The latest

By Nader Anise
These terms might not be uttered in
a courrroom and you probably won’t
see them in Black’s Law Dictionary any
rime soon, but for many lawyess,
these marketing phrases have
become part of their
everyday vernacular:

AT.M. (Always
Think Marketing):
Describes the
mindset of a text-
book “lawyer-
preneur,” who is
always looking for a
marketing opporunity.

Back-end: Added
revenue that is generated
by providing additional legal
services £o existing clients. It is con-
siderably easier and cheaper to
“yesell” clients with whom there is an
established relationship than it is to
find new clients.

Lawyerpreneur: An attorney
who is also entrepreneurial, some-

tirmes by necessity. Generally refers to
attorneys in solo and small firm
practices (mainly 1-5 members).

Piggybacking: Generating
publiciy by using a “front page” news
itern, cusrent event, court decision of

famous personality and tyingitin
with a lawyer’s area of expertise.
Two-level niche: A
focused, narrow legal special-
ty — typically, the first of the
L two levels relates to a sub-
stantive area of law, while
the second relates to a
specific demographic. For
example, family law for
2 women, real estate investor
law and immigration law for
Brazilian clients.

U.S.P. {Unique Selling
Proposition): A well-defined
statement that differentiates one
artorney’s services from his or her
competitors, and gives clients a com-
pelling reason to hire that attorney.
—Nader Anise is a marketing consultant.
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