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ARE YOU PAYING FOR ADVERTISING THAT’S IGNORED?

Time to look at your
firm’s ads in the same
way potential clients do

By Mike Bowerbank of Topics

r Janet James, PhD, sums up our

fast-paced world with this eye-pop-
ping fact: the average person now re-
ceives more than 400 times more infor-
mation every day than the Renaissance
man, using the same-sized brain. While
the average person receives about 3,000
messages per day, the retention rate of
those messages is less than 5%.

People are so bombarded with infor-
mation that attention spans have shrunk in
order to process as much of it as possible.
This also means that rushed business peo-
ple have less time to notice and retain ad-
vertising, including the ones you sponsor.

Our society seems saturated with ad-
vertising, billboards and logos, to the
point where most are barely noticed.
Think about the last time you read a
newspaper: 60% of newspaper space is
advertising, but I'll bet you didn’t spend
60% of your reading time looking at ad-
vertising. You probably ignored most of
the ads. Are your prospective clients ig-
noring your firm’s ads?

VANDALIZING YOUR YELLOW PAGES

Meeting a prospect in person is still
the best idea, but with many firms, you
can’t possibly meet them all, which is
why we have to advertise as well as net-
work. Most legal ads, however, fall short
of their potential.

Law firms have among the worst ad-

Prospects and advertising to Page 2

Can you solve
this trouble?
See Paula
Butler’s latest
HR case
challenge,
Peter’s Anger,
on page 4

The future of Dye & Durham, in new hands,
is reworked to deal with the new economy

ye & Durham, founded in 1874, eight years before the incorporation of Vancouver itself, has remained a
purveyor of timely and accurate information for well over a century. D&D ranks as the largest, most
comprehensive provider of registry services in British Columbia, with more than 200 employees working
out of four locations. The firm’s remarkable longevity is credited to its dedication to the province’s legal
industry and its community. No firm can be staid and survive so long. In the wake of some recent, significant man-
agement changes, D&D is now at a pivotal point in its evolution. The new owner and president, Connie Fenyo,
tells us in this guest article it's moving toward a future in which tradition and innovation are complementary terms.

By Connie Fenyo,
President, Dye & Durham

hen the BC Legal Management

Association contacted me about
contributing an article to Topics about
the recent change in our company, |
was delighted.

Dye & Durham has enjoyed a long-
standing relationship with the BCLMA
and, over the years, | have had the priv-
ilege and pleasure of getting to know
most of its members personally. Topics,
therefore, is a wonderful forum to get
into the detail of the acquisition and
what it means for the future.

HOW IT ALL BEGAN
I acquired 100% of the shares of Dye
& Durham’s western operations
through a managed buyout last Novem-
ber, after a great deal of consideration.
As the company’s vice-president and
general manager for the previous nine

years, | was already
familiar with the
customers, employ-
ees and industry.

Throughout my
tenure in this posi-
tion, I recognized
the potential of this
company and its :
value to the legal in-
dustry as a whole. The future looked
bright when we began acquisition
negotiations.

However, as talks progressed, the de-
scent of the real estate market hastened,
credit tightened and the economic cli-
mate contracted. An icy sensation crept
into my feet. | had to think long and
hard about whether 1 still wanted to go
through with the deal, knowing the road
ahead would be trying, particularly in
the near term.

The future of D&D

to Page 9
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vertisements in the business world. Grab
your nearest copy of the Yellow Pages and
look up “Lawyers.” Take a good look at
the ads there. How many gavels, scales of
justice and bookcases do you see? How
many serious-looking people do you see
sitting on or around desks like they are
channelling Paul Drake? Every legal
cliché you can imagine usually appears in
these ads.

This next exercise demonstrates the
single, biggest problem with legal adver-
tising: Cut out all the Lawyer ads in the
Yellow Pages and cover up or remove the
firm name and logo. Mix them up. See if
you can guess which firm posted which
ad. Chances are you cannot, yet if you
did the same for many other industries,
you probably could.

You’d know a McDonald’s ad from a
Burger King ad just by reading the copy.
You'd probably know those Spence Dia-
mond or Alarm Force radio ads any-

where, even if the voice-overs spoke a dif-

ferent language. Successfully branded
companies use distinct terms, phrases and
concepts that differentiate themselves
from the rest of the pack. Most law firms,
however, do not. Instead, they use head-
lines and body copy that any other firm
could use—which is why most of the ads
for lawyers look and feel the same.

If you, as a consumer, had to look for
a personal-injury lawyer, for example, do
you think your priority would be how
long a firm has been in business? Yet the
ads of several firms start with the head-
line “50 Years Experience” or “35 Years
in Business” or “More than 500 lawyers
in All Areas of Practice.”

But as a potential client, you are prob-
ably looking for a headline that reads
something like, “The Road to Recovery
Includes Choosing the Right Lawyer” or
“The Whole Medical-Legal Package for
Your Personal-Injury Claim.”

The first three headlines are all about
the firm; the pair that followed are all
about you, the potential consumer. The

second pair of headlines shows that the
law firm appears to better understand the
needs of their clients.

Now take a look at the last few ads
your firm published. How many of them
are about your firm? How many show
how you can directly benefit your target
audience? If your ads don’t resonate with
the reader (a.k.a. “potential client”), they
will have little effect.

DON’T BE COMPETITIVE — BE BETTER

When | talk about marketing to
lawyers and administrators, they often
use the same cringe-inducing word to de-
scribe their firm: competitive. 1 so dislike
that word because what it really means is
average.

A competitive firm is, essentially, not
much different from any other. If that is
the case, how can you attract the clients
of other firms to your firm when they can
easily stick with the devil they know?

Coca-Cola is the premier soft drink
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and beverage company in the world be-
cause it doesn’t think of itself as being
competitive. Pepsi will always be viewed
as second tier until it stops comparing it-
self with Coke.

If you constantly compare your orga-
nization to the market leader, you actual-
ly promote your competitor as much as
your own firm every time you advertise.
Be a leader, innovator and a trend-setter.
What makes your firm better than the
999 other firms that offer the same ser-
vices you do? What is your advantage?

As advertising legend Bill Bernbach
said, “You can say the right thing about a
product and nobody will listen. You’ve
got to say it in such a way that people will
feel it in their gut. Because if they don’t
feel it, nothing will happen.” Brochures
shouldn’t be a cure for insomnia.

Your clients don’t really care about
your expensive logo so don’t put it on the
front page of your brochure. (It doesn’t
belong there anyway!) It’s nice that you
have a great brand, but your potential
clients need to immediately identify
what’s in it for them.

About 80% of people will not open a
brochure unless it provides a prime bene-
fit or a compelling reason on the front
cover. You have to get their attention
with an emotional appeal, a provocative
question, or a benefit statement.

Your firm’s name probably belongs
down at the bottom of the front cover,
not on top, and your logo should go on
the back along with the firm’s name and
its contact information.

Your brochure doesn’t have to be a
literary masterpiece; keep it short, com-
pelling, easy to read; avoid the use of jar-

gon wherever possible. Draw a direct
(head)line from their heart to their wallet.

The father of modern advertising,
David Ogilvy, figured that, on average,
five times as many people read the head-
line as read the body copy. He conclud-
ed, “When you have written your head-
line, you have spent eighty cents out of
your marketing dollar.”

Make sure your headline grabs your
target’s interest. Showcase your expertise
in a given field, but make the headline in-
teresting. You won't grab their attention
with a dull, self-evident headline.

A perfect example of a great headline
comes from the American Floral Market-
ing Council which once ran an ad, which
later became famous, that showed three
bouquets of flowers. One was a single
rose in a slim vase, another was a dozen
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She was much happier after we
talked to her former boss on

her behalf about how she came
to be laid off, and her younger,
huxom colleague wasn't.

Dewey, Protectum & Howe
Employment Lawyers
to the Justly dutraged

Phone: 1.800.555.1212 - 24/7
www.DewProHow.com

=
by
-

IftheCRA IS
intrigued with
the revenue
split of your
flow-through
shares, mayhe
the hest person
to talk to them
isn't your
accountant.

Dewey, Protectum & Howe
Jax Lawyers
to the Rich & Infamous

Phone: 1.800.555.1212 - 24/7
www.DewProHow.com

Above are two improvised examples of ads that ‘speak’ to a prospective dlient, showing how a law firm appeals to their needs. There are only three
parts to each ad: an identifiable image for the prospect class; a headline that connects the image to the class’s need; and, info the prospect requires
about the law firm to fulfill the implied call to action. Note the firm also reaffirms the class in its changable slogan, tieing all the components together.
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