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Marketing playing vital role  
in a growing online world

Think about the client or risk failure

SANDRA BEKHOR

The Internet has brought marketing to the forefront for lawyers and other pro-
fessionals. Social media, blogs, videos, websites…in many ways, everything’s 
changed.

But, on the other hand, is what the Internet brings to the table really that new? Or 
is it just an extension of the, albeit lighter, marketing efforts lawyers were already 
making 20 years ago, whether to secure new files, recruit talent or simply generate 
exposure?

“I prefer building my personal brand by participating on various boards and going 
to conferences. I make it a point to meet everyone I can and later connect via 
LinkedIn,” says Jason Leung of LeungLaw. “Most importantly though, I usually 
invite them out to coffee. The quality of a conversation at a cocktail party is rarely 
the kind you can have one-on-one at a casual cafe. Actually, that’s where I’ve con-
nected with many people who later became clients.”

If marketing has always been in the picture, at least to some extent, what’s 
changed? 

Today, there’s a lot more action, some of it even frenetic. Maybe the real change is 
that the stakes — time, money, opportunity — are higher. If they want to get ahead, 
participating firms will need to plan before they act. 

“Some lawyers don’t feel they have the luxury to ask who their ideal client is. But, 
the truth is it’s a self-fulfilling prophecy,” says lawyer coach Paulette Pommells of 
Creative Choices. “The more time you spend thinking about [your ideal client], the 
more of them you will attract and the happier you will be. If you’re not having this 
conversation with yourself, you might already be extinct.”

If the marketing plan is on its way to becoming vital to the future of the profes-
sion, what should lawyers be thinking about as they sit down to contemplate one, 
possibly for the very first time? A number of lawyers offered their own ideas that 
have each, in their own way, been doing a bit of experimenting.

Suzana Popovic-Montag stresses the needed to stand out from the clutter.
“If they want to stay current, be relevant and get peoples’ attention, lawyers will 

have to brand themselves in creative ways,” says the managing partner of Hull & 
Hull LLP in Toronto. “Whether through video — which more easily communicates 
personality — or text, they will need to present as interesting and innovative. People 
want to connect even before they meet with you.”

Take a personal approach to marketing online, says Mitchell Rose of Toronto firm 
Stancer Gossin Rose LLP. 

“I bring the same spirit to online marketing as to offline marketing. For the most 
part, it’s just an extension of how I am in person. LinkedIn and Twitter can be won-
derful ways to get to know people.

“But they are long-term commitments,” he adds. “It’s unrealistic to expect immedi-
ate results. Just like networking, it really works better if you intrinsically enjoy 
meeting new people.

Firms need to adopt an attitude of continuous innovation, advises Andrew Feld-
stein.

“You can’t rest on yesterday’s laurels. That gets you started on a downward trajec-
tory,” says the Toronto-based family lawyer. “If you’re going to do marketing, you 
have to try things and you have to be prepared that some will be losers. It’s hard to 
say what’s working and what isn’t. Even if Google Analytics tells you where the traf-
fic is it won’t tell you what made the client decide to call.”

It’s important to connect with what people care about.
“A lot of marketing these days is through content. I have noticed that the more 

authentic it is, the better it works. When someone really cares about the topic, as 
opposed to just writing to keep the blog current, it comes across. Those are the posts 
that get the most circulation,” says lawyer Heather Douglas.

And many of them are finding that content and your firm through a mobile device, 
says Felice Kirsh, partner at estate litigation firm Schnurr Kirsh Schnurr Oelbaum 
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Success: Ongoing engagement is a must

Tator LLP, so it’s important to 
prioritize the mobile experi-
ence.

“We were advised to make our 
website mobile friendly,” she 
says. “While it may be surpris-
ing, some people choose their 
lawyers while browsing on their 
phones.”

Firms also need to learn to 
leverage business and market-
ing principles to shape the busi-
ness, says Toronto-based litiga-
tion lawyer Paul Feldman.

“Clients will become more 
sophisticated. They will 
demand more information and 
a bigger say in how their files 
are handled. Lawyers may need 
to change the way they prac-
tice — to be more open with cli-
ents, let them in, educate them,” 
says Feldman of Feldman Law-
yers. “The same goes with bill-
ing. Today, it’s too uncertain. 
Clients want a billing structure 

that provides them with cer-
tainty,” 

And don’t forget to think like 
a client. “If I were a client, I 
would like my lawyer’s website 
to have an online customer por-
tal,” says lawyer Jessica Gagné. 

“Ideally, the portal would 
allow me to access my whole 
file or at least parts of it online, 
pay my invoices online and 
would automatically send me 

reminders for important dates. 
I advertise my hourly rate on 
my website, something that 
very few lawyers do. If it’s out of 
someone’s price range, they 
don’t need to call.”

So, where does that leave us? 
What are the new marketing 
dos for law firms?

Traditional activities like 
speaking and writing to pos-
ition oneself as an expert or 

networking to generate refer-
rals are still, and may always 
be, winners in a lawyer’s mar-
keting toolbox. But to be com-
petitive today, the plan requires 
high level decision-making 
before taking action, consider-
ably more engagement on an 
ongoing basis and a thoughtful 
strategy to communicate infor-
mation, vision and values. The 
next generation of marketing 
for law firms will integrate the 
plan at a whole new level. It 
won’t stop at action plans, pro-
motional blurbs and tactics. 

The firms that grab hold of 
these lessons and run with them 
are the ones that will spell out, 
in no uncertain terms, what it is 
that they are great at, why their 
market should care and which 
clients are a fit. As a result, they 
will proactively shape the pro-
file, size and type of the practi-
ces they run, rather than have 
the market decide for them.

Continued from page 21

Clients will become more sophisticated. They will 
demand more information and a bigger say in 
how their files are handled. Lawyers may need to 
change the way they practice — to be more open 
with clients, let them in, educate them.

Paul Feldman
Feldman Lawyers

Leaders in Law

Our Strength is Our People

We pride ourselves on being the largest full service  law firm serving the 
Niagara Region. Yet, size alone does not make a great law firm. People do. 
We are currently seeking an exceptional associate lawyer to join our 
firm within the following practice group:

• General Litigation [ 3 to 7 years experience ]

In addition, the candidate will have:
• A strong work ethic
• Entrepreneurial spirit and good business instincts
• Exceptional communication and interpersonal skills 
• Sound judgement and analytical skills
• Excellent advocacy skills
• A solid academic background
• A sense of humour

We invite qualified and interested candidates to forward a cover letter 
and resume on or before November 25th, to the attention of Joseph 
M. Gottli, Managing Partner, at: careers@sullivanmahoney.com, or 
by mail to: Sullivan Mahoney LLP, 40 Queen Street, P.0. Box 1360, St. 
Catharines, Ontario L2R 6Z2.

 

 
 

 
 

 

JUDICIAL VACANCY 
ONTARIO COURT OF JUSTICE 

ORILLIA 

The Judicial Appointments Advisory Committee advises the Attorney General of 
Ontario on the appointment of Judges to the Ontario Court of Justice, and invites 
applications for a judicial position in Orillia. 

This appointment involves presiding over criminal law matters and also 
involves travel within the regional boundaries as assigned by the Regional 
Senior Justice and/or the Chief Justice. 

The minimum requirement to apply to be a Judge in the Ontario Court of Justice is 
ten years completed membership as a barrister and solicitor at the Bar of one of the 
Provinces or Territories of Canada. 

All candidates must apply either by submitting 14 copies of the current (February 
2016) completed Judicial Candidate Information Form in the first instance or by a 
short letter (14 copies) if the current form has been submitted within the previous 12 
months.  Should you wish to change any information in your application, you 
must send in 14 copies of a fully revised Judicial Candidate Information Form. 

If you wish to apply and need a current Judicial Candidate Information Form, or if you 
would like further information, please contact: 

Judicial Appointments Advisory Committee 
Tel: (416) 326-4060   Fax: (416) 212-7316 
Website: www.ontariocourts.ca/ocj/jaac/ 

All applications, either sent by courier, mail or hand delivery, must be sent to: 

Judicial Appointments Advisory Committee 
c/o Ministry of Government Services Mail Delivery 
77 Wellesley Street West, Room M2B-88 
Macdonald Block, Queen’s Park 
Toronto, Ontario, M7A 1N3  

Applications must be on the current prescribed form and must be 
TYPEWRITTEN or COMPUTER GENERATED and RECEIVED BY 4:30 p.m. on 
Friday, December 2, 2016.  CANDIDATES ARE REQUIRED TO PROVIDE 14 
COPIES OF THEIR APPLICATION FORM OR LETTER.  A Fax copy will be 
accepted only if 14 copies of the application or letter are sent concurrently by 
overnight courier.  Applications received after this date WILL NOT be 
considered. 

The Judiciary of the Ontario Court of Justice should reasonably reflect the 
diversity of the population it serves.  Applications from members of equality-
seeking groups are encouraged. 
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