guaranteed: Devising an Internal Investigation 
That Will Satisfy Everyone from the Business Unit to the Jury

•	 Court of Public Opinion: Best Practices for Attorneys in High-
Profile or Crisis Situations

The day will close with a cocktail party immediately following 
the meeting. The event will give plenty of time to interact with 
your Primerus colleagues and the ACC members in attendance, 
all while touring the beautiful Georgia Aquarium. I strongly urge 
all of you to attend. 
 Following what we expect to be a most successful event, we 
hope to plan similar events in different areas, partnering with other 
local ACC chapters. The ACC is a global bar association with more 
than 30,000 members employed by over 10,000 organizations in 
more than 75 countries, so this model has great possibilities for 
growth throughout the United States and around the world. We are 
very excited about the prospect of this new opportunity.
 For more information, or to register for the symposium, visit 
primerus.com. I hope to see you all there!

Robin Lewis, Chair 

North America

Mariano E. Carricart, Chair 

Latin America
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Greetings. As chair of the Primerus Business Law Institute Asia 
Pacific, I believe that ideally there should be at least one member 
firm in every metropolitan city in the Asia Pacific region. With 
more member firms, Primerus will become more influential in 
the region. As a result, we Primerus members will receive more 
attention from more potential clients. 
 It’s hard to achieve a dramatic and sudden increase in the 
number of members. We should be patient, yet we should also 
take concrete actions to attract and to look for new candidates 
going forward. Growing Primerus in the Asia Pacific region is not 
only Primerus staff’s responsibility, but also our own personal 
responsibility – because it is beneficial to us and ultimately our 
clients. 
 Increasing the exposure and reputation of Primerus and 
Primerus members within our business circles is one of the best 
ways to attract new members. Primerus has been researching 
ways to help us to increase exposure, and we Asia Pacific 
members have been brainstorming ideas as well. One of our 
recent decisions is to create a semi-annual regional e-newsletter 
to be distributed to the legal departments of multinational 
companies’ Asia-Pacific headquarters. Caroline Berube of HJM 
Asia Law & Co will act as editor-general of the e-newsletter. If 
the e-newsletter proves useful, we may publish more often.
 We also welcome Primerus members from other regions who 
are interested in Asia Pacific legal markets to join us in growing 
Primerus in the region and in developing business here.

On behalf of myself and Primerus Business Law Institute Europe, 
Middle East and Africa vice-chair Eckart Brödermann, we would 
like to invite all international Primerus members to a “must-attend” 
event” – the first Primerus International Conference May 31 to  
June 2, 2013, in Barcelona, Spain. 
 Primerus’ PBLI EMEA Institute, which comprises some 20 
jurisdictions will host this event. We are looking forward to meeting 
our Primerus colleagues from around the globe. Discussion topics 
are the international development of Primerus and the challenges 
of quality of legal services. Sessions will include a speech from a 
renowned quality expert of the Swiss University of St. Gallen, Dr. 
Bruno Mascello, LL.M., as well as panel discussions of clients 
(corporate counsel) from Primerus firms and Primerus partner 
attorneys.  The topics include: 

•	 What do clients expect from a lawyer beyond legal knowledge?

•	 How do clients integrate outside counsel in legal risk management?

•	 What do clients expect if things go wrong?

 Quality of international legal work is the key pillar to Primerus’ 
success. It’s very important to discuss quality assurance among 
the internationally operating Primerus firms. Also the chair of 
the Primerus Quality Assurance Board, David Villadolid (Burch 
& Cracchiolo, P.A. of Phoenix, AZ), will attend and enrich our 
discussion with his speech on “Management of legal quality in an 
international society  of independent law firms.” 
 The conference in Barcelona will also provide opportunities for 
networking among members, and there will be leisure time to enjoy 
our host city. We are grateful to our new Spanish member firm, 1961 
Abogados y Economistas, and its partner attorney Carlos Jimenez 
Borras, for their support of this important event. 
 We hope to welcome a lot of our international American, Asian, 
Latin American, Euopean, Middle Eastern and African Primerus 
member firms in Barcelona. Register now at primerus.com. Eckart 
and I look forward to seeing you there.  
 

Balz Hoesly, Chair 

Europe, Middle East and Africa

Edward Sun, Chair 

Asia Pacific
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The Primerus Defense Institute (PDI) continues to work toward an 
exciting 2013! In the next few months, a number of activities will 
be underway. First, though, the PDI Transportation Seminar was 
held March 21-23. The event was well attended by Primerus firm 
attorneys and clients in the trucking/transportation industry. Thanks 
to Brian Buddell, Transportation Practice Group Chair, and to  
the Transportation Group Executive Committee for their work in 
making the event so substantive and successful! 
 Next, the PDI Convocation is coming up April 25-28 in Boca 
Raton, Florida. Please consider attending. The Convocation will 
include an outstanding schedule of presentations by Primerus firm 
attorneys and clients. PDI Convocations are excellent opportunities 
to showcase the PDI to our clients and, in addition, to showcase what 
it means for your firm to have been invited to join an organization 
of the world’s finest law firms! Shortly after the Convocation, our 
younger PDI attorneys are encouraged to attend the Young Lawyer 
Section Boot Camp May 16-18, in Nashville, Tennessee. PDI 
member firm attorneys also have been invited to attend the Primerus 
International Conference in Barcelona, Spain, May 31 – June 1. 
 Efforts are also in the works to enhance relationships and 
opportunities between PDI and other Primerus Institutes. You will 
hear more about these efforts in the coming months. 
 In the interim, please think of things you can do to enhance 
membership in the PDI. For example, do you have a client who 
might benefit from a seminar offered by two or three Primerus firms? 
Is your firm interested in presenting such a seminar? Do you have 
a client looking for representation in another part of the country? 
The Primerus mantra this year is to “Think Primerus First.” By 
developing relationships with our fellow PDI members, as well as 
members of other Primerus Institutes, we do just that. By “Thinking 
Primerus First,” we expand the service we offer to our clients and,  
in return, increase opportunity to demonstrate to Primerus clients 
why they, too, should “Think Primerus First”! 
 There are many opportunities for you to become as active in the 
PDI as you would like to be. Much has been accomplished over the 
last 20 years building the Primerus brand. Let’s work together to 
continue taking that brand, ergo our firms, to new heights! 

In the Primerus Consumer Law Institute, we are beginning some 
very exciting projects consistent with “Think Primerus First.” 
Initially, Walt Lesnevich, Chad Sluss and Chris Dawe arranged 
for a joint meeting between the PCLI and the Primerus Business 
Law Institute at the Primerus Global Conference last November 
in Scottsdale, Arizona. The two groups met for several hours and 
traded very valuable information concerning the assets available 
from each practice group.
 Before we left Scottsdale, we agreed with the Primerus Defense 
Institute (PDI) to begin executive committee teleconferences, with 
an eye towards developing a more mutually beneficial relationship 
with our colleagues in the PDI.
 The first of those calls occurred on November 30, 2012 and 
provided a very useful beginning to what we all hope will be a 
mutually beneficial relationship in the future. We have since 
had three additional calls to continue the process of developing 
strategies for the two institutes to get to know one another better 
and find ways to work together. 
 We plan to have a joint meeting of the PCLI and PDI at the 
2013 Primerus Global Conference, to be held October 24-27 in 
Asheville, North Carolina. We are also in the planning stage for 
a webinar open to all members of both institutes to be held in the 
fall of 2013 on the topic of “Use of Technology in the Courtroom.” 
Please stay tuned for more details about that webinar as they 
develop. 
 All of the members of the PCLI are firmly committed to the 
concept of “Think Primerus First.” As we go through this next 
year, and those thereafter, loyalty to this concept will undoubtedly 
be a mutually beneficial undertaking. 
 If you haven’t already, please make plans to attend the PCLI 
Spring Conference April 17-21 in Las Vegas, Nevada. I hope to  
see you there.

James Lewis, Chair Marc Dedman, Chair 
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Young Lawyers Section 2013 Member Firm Locations

Richard Thayer 
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As the Chairperson of the Primerus Young Lawyers Section 
(YLS), I am honored to have this opportunity to tell you 
about our group. The YLS was formed in August 2010. Since 
that time, the YLS has been successful in developing and 
maintaining a significant and consistent presence among the 
general membership of Primerus, while making great strides in 
accomplishing its mission. That mission is to facilitate and offer 
increased networking opportunities among the young lawyers 
of Primerus while also assisting its members in becoming true 
Primerus lawyers – lawyers that emulate the “Six Pillars”  
of Primerus. 
 Since its inception, membership in the YLS has increased 
to more than 190 lawyers. Many of these members will be in 
attendance at the 2nd Annual YLS Bootcamp, which is scheduled 
for May 16-18, 2013, at the Gaylord Opryland Resort & Spa in 
Nashville, Tennessee. Instructors/presenters for this year’s event 
are still being finalized. However, some of the most skilled trial 
practitioners within Primerus have already agreed to provide us 
with the benefit of their knowledge and experience. 
 In addition to sponsoring its annual Bootcamp, YLS 
continues to publish its own quarterly publication, Stare Decisis, 
and sponsors numerous webinars each year that are focused 
on assisting YLS members in the development of their law 
practice. If you have not yet considered becoming involved in 
the YLS, please visit our webpage at www.primerus.com/young-
lawyers-section.htm. As you can see, there will be numerous 
opportunities to get involved in the near future. 
 For more specific information regarding YLS membership, 
please feel free to email me at rmthayer@csattorneys.com. 
In the meantime, I hope you will consider joining us in the 
“Music City” on May 16-18, 2013 (For more information and/or 
registration details, please check the Primerus website at 
www.primerus.com).

Richard Thayer, Chair 
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As I write this column, I think about the tremendous 
opportunities Primerus members have available to connect and 
develop mutually beneficial business relationships with other 
members around the world. I’m excited to share about some of 
them here. 

Primerus Lawyers Professional Liability Insurance Program:
We’re pleased to announce that Primerus has created a true 
“group” Lawyers Professional Liability Insurance Program. This 
initiative has been a labor of love for our team for many years. 
Below is a brief overview of this new member benefit:

•	 Its goal is to reduce your overall insurance cost by 10-15% 
from your renewal price, plus provide coverage enhancements 
that are better than is available in the open market.

•	 If your firm is interested in a quote, please contact our 
insurance program manager, Steve Tuuk, at 616-915-5200  
or stephen.tuuk@leavitt.com. 

Opportunities to get involved, participate and generate exposure 
for your firm and/or individual practice(s):
•	 Volunteer to speak at a Primerus event or webinar

•	 Participate in your institute activities

•	 Get involved with the 20+ practice groups 

•	 Join one of the following sections: Managing Partners Section, 
Marketing Partners & Marketing Staff Section and Young 
Lawyers Section 

Increase your visibility through Primerus publications and  
the press release program:
Primerus publications are an important part of membership  
and a useful tool. Publication opportunities include:

•	 The Primerus Paradigm magazine (mailed to all Primerus 
members and sent electronically to 31,000 Association of 
Corporate Counsel members worldwide)

•	 The Primerus 180 (mailed to all Primerus firms)

•	 Corporate Client e-Newsletter (sent electronically to 
12,000+ corporate executives worldwide)

•	 Primerus Consumer Law Institute Member e-Newsletter

•	 Primerus Press Release Program (free service) 

Attend one of the many 2013 Primerus events:
For a complete list, please see the back cover. Mark your 
calendar now and plan to attend. 

Website 
The Primerus website is doing phenomenally well this year. 
We’re seeing an increase in web traffic, online leads and direct 
calls to our members, which we can now track in the U.S. and 
Canada (we’re looking for a service provider in other countries).

Through your Primerus membership, you have at your fingertips 
nearly 3,000 lawyers at 190+ firms in around 40 countries –  
all of whom have been vetted for quality and have the requisite 
expertise to help you, and your clients, in nearly every   
practice area. Remember – “Think Primerus First” when you 
have a need outside of your practice area or jurisdiction.
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The goal of Primerus’ Corporate Client Development (CCD) 
department is to generate new business development 
opportunities and clients for Primerus members, worldwide. 
To do this, we are engaged in a variety of activities aimed 
at growing and nurturing relationships with the clients in 
Primerus’ expanding database of international corporate clients. 
The following activities are just a sampling of what the CCD 
department is doing this year to benefit Primerus business  
and defense firms. 

Inviting corporate clients to Primerus events:
•	 2013 Primerus Defense Institute (PDI) Transportation 

Seminar (March 21-23 at the Gaylord Grand Old Opry 
Hotel in Nashville, Tennessee) 

 Attendance: 18-20 corporate clients

•	 2013 PDI Convocation (April 25-28 at the Boca Raton 
Resort & Spa, in Boca Raton, Florida) 

 Expected attendance: 45-50 corporate clients

•	 PDI Insurance Coverage & Bad Faith (ICBF) Seminar 
(Date to be determined in Chicago, Illinois)

 Expected attendance: 20-25 corporate clients

Sponsoring and attending client-targeted professional  
trade shows and conferences:
•	 Association of Corporate Counsel (ACC) Annual Meeting 

(October 27-30 in Los Angeles, California)
Expected attendance: 1,500-3,000 in-house corporate 
counsel, most of whom work for global companies and are 
based in the U.S. 

•	 ACC Europe Annual Conference (May 12-14 in 
Barcelona, Spain)
Expected attendance: 250-350 in-house corporate counsel, 
most of whom are based in Europe and work for global 
companies 

•	 Primerus Business Law Institute (PBLI) Symposium for 
ACC Georgia Chapter (June 19-20 in Atlanta, Georgia) 
This is a client development event for PBLI members, 
worldwide, and will replace the annual PBLI Symposium. 
Expected attendance: 50-100 in-house corporate counsel  
and approximately 50 Primerus PBLI members. 

Other international business development strategies:
•	 ACC local chapter sponsorships

The CCD department is currently investigating the possibility 
of sponsoring future meetings/events for newly developing 
ACC Chapters in Singapore and Brazil. 

•	 Local business development campaigns
The CCD department is now engaged in local business 
development campaigns, outside the U.S., in order to promote 
local Primerus firms and the global society of Primerus law 
firms to local in-house corporate counsel.

Facilitating member presentations for groups of clients: 
The CCD department is currently working with the Primerus 
Workers’ Compensation Practice Group and the Labor & 
Employment Practice Group on program proposals for a Captive 
Resources Risk Management Workshop that will be held 
October 3-5 in Atlanta, Georgia. Expected attendance: corporate 
representatives from over 300 U.S.-based companies. 

Facilitating and making referrals to members: 
This year, the CCD department is revising its strategic plan  
to significantly increase the number of “Primerus clients” and 
the number of referrals that are received by members from 
Primerus clients and from other Primerus members. Please 
remember to “Think Primerus First” and report your referrals 
to Primerus so we can gauge the effectiveness of our networking 
activities and follow-up, when appropriate, to ensure that clients 
are satisfied with the quality of the service they receive from 
Primerus members. 

Primerus Corporate Client e-Newsletter:
The CCD department publishes the Primerus Corporate Client 
e-Newsletter in March, June and November each year. Primerus 
members who submit articles, white papers and legal updates 
specific to their jurisdiction, are showcased in the e-newsletter 
which is sent to thousands of corporate clients as an additional 
strategy to promote Primerus members and build the Primerus 
brand among a large group of excellent corporate clients. 
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in using coupons to realize 
huge savings on groceries 
and personal care items, then 
go shopping with the goal of 
doubling the money, or better. 
 So far, Holderfield 
and Bearden have bought 
$2,625.08 worth of products 
for just $877.40. They use 
websites and the Sunday 
paper for most of their 
coupons. In the first month, 
January, they had to make two trips to the 
food bank because all the goods wouldn’t 
fit in the runner’s sport utility vehicle. The 
first load was 461 pounds and the second 
was 205 pounds. 
 “I don’t have a whole lot of money, 
but I can give my time and effort,” said 
Holderfield. “I just thought of it as something 
I can do for someone else. Couponing is a 
skill that I can use to help people.”
 Duncan Y. Manley, a partner at Christian 
& Small, said the firm plans to continue the 
program as long as there is interest. “With 
the economy being what it is, I thought there 
had to be a lot of people who were turning 
to food banks for assistance and it occurred 
to me we could do something to help,” 
Manley said. 
 And it is helping, according to Larry 
Logan, the food bank’s executive director.  
“If every business in Birmingham did this, 
we would be in great shape. That’s what 

The checkout clerks at Publix 

grocery store in Birmingham, 

Alabama, have seen some strange 

things in Julie Holderfield’s cart.

 Thirty boxes of cereal, 24 cans 

of Chef Boyardee meals, dozens  

of boxes of oatmeal, and the list  

goes on. 

 “I get some looks,” said Holderfield, 
a legal assistant at Primerus member firm 
Christian & Small. “But when I tell them 
it’s all for a food bank, the employees get 
very excited about it.”
 Holderfield is one of dozens of Christian 
& Small employees participating in 
the firm’s effort to fill the shelves at the 
Community Food Bank of Central Alabama, 
located in Birmingham. It started last fall 
as an invitation for employees to contribute 
one item per week to the food bank and 
has evolved into an organized, firm-wide 
program with payroll deductions, couponing 
and truckloads of donations. 
 Here’s how it works: Employees pledge 
any amount per week (pledges currently 
range from $5 to $50) to be withdrawn from 
their paycheck. The money is deposited into 
a fund established by the firm. Holderfield 
and Janna Bearden, both legal assistants 
at the firm who have developed a skill 

it’s all about – trying to get more bang for 
your buck,” Logan said. “The community 
working together is such a tremendous 
asset to us.”
 In 2012, the food bank distributed 
7.7 million pounds of food to more than 
460,000 people. 
 The food bank program is one of 
many ways Christian & Small shows 
its commitment to community service, 
encouraging their employees to be “non-
stop advocates for our clients, for our 
community and for each other,” according 
to their firm’s vision. Among the other 
organizations they support are: three area 
schools, Cornerstone Schools of Alabama, 
Holy Family Cristo Rey High School 
and Restoration Academy; The Literacy 
Council of Central Alabama and Teach 
for America. You can read more about 
Christian & Small’s work in the community 
at nonstopadvocates.com.

 
Pr imerus Community  Serv ice

The food bank program is one of many ways Christian & Small shows its commitment to 
community service, encouraging their employees to be “non-stop advocates for our clients, 
for our community and for each other,” according to their firm’s vision. 

Christian & Small LLP
Financial Center, Suite 1800
505 North 20th Street
Birmingham, AL 35203 
United States

205.545.7456 Phone
205.328.7234 Fax

www.csattorneys.com

Spent $45.33, saved $107.80

 
Community service is one of the Six Pillars of Primerus. 
Primerus President and Founder John C. Buchanan said if Primerus 
members would like to unite and work together on a worldwide 
community service project, Primerus will offer financial and support 
resources. If your firm has an idea about a project or is interested 
in participating, please contact Primerus Senior Vice President of 
Services Chad Sluss at csluss@primerus.com.



 S P R I N G  2 0 1 3  31

problems similar to what his son suffered 
from,” Lesnevich said.  “It’s wonderful to 
use the money to help people. It’s good to 
do good.”
 Lesnevich remembers the details of 
the trial like it was yesterday. Sacco’s son 
was being treated in the psychiatric unit 
of a local hospital. When he was “acting 
out,” a doctor ordered that his standard 
dose of Haldol be quadrupled and then 
nurses failed to monitor his temperature 
when a fever began. Lesnevich said his 
temperature rose to 107 degrees and he 
went into a brain seizure, dying in his 
father’s arms.
 As a result of the case, Haldol doses 
are increased in 10 percent increments 
and the temperature of Haldol patients is 
monitored every four hours, he said. 
 “We did change a lot and that was 
something for Peter to hang onto,” 
Lesnevich said. 
 Over the years, Sacco, a retired 
machinist, gave some money to homeless 
shelters, but he never wanted to spend 
the money on himself. Lesnevich 
describes him as a quiet, withdrawn man 
who attended all the law office Christmas 
parties and visited Lesnevich’s office 
about four times per year.
 He was killed when a car hit him 
while crossing the street. He was 89. 
 At the time of his death, Lesnevich 
went into the office safe to retrieve 
Sacco’s will and was reminded of Sacco’s 
request that he disburse his estate to 
charity. The will states that Lesnevich 
and his wife and partner, Madeline, must 
concur about any gifts. 
 So far, they have given three 
$100,000  gifts. The first was to The 

Primerus members Walter 

Lesnevich and Madeline Marzano-

Lesnevich have been given the 

honor of distributing a client’s 

estate of more than $500,000 to 

charity – money that the client 

won nearly 25 years ago in a 

lawsuit  following the death of his 

only son. 

 Walter Lesnevich, of Primerus firm 
Lesnevich & Marzano-Lesnevich, LLC 
in Hackensack, New Jersey, represented 
client Peter Sacco in the 1989 lawsuit, 
which resulted from the death of his 
son who suffered from schizophrenia. 
Sacco sued the doctor and nurse who 
treated his son and won a jury award of 
$3.6 million, but finally settled with the 
insurance company on $1 million.
 After Sacco’s death in March 
2012, his will revealed his desire that 
Lesnevich donate his entire estate to 
charity.
 “It has come full circle. Twenty-five 
years ago I won the case for Peter, and 
he was awarded a large amount of money. 
Now we are distributing that money to 
improve the lives of people who have 

Bridge, a New York City agency that 
serves people with serious mental illness, 
the homeless and people with HIV/AIDS. 
According 
to the 
organization, 
the donation 
will help 
provide mental 
health and 
substance 
abuse 
treatment, 
housing, 
vocational 
training and job placement, healthcare, 
education and arts therapy.
 The second $100,000 donation went 
to Rutgers Law School, where Lesnevich 
and his wife both were educated.  
The Bridge and Rutgers have now 
connected through the Sacco donations, 
Lesnevich said. The money will help 
establish a Veterans Psychiatric 
Outreach program with housing at The 
Bridge and also develop services for 
veterans at Rutgers, both to aid veterans 
who have mental health issues or legal or 
housing needs.
 The third $100,000 gift was recently 
awarded to the Hackensack Medical 
Center’s new psychiatric program. 
 Lesnevich is taking decisions about 
the donations one step at a time and 
trying to honor Sacco’s wishes. 
 “We became very close over the years 
because he had nobody else,” Lesnevich 
said. “You go through a trial like that and 
you’re seared. You get very close because 
you have been through it together.”

Full Circle: Attorney who helped client win 
$1 million settlement now carrying out his client’s 
wish to donate the money to charity  

Lesnevich & Marzano-Lesnevich, LLC
Court Plaza South, Suite 250
21 Main Street, West Wing
Hackensack, NJ 07601 
United States

201.580.4179 Phone
201.488.1162 Fax

www.lmllawyers.com

Walt Lesnevich



2013 Calendar of Events

April 17-21, 2013 – Primerus Consumer Law Institute Spring Conference
 Las Vegas, Nevada

April 25-28, 2013 – Primerus Defense Institute Convocation
 Boca Raton, Florida

May 10, 2013 – South Central Regional Meeting 
 Houston, Texas

May 12-14, 2013 – Association of Corporate Counsel Europe - 20th Annual Conference 
 Barcelona, Spain – Primerus will be a corporate sponsor.

May 16-18, 2013 – Primerus Young Lawyers Section Boot Camp: Trial Skills
 Nashville, Tennessee

May 31-June 2, 2013 – Primerus International Conference
 Barcelona, Spain – Hosted by the Primerus Europe, Middle East & Africa Institute

June 19-20, 2013 – Primerus Business Law Institute Symposium/Association of    
 Corporate Counsel Event
 Atlanta, Georgia

October 24-27, 2013 – Primerus Global Conference
 Asheville, North Carolina

October 27-30, 2013 – Association of Corporate Counsel Annual Meeting
 Los Angeles, California – Primerus will be a corporate sponsor.

November 4-6, 2013 – Professional Liability Underwriting Society International Conference 
 Orlando, Florida – Primerus will be a corporate sponsor.

November 13-15, 2013 – Transportation Industry Defense Association (TIDA)  
 Orlando, Florida – Primerus will be a corporate sponsor.

Many additional conferences and events are being planned for 2013. Please visit the 
Primerus events calendar at www.primerus.com/events. 

For additional information, please contact Chad Sluss, Senior Vice President of Services,
at 800.968.2211 or csluss@primerus.com. 
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