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Second Quarter Marketing Checklist

By Sharon Berman

As professionals, we are so focused on
what's in front of us that it can be hard to be-
lieve we are already in the second quarter of
2012. The beginning of the second quarter,
however, is a good time to stop, take a
breath, look back at the first quarter's mar-
keting results, and determine what, if any-
thing, needs to be adjusted in order to
improve.

At this time of year, you have two significant
advantages — a quarter of data to give an
indication of this year's opportunities and
challenges, and if you haven't yet built mo-
mentum, it’s time to adjust and make things
happen. You can use the data as a guide to
what's working and what's not and where
the gaps are. If things are heating up, you
can use the first quarter momentum as a
springboard to make this a great year.

The following can help you evaluate your
marketing plan to date and determine next
steps.

Evaluate the results of your first quarter
marketing in terms of number and quality of
leads. The ability to evaluate this informa-
tion underscores the need for a mechanism
to capture your lead-generation results —
not just those for new business. If you don't
have a system in place, start with an Excel
spreadsheet and commit to keeping track of
your leads. Ideally, this should be done on a
firm-wide basis. Do the same for your sales
efforts; tracking prospects who have
become clients.

Consider what this information means to
your marketing results. While one quarter is
a relatively short period, it is worth analyz-
ing. Is there anything surprising in your
analysis? Does it track last year's results in
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terms of where your best leads are coming
from? What marketing tactics might warrant
further investments? Let's say that you
received a couple of quality leads through
your website, but know it needs more work
in terms of search engine optimization. That
would seem a smart place to increase your
budget.

Revisit the list of marketing resolutions or
goals you most likely made for this year.
With several months of reality under your
belt, you can consider these more realisti-
cally. Sometimes you find that what looked
good on paper has been challenging to im-
plement. If that's the case, it doesn't mean
failure. It means revising your tactics and
winnowing down what you can do for the
balance of the year.

Take a hard look at this upcoming quarter
— and plan it in detail. Although you need to
plan for the balance of the year, you'll find it
easier to address a relatively short period as
opposed to looking at the remainder of the
year. If you plan to schedule two webinars
over the next quarter, for example, get fo-
cused regarding how that will happen, who
is responsible for each aspect and what the
timing of each activity is.

Separate short-term and long-term projects.
For instance, if obtaining speaking engage-

ments to target audiences is a key element
of your marketing program, now is the time
to identify and reach out to decision-makers
for conferences later this year and
especially for next year's conferences.
Speakers for this year's conferences were
booked months ago.

Consider how you can systematize your
marketing. Systematized and disciplined
marketing can make the process easier and
less stressful. If you haven't already, con-
sider how you can schedule the next three
months so you know what happens when —
for instance, your e-newsletter goes out the
first Tuesday of the month, or Monday and
Fridays are your days for blog posts.

Keep your marketing materials up-to-date
so that they showcase you and your firm to-
day. Think about your firm's noteworthy
events for the first quarter — deals trans-
acted, settlements, new hires, etc., and how
they should be incorporated into your
website, social media, and hard copy mate-
rials. What material needs to be updated?
How can these events be leveraged further?
To illustrate, if you've had new hires or
promotions, decide whether you should is-
sue a press release and/or announce the
news via social media. Are these team
members' biographies and headshots up-to-
date on your website? Do they warrant a
write-up in your upcoming newsletter?

If you know your website needs an overhaul
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but there is so much to do that you don't
know where to start, focus only on complet-
ing updates from the first quarter. Add news
or success stories. Taking the time to
update your site so that it reflects the first
quarter will make redoing, or "refreshing," it
that much easier.

If redoing your website is one of your long-
term goals for this year, then now is the best
time to start. If you plan to revamp your
website now, with months ahead of you, you
can still achieve your goals this year. How-
ever, do not delay. Involved projects like this
always take longer than you think or would
like. It's helpful to have a firm deadline, such
as Dec. 31, to motivate you.

Look at your marketing calendar for the bal-
ance of the year and make sure you have
key events highlighted, including upcoming
speaking engagements and conferences
you're planning to attend. Look ahead and
determine when you need to start making
the most of these events and who else
needs to be involved. For example, if you're
exhibiting at a conference, confirm that your

booth and materials are ready, so that it
doesn't become a crisis. It also may be time
to start inviting clients, prospects, and
referral sources for meetings during the
event.

Examine your seasonal marketing initia-
tives. You may want to do something
around certain corporate or personal tax
due dates. Are there initiatives you consid-
ered last year, but at a time when was too
late to put them into play?

Consider nominations and rankings. Obtain-
ing a spot on "top" lists among lawyers,
dealmakers, or other professional groups
has become very important to many attor-
neys, and some of those lists have longer
lead times than others. Find out when the
lists you're interested in will be published.
Then, find out when the outlet starts
gathering the information. Remember that
these deadlines can vary from year to year.

Your first quarter marketing review may
have indicated that you need more re-
sources to support your marketing. If this is

the case, explore internal resources that
might be available to you. Sometimes, for
instance, an administrative assistant has an
interest in marketing and would like to help
out if asked. Perhaps the marketing depart-
ment at your firm's main office will provide
some additional support if you made that
team aware of your need.

It could also be that you're shouldering the
business development mantle all by
yourself. Offer additional training to other at-
torneys in your office, if necessary, so that
they can contribute to generating leads. It
also may be that you need to cut back and
reprioritize.

As lawyers focusing on keeping clients sat-
isfied, it's easy to get caught up in ac-
complishing day-to-day tasks. This tendency
highlights why it's critical to check in
periodically, such as at the end of each
quarter. After all, as the adage goes, what's
the use of running if you're on the wrong
road? A regular evaluation can help you
confirm that you are on the right path. m
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