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2015 Primerus Global Conference 
Marketing Trends  
in the Industry: 
Is your firm prepared?  

© 2015 Fishman Marketing, Inc.  
Tel: 1-847/HEADLINE 
Web: FishmanMarketing.com  
Blog: FishmanMarketing.com/blog  

Three Tips: 
E  Marketing 
E  Branding  
E  Networking 
E  Firm Names 
E  Online Marketing 
E  Websites 
E  Photography 
E  Public Relations 
E  Logos 
E  Developing Content 
E  Protecting Your Budget 

Describe  
this firm 

Is this firm . . .  

Is this firm . . .  

E  Creative 
–  Fun 
–  Powerful 
–  Dynamic  
–  Smart 
–  Nice, friendly 
–  Leaders 
–  “A” quality 

E  Average  
–  Typical  
–  Dull, boring 
–  Conservative 
–  Cold 
–  Lethargic 
–  Nothing special 
–  B- / C+ quality 

Rate the firm 

E  1-10 for “Quality of 
litigation skills” 
–    1 = Terrible 
– 10 = High-quality 
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Is this  firm . . .  

E  Creative 
–  Fun 
–  Powerful 
–  Dynamic  
–  Smart 
–  Nice, friendly 
–  Leaders 
–  ““A”” quality 

E  Average  
–  Typical  
–  Dull, boring 
–  Conservative 
–  Cold 
–  Lethargic 
–  Nothing special 
–  B- / C+ quality 

Rate the firm 

E  1-10 for “Quality of  
litigation skills” 
–    1 = Terrible 
– 10 = High-quality 

Which looks more skilled? 

Marketing  
Messages 

© 2006 Ross Fishman 
Marketing  

Coming soon. 

Smith & Jones:  “When Success Matters!”  “Committed to Clients!”  “We Get Results.TM”  Our Blog: 

   Our firm is big and old.  We offer the technical skills of a large firm 
and the collegial culture of a small firm.  We work as a team; we are 
efficient, service oriented, and partner with our clients.  We’re local 
and international.  
 
   Our firm offers excellent, creative, value-added, results-driven 
legal skills and business solutions. We are diverse, community 
oriented, and green. We’re not wimpy paper-pushing Litigators, we  
are real Trial Lawyers. 
 
   We represent everyone, from individuals to large companies.  Our 
more than 32 lawyers have 37 specialties, practicing in every area 
from ADR to Zoning; we are best at every single one of them.  

“Just as good. But cheaper.TM” 

What’s your firm’s message?   
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What’s your firm’s message?   

Primerus  
websites 

Rate the firm 

E  1-10 for “Quality of legal skills” 
–    1 = Terrible 
– 10 = High-quality 
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Rate the Primerus firms 

E  1-10 for “Quality of legal skills” 
–    1 = Terrible 
– 10 = High-quality 
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Differentiation, 
Standing Out 

More creative  
is cheaper 

Who can’t market? 

E  Who’s from a culture where lawyers are:  
– Ethically prohibited from marketing? 
– Permitted to market, but it’s “unprofessional?” 
– Aggressively marketed 

Creativity,  
Visibility 

Results 

E  National visibility 
E  Increased name recognition 
E  Changed reputation from antitrust / 

competition 
– Recognition as leading litigation firm 
– Diversified / expanded practice areas 
– Added  

E  Large, complex cases  
E  IP litigation  

E  Significant growth in size, revenue, profits 

Networking 
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Networking 

1. Have an answer for ““What do you do?”” 
–  “I’m a lawyer.” 
– “I’m a trial lawyer.” 
– “I help international manufacturing companies 

solve tariff disputes.” 
– “I help middle-market retail businesses in The 

Netherlands pay less money in taxes.” 

Networking 

2. Wear a name tag 
– Show them your name, firm, city/country  

E  Big, legible 

– Helps them… 
E  Ask you questions 
E  Remember you 

– Where affix it? 
E  Right lapel 
E  Women…?  

my name is 
Hello, 

Ross 
 

Fishman Marketing  
Chicago, USA 

Fishman 

Networking Networking 

3. Make a graceful exit 
–  It’s OK to: 

E  Make a call 
E  Use the restroom 
E  Say hello to someone 
E  Get a drink 

– The Half-Glass Trick 

Online Marketing Tools 

Online Marketing Tools 
1.  You probably don’t need a Facebook page 

–  More personal than professional 
E  Only 65% of 50 largest law firms  

–  Nice to have, not important 
E  Don’t do it unless you have a relaxed culture 
E  Good for recruiting 

–  Casual firm photos 
E  Parties 
E  Volunteering 
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Online Marketing Tools 
2. Twitter for your News not your Marketing 

–  140 characters 
–  Need narrowly focused target audience 
–  Someone motivated to tweet 

E  Takes 10-15 minutes per post 
–  Nice way to start your day 

E  Scan the breaking news 
–  Narrow topics 
–  Industry updates 
–  Friends, thought leaders 

–  @rossfishman 

Online Marketing Tools 
2. Twitter for your News not your Marketing 

Online Marketing Tools 
3. Blogs require real long-term commitment 

–  Narrow target audience  
E  Focused specialty area 

–  At least twice a month 
E  Better weekly 

–  Hard to maintain over time  
–  Highly motivated, good writer? 

E  If you’re going to write anyway 

FishmanMarketing.com/BLOG 

Creating  
More “Content” 

Lawyer Gives a Speech 

E  Developing it is hard 
– Re-purposing it is easy 

E  Old model:  
– Speak, leave, pray 

E  New model:  
– Cut it up and spread it across the Internet 
– Synergy creates powerful SEO, visibility 
– Consider the total combined effort 

Repurpose the Speech 

1.  Videotape it 
– Cut it up, edit it 
– Create YouTube channel 
– Vimeo 

2.  Audiotape it  
– Edit it into audio podcasts  

3.  Transcribe it 
– 10 articles, 20 blog posts, 50 tweets 
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Add to LinkedIn 

Firm Name 

Firm Name 
1. If your firm has more than two names, 
highlight wherever people naturally stop 

– Egos can be a challenge 

Firm Name 

2. “Solo Lawyer & Associates” law firm 
– May be an ethical violation for solo 

practitioners to use “& Associates” or  
“Group” in firm name 

Firm Name 
3. If you have a “word” in your name, 
consider using it in your marketing 

Buzz building 
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LOW BALL. HIGH STANDARDS.

LOW BALL
HIGH QUALITY

OK, yes, we freely admit it. Low Ball is a funny name. But there’s nothing funny about our high  
standards. We’re lean and mean. We keeps cases moving along. We don’t waste a client’s time or 
money. We’re practical, creative and efficient. Those are the things that are high on Low Ball’s list. 

More can be found at lowball.com.

LOW BALL. HIGH STANDARDS.

LOW BALL
HIGH STANDARDS

OK, yes, we admit it. Low Ball is a funny name. But there’s nothing funny about our high standards.  
Our trial lawyers are lean and mean. We keep cases moving.  We don’t waste a client’s time or money. 
Our litigators are practical, creative, and efficient. Those are the things that are high on Low Ball’s list. 

More can be found at lowball.com.

Word Names 
E  1961 Abogados 
E  Buchanan & Buchanan 
E  Buchman Provine 

Brothers Smith 
E  Christian & Small 
E  Demler Armstrong 
E  Donato, Minx,  

Brown & Pool 
E  Downs Stanford, 
E  Elżanowski, Cherka  
E  Ferris & Britton 

E  Ganfer & Shore 
E  Houser Henry 
E  JUSTLAW 
E  Lipe Lyons 
E  Marios Hartsiotis 
E  Ogborn Mihm  
E  Price Benowitz  
E  Read Hope Phillips 
E  Spicer Rudstrom 
E  Winder & Counsel 
E  WINHELLER  

Word Names 
E  1961 Abogados 
E  Buchanan & Buchanan 
E  Buchman Provine 

Brothers Smith 
E  Christian & Small 
E  Demler Armstrong 
E  Donato, Minx,  

Brown & Pool 
E  Downs Stanford, 
E  Elżanowski, Cherka  
E  Ferris & Britton 

E  Ganfer & Shore 
E  Houser Henry 
E  JUSTLAW 
E  Lipe Lyons 
E  Marios Hartsiotis 
E  Ogborn Mihm  
E  Price Benowitz  
E  Read Hope Phillips 
E  Spicer Rudstrom 
E  Winder & Counsel 
E  WINHELLER  

Christian  
& Small 

© 2015 Fishman Marketing  

Demler  
Armstrong 

© 2015 Fishman Marketing  
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Houser Henry 

© 2015 Fishman Marketing  

PRICE BENOWITZ 

Welcome	
  to	
  Price	
  Benowitz	
  

Our	
  firm	
  was	
  built	
  on	
  the	
  understanding	
  that	
  comprehensive	
  representa�on	
  does	
  

not	
  begin	
  and	
  end	
  in	
  the	
  courtroom.	
  We	
  know	
  that	
  just	
  having	
  sound	
  legal	
  counsel	
  

does	
  not	
  translate	
  to	
  a	
  successful	
  outcome.	
  Read	
  to	
  learn	
  how	
  much	
  more	
  you	
  can…	
  

	
  

We	
  were	
  built	
  on	
  the	
  certain	
  
knowledge	
  that	
  comprehensive….	
  

We	
  know	
  that	
  just	
  having	
  sound	
  legal	
  

counsel	
  does	
  not	
  translate	
  to	
  a	
  successful.	
  	
  

We	
  know	
  that	
  just	
  having	
  sound	
  legal	
  

counsel	
  does	
  not	
  translate	
  to	
  a	
  successful	
  

outcome.	
  	
  

	
  
© 2015 Fishman Marketing  

Fishman Marketing 

E  It’s an option to consider 
E  It doesn’t always work… 

Websites 

Websites have limited shelf life 

Manual Typewriter riding crop blue jeans 
buggy whip  bell bottoms 

E  1-2 years 
– Race car 

E  3 years 
– Bell bottoms 

E  4 years 
– Manual typewriter 

E  5 years 
– Buggy whip 
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Websites  Websites 
2. Stand out 

–  Avoid the visual clichés  
E  No skylines, gavels, globes, maps, columns, 

scales, handshakes, striped books, empty jury 
boxes, empty lobbies, empty conference rooms, 
diverse conference rooms, smiling lawyers,  
blurry lawyers in motion, lawyers running up 
courthouse steps, silhouettes by windows,  
circle of hands, pens on documents, dartboards, 
or photos of your building… 
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Waterfall Websites 

Websites 
3.  Tell your story 

–  What do you want them to know about you?  
–  How are you different? How can you help them? 
–  It is not: 

E  “As skilled as the big firms, in a nicer environment.”  
E  “Smart, skilled, service oriented, we care.” 
E  “Used to work at a big firm.” 

Websites 
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Compare 

Marketing Writing 

4. Eliminate redundant numbering 
– No one is confused by written numbers 

E  “Ashley has practiced for twenty (20) years.” 
E  “After just three (3) months....” 

–  People know what “three” means 

Photography 

Photography 

2. Pay more, make it great. 
– Great firms don’t use 

cheap photography 
– Small firms must do all 

the little things well 
– Be different 
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Fishman Marketing, Inc.  1356 St. Johns Ave  Highland Park, IL 60035 USA  Tel: 847.432.3546 (847-HEADLINE)  ross@fishmanmarketing.com 
www.fishmanmarketing.com

Called “one of the country’s leading 
experts on law firm marketing” by 
Lawyers Weekly USA, Ross is known 
as one of the legal profession’s most 
innovative marketers and strategists. 
As CEO of Fishman Marketing, Inc., 

he helps law firms dominate their chosen markets and 
generate significant revenue.
 
Often hired to overhaul a firm’s message, brand, or 
website, he is best known for strategic marketing plans, 
differentiation and positioning; and the development of 
the profession’s most cutting-edge marketing materials. 
Even in today’s recessionary economy, Fishman Mar-
keting’s clients continue to grow, in size and profits.

 

Ross was a commercial litigator from 1985-90 before 
moving to Winston & Strawn to practice marketing 
full-time, later becoming Marketing Partner of Unga-
retti & Harris. Called “the creative mind behind a host 
of law firm campaigns that have redefined the field” (San 
Jose Business Journal), Fishman Marketing has launched 
effective campaigns for nearly 100 firms from Istanbul 
to Iceland.
 
FM campaigns have received dozens of international 
marketing awards, including the LMA’s grand prize, the 
Best of Show award, five of the ten times ever presented. 
FM campaigns also received one of Inc. magazine’s ten 
Marketing Masters awards for “brilliant and successful” 
marketing campaigns. Recipient of a peer-selected LMA 

1998 Lifetime Achievement Award, Ross was the first 
legal marketer inducted into the LMA’s Hall of Fame.
 Known for his “educational and entertaining” presenta-
tion style, he has conducted more than 250 firm retreats 
and training programs on five continents, from Toba-
go to Thailand — including once presenting on three 
continents within 24 hours. A Fellow of the College of 
Law Practice Management, Ross has written over 250 
bylined articles, including five monthly columns, and 
has sat on the editorial board of five national magazines. 

 An active LMA member since 1990, Ross has been the 
Vice President, a member of both the Strategic Plan-
ning and Best Practice Task Forces, and chairman and 
moderator of seven consecutive QuickStart conferences, 
later creating and hosting “Just JDs,” LMA’s first full-
day program exclusively for lawyers. He has been hired 
as the marketing expert witness in two precedent-setting 
branding- and social media-related lawsuits.

 

A 1986 member of the federal Trial Bar (N.D. Ill), he 
received a B.A. in Speech Communications, cum laude, 
from the University of Illinois, and his J.D. from Emory 
Law School.

ROSS FISHMAN, J.D.

“Ross has a stronger sense of 
what will create ‘buzz’ than 
anyone else in the market.”

Rick Klau, Google, Inc.

“Ross was going to win in so many 
categories that LMA created the ‘Best 
in Show’ so he’d win one grand prize 

instead of nearly all the trophies”
LMA’s “In The Loop,” Fall 2009

“Ross is a litigator-turned-
marketer whose company 
offers branding services 
IVL�QLMI[�\W�TI_�ÅZU[�º


