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AT A GLANCE: Instead of pushing
marketing aside, it is critical to recog -
nize how significant marketing is 
as support mechanism to business
development.

By Silvia L. Coulter , Co-Managing Director ,
CoulterCranston, Inc., Boston, MA

Many would say that law fir m market-
ing began in 1977 when the courts
decided Bates, and that marketing
began to evolve into business develop-

ment in 2000. Just to set the record straight: business development has always occurred 
in the practice of lawÑsince the first client engaged the first lawyer. There was always 
the rainmaker lawyer in town building r elationships with the business owners and 
townspeople. Somewhere around 1977, law fir m marketing became more formalized 
and the focus on business development seemed to take a back seat to marketing. The 
dif ference between the two is worth noting, because this article focuses on todayÕs law firm
business development trends.

Intellectual property boutique Wolf Gr eenfieldÕs Senior Business Development Manager,
Jay Wager, provides this insightful observation and definition: ÒBeing an outsider coming
into the legal market, I was surprised to see how many law firms emphasized marketing
over business development in their mix of initiatives. Marketing is the foundation 
for establishing credibility, building awareness, and supporting new business opportuni-
ties. Limiting activities to marketing falls short of the time tested rule: ÔClients buy from
people, not fir ms.Õ Ó

continued on page 2
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In 1977, marketing strategy focused on two primary areas: public
relations and graphic design. Firms raced to hire or promote early
marketers who would get the firmÕs name in the paper and 
produce the classiest (albeit internally focused) brochure. Library
and Marketing Managers (and IT and Recruiting as well) 
managed fiefdoms and seldom saw the need to integrate their 
specialties. By 1986, there were fewer than 100 individuals in law
fir ms with ÒmarketingÓ in their title and none with Òbusiness
developmentÓ in their title. The focus was squarely on public 
relations, brochures, newsletters, and some (but very few) 
sponsorships. There was little integration across operational teams
to support business development. Only the consumer-oriented
fir ms (personal injury, criminal law, divorce) purchased display 
ads in telephone directories. A few firms posted ads in local 
business journals. Two fir ms on the East Coast in 1988 
actually participated in an industry trade showÑthey were
groundbreakers! Over the next decade, firmsÕ marketing practices
became more sophisticatedÑmany developed marketing budgets,
more began to run ads in local journals, and a few firms stepped 
out beyond that and introduced national advertising. Even so,
business development was in its infancy.

Marketing and business development processes, now more 
formalized, have taken on new meaning. Activities are far more
aggressive and reflect the external challenges law firms face. These
include a limited ability on the part of clients to dif ferentiate 
one firm from another, globalization and off-shoring of services,
technology, lateral spin-offs and moves, competition targeting the
fir mÕs clients, and increasingly more sophisticated buyers of legal
servicesÑthe clients.

As Duane MorrisÕ Chief Marketing Officer, Ed Schechter, notes,
ÒWeÕve gone from ÔFire FightingÕ (Phase 1), with a flat organiza-
tion, an inexperienced marketing and communications staff
providing marketing services; ÔOrder TakingÕ (Phase 2), with the
beginnings of business development and integrated marketing
materials; to ÔStrategic PartneringÕ (Phase 3), an internal agency
with Ôaccount executivesÕ partnering with inter nal ÔclientsÕ to
address attorney business development requirements, including
anything from client development planning to strategic business
development coaching.Ó 

Jump to 2007. The most sought-after professionals in todayÕs
fir ms are:

¥ those with strong business development and sales skills

¥ IT specialists who work easily with marketing counterparts to
integrate CRM strategy, client portals, and automated proposal
response systems; and manage sophisticated deals databases

¥ infor mation resource specialists who know their way around
business intelligence tools like the Thomson Litigation Monitor,
Deal Proof¨ and PeerMonitor products; maintain knowledge
bases of client information preferences; and build custom 
e-newsletters to keep clients abreast of industry comings and
goings

TodayÕs business development requires a team of skilled business
professionals who are adept at helping firms retain and grow 
existing clients and capture new ones.

Adds Wager, who joined the legal industry at Wolf Gr eenfield 
from professional services consulting, ÒBuilding and maintaining
trusted relationships is still the winning strategy. It is harder 
than it was in the past. Having skilled business development 
professionals supporting attor neys with their efforts makes a 
big dif ference in effectiveness and results. Law firm business 
development has taken on a far more sophisticated role in the last
few years.Ó

Kelvin Chin, a nonpracticing lawyer and former arbitration 
specialist, is a strong business developer. As Chief Client
Development Officer for Boston-based Edwards Angell Palmer &
Dodge, he comments, ÒThere has been a rapid evolution in the last 
few years from individual lawyersÕ understanding and executing
on the sales approach, to managing groups of lawyers, also known
as Ôclient teams,Õ and executing on the Ôsales and client 
service approachÕÑI simply refer to it as Ôclient service and client
relationsÕ because I always look at it from the clientsÕ perspectiveÑ
and great service and outstanding client relations are all that
matter to clients. That is as it should be. Of course, from a sales
standpoint, one also has to manage the teams and process of client
service and client relations to move opportunities along the 
sales pipeline. The team is often made up of lawyers and other 

Evolving fr om Law Firm Marketing to Business Development Ð Hitting Its Stride in 2007
continued from page 1
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professionals who have a critical impact on the teamÕs success.Ó
Like all other industries, the wave of the future is intensified focus
on key clients. Known as strategic account management in other
industries, the focus is on building client share.

In our team strategic account management process at
CoulterCranston, SAM-Legal, we encourage our law firm clients
to kick of f the key client process with an initial workshop that
includes members from each of the areas critical to the teamsÕ 
success: Finance, Information Resources (Library); Infor mation
Technology; Sales; and, for the most sophisticated firms, Service.
Everyone is briefed on each functionÕs ability to pr ovide 
key resources to the strategic account process. In addition, we
encourage firms to have someone from each of these important
operational areas assigned to each client team. Information
Resources and Sales often take the lead in providing critical client
infor mationÑclient sur vey data from meeting with the client, 
competitive analyses provided from online tools and firsthand
feedback from team membersÕ current relationships with the
client. Why the extra work? Often times increases of 50 percent in 
additional r evenue from each client are achieved. ThatÕs why 
other industries have adopted the strategic account management
process.

So what does all of this mean? It means that the budget dollars
have shifted from heavy PR and brochures to sophisticated online
analysis and client relationship tools. It is far easier to measure
return on investment by client share increase than by how much
new business has come in from a multimillion-dollar ad campaign.
It means that marketing tools are sharpened to support focused
business development efforts that are geared toward building 

revenue rather than just building brand. Also critical in the new
wave of business development is to not push marketing aside but
to embrace how significant the function is as a support mechanism
to business development.  Marketing builds brand and makes clear
to clients that they have made the right decision and business
development builds client share of firm revenue. Like any other
organization in business to make money, law fir ms have stepped
up the focus on business development. 

Some of the latest tools include pipeline management, sophisticat-
ed finance modeling that measures marketing and business
development activity and projects potential revenue from those
activities. Law fir ms, like their clients, are realizing the gains from
this sharpened focus, and the support teams who are critical to 
the business development success are earning greater recognition,
a seat at the table, and rewards that focus on results.

So, whatÕs next? An even greater focus on oneÕs competitors. 
A strong sense of building service models (we are in the service
business after all), which will employ strategies used by service
giants like Disney, The Four Seasons, Ritz Carlton and FedEx.
Creating a consistent client experience across offices, practices,
and countries will garner some firms top fees for their attention to
client detail and responsivenessÑthe manner with which most
client interactions are measured. Online tools will make it easier
for clients to do business with law firms and for accessing their
client files rapidly. A seamless integration between firms and
clients will be the goal firms will set. To support this dir ection,
business developers, IT professionals, and information resource
professionals would be wise to interject themselves into the process
of creating the law firm of 2007 and beyond.

ÒTodayÕs business development

requir es a team of skilled 

business professionals who ar e

adept at helping firms r etain 

and gr ow existing clients 

and captur e new ones.Ó
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In generating new business, itÕs who you know, what you know, 
and when you know it that counts. Lawyers have to stay ahead of their
competitors with business leads to generate new clients and engagements
for their fir ms. They also need to be well-informed on legal developments
and emerging issues in order to serve their existing clients.

Lawyers still use conventional means to stay current: conversations with
colleagues, CLE programs, newspapers, and practice-specific journals.
However, in the age of laptops and handheld devices, more attorneys 
are resorting to online sources for current awareness. Associates 
read news alerts on their BlackBerry¨ devices and PCs. The proliferation
of electronic journals and alerts can make even this effort daunting. This 
is where RSS feeds are helpful.

An RSS reader or aggregator can search pre-subscribed links and return
relevant headlines. ÒIf youÕre not reading it in RSS youÕre wasting your
time,Ó declared MicrosoftÕs blogging evangelist, Robert Scoble, who says
he subscribes to 1,300 RSS feeds. Web-savvy users have discovered that
RSS feeds are a time-saver. Instead of having their e-mail clogged with

* RSS stands for "Really Simple Syndication" or "Rich
Site Summary"

AT A GLANCE: In the age of laptops and hand -
held devices, more attorneys are resorting to
online sources for current awareness. Instead
of having your e-mail clogged with myriads of
news alerts, you can employ an RSS reader to
search the Internet and provide yourself with
stories targeted to your interests.

By Janet Accardo, Director of Information Services, Skadden,
Arps, Slate, Meagher & Flom L.L.P. 

Ò[L]awyers are already suf fering

fr om information overload 

and desktop distractions. 

Filtering is the most important

component of any plan, and 

in this case, less is often mor e.Ó

Using RSS* Feeds 
for Business

Development the Beauty 
and the 
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myriads of news alerts, they can employ 
an RSS reader to search the Internet and
provide them with stories targeted to their
interests. They donÕt have to remember to
visit their bookmarks and keep track of
new content when it is easier to read all
sources from one location point.

David Goldman, head librarian of
Skadden, ArpsÕ Boston office, has created
multiple e-mail newsletters, including one
on Hedge Fund Litigation and Regulation
and another on Backdating of Stock
Options. He now sends these daily (or

sometimes twice a day) to
hundreds of attorneys at
Skadden. David uses an RSS
aggregator called Vienna from

his Mac¨ laptop to scan the Web for 
relevant stories from over 150 various
sources, which are continually updated
during the day. From the results, he selects
the best headlines and summaries of 
articles to include in the newsletters. These
timely and topical newsletters have
become an invaluable resource for moni-
toring client developments and identifying
new business opportunities. The e-mail
alerts allow the attorneys to be one step
ahead of the opposing parties and to better
serve their clients.

Mor e and more often, publications, televi-
sion networks, associations, and even
courts are offering RSS feeds. Examples are
The Wall Street Journal, the Washington
Post, the New York T imes, ESPN, CNN,
Special Libraries Association, and the 7th
U.S. Circuit Court of Appeals. They all use

RSS as an additional method for making
their content available online. When an
online publisher provides an RSS feed or 
is XML-enabled, it featur es a small 
orange button on its site. By clicking on the
button, a user can subscribe to the feed. It
is available for syndication to interested
subscribers.

ÒRSS stands for really simple syndication
(or Rich Site Summary), and it is indeed 
a simple way for people to have the infor-
mation they want fr om the Web sent to
them, rather than having to go out and find
it. You just tell an RSS program on your
computer, or an RSS service on the Web,
what you want to track on the Inter net,
and updates from the Web are fed to you
continuously,Ó1 writes Mar cus Lillkvist.
And, according to Steve Matthews of
Vancouver Law Blog, the new mantra of
RSS users is ÒSurf Ð Search Ð Subscribe.Ó

A second important component of RSS is
the XML language in which the stories are
written. If the for mat of a text document is
presented as XML, it can be read by any
RSS reader. Subscribers can use one of a
multitude of r eaders or aggregators to scan
the Web, some of which are free and down-
loadable from the Web. Some popular ones
are Bloglines and My Personal Yahoo.
Instead of reading material in oneÕs e-mail,
the subscriber accesses an RSS account.
Another popular alternative is Newsgator,
which integrates with Micr osoft¨ Outlook,
allowing users to access their RSS feeds
through e-mail.

A big advantage of RSS feeds is that they
are deliverable on Internet-ready mobile
devices, such as cell phones and PDAs like
the omnipresent BlackBerry. A BlackBerry
user can see the headline and short sum-
mary of a story, then click on it to go to the
Web site to read the full story, unless a paid
subscription is required. The attorney may
then e-mail the link to another attorney for
timely distribution of material.

The RSS feed does not duplicate content; 
it links to a site. RSS feeds are covered 
by copyright and intellectual property
laws, so information cannot be taken out
of context without giving due cr edit to the
source. A clear statement of this appears
on the World V ision Web site at
www.worldvision.or g.

Many law fir ms are not yet positioned to
take advantage of RSS feeds on their
intranets. However, when Micr osoft releas-
es its next version of Windows¨ , called MS
Vista, it will build an RSS integrator right
into MS Of fice. Increasingly, media will
output content in RSS, and there will be
more customized current awareness feeds.
For example, the Practising Law Institute, a
major CLE provider for the legal profes-
sion, plans to publish its materials in XML
so they will be accessible to an RSS reader.

Jason Eiseman, Computer Automation
librarian at Schwabe, Williamson & W yatt
in Portland, Or egon, has been an early
adopter of RSS feeds. He uses RSS readers
to track general industry infor mation and
local news that mention his firm and its

continued on page 11
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If small businesses and major corporations find strategic 
planning to be a worthwhile exercise in planning for the future,
then maybe individual lawyers should consider the same.
When attorneys think of themselves as a small business and not
just a cog in the wheel of their firm, they will embrace the idea
of creating a personal strategic vision. There is no need to hire
a consultant or job coach as this can be accomplished through
writing a business, marketing or career plan. Whatever the plan
is called, it is an effective tool.

AT A GLANCE: Have a personal
strategic vision. No need to hire a
job coach. Use the sample plan in
this article as a model for crafting
your own marketing plan.

By Sharon Meit Abraham , Director of Professional
Development, McDermott Will & Emery , LLP

Gaining a 
Competitive 

Edge 

Personal
Strategic 
Planning:
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Benefits
Why should an attorney take the time to
write a career plan? What are the benefits
of creating such a plan? Study after study
shows that people who set goals and write
them down are more likely to achieve
those goals. In turn, once a goal is
achieved, the level of job satisfaction rises;
therefore, momentum starts and success
begins to grow. Most often a primar y goal
for an attor ney will r evolve around
income; thus as goals are attained, income
should increase. This knowledge in and 
of itself should propel the attorneyÕs 
performance.

Challenges
There are challenges, however, in this
process, and the most difficult one is 
taking the time to write the plan. Since
most attorneys are tethered to the billable
hour, there is little motivation to spend
time on activities that are not tied to serv-
ing clients. Another obstacle is that most
attorneys do not know how to write a
business plan nor do they know how to
think about their car eer as a business.

Self Assessment
Before anyone sits down to write a busi-
ness plan, it is recommended that they
conduct an individual self-assessment.
This means the attorney needs to think
about what is wanted in the short term
and long term. The attorney should 
identify areas of strength, such as writing
articles, or a particular substantive area, as
compared to areas of weakness such as
fear of public speaking or not having the

ability to travel. Knowing what one has 
to of fer is valuable when writing the 
plan. Self-assessment can be accomplished
simply through self-reflection, but there
are a number of useful tools that are 
available through books and online. A few
questions to get started could be:

¥ What type of work do you most enjoy?

¥ Which clients would you like to work
with mor e in the future?

¥ Which attor neys in your firm would
you like to work with?

Elements of Marketing/Car eer Plan
The first element of a plan is the vision
statement. Just as corporations have a 
mission or vision statement so should the
attorney. This statement is the attorneyÕs
overall vision for the upcoming year, and
possibly the subsequent three to five years.
For the short-term vision, the attorney can
focus on a specific issue such as a financial
goal, a personal achievement, a community
commitment, or anything that addresses
the areas for growth that wer e uncovered
in the self-assessment. To achieve the 
long-term goal, the attorney expands 
on the short-term goal and reaches for a
higher level.

The second element in this process is to
identify the specific goals that need to be
achieved to fulfill the vision. Goals are an
end to which a person directs specific
effort. It is impor tant to set goals because
they help establish direction for a personÕs
efforts. Goals should also challenge the
individual to gr ow professionally and 

personally. It makes sense that once a goal
is achieved it will raise confidence and lead
to higher levels of achievement and accom-
plishment. There are a variety of categories
for goal setting:

Financial
¥ Contacts/Networking

¥ Professional Visibility

¥ Marketing

¥ Billable Hours

¥ Professional Development

¥ Community

¥ Personal/Health

¥ Family/Friends

The Anatomy of a Goal
A goal has three components: The goal,
the strategy, and the benefits. The goal 
is the what that needs to be achieved. 
The strategy is the how to achieve it. And
the benefit is the why this is a goal. It 
is important to have all three of these 
components clearly defined before making
an effort to r each the goal.

Effective Goals Are S.M.A.R.T.

To ensure that the goals set will be effec-
tive, they should be written in a manner
that is specific. Using words like more,
improve, or better are ineffective and 
cannot be measured. Goals also need to be
attainable and results-oriented; otherwise
no one would be able to achieve them.
And finally goals need to be set within a
timeframe so that there is an end date by

ÒStudy after study shows that people who set goals and write them down 
are more likely to achieve those goals.Ó



ÒInformation is power,Ó the saying goes. ItÕs not enough to just gather the right 
infor mation. The true advantage lies in the ability to analyze information and develop
strategies built around a solid information foundation.

Analytical tools that tur n infor mation into actionable analysis are increasingly common-
place in legal research and competitive intelligence products, for example Westlaw¨

and Litigation Monitor . But now the same type of powerful analytics that have been 
available for legal research and analysis can be offered in the executive suite, providing 
an innovative comparative environment designed specifically for the needs of senior 
fir m leaders.

Today, new tools allow managing partners, executive directors, and CFOs to not only 
analyze their firmsÕ financial metrics but also to compare them against selected peer firms
to get a true measure of their competitive standing.

In what areas is your firm ahead of the competition? Where is there room for impr ove-
ment? A firm can show strong financial metrics, but how do you know youÕre not still
falling behind your peers?

8

AT A GLANCE: New toolsÑsuch as
West PeerMonitorÑallow managing
partners, executive directors, and
CFOs to compare their firmsÕ financial
metrics against selected peer firms to
get a true measure of the firmÕ s com-
petitive standing.

By Preston McKenzie , Senior Director , Business of Law,
Thomson West, Eagan, MN

ÒWest PeerMonitor

is the first tool to 

accurately pr ovide 

real-time comparisons

between your firm and

selected peers É .Ó

WestPeerMo
Driving Intelligent Decisions
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West PeerMonitor is the first tool to accurately provide real-time
comparisons between your firm and selected peersÑsliceable by
practice group, timekeeper class, location, and other parametersÑ
to support impor tant decisions. Imagine having key benchmarks
available on demand, highlighting bona fide opportunities and 
validating fir m strategies.

The Need for Better Financial Benchmarking
Currently, financial benchmarking information flows thr ough a
fir m in fits and starts, often based more on myth and anecdote

than concrete informa-
tion. It seems like that
fir m across the street is
able to command high-
er rates, but somehow
they underbid your
fir m at the last Òbeauty

contest.Ó Your real estate department is slow; theyÕre blaming a
lack of deal flow. Then firm managers hear that your competitor
just brought in two new laterals for their litigation practice. The
executive committee is trying to decide whether to open a new
office in city X. What infor mation could help assess the viability of
the market?

Firm management complains the practice groups are fighting 
over budget money and head count. The CFO is having difficulty
determining budget targets. What should the firm be spending on
marketing? What should the firm spend on hardware? Software?
Everybody has a lateral they want to hireÑif the fir m doesnÕt bring
her on now, the competition surely will. How can the fir m devel-
op the right financial analysis for making these strategic decisions?

West PeerMonitor
Thomson WestÕs PeerMonitor represents a new generation 
of benchmarking tools available to law firms. Using an award-
winning shared value model, data is securely submitted
electronically fr om participating fir ms and is confidentially 
aggregated for up-to-date benchmarking against selected peer
groups, which each have at least five peers. 

Accessible through the PeerMonitor Web-based service, each 
participant may receive views of dozens of metrics categories,
including pricing, r ealization, revenue, productivity, profitability ,
receivables, and expenses. Importantly, the program enables 
custom views that allow firms to relate preferred benchmarks 
to fir m objectives, supporting targeted intelligence desired by 
managing partners and executive directors.

The PeerMonitor framework r epresents just the beginning in terms
of the sophisticated analysis available to users. And this approach
naturally extends to different forms of benchmarking and reviews,
such as matter-based benchmarking and advanced modeling tools.
In a world wher e precise data becomes available at the push of 
a button, the ability to pr oject Òwhat-ifÓ scenarios presents 
an opportunity to change the form and kind of this capability 
altogether.

The Value of Actionable Data
One of the biggest problems with current benchmarking tools 
is lack of precise measures supporting key decisions. PeerMonitor
attempts to address this head-on with accurate detailed 
intelligence.

It starts with an interweaving range of metric categories, providing
the ability to compare things like rates and examine their effect 
on profitability or pr oductivity. PeerMonitor then supports the
ability to r efine this analysis by practice group, timekeeper, time
period, and office location for dir ect insights on those operations.

For example, consider the metric of revenue per lawyer (RPL).
Examined at the firm-wide level, RPL may be interesting.
However, it becomes increasingly more valuable if further refined
by practice groupÑfor example, knowing that pr oductivity in the
intellectual property group is performing above market conditions
compared against selected peers. Then, imagine the additional
ability to r efine this measure by timekeeper class or office, for
example, reviewing the profitability comparisons of thir d-year
intellectual property associates over the past six months.

continued on page 10

nitor
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West PeerMonitor: Driving Intelligent Decisions continued from page 9

Map Data Against Goals, Strategies
Asking the right questions yields the pertinent infor mation. Putting
that infor mation to pr oductive use then requires mapping 
it against a firmÕs business objectives and the strategies being 
considered for achieving them.

LetÕs say the firmÕs strategy can be defined as three objectives: 

1. Increase partner value 
2. Grow the business 
3. Achieve operational excellence

PeerMonitor is geared to provide concrete, useable measures that
help you and your management group gauge your success within
each of these strategic initiatives. And not just in real terms, but
compared against your competition. In this manner, you can
ensure that youÕre staying ahead of your competitors.

Here are a few examples of how the metrics work for you.

Increase Partner Value 
Metric Strategic Objective 

¥ Average standard bill rate ¥ What are real billing rates
¥ Average worked bill rate (not just whatÕs quoted)?
¥ Average collected bill rate ¥ Are we billing below the

market average, hence 
Òleaving money on the tableÓ?

¥ Are our realization rates as
good as our competitors?

¥ Hourly leverage ¥ How does the firm compare 
¥ FTE leverage and practice? against competitors when

broken down by office? 

¥ Profit per partner ¥ Measure your bottom line to
¥ Profit per lawyer that of your peer group.

Grow the Business 
Metric Strategic Objective 

¥ Expand practice areas ¥ Which are the areas that the
market indicates can best
absorb additional capacity?

¥ New office locations ¥ Which new geographic
locations offer the greatest
potential?

Achieve Operational Excellence 
Metric Strategic Objective

¥ Collected to billed ¥ Are our realization
realization rates improving?

¥ Collected to worked 
realization  

¥ Billed to work r ealization

¥ Billing speed ¥ How fast do we tur n work
¥ Collection speed time into cash?

¥ Are we using our assets
effectively? 

¥ Operating expenses ¥ Revenues are rising, but are 
per lawyer expenses rising faster? 

PeerMonitor of fers five categories of measurement: pricing, 
profitability , revenue, accounts receivable, and general ledger. By
focusing on the measures within each category that are key to your
fir mÕs strategic objectives, you are able to effectively benchmark
your performance against the latest market conditions. 

The Bottom Line
Achieving strategic objectives, such as improving competitiveness
and efficiency, requires a solid informational base from which to
make reasoned, informed decisions. PeerMonitor represents a
step-change in capability for firms, providing a targeted, clearer
understanding of how a firm stands across multiple dimensions,
including comparisons with selected peer firms.

In an increasingly competitive environment, firms need strong 
analytical capabilities to pinpoint oppor tunities for growth and
operational improvement. PeerMonitor brings a new dimension to
the ability to ask the right questions and find the right answers that
can help a firm increase the value of its existing people 
and clients, and grow the business. It is exciting to imagine what
comes next.



attorneys. In addition, he has set up folders
for client monitoring, for competitive intel -
ligence and firm monitoring. See the
excellent article by Eiseman, published
November 12 in LLRX.com. 2 In it, he
explains the difference between blog search
engines like Technorati and Google News,
and a tool like Google Alert, which enables
the user to save a search as an RSS feed. His
aggregator of choice is Newsgator, which
provides ÒSmart FeedsÓ to create keyword
or URL searches. Newsgator offers both a
free version and a premium version, which
allows more searches.

Jason recommends Westlaw Watchª as a
valuable tool for attor neys and law librar-
ians with current awareness needs.
Westlaw Watch allows the user to create a
search in any Westlaw¨ database and have
the results delivered in a variety of formats,
including RSS. The attorney, librarian, or
marketing specialist can set up a targeted
search on a client, topic, or case from a
specific court. Alerts are free if the user has
a Westlaw ID. Then the person monitoring
the alerts can distribute a list of articles or
cases with a short description for fr ee, not
paying until the recipient accesses the full
document on Westlaw.

The key to successful implementation of
RSS feeds in law firms is careful planning
and execution by librarians. Setting up an
RSS feed so that every attorney receives the
daily newspaper via RSS sounds good, but
the truth is that lawyers are already suffer-
ing from infor mation overload and
desktop distractions. Filtering is the most
important component of any plan, and in

this case, less is often more. For profes-
sionals responsible for creating news and
client development programs, the biggest
headache remains how to pare down
steady streams of information to just
Òmust-readÓ content.

Law fir m clients are often large public 
companies whose names appear in the
news all the time. A mere mention of a
company name, seeing the same news from
multiple sources, or seeing old or inaccu-
rate information fr om a source that lacks
authority ar e some of the main causes for
concern. Sending such garbage to attorneys
is guaranteed to cause complaints.

In the best of cases, firms use gatekeepers
(like David Goldman and Jason Eiseman)
to preview content before it goes out to
lawyers. The gatekeeper may be a librarian,
paralegal, or business development 
managerÑand that person reads every-
thing and forwards only headline or major
news to attorneys. He or she de-dupesand
makes judgment calls about content and
order. Like Goldman at Skadden, that 
person may also compile news summaries
for distribution, adding tr emendous value
by culling thr ough numerous feeds 
and by consolidating content into one 
communication.

Indeed, a future role for law librarians may
be to create, filter, and disseminate RSS
feeds to usersÕ aggregators or to firm
intranets. RSS shows tremendous potential
for delivering infor mation that is useful for
client development and current awareness.
But the intervention of human intelligence
is still required to maximize its value.
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Personal Strategic Planning: Gaining a Competitive Edge continued from page 7

which they should be accomplished. To achieve a specific goal, it
is useful to write action steps for each goal. Action steps would
include answers to these six questions:

WHAT do you want to accomplish?

WHO will help you achieve this goal?

WHEREare you in relation to this goal?

WHEN do you expect to achieve this goal?

WHY do you want to accomplish this goal?

HOW will you accomplish this goal? 

The Plan
Developing a business, marketing, or career plan is a personal
activity; but having input fr om others can be helpful. Once goals
have been identified, it is advisable to talk to colleagues to get 
feedback. A formal or infor mal mentor can offer comments on 
the depth and breadth of what the plan covers. If the attorney
practices in a firm, submitting the plan to superiors for review
would ensure the plan is aligned with the firmÕs overall goals.

Each attorney decides what the plan will contain, whether it be
strictly business development goals or a combination of business
development and professional development. Professional 
development goals would be focused on building personal skills
that assist in the upward mobility of the attor ney, like leadership
or project management skills. This sample plan can be augmented
to fit the needs of the individual as it guides the attorney through
the six key questions of effective goal setting.

Implementation
The most difficult aspect of the plan is implementing it. The men-
tal exercise of creating a plan becomes effortless when faced with
committing oneself to actually doing the tasks identified. There is
no magic pill that will motivate an attor ney to do what is outlined.
It comes down to determination and the desire to be successful.



ÒThe secret language of competitive intelli-
gence,Ó writes Leonard Fuld, Òis based 
on two building blocks É the ability to find
the right competitive information É[and] 
the ability to see past market disruptions 
and dispassionately interpret events.Ó 
(p. 1) Intelligence is the art of gathering
infor mation in many forms from many
sources and not prejudging or dismissing it
without a r eason.

Companies may have an ingrained culture
and a management that doesnÕt want to see
other perspectives. Fuld points out KodakÕs
failur e to enter the digital camera market 
in spite of having patented much of the 
technology. Others are blind to any kind 
of ÒsoftÓ information that is not expressible
in numbers; such blindness can result in
mergers that fail because they ignore the lack
of Òcultural fitÓ between the partners. 

You need to be willing to act on imperfect
knowledge and to accept a degree of risk. By
definition, intelligence challenges the status

quo. Once itÕs generally known, itÕs only
infor mation. Sometimes intelligence yields
results that far exceed expectations, other
times, nothing.

Strategy gamesÑsuch as war games or 
scenario analysisÑcan impose discipline, 
filter out distractions, and clarify your
vision. In a war game, the participants are
assigned to teams representing all the players
in the market: competitors, customers, 
suppliers, and possible new entrants. A facil-
itator acts as a guide, keeping the game on
track and challenging poor logic and
entrenched assumptions. Each team begins
by analyzing its situation and devising a
strategic plan. The teams then present their
plans in turn, and each team critiques the
othersÕ plans. Each team then revises 
its strategy based on the critiques. At this
point, the facilitator intr oduces one or 
two Òsurprising but plausibleÓ events as a
market-changing scenario that forces each
team to rethink its plan.

There is a technique that can provide an 
early warning of a future that has not
appeared yet. Sketch three or four possible
futures with a strategic response for each.
Identify early warning signals for each
futureÑevents that must happen first for
that futur e to come true. When the signals
indicate that one of the futures is coming
true, carry out the corresponding strategic
response. Involve management in creating
the futures and identifying the signals; 
or they will see it as an outsiderÕs viewpoint
and reject it rather than deal with its 
implications.

Understanding your rivalÕs process for 
producing its product or service is one of the
keys to seeing your competition clearly.

Understanding its process will give you its
cost structure and may also give you some
ideas for improving your own.

There are legitimate ways to acquire the
infor mation you need to piece together 
the rivalÕs process, even if it is not a 
public company. The Internet has its own
secret language that you can use to extract
the valuable and trustworthy infor mation
that would other wise be lost in the 
clutter. Recognize that the amount of 
infor mation is overwhelming and that much
of it is false or untrustworthy. News about
transactions conveys information and 
intelligence about the participants. Many so-
called Òf-companyÓ sites, blogs, and
discussion groups are written by people who
are intimately involved in an industry and
know the issues. These sites, if used with
care, can provide clues for productive 
conversations, with the authors if done 
discreetly, or with other industr y insiders.
Ò[C]orporate DNAÑunique patter ns of
words and phrases that form the substance
of a companyÕs Web site, its press releases,
and its advertisements[,]Ó (p. 194) can turn
up on other Web sites, blogs, blind job 
postings, etc. and can, through exact-phrase
searches, be traced back to identify the 
company. Remember to search in the right
language, in French for a company based in
France, for example. Be aware of regional 
or national variations, for example, between
British and American English. A useful 
technique to filter out ir relevant hits is Ò[a]
dust magnetÉa series of words you string
together in a search, each representing an
intelligence objective.Ó (p. 206)

Competitive intelligence, says Fuld in 
conclusion, is every managerÕs job.

Book Review: 

The Secret Language of Competitive Intelligence:
How to See Through and Stay Ahead of Business Disruptions,
Distortions, Rumors and Smoke Screens

By Leonard M. Fuld, Cr own Business, 2006

Reviewed by John E. Duvall , Administrative Analyst, Hogan & Hartson L.L.P ., Washington, DC

ÕÔDenial, rationalization, groupthink, and not-invented-her e syndrome all block out r eality .Ó
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