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In my 45 years of practicing law, I have

never experienced anything like the

economic changes that have unfolded over

the past year. I have witnessed, along with

all of you, the deterioration of the entire

global financial system and the rippling

effect on nearly all industries, including

the legal world. I have read with sadness

about law firm layoffs and cutbacks –

and in some cases, even firm closings. 

We are left to wonder where we as

attorneys and law firms are headed in

these new economic times. Gone are

the days of excess. What is emerging for

the legal industry, and for all industries,

is a demand for lean and efficient

business practices. In the wake of

corruption and questionable business

practices in some sectors, our customers

are searching for honesty and for trusted

business relationships. 

Tried and True Values
The way of the future is the way Primerus

has done it all along, following the

tried and true values represented by

the Six Pillars:

• Practicing law with integrity and

handling all situations ethically 

• Always providing clients with

an excellent work product of the

highest quality

• Charging reasonable fees and offering

clients the best value possible

• Working every day to improve 

ourselves through continuing

legal education

• Conducting ourselves with civility,

even in what has become an 

increasingly uncivilized world        

• Taking time to help others through

community service

The companies who have done it right

in the past and who will survive long into

the future follow the core values from

which Primerus firms have never strayed.

Primerus has grown faster in the last year

than ever before, despite the struggling

economy. We represent a phenomenal

opportunity in the legal profession now

and in the future as long as we continue

to conduct business the way we always

have – offering high quality legal services

at reasonable fees and following the

Six Pillars.

Cut the Fat; Not the Muscle
As you stay the course during this

economic storm and navigate any possible

financial challenges, I urge you to

remember this is a time to cut the fat

and not the muscle of your firm.

Maintain or increase your marketing

budget (muscle) to get more good clients

and good business in the door. Demand

excellence and hard work from all of

your team members. Increase the quality

of your service to the very highest of

standards and increase the level of

communication with and appreciation

of your good clients. Don’t take your

clients or their business for granted. 

Like everyone, our clients are

watching the bottom line now more

than ever. Keep your rates at a

very reasonable level, and don’t

be afraid to give your clients some

freebies by not charging for every

phone call or quick piece of

advice – the meter doesn’t always

have to be running. Establish mul-

tiple and excellent banking relationships

and never fund partner or shareholder

compensation out of borrowed funds. 

As shown by our tremendous recent

growth in membership, the values on

which Primerus stands resonate now

more than ever. By adhering to the Six

Pillars and continuing to offer the best

possible value to our clients, Primerus

will continue to thrive. Primerus leads

the way into the future. 

Leading the Way  

President’s Podium
John C. Buchanan
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What is emerging for the legal
industry, and for all industries, 
is a demand for lean and 
efficient business practices.  
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In these tumultuous economic times,

every day brings news of the shifting legal

landscape. And while there’s no denying

or escaping the change, law firms are left

gazing into their crystal balls to determine

what exactly is happening, how it affects

them, and where the future leads.

It seems industry experts agree one

trend is undeniable – buyers of legal

services are demanding more value for

their money than ever before. So what do

the much-publicized woes of big law firms

mean for the future of small to mid-sized

firms such as Primerus members?

And what management principles will

guide Primerus members through these

tough times?

Demanding More Value
The 2009 Chief Legal Officer survey,

conducted annually by Altman Weil, Inc.

(www.altmanweil.com), revealed that

corporate law departments will decrease

their use of outside counsel in the next

year, according to a June 30 press release

from the organization. Forty percent of the

183 survey respondents said less work

would go to law firms this year, up from

26 percent last year.1

When asked to rate how much pres-

sure corporations are putting on law firms

to change the value they offer, as opposed

to simply cutting costs, 25 percent rated

the pressure as high, 37 percent rated the

pressure in the mid-range, and 38 percent

rated it low. However, when survey

respondents were asked how serious law

firms are about changing their delivery

model, only 5 percent said law firms were

highly serious and 75 percent said law

firms have little or no interest in change. 

“This is a dramatic vote of no confi-

dence from chief legal officers,” said
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Altman Weil principal Dan DiLucchio in

the press release. “Either many law firms

just don’t understand that clients today

expect greater value and predictability in

staffing and pricing legal work, or firms

are failing to adequately communicate

their understanding and willingness to

make real change. In either case, it’s

a big problem.”

In another Altman Weil survey,

conducted in November 2008 of 115

general counsel nationwide, about 75

percent said their law departments are

facing budget cuts in 2009. 

About 65 percent of general counsel

said that they would bring more legal

work in-house to save money, 53 percent

would switch some current work or give

new work to lower-priced outside counsel,

and 50.5 percent will require more alter-

native fee arrangements.2

Altman Weil principal Charles “Biff”

Maddock spoke in a recent interview

about the general counsel of one major

corporation (a global household name)

who was under the dictate to cut outside

legal spending by 70 percent. “That

makes life very difficult for buyers of

legal services,” Maddock said. 

The Cost of Legal Services
Results of the National Law Journal’s

2008 billing survey showed that the

average firm-wide billing rate at the

nation’s largest law firms was $363 per

hour, compared with $348 in 2007. The

survey was based on information provided

by 127 law firms that responded to billing

questions submitted as part of the NLJ

250, the National Law Journal’s annual

survey of the nation’s largest law firms.3

The most expensive hourly rate in the

survey came from New York City-based

White & Case, which reported that the high

end of its partner rate was $1,260 per hour.

The firm’s average partner billing rate was

$747 per hour. This is the same firm that

was the subject of a June 7 New York Times

article titled “A Study in Why Major Law

Firms Are Shrinking.” After already laying

off 70 attorneys and closing offices in

Bangkok, Dresden and Milan, in March the

firm laid off another 200 attorneys. 

In June, Primerus set out to measure

how its member firms’ billable rates

compare with other firms. When asked,

“How does your firm’s hourly billing rates

compare to the large law firms’ hourly

billing rates in your local/regional market?”

here is how Primerus members responded:

• 60 percent of respondents said their

rates were 21 to 40 percent lower

• 13 percent said their rates were 41 to

50 percent lower

• 15 percent said their rates were more

than 50 percent lower.
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Primerus President John C. Buchanan

said this information is important because

it shows that member firms are living by

one of the Six Pillars that calls for reason-

able rates. But, he said, even more impor-

tant is the quality of service offered by

Primerus firms.

“Not only do Primerus firms offer

reasonable rates, we offer the very best

attorneys in the country. We consider

only law firms who are AV Rated by

Martindale-Hubbell Peer Review, and

then we conduct an extensive screening

process including interviews with past

and present clients, and reviews of bar

association investigations and insurance

history,” Buchanan said. “In many cases,

we offer experienced partner-level service

for the same or less than a client would

pay for an associate at a larger firm.”

Buchanan added that clients who

work with Primerus law firms have the

assurance they are dealing with attorneys

of the highest integrity and who are

specialists with extensive experience in

their area of expertise. 



Opportunity for Small to 
Mid-sized Firms
Maddock agreed that the onus on law

firms today is about much more than

cutting costs – it’s about offering better

value, including service, partner level

interaction and predictability. He said he

sees “tremendous opportunity” for the

mid-sized firm that can do just that.

Maddock said firms that are less

expensive, and in addition, have excellent

experience, a good reputation with clients

and in court, and great referrals from

clients, will do well. 

“Those firms who assume they will do

well just because they’re cheaper, won’t,”

Maddock said. 

Bob Weiss, president and founder of

Alyn-Weiss & Associates, Inc., in Denver,

Colorado said the rapid regionalization

and nationalization of business in the past

presented a great opportunity for national

and super-regional law firms to emerge.

“But as the overreaching and overbuilding

that businesses do in good times presents

itself, the law firm models that were

built to take advantage of those business

models have begun to run into trouble,”

he said. “More efficient models for deliv-

ering legal services are really being
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sought out and in many cases, it’s an

opportunity for the local and regional firm

to reassert its value proposition in terms

of lower rates and direct partner contact.”

On May 22, the Philadelphia Business

Journal published highlights from a panel

discussion of law industry insiders

following the closing of one of the city’s

oldest and largest law firms, Wolf Block.

In response to a question about whether

the large law firm model is sustainable,

Carl Singley, a former Temple University

law dean as well as former counsel at

Wolf Block, said, “I think the essential

operating premise for large firms is

a flawed business model now… My

prediction is there’s going to be an

increasing development of the so-called

specialized boutiques and clients will go

to those people. They’re not going to go to

the mega-firms and pay these huge hourly

rates when they can go to a small firm.”4

Andrea E. Utecht, general counsel

for FMC Corp., said, “I think there’s a

disconnect between cost and value. The

idea of having these high-priced associates

who are really very inexperienced doing the

work in an inefficient way and then passing

the costs on to the client – I think the trust

is broken between

firms and clients.”

Buchanan said

more and more

clients are seeking

out high-quality,

boutique specialty

law firms. “There’s

no question that

the small firms, like Primerus firms, can

perform services on par with the finest law

firms at a lower cost – not only at a lower

billable rate but also a higher value.”

But, Buchanan said, simply being an

unaffiliated law firm, regardless of quality,

is not enough to attract attention from

general counsel. “Companies want a

well-known high-quality brand they can

rely upon. That’s where Primerus comes

into play,” he said. “What Primerus brings

to the equation is the value of acting as a

matchmaker between clients and 130 small

The Way of the Future:

Law Firms in the New Economy

There’s no question that the small firms,
like Primerus firms, can perform services
on par with the finest law firms at a lower
cost – not only at a lower billable rate
but also a higher value.
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to mid-sized firms across the country

which we spend a tremendous amount of

time finding, screening and monitoring to

ensure they are all Six Pillar law firms.

We work hard finding these gems.”

Seizing the Opportunity
To take advantage of these opportunities,

Maddock urges small to mid-sized firms

to identify what makes them different

from other law firms and to emphasize

that to clients. “They have to be known

for something and there have to be things

that they won’t take on,” Maddock said.

Firms also must target inefficiencies

within the firm and do something about

them, he said.

For a network such as Primerus to

have value to firms and clients, it must

ensure that members strictly adhere to

the Six Pillars and to the network’s high

standards. “The idea of having a level

of consistency and quality among all

members of the network is important. If

Primerus has been able to do that, that’s

a good thing,” Maddock said. 

Weiss urges attorneys to get back

to the basics of the attorney-client

relationship. “What’s important is how

well you manage your relationships, how

responsive you are, how well you take

care of your clients,” he said. “That’s

the way it was 50 years ago and that’s

the way it will be in 50 years.”

Primerus member firm Christian &

Small in Birmingham, Alabama, this year

took the opportunity to conduct a review

of its marketing budget. LaBella Alvis,

the firm’s marketing partner, said the firm

did a thorough analysis and surveyed each

attorney about what organizations he or

she belonged to. The firm then used that

information to develop an organized plan

that ensured every organization was

covered without duplications.

“Now we are getting much more bang

for our buck,” Alvis said. “All organiza-

tions nationally and locally are covered,

and we are not wasting our expenditures.”

Each attorney also must submit a

personal marketing plan to Alvis and she

then uses that plan to evaluate attorney

expense requests. “People are thinking

much more about what they request,”

she said. 

Alvis believes mid-sized firms like

Christian & Small are much more adapt-

able to the changes in the financial

environment, and that bodes well for

them in the future. “I think the smaller

firms are in a better position to make

choices to become lean and efficient for

various reasons,” she said. “There’s less

red tape, there’s less bureaucracy, and

there’s less fluff to have to cut back on.”

John McBride, managing partner of

Ball Eggleston in Lafayette, Indiana,

agrees. “Smaller firms have a significant

advantage. We’re more flexible. If you run

into tough times, it’s like trying to turn

around a fishing trawler as opposed to

turning around an ocean liner,” McBride

said. “We can make adjustments by

having a couple of meetings and then

getting started.”

Ball Eggleston prides itself on its

personal service, McBride said. As they

touted in a recent ad campaign for their

personal injury services, he said, “When

you call me, you get me. Not a paralegal,

not an assistant. You get me. That’s one of

the things you can do as a small firm.”

1www.altmanweil.com/index.cfm/fa/r.resource_
detail/oid/8bc7ca9a-3e76-45f6-8054-289150d9ef2b/
resource/Chief_Legal_Officers_Dont_Think_Law_Firms_
Are_Serious_About_Change.cfm

2www.altmanweil.com/index.cfm/fa/r.resource_
detail/oid/a6766e0b-37d3-4478-b505-f989a4e5bd78/
resource/75_of_Law_Departments_Face_Budget_
Cuts_in_2009.cfm

3www.law.com/jsp/article.jsp?id=1202426547201

4philadelphia.bizjournals.com/philadelphia/
stories/2009/05/25/focus1.html
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As members of in-house legal depart-

ments, we all dream of finding the perfect

outside counsel. We dream of someone

who thoroughly understands our respec-

tive roles, our budget and our company’s

culture. We dream of finding a true part-

ner and someone we know we can trust.

And we dream of someone who provides

significant business value in everything

they do for us.

That word – value – has become the

focal point in recent dialogue about rela-

tionships between in-house counsel and

outside counsel. In fact, the Association of

Corporate Counsel (ACC) has placed the

spotlight on the issue with its ACC Value

Challenge. I (Teresa) have been involved

with the ACC for more than a decade and

currently serve on its board of directors. 

The association created the Value

Challenge because of the long-held belief

among many that there is a profound dis-

connect between what clients (including

in-house legal departments) want and

need from law firms and what we pay

for. On the flip side, the Value Challenge

recognizes that law firms face increasing

financial pressures and that any solutions

will come from reevaluating the entire

financial model at play on both sides of

the equation. 

In the words of the ACC: “Believing

that solutions must come from a true

dialogue and a willingness to change

things on both sides, the ACC Value

Challenge is based on the concept that

firms can greatly improve the value of

what they do, reduce their costs to

corporate clients and still maintain strong

profitability. Our task is to help shift the

discussion to a focus on value and to

find solutions that work for all sides.”

In order to find those solutions, the

Value Challenge seeks to promote dia-

logue among corporate counsel, law firms

and law schools; develop methodologies

and metrics to assess the strengths and

weaknesses of legal providers; create tools

that in-house counsel and firms can share

to drive change; and enhance awareness

and communicate success stories. 

Since its launch two years ago, the

Value Challenge has made great progress.

It has been very well received from all

parties involved – I believe because its

intention is not to tell law firms they’re

charging too much; rather, it recognizes

that everyone involved would benefit from

significant changes in the legal services

delivery model. 

The Value Challenges calls on all of

us to start by doing three simple things:

Meet. Talk. Act. It encourages us to

schedule an informal lunch with our three

best clients, law firms, practice groups

or individual lawyers. Then talk openly

about what changes can enhance the

value of what both outside and inside

counsel can do. Then pick a few ideas

to try out. 

At Cox Communications, we have tried

several new things as a result of the Value

Challenge. First, we experimented with

fixed monthly fees in order to obtain

Perspective from In-House Counsel: 
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counsel on a particular matter, such as

an employment matter. We are able to

use this fixed retainer amount to have

questions answered, and it has been very

successful for us. We also have outsourced

some commodity work, such as repetitive

contracts, at reduced or fixed rates. 

Cox also is hosting a lawyer from an

outside law firm in house for six months,

and we sent one of our lawyers to work for

three months in the office of an outside

law firm to offer exposure to a wide array

of legal issues impacting clients in a

variety of industries.

Cox also has found great value in legal

service delivery by working through the

Primerus network. We have found that by

nature, smaller firms such as those who

participate in Primerus have always been

more flexible in terms of rate structure

and in terms of alternate arrangements to

increase value. They have been a better

value simply because their rates were

not as high. Also, their associates are on

a much faster learning curve because they

are thrown into the mix very quickly and

develop skills that are valuable to clients

very fast. Smaller firms probably have to

change less about their existing structure

to offer value to clients. 

The reconnection of value to legal

services has become a much more press-

ing issue given the current economic

climate. It’s no surprise that corporate

counsel is under increased pressure to

reduce costs and find better value in their

outside legal service delivery. The silver

lining to such a poor economic situation

is that it gives us all added motivation to

change. We should act on those oppor-

tunities and not let them slip away.

I urge in-house counsel and outside

counsel alike to visit the ACC’s website at

www.acc.com to gather ideas for how to

start finding solutions. 

n Relationships
Some Likes and Dislikes
of Inside Counsel

Likes

• Concise, practical advice

• Understanding of business challenges 

and opportunities

• Timely response – Return all calls 

the same day, even if you don’t have 

an answer

• Proactive notification of potential issues

• Partnering with us on non-billable matters

(e.g., intern visits, not charging for the law

firm’s seminars)

• Periodic social meetings

• Assign the right lawyer to the right task

• Sensitivity to cost

• Making me look good to the client

Dislikes

• Suggesting terms or negotiating positions

that are impractical given our bargaining

position or business realities

• Multi-level reviews and/or lack of bench

strength that delay response time

• Being billed for non-substantive or 

clerical matters

• Bills with little detail as to work done and

large bills with no advance warning

• Not consulting with me before undertaking

certain tasks, especially considering forms

that may already exist

• Repeated requests for conflict waivers

• Sales pitches



We have been witnessing a meltdown of

the global economy unprecedented since

the Great Depression. The very ideals

that shape the American vision of a

capitalist economy have been shaken

to the core, as several of the companies

that form the backbone of our financial

system have been effectually nationalized

in order to avert the utter collapse of the

global financial markets. As stories of

multi-million dollar bonuses for the

CEOs of bailed-out corporations, private

jets flown to Congressional hearings, and

million-dollar company retreats began to

proliferate at the height of the meltdown,

“accountability” became the buzzword

of both the media and the newly-minted

Obama administration. Business, not-for-

profits and governments have been forced

to take a hard look at the books and trim

spending wherever necessary in order

to ensure their solvency and maintain

credibility with shareholders, employees

and the public. For many organizations,

one of the largest line items in their

annual budgets is the legal department.

For many years, the legal industry

has operated under the “it ain’t broke”

philosophy. The traditional partnership

model of law firm structure, the reac-

tionary delivery of services, charging by

way of the billable hour and many other

old-school methods have survived largely

unchanged for decades. Why? Because

clients are the driving force for change

in any service industry and, until now,

they have accepted the status quo. The

call for accountability in America has

become the impetus for change among

service providers and law firms are now

finding their industry in a state of

revolutionary change.

One of the biggest complaints that

clients have voiced is the reactionary

nature of the legal industry. Attorneys

often wait to be called on by their clients

when a problem or opportunity arises.

Case in point: note the recent proliferation

of the “financial crisis task force” or the

“troubled business practice group.”

Clients want their counsel to be proactive

in their representation, rather than

reactionary. They want their attorneys to

obtain and maintain an in-depth knowl-

edge of their particular businesses and

industries so as to not only protect them

from potentially disastrous situations

(i.e. the past 18 months), but also to

support their growth. The “if I’m thinking

about your business, I’m billing you for

it” mindset of the traditional law firm will

not survive under these client pressures.

It is a cost that will readily be absorbed

by firms who realize that their success is

directly tied to the success of their clients,

and therefore accept and embrace this

new philosophy as the fundamental nature

of reality and the cost of doing business

in the 21st century.

Although many clients still prefer to

be charged by the hour, we have certainly

seen an increase in requests for alterna-

tive billing arrangements in order to

The End of Law Firms 
As We Know Them?
By Robert E. BrownBestPractices
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stem the rising cost of legal services.

This begs the question, “Does alternative

billing simply mean lower the hourly

rate?” Cost is, of course, the bottom line,

but predictability and budgeting are

really the key drivers here. Clients are

not asking firms to simply reduce hourly

rates in order to cut costs, but rather

for firms to manage themselves better

in order to produce quality in a more

efficient manner.

These pressures will inevitably hit

at the very structure of the traditional

partnership model of a law firm. If clients

are driving change in the legal industry,

doesn’t it make sense that the law firm

should actually operate like a business

itself? As clients streamline their opera-

tions in order to remain profitable, so

too will law firms who wish to remain

competitive while maintaining their profit

margins. Clients will no longer tolerate

the cost of inflated associate salaries or

those of unprofitable partners being

passed down to them through increased

billing rates.

As in any industry, market pressures

and changes in the business environment

will force law firms to adapt to a new

reality. In order to keep pace with those

changes and maintain viability, continuous

innovation will serve as the key driver

for growth. Forward-thinking firms will

thrive in an ever-evolving economic

reality. Market flux drives innovation, and

innovation drives organizational change.

Only through that deeper organizational

change will law firms be equipped to

meet the demand for a new, client-centric

business model.

So, are traditional law firms dead?

Of course not – but they will undoubtedly

look much different in the coming years.

The mega-firms will still be able to charge

$1,000/hour for “bet-the-farm” litigation

work and command tens of millions of

dollars for a single large transaction.

However, the onus has been placed on law

firms to rethink their business models and

practices in order to address the call for

accountability from their clients.

Because of their size and flexibility,

small and mid-sized firms have a tremen-

dous opportunity to influence the future of

the legal industry. As a founding partner

and CEO of a mid-sized law firm, I have

certainly felt the unease and uncertainty

that has infiltrated our everyday lives

during these challenging economic

times. However, I am also excited for

the opportunity to shape the future of the

industry that has been so challenging

and rewarding for me, and to improve it

to the advantage of those who are truly

responsible for my success – my clients.

— Originally published in the 

Rochester Business Journal.
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“May you live in interesting times” is an

ancient Chinese curse, it’s been said, and

today lawyers live in interesting times

indeed. Having weathered the 1981-82

recession with scarcely a blip and the

late 1980s with only a bankruptcy or two,

the legal profession now finds itself in

uncharted financial territory. 

A national law school honors degree

or law review position is no longer a job

guarantee. Partners without business are

given the boot, and revenues and profits

are down across the board. Large firms

refrain from hiring, defer start dates for

newly-hired attorneys, lay off attorneys

and staff, farm out newly hired attorneys

to in-house positions at drastically

reduced salaries, and cut attorney

salaries from top to bottom. Particularly

painfully, a scant few years ago many of

the same firms were raising salaries and

granting bonuses that bumped first-year

associate compensation to as much as

$200,000 per year. 

And yet the alarm clock is still

ringing, with many firms and lawyers

not yet fully awakened or out of bed.

Most large firms and many mid-sized

ones are still built as pyramid schemes

with the billable hour at their base. The

continuing theory seems to be that if

lawyers only continue annually to raise

their rates and their billable hours quotas

enough, then they will not only stay in

business but also increase their profits.

But it ain’t gonna happen. The time

has come instead for an uncomfortable

truth: law firm financial thinking needs a

fabled “paradigm shift.” 

So what can and should law firms do

in these interesting times, not only to stay

afloat, but also to build their businesses

for the future? Let me modestly suggest

the following 10 commandments.

1. Keep talented people happy.
This is Commandment Number One for

the simple reason that another old adage

is also true: good help is hard to find. Not

every promising newcomer pans out, but it

doesn’t usually take long to find out who

is truly talented and motivated enough to

succeed, from the people in the mailroom

to the people on the front lines with

clients and in court. Once you do, keep

your people happy, challenged and

motivated at every reasonable cost. If that

means taking home a smaller bonus or

foregoing a raise this year while revenues

are down to ensure that your best associ-

ates, administrative assistants, mailroom

workers and messengers are rewarded,

then so be it. Because if you don’t follow

Commandment Number One, then you

can’t possibly follow Commandment

Number Two:

2. Keep your clients happy.
The only reason this isn’t Commandment

Number One is because you can’t keep

your clients happy if you don’t first retain

your most talented people. But once

you’ve satisfied Commandment Number

One, you should do everything reasonable

you can, in the words of singer-songwriter

Paul Simon, to “keep the customer

Interesting Times:
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for Difficult Times
By David L. ApplegateBestPractices
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satisfied.” This means not only returning

phone calls promptly and keeping clients

informed, but most of all, understanding

their financial, business and emotional

needs. It also means following the

Commandments below:

3. Get real with rates.
Most of us meet new and impressive

lawyers every day, but very few lawyers

this side of Clarence Darrow (and he’s

dead) are genuinely worth $1,000 an hour

or anything close to it. Yet large national

firms routinely charge $700, $800, $900

or more per hour for doing work that

thousands of other lawyers around the

globe can do equally well. Can you really

justify a dollar every four seconds to a

General Counsel who just had to lay off

10 percent of her staff or to a plant man-

ager who is forced to fire another engineer

for every $100,000 in legal fees he has to

pay for that large case you’re handling? 

4. Implement alternative billing.
Most lawyers can’t afford to take every

case on the basis of a contingent fee,

but some matters may be suitable for flat

rates and others may lend themselves

to reduced rates with a bonus based on

results or to blended rates, stop-cap

billing, or “not to exceed” budgets.

Particularly with large cases, discuss with

your client up front how you can bring

the most bang for the buck – but please

don’t agree to a discounted rate and then

double-bill for your time; it’s not only

unethical but also bad business. 

5. Cut costs carefully.
You can’t control your revenues, but you

can control your costs. Yet don’t just

slash and burn. The accountant in you

may think that you can save money by

canceling the firm picnic, but you’ll lose a

lot more than that in employee morale and

productivity. (See Commandment Number

One.) Instead, follow Commandment

Number Six:

6. Eliminate waste.
The laws of thermodynamics say that you

can never achieve this entirely, but if

you don’t aim for the stars then you’ll

never hit the moon. Despite the computer

revolution’s promise of the paperless

office, for example, paper and photocopy-

ing remain huge expenses for most law

firms (although some law firms have tried

to turn copying into a profit center, with

limited success and to client chagrin).

Educate your employees not to print out

every email or every revision of every

document (when only a changed page

or two will do), and to proofread final

copy twice on the screen before printing

it on letterhead. Small expenses can

add up quickly. 

7. Reduce redundancy.
This analogue of Commandments Number

Five and Six will yield the same results as

reducing costs: more bang for the buck for

your clients and ultimately higher profits

for you. Don’t let every associate reinvent

the wheel. For example, keep an organ-

ized and accessible computer file of

forms, research memoranda, motions and

briefs instead. You’ll not only increase

efficiency but also help keep your clients

happy. (See Commandments Two, Three

and Four.)

8. Advertise.
You may think you can’t afford to adver-

tise, but it still takes money to make

money. A retailer whose revenues are

down will place a big sale ad in the paper,

hand out flyers or throw a gala re-opening.

Lawyers always want to cut back instead.

Determine your target audiences and get

your face and name in front of them –

whether that means print ads, emails,

Twitter or Facebook. And unless your

business base is lawyer referrals, be

sure to advertise where clients will

see it: not in the bar journals, but in trade

publications and on business websites.

Besides, the Supreme Court a long time

ago said that it’s okay.

9. Keep your promises.
The surest way to lose a client, new or

long-standing, is not to keep your word.

Whether you said you’d call this after-

noon, deliver a draft by tomorrow or get

together for lunch or golf next week –

if you said you’d do it, then do it! If

unexpected demands affect your ability

to deliver, then let your client know as

soon as possible – and in advance – not

after the fact. 

10. Don’t procrastinate.
Never put off until tomorrow what you can

do today. Implement at least one of these

10 rules per day for the next 10 days. Ten

years from now may be too late. 
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Time is a limited resource; you can’t

manage time. But you can manage what

you DO (and don’t do) within the time

that you have. 

The most common time management

tool is the “to do” list, but alone, the

“to do” list isn’t very effective. Most days,

nothing gets crossed off the list, and at

the end of the day you wonder what

happened. Interruptions, poor planning

or lack of priorities contribute to a failure

to identify the right activities and perform

those activities efficiently. 

To identify the right activities, first

you must define your core goals and

values and ascertain what is most impor-

tant for the long term benefit of your

firm. That is where you should focus

your time and energy. 

Identifying the right activities isn’t

always easy. Billable work can easily be

mistaken for the highest value work

because that’s what clients pay you for.

But sometimes billable work is less

valuable to your firm in the long run than

“non-billable” work such as billing (the

client can’t pay you if you don’t bill

them), business development (you have

to have clients to do work for), or strategic

planning (your firm needs to have a clear

direction and plan to satisfy clients and

ensure steady cash flow).

Know when to hire a professional or

pass a task along to an associate or staff

member. Consider your preferences and

core competencies and those of your

associates and staff. Focus your energy

on the tasks that further your core values,

are the most profitable and require your

personal participation. Play to your

strengths and let others play to theirs.

You will naturally be more efficient as

a result.

In the short run, it may take longer to

explain and correct a task or project than

it does to just do it yourself. But if the

task is one that was properly delegated,

the overall return on your time is well

worth it. 

Ask these questions to aid the decision

to delegate:

• Is this the best use of my time?

• Does it need to be done?

• Is it my strength?

• Is it at the core of what I get paid for?

• Does it advance my individual or

firm goals and values?

• Does it require my individual

participation, personal touch, skills

or expertise?

• Can I teach others to do it?

• Is it done repeatedly?

• Do I enjoy doing it? (If so, why?

Is there a higher value activity that

gives the same payoff?)

• Does it go to the heart of what I do

as a lawyer?

• Does it go to the heart of how I

bring in business?

• Do I have the requisite expertise to

complete this task effectively?
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Next, you must prioritize the tasks

that remain. Prioritizing determines in

advance where the majority of your time

and energy should be focused.

Some questions to ask that will help

you determine priority are:

• What is the purpose of this task?

• Does that purpose advance my

core values and goals?

• Is there an urgent deadline?

• How “old” is this task?

• How high a priority is this task

for my firm?

• Is the task as high a priority for

my client?

• Can it be done by someone else?

• Is it more or less important than

the other things that need to be

accomplished?

• How much time do I have available?

• How much energy do I have available?

• How will my firm/practice/clients/

employees be affected by this task

or its outcome?

• What will it feel like when this

is done? 

• What will be the result emotionally,

productively, financially or

organizationally?

Although you need to be responsive

and accessible to clients and staff, good

management may require particular days

or times when you’re “off limits” except

for real emergencies. Too often, the focus

is placed on the most “urgent” items –

the ringing phone, the staff member

standing in your doorway or the new

email message, rather than items that

bring the most value to the practice or

the client relationship. Allowing constant

interruptions deteriorates your perform-

ance, robs you of much-needed recharging

and rest, and is a disservice to clients who

are only getting part of your attention.

Once your remaining tasks are priori-

tized, you need to ensure that you’re working

efficiently to manage your activities within

the time available.

Give up multi-tasking. Multi-tasking

creates extra stress and actually wastes

time by distracting you. Focusing on one

thing at a time enables you to complete

tasks more quickly and productively.

(Exceptions include things like reading

while on the train, listening to audio

while in the car, or doing work while

waiting in court). 

Divide your schedule into chunks of

time for the categories of activities that

you must accomplish. For example:

strategy and planning; education and

administrative activities; business

development; client work; and personal/

vacation time. Block time for each type

of activity on your calendar on a

regular basis.

Determine every day which actions

or tasks are the most important and make

sure those take center stage in your day.

Before the day begins, plan what you will

accomplish so you can get directly to

work. Limit your list to no more than three

major items. Tackle the most important

task first – ask yourself, “If I accom-

plished just this item today, would I be

satisfied with my day?”

s: 

Your calendar is your best task

management tool. Everything important

enough for your “to do” list warrants an

appointment on your calendar. Accurately

assess the amount of time each activity

will require; underestimating will add

stress and confusion to your schedule.

Determine when you will perform that

activity and schedule it. Make sure you

leave some empty space or “downtime” on

your calendar in addition to the personal

and family time that you schedule. 

Build in extra time for the “chaos

factor.” It is likely that there will be

last minute emergencies, unforeseen

circumstances or client crises that must

be addressed. As soon as the crisis or

emergency has passed, you can return to

your schedule without missing a beat.

If you must move a task appointment,

reschedule it just as you would any

other appointment. 

Don’t get caught in the deadline

trap. Most tasks with built-in deadlines

seem to get done, but many important

tasks don’t have built-in deadlines. To

ensure that those important items get

done, create deadlines for them. Use your

calendar to reinforce the deadline, and

build in accountability by publicizing

the deadline to others.

To be more effective, define the

highest value activities and focus on those

tasks. Create strategies to accomplish

those tasks by setting deadlines, minimiz-

ing interruptions, delegating effectively

and scheduling important tasks.
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In these tough economic times, all law

firms are taking a deeper look into

their marketing efforts as well as their

management styles in order to maximize

efficiency and profits. Primerus can be an

important tool to help your firm survive

in the new economy, allowing your firm

to market more efficiently and improve

firm management.

While all Primerus firms are inde-

pendent entities, in many ways we

function as a virtual mega firm with

multiple offices. The Primerus Defense

Institute now has over 60 firms and

850 lawyers located in 38 states and

three countries. No other single firm can

give this breadth of coverage around the

country. Most importantly, we can afford

the coverage of a mega firm, without the

costs. All of us are trial lawyers, people

who can talk the talk and walk the walk.

This is an incredible marketing tool

when used effectively.

Not long ago I was at a mediation with

clients. It was the typical long affair with

plenty of opportunity to talk with them.

When the conversation started to wane,

I started speaking about Primerus. I have

always hated talking about myself, as I

was brought up not to boast. Talking about

others, and the good things they can do,

comes naturally. I asked the clients if

there were any venues where they either

did not have coverage, or were unsatisfied

with their current representation. They

identified about ten venues. Primerus had

a presence in each and every one of

those venues! I sincerely hope many

of you have either received work from

this client or will in the near future. I

can’t tell you how much the clients appre-

ciated the resource available to them and

my willingness to take the time to explain

it to them. Ten Primerus firms had a good

marketing day, without even knowing

it was happening. I looked good to the

client, as I was supplying them with

good lawyers in areas where they were

having difficulty. It was a win-win

situation for everyone.

What could be a better marketing tool

than the Convocation and seminars hosted

by Primerus? At what other professional

event can you get one-on-one access to

great clients in need of legal services?

And as I know many clients read this

publication, what an opportunity for each

of you. How much easier is it to put your

trust in a firm when you have personally

met the partners and had an opportunity

to see them in both a professional and

social setting? What a benefit to be able

to discuss these firms with other clients

that have utilized their services. Every

firm can tell you how good they are; what

a bonus to hear it from your peers.

On the marketing side, how many

firms have employed professionals to

increase their website optimization?

The cost is enormous! As part of your

membership benefits, Primerus continu-

ously works to keep up with optimization

trends as search engines evolve. All

members also are entitled to two

optimized practice area pages. Primerus
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additionally offers a press

release service. Having

served on the committee that

narrows down the nominations for

the annual Primerus Community

Service Award for the last several years,

I know first hand that Primerus firms

take this particular pillar to heart. Let

Primerus publicize your firms’ good deeds

as part of your marketing plan. This

would also include professional honors

firm members have received. Primerus

also offers customization of professionally

developed brochures, broadcast commer-

cials and print ads, all designed to

highlight the good works of lawyers

across the country.

On the management side, the goal is

to save money without sacrificing work

product. Many of the marketing tools

above will assist firms in maximizing

the money spent on marketing, which

obviously impacts the bottom line favor-

ably. For more direct savings, Primerus is

forming alliances with various industry

groups that provide discounts to Primerus

firms and their clients. This includes

malpractice coverage at reduced rates

with Willis-HRH and Hanover. It also

includes R&D Strategic Solutions, a com-

pany my firm has used for years for mock

trials, focus groups and jury selection. For a

complete listing, go to www.primerus.com/

affinity_relationships.htm.

We have the best group of small to

mid-sized law firms in the country. It is up

to all of us to get the word out. The key is

to market the network as a whole, not our

own individual firms. As Jack Buchanan

likes to say, “Self praise is no praise.” Try

marketing the other Primerus firms to your

existing clients. Ask them where they have

holes in their coverage. Ask them where

the big firms are killing them with their

bills. Ask them where their lawyers are not

satisfactory. Then solve their problems.

Primerus is the solution with great firms,

great rates and nationwide coverage. 

Put the Primerus logo on your stationary

and in your email signature. I am frequently

asked about what it

is, and this gives

me an opportunity

to discuss the

great things the

network does for

my firm. Place

the logo on your

website, and devote

a section of your

website to your partici-

pation in Primerus and

the benefits it provides

for your clients. Get together

with other Primerus firms when

traveling. Every relationship you develop

is important. I can’t tell you how many

great Primerus friends I have made. I

can’t wait to have an opportunity to

collaborate with them on a case.

Many terrific clients already use

the Primerus network as their de facto

panel counsel list. The more the word gets

out, the more this will happen. Market

Primerus to your clients. Trust that the

rest of us are doing the same. If we all

live up to this trust, Primerus will grow,

the list of Primerus’ loyal clients will

grow, and all of us will benefit. The firms

will see increased business, and the

clients will get excellent work product

at reasonable prices. Isn’t that what

Primerus is all about? Helping good

lawyers find good clients, and helping

good clients find good lawyers.
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I have had several experiences recently

which, in my view, illustrate how Primerus

member firms can join forces to provide

clients with the services they need on a

national level. 

Our office has had a long-standing

relationship with a company that handles

liability claims for trucking operations.

They have adopted a “blitzkrieg” approach

to accident investigation. When they have

a significant loss, their designated “go-to

guy” gets on the company jet and proceeds

immediately to the scene. He summons

an accident reconstructionist and a lawyer

from that general venue and conducts an

investigation that is imbued with the work

product and attorney client privileges.

He needs legal counsel to provide the

privilege, help with local information,

assist with investigation and make certain

that the work is done in a lawful and

ethical fashion. We have learned that when

this client calls, the expectation is that

one of us drop what he or she is doing and

go. The client’s philosophy is that, with

hard work, 90 percent of what you need

to know to evaluate the case can be found

within 72 hours of the accident. From

there, the company makes a strong effort

to get the case settled or identified as a

claim that must be denied.

An apex officer of this client attended

the 2009 Primerus Defense Institute

Convocation in Tucson, Arizona. He was

favorably impressed by what he saw and

committed to giving Primerus a fair

chance. Within 48 hours of the Convocation,

he called me saying that he needed

help with an accident investigation in

Minneapolis. A few days after that he

needed help with an investigation in rural

Missouri. Then, a short time later, he

needed help with a catastrophic loss in

Miami. In each case, I followed the

same procedure to get the client what

he needed. In each case, the client was

very happy and felt that he had received

exceptional service from both the Primerus

lawyer to whom the referral was made

and from me. In every case, the client

came away with favorable impressions

of Primerus. From my end, these experi-

ences created the feel of having a national

firm with multiple offices. I had picked

up the phone and called lawyers across

the country who were known commodities

and helped a client.

Having been asked to think about

these experiences and to distill them into

lessons from which we can all benefit, I

have formulated the following guidelines

in making a Primerus referral:

1. Make sure you truly understand

what the client needs. For most of us,

that is pretty easy. We have had long-

standing relationships with our clients

and that’s why they are calling us. We

know their business and want to see

them get the help they need.

2. Find one or more lawyer candidates

for the referral. It could be a lawyer

known from attending Primerus events or

it could be a lawyer identified from the
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website. It goes without saying that

this lawyer must have expertise in the

appropriate field.

3. Get the candidate for the referral

on the phone. If time is of the essence,

be persistent. Tell the lawyer’s staff how

important it is that he or she be found. In

one recent instance, after regular business

hours, I found the referral candidate’s

home phone number through directory

assistance and called him there. He was

polite, diplomatic and said that he didn’t

mind the intrusion. His greatest concern

was that the client get what he needed. 

4. Educate the referral candidate on

who the client is, what he expects and

what kind of immediate need he has.

Ask the lawyer point blank if he or she

is able to provide what the client needs

on the client’s timetable. Emphasize that

if this referral goes well, then all the

better for the lawyer receiving the referral,

the lawyer making the referral, Primerus

as a whole and the client. If it goes

badly, then it’s a lose/lose/lose/lose result.

Everybody suffers.

5. Once the lawyer making the

referral and the lawyer receiving the

referral agree that the client’s needs

can be well met if the referral is made,

go ahead and make the introduction.

6. Follow up until you know that

the client has received the product

that he needs.

7. Solicit the client’s feedback and

ask what could be done to improve

next time.

I am pleased to report that when I

have followed this process, the results

have almost invariably been positive.

The Primerus lawyers have dropped what

they were doing to provide the service the

client needed, and the client was happy.

I can think of only one situation in which

the client decided not to work with the

referral candidate. Even that had a

positive end because I was able to find

another lawyer who better fit the client’s

expectations. In addition, that process

taught me the initial questions that the

client will ask a potential hire. Now when

I call a potential for referral I can tell

that lawyer what initial questions the

client is going to ask, and the lawyer and

I can gauge whether we think his answers

would be satisfactory for this client. 

When I look back at this process, it

reads like a lot of work, and maybe it is.

In each instance, a fair amount of my time

was spent trying to make certain that a

solid connection was made, that the client

was satisfied and, of course, I didn’t

charge for my time in doing so. 

I’m not unhappy about investing my

time in this way. In my view, we must

build Primerus in the same manner that 

we build our individual practices – one 

satisfied client at a time. Organization,

structure, letterhead, website, newsletter,

professional appearance, publications,

industry organizations, etc. are all impor-

tant. However, first and foremost, we are

in a service business. All of those trap-

pings might help persuade the client to

give you a try, but good service is what

will build a long-standing relationship,

build your practice and build Primerus.
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The “change” mantra of President

Barack Obama’s campaign is now playing

out with great drama and consequence

in Washington. 

The new administration has been busy

dealing with a brush with an economic

depression, the collapse of Wall Street,

unfathomable budget and trade deficits,

the highest unemployment rate in a

generation, the expenditure of nearly a

trillion dollars to kick start the economy,

health care reform and climate change. To

be sure, there is a debate in Washington

about whether Obama is trying to do

too much too quickly, but this much is

certain: the old world is gone and the

new one has yet to emerge. 

What does all of this mean to you and

your clients? Are you both on top of these

changes? Is it time to start incorporating

more of a Washington focus in the man-

agement of your firm?  In the midst of

historic changes in national policy, are

you taking advantage of opportunities to

influence policies that could affect you

and your clients?  

As a Washington-based international

trade firm, Stewart and Stewart’s perspec-

tive on public policy’s impact on clients

is rather unique among Primerus firms.

We have helped shape policy in the

nation’s capital for over 50 years. We have

represented clients in matters before both

houses of Congress and nearly two dozen

executive branch agencies, bringing our

expertise and insights on federal laws and

regulations right to the people who make

and implement them. For example, our

firm has been at the center of the debate

on climate change legislation as lawmakers

wrestle with the impact such legislation

will have on a wide array of industrial

sectors. We have also been deeply

involved with the lengthy and complex

struggle to rewrite the nation’s patent

laws. In addition, we have worked closely

with government agencies developing

highly sophisticated guidelines on the

export of potentially sensitive technologies

and the negotiation of trade and invest-

ment treaties. Stewart and Stewart also

worked closely with Congress to ensure

federal stimulus spending supports

U.S. manufacturers. 

Here are a few points to keep in

mind as you consider ways to keep up

with the rapidly unfolding and profound

changes in Washington:

Time is money. Most managers of small

and mid-sized businesses – whether

manufacturers, service providers, agricul-

tural producers, non-profits or educational

institutions – are simply too busy running

their affairs to pay close attention to what

is going on in Washington. Sure, they

likely keep up with the news for the big

picture and might rely on a trade associa-

tion or other professional affiliation to

keep them updated on key issues affecting

them. However, individual businesses

also have unique issues that need to be

addressed. More specialized attention

can, for example, help a company identify

research grant money that might get

a great idea off the ground or modify a

poorly-written regulation that threatens

to hurt a company’s bottom line. 
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Time is of the essence. The reality is that

once a manager has read about a policy

development affecting his or her business

in a major regional or even national

newspaper, or even an industry newsletter,

it might be too late to influence the

process in a meaningful way. At the

earliest stages, the details of a policy

that can have an enormous impact on

businesses and other groups are often

discussed in intimate meetings away from

the media. In such meetings, an extra set

of eyes and ears early in the process can

make all the difference – eyes and ears

that are working for you only on the issue. 

Strength in numbers. Washington

representation helps small and mid-sized

firms form alliances with similar firms

and work with trade associations to make

a bigger impact on policy than any single

firm can make on its own. For example,

a client might retain a Washington-

based firm to monitor developments in

Washington that can affect them. If that

DC firm is doing its job, it will not only

report on developments affecting the

client, but also identify and facilitate ways

to mount a common effort when needed. 

It is your government. Lobbying has a

bad name these days, in part because it

has become so intrinsically linked to the

influence of money. But it is important to

remember that the Constitution guarantees

the right to petition the government – not

only for the well-heeled but also for the

small and mid-sized businesses, non-profits

and average people. Often, policy makers

simply need better information to make

better policy decisions. Your client com-

pany may have that information – the

key to success is getting it to the right

decision-makers at the right time.

Alternative ways to stay on top of

developments in Washington DC. To be

sure, having professional representation

in Washington will not be an option for all

firms.  Letting your member of Congress

know your concerns through the district

office remains an effective way of putting

your views front and center. In addition,

the good news is that there are more ways

than ever to monitor developments that

could affect you and clients – for free. For

example, the Congressional Record, which

has complete transcripts of the House and

Senate debates, is online within 24 hours

at the Government Printing Office (GPO)

s

website (www.gpoaccess.gov/crecord).

The Federal Register invites comments

on each step of the process of writing the

regulations and implementing the laws

Congress passes. It is also available at

the GPO site. The Library of Congress’s

Thomas (www.thomas.loc.gov) is the portal

to everything going on in Congress. It

includes links to committees with juris-

diction on matters of concern to you and

your clients. In addition, trade associa-

tions will gladly respond to the active

involvement and inquiries of their members,

so make the most of these ties. These

resources might help you to keep track of

changes in Washington and assess what

your needs are for monitoring develop-

ments and getting heard in Washington.

However, there is no substitute for having

your own advocate on the ground in DC to

project your viewpoint on public policy

into the national debate. 

Making a real impact in Washington

requires more hard work, experience and

policy expertise than many might believe

based on the popular images of glittery

influence and power plays. The reality is

more mundane, but just as consequential.

Knowing the intricacies of how to get a

provision in a spending bill, connecting

the dots in personal relationships, or

having a feel for how to navigate the

complex bureaucracy of a large federal

agency can make all the difference to

clients. No matter how much else may

be changing in Washington these days,

that much will not change.
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Two of the key challenges facing even

the most successful law firms are how to

retain the firm’s best and brightest young

attorneys and to how to assimilate them

over time into firm management. It is the

rare lawyer indeed who remains with the

same law firm throughout his working

career. Yet firm managers are constantly

taken by surprise when these departures

occur. The impact of losing a talented

lawyer can prove extremely disruptive.

Not only can it result in internal disrup-

tion to the firm culture and management

and loss of economic productivity, but

the departure of a more seasoned attorney

with client relationship responsibilities

can also result in a significant loss of

existing clients. As a result, long-term

lawyer retention and assimilation must

be focuses of every successful firm that

desires to grow and survive for more than

the practicing life of its founders.

During my years of practice, I person-

ally have had the privilege to participate

at a management level in three very

different law firm cultures. None of these

firms were large, but each adopted a very

unique style of dealing with their younger

attorneys and assimilating them into firm

management. They also experienced dif-

fering degrees of success. The balance

of this article briefly addresses how these

firms dealt with young lawyers, some of

the challenges presented under each style

and their level of success. 

Case Study One: 
The Founding Fathers
The first firm I worked for after law school

was a relatively new firm that had been

formed and managed by truly some of the

best lawyers I have met to this day. They

also were fine businessmen in their own

right. The firm was relatively young when

I came on board, but was well known and

well respected in the market based on the

reputation of its founding partners.

However, the challenge for the firm came

as the first round of new hires came up the

ranks and wanted a role in management.

While there was plenty of responsibility to

be passed down to the junior partners, the

founding partners were hesitant to hand

over real decision-making authority and

instead reserved that power within their

senior group. This resulted in increasing

friction as the junior partners pressed with

increasing aggressiveness for real manage-

ment authority and the senior partners

found themselves pushing back.

The result of this tension was the

eventual departure of most of the junior

partner ranks and genuine concern about

the survival of the firm. However, it also led

to introspection and firm-wide discussions

about the future. This led to an eventual

reassessment of how to incorporate junior

partners into management. Over time, the

firm responded by altering its management

approach to create both management

and compensation boards, each of which

incorporated younger partners working

in concert with more senior attorneys.

They also began a tradition of firm weekly

“happy hours,” where all levels of
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attorneys came together in an informal

setting as equals to both get to know each

other on a more personal level and discuss

matters of general interest to the firm.

Ultimately, this process not only made

younger attorneys feel more vested in the

firm and be privy to the senior attorneys’

reasoning processes, but also allowed

the senior attorneys to gain confidence

in the younger ranks as they watched them

mature within the firm structure. Today,

by all reports the firm is stable and

successful and the major issues of genera-

tional succession have to a large degree

been overcome. 

Case Study Two: 
The Strong Man
Like so many of my contemporaries I

decided after a number of years in one

place that it was necessary to see if indeed

the grass was greener on the other side

and eventually migrated from my first firm.

Upon making the move, however, I found

a new firm management style that could

not have been more different from my

prior experience. The new firm was run

absolutely by a strong managing partner.

There were few firm meetings for gathering

consensus, seeking attorney input, or

otherwise taking the firm’s temperature.

In fact, there was little consultation with

the other partners before the managing

partner made key decisions and there was

little effort to build consensus among the

firm’s attorneys. Instead, the managing

partner kept all management close to

the vest, generally rewarding those who

supported him and freezing out of the

decision-making process those who did

not. Even more significantly, there was no

meaningful effort made to blend younger

attorneys into the firm, much less train

them in firm management. Instead, the

firm mantra was that associates should be

seen and not heard. As with most such

models, it ultimately proved unsustainable

and eventually collapsed under its own

weight. Most associates and partners who

were on the outside of management looking

in became frustrated and eventually left

the firm.

Anyone who has read about the “benev-

olent dictator” model of management

knows that under the right circumstances

the model can thrive, at least as a transi-

tional phase of firm development. However,

a dictator who lacks benevolence is a

dangerous thing indeed. Even a strong

manager needs to constantly ensure that he

is communicating and gaining “buy in”

from the other partners, as well as making

associates feel important to the firm and

relevant to its future. No managing partner

is an island and the need to evolve and

develop one or more successors to eventu-

ally take their place cannot be ignored.

Otherwise, the destiny of the firm can

only be to fail. The potential for loss of

seasoned attorneys and the corresponding

loss of clients as relationship managers

depart can be crippling.

Case Study Three: 
Executive Committee
In developing a model of firm management

for my current firm, my partner and I were

concerned about making sure we incorpo-

rated the best elements of our prior law

firm experiences while avoiding what we

felt were the missteps of those firms.

Accordingly, as a small firm we elected a

managing partner model rather than the

democracy or managing committee models.

But we have adopted a firm policy of dis-

cussing all significant firm management

issues and decisions among the partners

and striving to build a general consensus

before proceeding with any strategic deci-

sion, regardless of whether a measure

might pass without such a consensus. We

make a point of involving all attorneys,

regardless of their seniority, in discussions

that will impact them, their practice area,

or the overall firm’s management. We keep

our attorneys informed and consulted on

strategic firm decisions, as well as involved

in the firm’s annual planning meetings.

We attempt to incorporate frequent attorney

social interaction into our model and

encourage (morally and financially) even

young attorneys to represent our firm in the

community, all the while letting them know

they have an important role to play in the

future of the firm and in real time business

development. Essentially, we have tried to

incorporate into our firm psyche the idea

that each attorney’s role in the long-term

future of the firm is important and that no

one is treated as fungible so long as they

actively contribute to the firm’s well being. 

Each firm’s personality is unique.

As a managing partner, however, I would

suggest that incorporating into any firm

model mechanisms and policies that make

all attorneys feel a part of the firm team

and its destiny is a critical element of

firm success. 



If you are fortunate to be an attorney in a

small to mid-sized law firm, you are

acutely aware of the professional benefits

including close relationships with clients,

the opportunity to be tested early and

often on your own merits, the requirement

to maintain and increase areas of expert-

ise, and the necessity of developing

entrepreneurial skills. Of course, these

same benefits are often seen as ordeals

to be avoided by many other attorneys.

The challenge for small firms which

represent significant clients in complex

matters is to attract, and then retain, high-

quality associates who will be successful

and able to meet the firm’s and the

clients’ needs and expectations.

In difficult economic times, as now,

profit margins decrease, expenses inflate

and the attorneys in small firms are much

closer to the bottom line. Small firms can

be more susceptible to economic changes

– both good and bad. But these changes

can be an opportunity for quality growth

of/in the small firm. Historically, most

law firms attempted to weather these

storms without layoffs. It is different today

where large law firms are shedding staff,

associates and even partners in order to

remain afloat. Small law firms have much

in common with small family businesses

where extreme measures are often taken

in order to avoid layoffs. Today, economi-

cally viable and successful firms have

an unusual opportunity to attract high

quality lawyers who are looking for

stability and opportunity.

Small law firms attract interest from

lawyers searching for employment from a

number of different sources. Our firm,

Norchi, Barrett & Forbes, is a defense

litigation and trial firm. We attract interest

from quality associates who are aware of

the clients we represent. Like many firms,

regardless of size, our firm is a reflection

of the company we keep. We are known

for representing a number of significant

and sophisticated institutions in Ohio in

complex civil matters. As a result, we are

involved in litigation with counsel from

larger law firms. Our small firm compares

well because our attorneys are experi-

enced, professional and competent.

Technological advances level the playing

field and permit the small firm to handle

tens of thousands of documents, hundreds

of depositions and provide excellent

responsive communication with clients.

Lawyers from other firms note this.

Competency and integrity are significant

factors in attracting associates to the

small firm.

Small firms are able to attract quality

associates who are looking for opportuni-

ties they might not have in the near term

at a larger firm. The regimented layering

of attorneys at traditional firms may serve

a purpose of developing young lawyers

and providing continuity for some clients

over long periods of time. However, this

system may become onerous and even

suffocating to skilled lawyers with entre-

preneurial interests. To address the needs

of associates who quickly develop strong

legal skills, our firm provides the services

of a consultant to assist lawyers in
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identifying areas of expertise and contin-

uing to evolve with clients. This creates

opportunities for associates who then

have to take the lead and work closely

with clients. Although the strengths and

weaknesses of attorneys are quickly

revealed in a small firm, attorneys develop

an understanding of what they want to

achieve as lawyers. Thus, quality associ-

ates are attracted by the opportunity to

grow and develop. But they should also

be aware that the same opportunity may

reveal, at a stage earlier than the tradi-

tional route, their true calling. Ultimately,

the reputation of the firm and its efforts

in educating and developing lawyers are

factors in attracting quality associates. 

One of the significant strengths of any

law firm is its personnel. The attorneys

that make up the law firm create a

personality that is perceived by clients,

colleagues and judges. The senior attor-

neys are very important in attracting other

talented attorneys. This can be accom-

plished through professional activities.

Participation in local bar association

events and committees are important

and send the message that the firm is

interested in the health and well-being of

the legal community. Other firm personnel

are also important in this process.

Paralegals involved in cases often come

in contact with lawyers from other firms.

Professionalism is important in all parts

of the firm. Secretaries, receptionists and

consultants also come into contact with

attorneys and clients alike and leave

impressions of the firm. They should all

be considerate and professional. 

An article of this nature would

probably be more aptly written by attorneys

we have hired in the past. But from my

perspective, quality associates do their

homework before they contact us. We are

a litigation and trial law firm. Typically,

the first contact that I have from an attor-

ney seeking employment is based upon

our reputation with other lawyers and

judges. The principles that we adhere to –

which are valued by our clients – are

recognized by other attorneys. We also

make reasonable efforts to accommodate

unique family situations, while still

maintaining high quality service to our

clients. Permitting lawyers to develop and

maintain well-balanced lives – although

often difficult – attracts quality associates. 

As we look to expand some practice

areas, we note that many good lawyers

are looking for enhanced opportunities to

evolve, to develop client relationships

and to succeed. We attempt to make them

aware of our firm through our work on

behalf of clients, our participation in

professional activities, discussions with

other attorneys and participation in our

communities. Success can be elusive, but

when done properly, attracting and hiring

a quality associate to become part of the

firm can be very rewarding.
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In this article I want to look at the

perceived conflict between the service

delivery role of the partner – the billable

time role – and that other function which

gets in the way – the management role.

Many of you might have heard the

plea, “But I do not have time for all this

management stuff,” usually if the conver-

sation is centered upon something like

cash lock up, or complaints, or lack of

billing and so on. 

I don’t want to do it … 
but I don’t want anyone else 
to do it instead of me!
Most studies show that lawyers want

their autonomy. They are typically type-A

personalities – driven by goals and dead-

lines, motivated by success, constantly

craving reassurance, insecure. It is full of

contradictions when you get down to it,

but it is what makes us lawyers.

How about that partner always late

to partner meetings, or who can never

make them, or sits there BlackBerrying

oblivious of what is going on – are you left

with the feeling that they feel their work

is much more important than all this

management? Try saying, “Look, we can

see you don’t like these meetings. We

have decided that you should not attend

any more.” Will the answer be “Oh, joy,

thank you?” No. It will much more likely

be, “Ah, so you’re trying to get rid of

me, eh? Trying to block me out...”

Is a lawyer a worker, a 
professional or a manager?
Look with envy at your client managers

who do just that – manage – and nothing

else. They do not have to stand at a

machine and make the nuts and bolts

they sell, but you have to sit at your desk

and draft that pleading, or that agreement,

or sweat it out in court, and do the night

time reading which goes with it. Many

readers will be worker-producer, capital

investing, entrepreneurial, stake holding,

learned, manager professionals. How

do we balance these and prioritize so

many roles?

Am I supposed to bill hours 
or manage?
My case is that too often partners are

much too interested in managing the

wrong things, and that the apparent

conflict between being a lawyer and a

manager is self-created or encouraged.

Ask yourselves how many partners’

meetings you have seen where the part-

ners deal with difficult things almost

pro forma and then get really carried

away by matters of no great moment. It

can be easier to get agreement on matters

of great moment than on trivia. Only later

does the fun set in of getting partners

to do that which they agreed to do. 

Space does not permit the discussion

of the multiplicity of reasons why people

agree to things they do not really agree

with and are not committed to doing.

However, I suspect that law firms expend

quite vast management time and effort

trying to get people to do that which they
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have already agreed to do. I venture to

suggest it is one of the biggest management

time wasters of all. So here are some rules

which we try to live by and which try to

clarify the role of a partner whose prefer-

ence is lawyering and not managing.

As we will see, though, it is not a

management-free zone. 

The Rules:

1. Doubt is fine. If the decision is

important enough, anyone can have

doubts as they work through their deci-

sion-making process. It is legitimate to

express fears and concerns, and this

should be encouraged. 

2. Agreement is sacrosanct. Doubt is

part of the decision-making process. Once

the decision is made, doubt is irrelevant.

I might have come to a decision 51:49

but I implement it 100 percent. No

partner should be permitted the luxury

of agreeing to an action and then seeking

to water it down or talk it out after the

decision is made. 

3. Delegation is mandatory.

Partnership does not require that every

partner gets involved in every executive

function, even if every partner is involved

in the strategic decision. Partners must

be prepared to delegate downwards,

upwards and horizontally. They must learn

to allow others to discharge functions.

Wanting to be involved in everything is

not a workable principle. The only rule

is the best person for the job should

implement the strategic direction agreed

by the partnership, or its Board of

Management if so delegated.

4. Accountability: Any partner charged

with the execution of an executive

function must account and report on the

discharge of that function. Establish a

regime where partners can be removed

from those roles if they do not fulfil them

– it is better than allowing resentment to

build such that the demand is for their

removal from the partnership. 

5. Complimenting rights with duties:

Any partner taking on a function must

not treat that as a privilege but as a duty.

The firm must not permit anyone to take

on a job for status or other reasons which

are not linked to manifest clarity that the

duty will be discharged. If there is a

right to make a decision, then there is a

duty to actually make decisions in the

interests of the group.  

6. Resolve conflict between management

and service delivery: Many partners see

their personal service delivery role as

their “job,” and pretty much anything else

“interferes” with their job.   I have even

heard that argued for billing. There is a

flat “no” to such a proposition. There is a

level at which it must be recognized that

management is an integral part of the role.

If the lawyer wishes to preserve their

autonomy in the client relationship, then

that is an autonomy which only exists in

taking full account of the interests of

other partners and employees.

7. Limited professional autonomy:

For instance, a senior lawyer who does not

find time to properly supervise the cases

of junior lawyers is not acting as a

responsible lawyer. Taking care of the

people who deliver service to your clients

is an essential part of the role, not an

optional extra. Note any correlation

between the senior who always reckons

they find it quicker to do it themselves

and the absence of associate development

and numbers. 

8. Service delivery is management

uptime. Case supervision, case planning,

feedback to the junior as the case pro-

ceeds, and guidance as we go are vital to

ensuring that the client gets good service.

In doing so we deliver training to that

junior lawyer in up time and not down

time and improved service. If you believe

in winning work by recommendation,

then you are marketing in up time, not

down time.

Why do I say uptime and not down

time? Because added value supervision

is just that and is there to be paid for.

Management of service delivery up front

is not down time. Clearing up a mess

because of a failure of supervision

definitely is. 

Experiences will differ, but we believe

there is a direct correlation between

business expansion and the management

of service delivery. Where service delivery

– the art of the lawyer – is well managed,

management problems are reduced both

in volume and kind. More service delivery

management equals less management of

the unpleasant and the fractious. Success

has a habit of taking care of itself once

you take care. 
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Since Collins & Lacy, P.C. joined the

International Society of Primerus Law

Firms in 1996, we have more than dou-

bled in size. We have had several lawyers

join us and then leave, but these were all

individual and unique situations. None of

them had to do with the sort of dissatis-

faction which can destroy a law firm.

Those of us at the firm who have chosen

to practice law together are a group of

men and women who respect, admire and

enjoy one another. These are some of the

lessons I have learned and opinions I

have formed during my 41 years in the

legal profession about how to grow a law

firm that stays together:

1. There must be a bedrock of integrity

in everything you do. Simply put, law

partners, associates, paralegals, secre-

taries, administrative employees, law

clerks, office clerks and everyone else

in a law firm will reach their own conclu-

sions about whether those who manage

the firm are honest and reasonable. If they

see deceitful, hypocritical, unfair or

unreasonable policies and practices, they

will not have confidence in the firm or its

leaders. This will undermine commitment

to stay. Because the most capable people

in the firm can most easily leave and find

other positions, the consequences of such

perceptions can be devastating. If the
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people of a law firm see honest dedication

and leadership by example, as is constantly

provided by our firm’s President, Gray

Culbreath, they respond positively. If you

want yours to be a stable and growing law

firm, start with and never lose sight of the

important first pillar of Primerus, integrity.

2. Law firms need to hire and keep

good people. Those people have to be

friendly, likeable and magnanimous. We

obviously want capable, brilliant and

diligent employees, but those qualities

alone will not contribute to the harmonious

working relationships needed for long-term

success in our stressful profession. Our

law firm is blessed to have as our Firm

Administrator, Bruce Beatty, a man who

has grounded us in conservative, well-

considered systems and practices. He has

helped us hire and keep the best job

applicants who come our way.

3. Everybody working in a law firm

needs feedback. My great friend, Gordon

Fearing, a human resources consultant,

told me of a conversation he had with a

lady working in a firm which had hired

him as a consultant. When he asked her

how long she had been working there, she

responded, “Ever since they threatened to

fire me.” We do not issue such threats, but

we do like to give our employees feedback

on how they are doing. The overwhelming

majority of this feedback is positive rein-

forcement. As a general in the Army once

told me, “There are only eighteen inches

difference between a pat on the back

and a kick in the rear, but you will get

more results from that pat on the back.”

Look for opportunities to pay sincere

compliments to others in the firm.

4. Constantly re-evaluate compensation

schemes and pay scales because the

equities change quickly. Assiduous and

capable lawyers who leave one firm to

start or join another most often make their

decision based on perceived inequities.

When lawyers feel there is rigid and inflexi-

ble thinking at the top, especially about

compensation, when they conclude that

their contributions are not sufficiently

appreciated, they tend to start looking for

other opportunities. The same is true for

the best employees of the support staff.

My advice is to consider the equities of the

law firm as best you can from their point of

view. If you want your law firm to succeed

and grow, especially in these highly

competitive times, you need to keep your

best people. They are the ones who build

and maintain your reputation.

5. Avoid financial debt as much as

possible. We all need to live within our

means. When law firms borrow heavily to

finance equipment, furniture, fixtures or

even, God forbid, year-end bonuses, they

create problems and burdens which dispro-

portionately land on the younger lawyers.

Lawyers with hefty home mortgages who

support growing families do not need to

have more financial stress by being

required to personally guarantee and help

service loans of their law firm. Firm debt

can even cause associates to decline part-

nership offers. We have all read of well-

established law firms closing their doors.

In many instances, a contributing factor

was excessive firm debt.

6. Create practice opportunities for

these young lawyers. When the right

opportunity presents itself, put them in

the court room. Do not shield these young

lawyers from contact with clients. Invest

in the skills and expertise of these

younger lawyers and staff members by

encouraging them to participate in

professional organizations and to seek

leadership positions within those organi-

zations. These younger lawyers should

be given opportunities to attend the best

CLE programs presented by nationally

prominent organizations such as the

American Bar Association, DRI,

American Trial Lawyers Association and,

of course, Primerus. The same senior

lawyers cannot hog the opportunities to

attend conventions, conferences and

convocations. Younger lawyers need to be

allowed and encouraged to attend these

and also to make site visits to the offices

of clients. Any effort to isolate younger

lawyers from clients can breed resentment

and discontent. 

7. While small, thoughtful and person-

al touches come naturally to some peo-

ple, they are learned skills by others.

If necessary, lawyers need to learn how

to say, “Good morning,” “How was your

weekend?” “Thank you for your hard work

today,” and “Thank you for staying late to

help get the work done.” These thoughtful

remarks create a buffer of good will.
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8. Firm retreats, regular firm meetings,

team meetings or practice group meetings

play a role in the healthy life of a law

firm. A firm retreat is not held for the

benefit of the senior-most lawyers. Rather,

it is an opportunity for the youngest and

newest lawyer to feel they are a part of the

firm’s goals and plans. A weekly meeting,

provides opportunities for professional

collaboration and for building esprit de

corps. In our firm we share news about

each other’s practice. We encourage

lawyers to come prepared to discuss a case

they are handling. We share ideas about

the pleadings, expert witnesses, settlement

values and other aspects of a litigation

practice. A younger lawyer gains credibility

when he or she advises there was a discus-

sion of the client’s case and consensus opin-

ion about the advice which is being given.

Included in the mix of meetings should be

a social event, at least annually, where all

employees of the firm are invited to attend

with their spouses or significant others and

with children and/or grandchildren.

9. A well-designed and funded 401(k)

program, along with other benefits,

such as health insurance, contribute to

a sense of security and well being among

everyone working at a law firm. It is

not enough, however, to simply have these

programs. Employees need to be educated

about their advantages and how they work.

Representatives of those programs are usually

glad to come for a meeting where those

benefits are explained. Remember, as new

employees come to the firm, these educa-

tional programs need to be repeated.

10.A good intra-firm training program

makes sense for a lot of reasons, includ-

ing the cohesive effect such programs

have on the satisfaction these employees

have working at the firm. We tend to

have these every other Wednesday as

a “Lunch and Learn” program. Everyone

contributes as a presenter from time to

time. Lawyers who come back from a

seminar are asked to share what they

learned with those who attend. We video

tape our Lunch and Learn programs for

the benefit of those who cannot attend

and those who join us in the future.

Firms that grow, prosper and stay

together do not do so by accident. It is

satisfying and rewarding when it does

happen. Being generous with your

partners and others with whom you work

helps a firm stay together. Also, it is

the right thing to do. As my 99-year-old

mother reminds me, “There are no

luggage racks on those hearses.”
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United States Firms

Alabama
Briskman & Binion, P.C.
205 Church Street
P.O. Box 43
Mobile, Alabama (AL) 36602
Contact: Mack Binion
Phone: 251.433.7600
Fax: 251.433.4485
www.briskman-binion.com

Christian & Small, LLP 
Financial Center, Suite 1800
505 North 20th Street
Birmingham, Alabama (AL) 35203
Contact: Duncan Y. Manley
Phone: 205.795.6588
Fax: 205.328.7234
www.csattorneys.com

Arizona
Burch & Cracchiolo, P.A.
702 East Osborn, Suite 200
Phoenix, Arizona (AZ) 85014
Contact: David M. Villadolid
Phone: 602.274.7611
Fax: 602.234.0341
www.bcattorneys.com

Cavett & Fulton, P.C.
6035 East Grant Road
Tucson, Arizona (AZ) 85712
Contact: Anne M. Fulton-Cavett
Phone: 520.733.0100
Fax: 520.733.1800
www.cavettandfulton.com

Arkansas
Atchley, Russell, Waldrop & Hlavinka, L.L.P.
1710 Moores Lane
P.O. Box 5517
Texarkana, Arkansas (AR) 75505
Contact: Jeffery C. Lewis
Phone: 903.792.8246
Fax: 903.792.5801
www.arwhlaw.com

California
Brydon Hugo & Parker 
135 Main Street, 20th Floor
San Francisco, California (CA) 94105
Contact: John R. Brydon
Phone: 415.808.0300
Fax: 415.808.0333
www.bhplaw.com

Cotkin & Collins, P.C.
300 South Grand Avenue, 24th Floor
Los Angeles, California (CA) 90071
Contact: Robert G. Wilson
Phone: 213.688.9350
Fax: 213.688.9351
www.cotkincollins.com

Ferris & Britton, A Professional Corporation 
401 West A Street, Suite 2550
San Diego, California (CA) 92101
Contact: Michael Weinstein
Phone: 619.233.3131
Fax: 619.232.9316
www.ferrisbritton.com

California, continued

Howarth & Smith 
523 West Sixth Street, Suite 728
Los Angeles, California (CA) 90014
Contact: Don Howarth
Phone: 213.955.9400
Fax: 213.622.0791
www.howarth-smith.com

Niesar Whyte & Vestal, LLP 
90 New Montgomery Street, Ninth Floor
San Francisco, California (CA) 94105
Contact: Gerald V. Niesar
Phone: 415.882.5300
Fax: 415.882.5400
www.nwvlaw.com

Neil, Dymott, Frank, McFall & Trexler APLC 
1010 Second Ave., Suite 2500
San Diego, California (CA) 92101
Contact: Hugh McCabe
Phone: 619.238.1712
Fax: 619.238.1562
www.neildymott.com

Quinlivan Wexler LLP 
6 Hutton Centre, Suite 1150
Santa Ana (Orange County), California (CA) 92707
Contact: Patrick “Rick” C. Quinlivan
Phone: 714.241.1919
Fax: 714.241.1199
www.qwllp.com

Reiner, Simpson & Slaughter, LLP 
2851 Park Marina Drive, Suite 200
Redding, California (CA) 96001
Contact: Russell Reiner
Phone: 530.241.1905
Fax: 530.241.0622
www.reinerinjurylaw.com
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California, continued

Robinson, Calcagnie & Robinson 
620 Newport Center Drive, 7th Floor
Newport Beach, California (CA) 92660
Contact: Mark P. Robinson, Jr.
Phone: 949.720.1288
Fax: 949.720.1292
www.orangecountylaw.com

Rutter Hobbs & Davidoff Incorporated 
1901 Avenue of the Stars, Suite 1700
Los Angeles, California (CA) 90067
Contact: Brian L. Davidoff
Phone: 310.286.1700
Fax: 310.286.1728
www.rutterhobbs.com

Colorado
John Gehlhausen, P.C.
22447 East Polk Drive
Aurora, Colorado (CO) 80016
Contact: John Gehlhausen
Phone: 719.336.9071
Fax: 719.336.9617
www.tractorlaw.com

Robinson Waters & O’Dorisio, P.C.
1099 18th Street, 26th Floor
Denver, Colorado (CO) 80202
Contact: John W. O’Dorisio, Jr.
Phone: 303.297.2600
Fax: 303.297.2750
www.rwolaw.com

Zupkus & Angell, P.C.
555 East 8th Avenue
Denver, Colorado (CO) 80203
Contact: Rick Angell
Phone: 303.894.8948
Fax: 303.894.0104
www.zalaw.com

Connecticut
Brody Wilkinson PC 
2507 Post Road
Southport, Connecticut (CT) 06890
Contact: Thomas J. Walsh, Jr.
Phone: 203.319.7100
Fax: 203.254.1772
www.brodywilk.com

Silvester & Daly 
118 Oak Street
Hartford, Connecticut (CT) 06106
Contact: Frank J. Szilagyi
Phone: 860.278.2650
Fax: 860.727.9243
www.silvester-daly.com

District of Columbia
The Law Offices of Stewart & Stewart 
2100 M Street, N.W., Suite 200
Washington, District of Columbia (DC) 20037
Contact: Terence P. Stewart
Phone: 202.785.4185
Fax: 202.466.1286
www.stewartlaw.com

Thompson O’Donnell, LLP 
1212 New York Avenue, N.W., Suite 1000
Washington, District of Columbia (DC) 20005
Contact: Matthew Carlson, Esq.
Phone: 202.289.1133
Fax: 202.289.0275
www.thompson-odonnell.com

Florida
Bivins & Hemenway, P. A.
1060 Bloomingdale Avenue
Valrico (Tampa / Brandon area), Florida (FL) 33596
Contact: Robert W. Bivins
Phone: 813.643.4900
Fax: 813.643.4904
www.bhpalaw.com

Brown, Garganese, Weiss & D’Agresta, P.A.
111 N. Orange Avenue, Suite 2000
P.O. Box 2873
Orlando, Florida (FL) 32802
Contact: Anthony A. Garganese
Phone: 407.425.9566
Fax: 407.425.9596
www.orlandolaw.net 

Diaz, Reus & Targ, LLP 
2600 Bank of America Tower
100 Southeast 2nd Street
Miami, Florida (FL) 33131
Contact: Michael Diaz, Jr.
Phone: 305.375.9220
Fax: 305.375.8050
www.diazreus.com

Edward M. Ricci, P.A.
515 N. Flagler Drive
Suite 400
West Palm Beach, Florida (FL) 33410
Contact: Edward Ricci
Phone: 561.842.2820
Fax: 561.844.6929
www.edriccilaw.com

Mateer & Harbert, PA 
Two Landmark Center, Suite 600
225 East Robinson Street
Orlando, Florida (FL) 32801
Contact: Kurt E. Thalwitzer
Phone: 407.425.9044
Fax: 407.423.2016
www.mateerharbert.com

Milton, Leach, Whitman, D’Andrea & Milton, P.A.
815 South Main Street, Suite 200
Jacksonville, Florida (FL) 32207
Contact: Joseph Milton / Joshua Whitman
Phone: 904.346.3800
Fax: 904.346.3692
www.miltonleach.com

Nicklaus & Associates, P.A.
4651 Ponce de Leon Boulevard
Suite 200
Coral Gables, Florida (FL) 33146
Contact: Edward R. Nicklaus
Phone: 305.460.9888
Fax: 305.460.9889
www.nicklauslaw.com

Ogden & Sullivan, P.A.
113 South Armenia Avenue
Tampa, Florida (FL) 33609
Contact: Tim V. Sullivan
Phone: 813.223.5111
Fax: 813.229.2336
www.ogdensullivan.com 

Phoenix Law PA
12800 University Drive, Suite 260
Fort Myers, Florida (FL)  33907
Contact: Charles PT Phoenix
Phone: 239.461.0101
Fax: 239.461.0083
www.corporationcounsel.com 

Florida, continued

Saalfield, Shad, Jay, Stokes & Inclan, P.A.
50 N. Laura St., Suite 2950
Jacksonville, Florida (FL) 32202
Contact: Harvey L. Jay, III
Phone: 904.355.4401
Fax: 904.355.3503

Georgia
Fain, Major & Brennan, P.C.
100 Glenridge Point Parkway, Suite 500
Atlanta, Georgia (GA) 30342
Contact: Thomas E. Brennan
Phone: 404.688.6633
Fax: 404.420.1544
www.fainmajor.com
Krevolin & Horst, LLC 
1201 West Peachtree Street, NW
One Atlantic Center, Suite 3250
Atlanta, Georgia (GA) 30309
Contact: Douglas P. Krevolin
Phone: 404.888.9700
Fax: 404.888.9577
www.khlawfirm.com

Hawaii
Roeca, Louie & Hiraoka 
900 Davies Pacific Center
841 Bishop Street
Honolulu, Hawaii (HI) 96813
Contact: Arthur F. Roeca
Phone: 808.538.7500
Fax: 808.521.9648
www.rlhlaw.com

Illinois
Defrees & Fiske LLC 
200 South Michigan Avenue, Suite 1100
Chicago, Illinois (IL) 60604
Contact: L. Judson Todhunter
Phone: 312.372.4000
Fax: 312.939.5617
www.defrees.com
Lane & Lane, LLC 
33 N. Dearborn St., Suite 2300
Chicago, Illinois (IL) 60602
Contact: Stephen I. Lane
Phone: 312.332.1400
Fax: 312.899.8003
www.lane-lane.com
Williams Montgomery & John Ltd.
Willis Tower
233 South Wacker Drive, Suite 6100
Chicago, Illinois (IL) 60606
Contact: Raymond Lyons, Jr.
Phone: 312.443.3200
Fax: 312.630.8500
www.willmont.com

Indiana
Ayres Carr & Sullivan, P.C.
251 East Ohio Street, Suite 500
Indianapolis, Indiana (IN) 46204
Contact: Bret S. Clement
Phone: 317.636.3471
Fax: 317.636.6575
Ball Eggleston, PC 
201 Main St., Suite 810
P.O. Box 1535
Lafayette, Indiana (IN) 47902
Contact: John K. McBride
Phone: 765.742.9046
Fax: 765.742.1966
www.ball-law.com
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Kentucky
Blackburn, Domene & Burchett PLLC 
614 W. Main Street, Suite 3000
Louisville, Kentucky (KY) 40202
Contact: David Domene
Phone: 502.584.1600
Fax: 502.584.9971
www.bhdlawky.com

Fowler Measle & Bell PLLC 
300 West Vine Street, Suite 600
Lexington, Kentucky (KY) 40507
Contact: John E. Hinkel, Jr.
Phone: 859.252.6700
Fax: 859.255.3735
www.fowlerlaw.com

Louisiana
Degan, Blanchard & Nash, PLC 
6421 Perkins Road
Building C, Suite B
Baton Rouge, Louisiana (LA) 70808
Contact: Sidney W. Degan, III
Phone: 225.610.1110
Fax: 225.610.1220
www.degan.com

Degan, Blanchard & Nash, PLC 
Texaco Center, Suite 2600
400 Poydras Street
New Orleans, Louisiana (LA) 70130
Contact: Sidney W. Degan, III
Phone: 504.529.3333
Fax: 504.529.3337
www.degan.com

Montgomery, Barnett, Brown, Read,
Hammond & Mintz, L.L.P.
140 Essen Centre
5353 Essen Lane
Baton Rouge, Louisiana (LA) 70809
Contact: John Y. Pearce
Phone: 225.329.2800
Fax: 225.329.2850
www.monbar.com

Montgomery, Barnett, Brown, Read,
Hammond & Mintz, L.L.P.
3300 Energy Centre
1100 Poydras Street, Suite 3300
New Orleans, Louisiana (LA) 70163
Contact: John Y. Pearce
Phone: 504.585.3200
Fax: 504.585.7688
www.monbar.com

Maine
The Bennett Law Firm, P.A.
121 Middle St., Suite 300
P.O. Box 7799
Portland, Maine (ME) 04112
Contact: Peter Bennett
Phone: 207.773.4775
Fax: 207.774.2366
www.thebennettlawfirm.com

Maryland
Dugan, Babij & Tolley, LLC 
1966 Greenspring Dr., Suite 500
Timonium, Maryland (MD) 21093
Contact: Henry E. Dugan, Jr.
Phone: 800.408.2080
Fax: 410.308.1742
www.medicalneg.com

Massachusetts
Rudolph Friedmann LLP 
92 State Street
Boston, Massachusetts (MA) 02109
Contact: James L. Rudolph
Phone: 617.723.7700
Fax: 617.227.0313
www.rflawyers.com

Zizik, Powers, O’Connell, Spaulding &
Lamontagne, P.C.
690 Canton Street, Suite 306
Westwood, Massachusetts (MA) 02090
Contact: David W. Zizik
Phone: 781.320.5400
Fax: 781.320.5444
www.zizikpowers.com

Michigan
Bos & Glazier, P.L.C.
990 Monroe Avenue NW
Grand Rapids, Michigan (MI) 49503
Contact: Carole D. Bos
Phone: 616.458.6814
Fax: 616.459.8614
www.bosglazier.com

Buchanan & Buchanan, PLC 
171 Monroe Ave., N.W., Suite 750
Grand Rapids, Michigan (MI) 49503
Contact: Robert J. Buchanan
Phone: 616.458.2464
Fax: 616.458.0608
www.buchananfirm.com

Calcutt Rogers & Boynton, PLLC 
109 E. Front Street, Suite 300
Traverse City, Michigan (MI) 49684
Contact: William B. Calcutt
Phone: 231.947.4000
Fax: 231.947.4341
www.crblawfirm.com

Cardelli, Lanfear & Buikema, P.C.
322 West Lincoln
Royal Oak, Michigan (MI) 48067
Contact: Thomas G. Cardelli
Phone: 248.544.1100
Fax: 248.544.1191
www.cardellilaw.com

Demorest Law Firm, PLLC 
555 S. Old Woodward Ave., Suite 21U
Birmingham, Michigan (MI) 48009
Contact: Mark S. Demorest
Phone: 248.723.5500
Fax: 248.723.5588
www.demolaw.net

Demorest Law Firm, PLLC 
1537 Monroe St., Suite 300
Dearborn, Michigan (MI) 48124
Contact: Mark Demorest
Phone: 313.278.5291
Fax: 248.723.5588
www.demolaw.net

McKeen & Associates, P.C.
645 Griswold Street, 42nd Floor
Detroit, Michigan (MI) 48226
Contact: Brian J. McKeen
Phone: 313.961.4400
Fax: 313.961.5985
www.mckeenassociates.com

Minnesota
Johnson & Condon, P.A.
7401 Metro Boulevard, Suite 600
Minneapolis, Minnesota (MN) 55439
Contact: Dale O. Thornsjo
Phone: 952.831.6544
Fax: 952.831.1869
www.johnson-condon.com

Krass Monroe, P.A.
8000 Norman Center Drive, Suite 1000
Minneapolis, Minnesota (MN) 55437
Contact: John E. Berg
Phone: 952.885.5999
Fax: 952.885.5969
www.krassmonroe.com

Mississippi
Currie Johnson Griffin Gaines & Myers, P.A.
1044 River Oaks Drive
Jackson, Mississippi (MS) 39232
Contact: Edward J. Currie, Jr.
Phone: 601.969.1010
Fax: 601.969.5120
www.curriejohnson.com

Dukes, Dukes, Keating & Faneca, P.A.
2909 13th Street, Sixth Floor
Gulfport, Mississippi (MS) 39501
Contact: W. Edward Hatten, Jr.
Phone: 228.868.1111
Fax: 228.863.2886
www.ddkf.com

Merkel & Cocke 
30 Delta Avenue
Clarksdale, Mississippi (MS) 38614
Contact: Ted Connell
Phone: 662.627.9641
Fax: 662.627.3592
www.merkel-cocke.com

Missouri
Foland, Wickens, Eisfelder, Roper & Hofer, P.C.
911 Main Street
Commerce Tower, 30th Floor
Kansas City, Missouri (MO) 64105
Contact: Clay Crawford / Scott Hofer
Phone: 816.472.7474
Fax: 816.472.6262
www.fwpclaw.com

Gray, Ritter & Graham, P.C.
701 Market Street, 8th Floor
St. Louis, Missouri (MO) 63101
Contact: Patrick J. Hagerty
Phone: 314.241.5620
Fax: 314.241.4140
www.grgpc.com

Rosenblum, Goldenhersh, Silverstein & Zafft, P.C.
7733 Forsyth Boulevard, Fourth Floor
St. Louis, Missouri (MO) 63105
Contact: Carl C. Lang
Phone: 314.726.6868
Fax: 314.726.6786
www.rgsz.com

Wuestling & James, L.C.
The Laclede Gas Building
720 Olive St., Ste. 2020
St. Louis, Missouri (MO) 63101
Contact: Richard C. Wuestling
Phone: 314.421.6500
Fax: 314.421.5556
www.wuestlingandjames.com
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Nebraska
Gast & McClellan 
Historic Reed Residence
503 South 36th Street
Omaha, Nebraska (NE) 68105
Contact: William E. Gast
Phone: 402.343.1300
Fax: 402.343.1313
www.gastlawfirm.com

Nevada
Barron & Pruitt, LLP 
3890 West Ann Road
North Las Vegas, Nevada (NV) 89031
Contact: David L. Barron / Bill Pruitt
Phone: 702.870.3940
Fax: 702.870.3950
www.barronpruitt.com

The Galliher Law Firm 
1850 E. Sahara Avenue, Suite 107
Las Vegas, Nevada (NV) 89104
Contact: Keith E. Galliher, Jr.
Phone: 702.735.0049
Fax: 702.735.0204
www.galliher-law.com

Laxalt & Nomura, LTD 
9600 Gateway Drive
Reno, Nevada (NV) 89521
Contact: Robert A. Dotson
Phone: 775.322.1170
Fax: 775.322.1865
www.laxalt-nomura.com

New Jersey
Lesnevich & Marzano-Lesnevich, LLC 
Court Plaza South, Suite 250
21 Main Street., West Wing
Hackensack, New Jersey (NJ) 07601
Contact: Walter A. Lesnevich
Phone: 201.488.1161
Fax: 201.488.1162
www.lmllawyers.com

Mandelbaum, Salsburg, Gold,
Lazris & Discenza P.C.
155 Prospect Avenue
West Orange, New Jersey (NJ) 07052
Contact: Stuart Gold
Phone: 973.736.4600
Fax: 973.325.7467
www.mandelbaumsalsburg.com

Thomas Paschos & Associates, P.C.
30 North Haddon Avenue, Suite 200
Haddonfield, New Jersey (NJ) 08033
Contact: Thomas Paschos
Phone: 856.354.1900
Fax: 856.354.6040
www.paschoslaw.com

New York
Boylan, Brown, Code, Vigdor & Wilson, LLP 
2400 Chase Square
Rochester, New York (NY) 14604
Contact: Robert E. Brown
Phone: 585.232.5300
Fax: 585.232.3528
www.boylanbrown.com

New York, continued

Coughlin & Gerhart, LLP 
19 Chenango Street
Binghamton, New York (NY) 13902
Contact: James P. O’Brien
Phone: 607.723.9511
Fax: 607.723.1530
www.cglawoffices.com

Faraci Lange, LLP 
2 State Street
Crossroads Bldg., Fourth Floor
Rochester, New York (NY) 14614
Contact: Matthew Belanger
Phone: 585.325.5150
Fax: 585.325.3285
www.faraci.com

Ganfer & Shore, LLP 
360 Lexington Avenue
New York, New York (NY) 10017
Contact: Allen L. Finkelstein
Phone: 212.922.9250
Fax: 212.922.9335
www.ganferandshore.com

Lewis Johs Avallone Aviles L.L.P.
30 Vesey Street 8th Floor
(northeast corner of Church and Vesey Streets)
New York, New York (NY) 10007
Contact: Frederick C. Johs
Phone: 631.755.0101
Fax: 631.755.0117
www.lewisjohs.com

North Carolina
Horack, Talley, Pharr & Lowndes, P.A.
2600 One Wachovia Center
301 South College Street
Charlotte, North Carolina (NC) 28202
Contact: Clayton S. "Smithy" Curry, Jr.
Phone: 704.377.2500
Fax: 704.372.2619
www.horacktalley.com

Richard L. Robertson & Associates, P.A.
2730 East W.T. Harris Boulevard, Suite 101
Charlotte, North Carolina (NC) 28213
Contact: Richard L. Robertson
Phone: 704.597.5774
Fax: 704.599.5603
www.rlrobertson.com

Teague Campbell Dennis & Gorham, L.L.P.
4800 Six Forks Road, Suite 300
Raleigh, North Carolina (NC) 27609
Contact: George W. Dennis, III
Phone: 919.873.0166
Fax: 919.873.1814
www.tcdg.com

Ohio
Lane, Alton & Horst LLC 
Two Miranova Place, Suite 500
Columbus, Ohio (OH) 43215
Contact: Joseph A. Gerling
Phone: 614.228.6885
Fax: 614.228.0146
www.lanealton.com

Ohio, continued

Lowe Eklund Wakefield & Mulvihill Co., LPA 
1660 West Second Street
610 Skylight Office Tower
Cleveland, Ohio (OH) 44113
Contact: Mark L. Wakefield
Phone: 216.781.2600
Fax: 216.781.2610
www.lewm.com

Norchi Forbes, LLC 
Commerce Park IV
23240 Chagrin Blvd., Suite 600
Cleveland, Ohio (OH) 44122
Contact: Kevin M. Norchi
Phone: 216.514.9500
Fax: 216.514.4304
www.norchilaw.com

Perantinides & Nolan Co., L.P.A.
300 Courtyard Square
80 S. Summit
Akron, Ohio (OH) 44308
Contact: Paul G. Perantinides
Phone: 330.253.5454
Fax: 330.253.6524
www.perantinides.com

Schneider, Smeltz, Ranney & LaFond P.L.L.
1111 Superior Avenue, Suite 1000
Eaton Center Building
Cleveland, Ohio (OH) 44114
Contact: James D. Vail
Phone: 216.696.4200
Fax: 216.696.7303
www.ssrl.com

Oklahoma
Fogg Law Firm 
421 S. Rock Island
El Reno, Oklahoma (OK) 73036
Contact: Richard Fogg
Phone: 405.262.3502
Fax: 405.295.1536
www.fogglawfirm.com

The Handley Law Center 
111 South Rock Island, P.O. Box 310
El Reno, Oklahoma (OK) 73036
Contact: Fletcher D. Handley Jr.
Phone: 405.295.1924
Fax: 405.262.3531
www.handleylaw.com

James, Potts and Wulfers, Inc.
2600 Mid-Continent Tower
401 South Boston Avenue
Tulsa, Oklahoma (OK) 74103
Contact: David Wulfers
Phone: 918.584.0881
Fax: 918.584.4521
www.jpwlaw.com

Smiling, Miller & Vaughn P.A.
9175 South Yale Avenue, Suite 150
Tulsa, Oklahoma (OK) 74137
Contact: A. Mark Smiling
Phone: 918.477.7500
Fax: 918.477.7510
www.smilinglaw.com
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Oregon
Gordon & Polscer, L.L.C.
9755 S.W. Barnes Rd., Suite 650
Portland, Oregon (OR) 97225
Contact: Thomas A. Gordon
Phone: 503.242.2922
Fax: 503.242.1264
www.gordon-polscer.com

Haglund Kelley Horngren Jones & Wilder, LLP 
101 SW Main, Suite 1800
Portland, Oregon (OR) 97204
Contact: Michael E. Haglund
Phone: 503.225.0777
Fax: 503.225.1257
www.hk-law.com

Pennsylvania
Mellon Webster & Shelly 
87 North Broad Street
Doylestown, Pennsylvania (PA) 18901
Contact: Steve Corr
Phone: 215.348.7700
Fax: 215.348.0171
www.mellonwebster.com

Picadio Sneath Miller & Norton, P.C.
4710 U.S. Steel Tower
600 Grant Street
Pittsburgh, Pennsylvania (PA) 15219
Contact: Alan S. Miller
Phone: 412.288.4000
Fax: 412.288.2405
www.psmn.com 

Rothman Gordon 
Third Floor, Grant Building
310 Grant Street
Pittsburgh, Pennsylvania (PA) 15219
Contact: William E. Lestitian
Phone: 412.338.1100
Fax: 412.281.7304
www.rothmangordon.com

South Carolina
Collins & Lacy, P.C.
1330 Lady Street, Suite 601
Columbia, South Carolina (SC) 29201
Contact: Gray T. Culbreath
Phone: 803.256.2660
Fax: 803.771.4484
www.collinsandlacy.com

Roe Cassidy Coates & Price, P.A.
1052 North Church Street (Office Zip Code 29601)
P.O. Box 10529
Greenville, South Carolina (SC) 29603
Contact: Carroll H. “Pete” Roe, Jr.
Phone: 864.349.2600
Fax: 864.349.0303
www.roecassidy.com

Rosen, Rosen & Hagood, LLC 
134 Meeting Street, Suite 200
P.O. Box 893
Charleston, South Carolina (SC) 29401
Contact: Alice F. Paylor
Phone: 843.577.6726
Fax: 843.724.8036
www.rrhlawfirm.com

South Dakota
May & Johnson, P.C.
6805 South Minnesota Avenue, Suite 100
P.O. Box 88738
Sioux Falls, South Dakota (SD) 57109
Contact: Mark J. Arndt
Phone: 605.336.2565
Fax: 605.336.2604
www.mayjohnson.com

Tennessee
Gilreath & Associates 
550 Main Avenue, Suite 600
P.O. Box 1270
Knoxville, Tennessee (TN) 37901
Contact: Sidney W. Gilreath
Phone: 865.637.2442
Fax: 865.971.4116
www.sidgilreath.com

Kennerly, Montgomery & Finley, P.C.
550 Main Street
Knoxville, Tennessee (TN) 37901
Contact: Jack Tallent, II
Phone: 865.546.7311
Fax: 865.524.1773
www.kmfpc.com

Spicer Rudstrom, PLLC 
175 Toyota Plaza, Suite 800
Memphis, Tennessee (TN) 38103
Contact: Betty Ann Milligan
Phone: 901.523.1333
Fax: 901.526.0213
www.spicerfirm.com

Spicer Rudstrom, PLLC 
414 Union Street, Bank of America Tower,
Suite 1700
Nashville, Tennessee (TN) 37219
Contact: Marc O. Dedman
Phone: 615.259.9080
Fax: 615.259.1522 
www.spicerfirm.com

Texas
Atchley, Russell, Waldrop & Hlavinka, L.L.P.
1710 Moores Lane
P.O. Box 5517
Texarkana, Texas (TX) 75505
Contact: Jeffery C. Lewis
Phone: 903.792.8246
Fax: 903.792.5801
www.arwhlaw.com

Branscomb, PC 
802 N. Carancahua, Suite 1900
Corpus Christi, Texas (TX) 78470
Contact: James H. Robichaux
Phone: 361.888.9261
Fax: 361.888.8504
www.branscombpc.com

Clark & Milby PLLC 
1401 Elm Street, Suite 3404
Dallas, Texas (TX) 75202
Contact: Steven E. Clark
Phone: 214.220.1210
Fax: 214.220.1218
www.camfirm.com

Texas, continued

Donato Minx Brown & Pool, P.C.
3200 Southwest Freeway, Suite 2300
Houston, Texas (TX) 77027
Contact: Robert D. Brown
Phone: 713.877.1112
Fax: 713.877.1138
www.donatominxbrown.com

Downs • Stanford, P.C.
2001 Bryan Street, Suite 4000
Dallas, Texas (TX) 75201
Contact: Jay R. Downs
Phone: 214.748.7900
Fax: 214.748.4530
www.downsstanford.com

Downs • Stanford, P.C.
4425 S. Mopac, Bldg. 111, Suite 500
Austin, Texas (TX) 78735
Contact: Timothy U. Stanford
Phone: 512.891.7771
Fax: 512.891.7772
www.downsstanford.com

The Talaska Law Firm, PLLC 
1415 North Loop West, Suite 200
Houston, Texas (TX) 77008
Contact: Robert Talaska
Phone: 713.869.1240
Fax: 713.869.1465
www.talaskalawfirm.com

Thornton, Biechlin, Segrato,
Reynolds & Guerra, L.C.
100 N.E. Loop, 410 – Fifth Floor
San Antonio, Texas (TX) 78216
Contact: Richard J. Reynolds, III
Phone: 210.342.5555
Fax: 210.525.0666
www.thorntonfirm.com

Thornton, Biechlin, Segrato,
Reynolds & Guerra, L.C.
418 East Dove Avenue
McAllen, Texas (TX) 78504
Contact: Tim K. Singley
Phone: 956.630.3080
Fax: 956.630.0189
www.thorntonfirm.com

Utah
Winder & Counsel, P.C.
175 West 200 South, Suite 4000
P.O. Box 2668
Salt Lake City, Utah (UT) 84110
Contact: Donald J. Winder
Phone: 801.322.2222
Fax: 801.322.2282
www.windercounsel.com

Virginia
Goodman Allen & Filetti, PLLC 
4501 Highwoods Parkway
Suite 210
Glen Allen, Virginia (VA) 23060
Contact: Charles M. Allen
Phone: 804.346.0600
Fax: 804.346.5954
www.goodmanallen.com
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Virginia, continued

Frith Anderson & Peake, PC 
29 Franklin Road SW
Roanoke, Virginia (VA) 24011
Contact: Phillip V. Anderson
Phone: 540.772.4600
Fax: 540.772.9167
www.faplawfirm.com

Shapiro, Cooper, Lewis & Appleton, P.C.
1294 Diamond Springs Rd.
Virginia Beach, Virginia (VA) 23455
Contact: James C. Lewis
Phone: 800.752.0042
Fax: 757.460.3428
www.hsinjurylaw.com

Washington
Beresford Booth PLLC 
1420 5th Avenue, Suite 2200
Seattle, Washington (WA) 98101
Contact: David C. Tingstad
Phone: 425.776.4100
Fax: 425.776.1700
www.beresfordlaw.com

Johnson, Graffe, Keay, Moniz & Wick, LLP 
2115 N. 30th Street, Suite 101
Tacoma, Washington (WA) 98403-1767
Contact: A. Clarke Johnson
Phone: 253.572.5323
Fax: 253.572.5413
www.jgkmw.com

Johnson, Graffe, Keay, Moniz & Wick, LLP 
925 Fourth Avenue, Suite 2300
Seattle, Washington (WA) 98104-1158
Contact: John C. Graffe, Jr.
Phone: 206.223.4770
Fax: 206.386.7344
www.jgkmw.com

West Virginia
The Masters Law Firm L.C.
181 Summers Street
Charleston, West Virginia (WV) 25301
Contact: Marvin W. Masters
Phone: 800.342.3106
Fax: 304.342.3189
www.themasterslawfirm.com

McNeer, Highland, McMunn and Varner, L.C.
BB&T Bank Building, 400 W. Main St.
P.O. Drawer 2040
Clarksburg, West Virginia (WV) 26302-2040
Contact: James A. Varner
Phone: 304.626.1100
Fax: 304.623.3035
www.wvlawyers.com

Wisconsin
Kohner, Mann & Kailas, S.C.
Washington Building, Barnabas Business Center
4650 N. Port Washington Road
Milwaukee, Wisconsin (WI) 53212
Contacts: Steve Kailas / Stephen D.R. Taylor
Phone: 414.962.5110
Fax: 414.962.8725
www.kmksc.com

Canadian Firms

Ontario, Canada
Houser, Henry & Syron LLP 
2000 – 145 King Street West
Toronto, Ontario M5H 2B6
Canada
Contact: Michael R. Henry
Phone: 416.362.3411
Fax: 416.362.3757
www.houserhenry.com

Quebec, Canada
Colby, Monet, Demers, Delage & Crevier, L.L.P.
Tour McGill College
1501 McGill College Avenue, Suite 2900
Montreal Quebec  H3A 3M8
Contact: David Crevier
Phone: 514.284.3663
Fax: 514.284.1961
www.colby-monet.com

European Firm

England
Ford & Warren 
Westgate Point
Westgate
Leeds West Yorkshire LS1 2AX
England
Contact: Peter McWilliams
Phone: +44 (0)113.243.6601
Fax: +44 (0)113.242.0905
www.forwarn.com

2010 Calendar of Events
January 12, 2010 - BCI Winter Conference

The Aria Resort
Las Vegas, Nevada

The 2010 Business/Corporate/International (BCI) Practice Group Winter Conference will be held in
conjunction with the 2010 Alliance of Merger & Acquisions Advisors (AM&AA) Winter Conference.

January 12-14, 2010 - AM&AA Winter Conference

The Aria Resort
Las Vegas, Nevada

Primerus will exhibit at the Alliance of Merger & Acquisition Advisors (AM&AA) Winter Conference,
held in conjunction with the 2010 BCI Practice Group Winter Conference.

January 14-15, 2010 - PDI Transportation Seminar

The Aria Resort
Las Vegas, Nevada

The Primerus Defense Institute (PDI) will be holding its second annual Transportation Seminar.

February 25-28, 2010 - PC Winter Conference

The Westin Key West
Key West, Florida

The Plaintiff Consumer (PC) Practice Group will hold its annual meeting in Key West, Florida,
with Eric Oliver, MetaSystems Inc., as the keynote speaker. Eric is a nationally renowned speaker
who regularly presents at American Association for Justice (AAJ) events.

April 22-25, 2010 - PDI Convocation

The Boulders Resort
Scottsdale, Arizona

The Primerus Defense Institute (PDI) will hold its annual Convocation at The Boulders Resort 
in Scottsdale, Arizona.

October 14-16, 2010 – Primerus Annual Conference

Villagio Inn & Spa
Yountville, California

The Primerus Annual Conference provides members the opportunity to create new friendships,
network with peers and learn valuable practice management tools. Please plan now to join us.
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Managing a law firm has often been com-

pared to “herding cats.” Most managing

partners would likely agree. Attorneys

by nature tend to be independent and

strong-willed, and resist being told what

to do or how to conform. But in these

challenging economic times, the differ-

ence between a successful law firm and

a defunct one is often the effectiveness

of its management.

One of the Six Pillars of Primerus is

“excellent work product,” so lawyers in

Primerus law firms are by definition

excellent attorneys. However, the talents

that make us excellent attorneys are not

the same skills required of an excellent

manager, and few of us receive any

training in management in law school

or otherwise. Although some firms have

turned to professional non-attorney

managers, for small to mid-sized firms

like Primerus law firms, this is not

always a reasonable option.

The structure of management at law

firms also varies. Traditionally, many

firms have been managed by partnership

consensus, but this kind of democratic

structure can become unwieldy as a firm

grows, and even in a smaller firm may

not provide the nimbleness required by

today’s economic climate. The task of

management is more often centralized

with a managing partner or management

committee, who are delegated varying

degrees of authority. 

What kind of person makes a good

managing partner or management committee

member?  At many firms, the management

role falls by default to a founding partner

or a significant rainmaker or whoever

objects least to having to do it. However,

the strongest management teams will

embody vision and good judgment, the

ability to make and implement strategies

consistent with the firm’s vision, and the

leadership to garner the respect and

support of the remaining partners.

More and more firms are taking advan-

tage of professional leadership training and

executive coaching to support their current

management team and groom future firm

leaders. Individuals who have an aptitude

and willingness to manage are identified,

and the firm hires a professional to provide

leadership training and coaching. Although

not inexpensive, the failure to properly

support and develop current and future

management can be very costly.

Finally, the non-managing partners

must be willing to cede some measure of

their independence to be collaborative

and supportive of management. The “cats”

need to allow themselves to be herded!  

I would strongly encourage everyone

to “join the herd” of Primerus attorneys

headed to The Greenbrier in West Virginia

for this year’s Annual Conference,

October 22-24. We have a very exciting

program planned, including presentations

by Bob Weiss on getting paying work from

marketing activities, the lessons to be

learned from a recent national marketing

effectiveness survey and social media

marketing (tweet lately?). 

In addition, the BCI Practice Group

will be discussing how we can more effec-

tively collaborate with other Primerus

firms to handle large client matters. We

will have a session allowing Primerus

members to inform us regarding unique

practice areas that can service other

Primerus firms and their clients. We will

also be updating our members regarding

our latest initiatives, including our conflicts

counsel initiative, and the planning of a

client networking event.

The Annual Conference promises to

be both informative and fun, with plenty

of opportunities to establish and renew

valuable connections with fellow Primerus

attorneys. I always leave with renewed

enthusiasm for the practice of law.

Hope to see you there!

Susan Schultz Laluk
BCI Practice Group Chair

Contact Information:

Susan Schultz Laluk

Boylan, Brown, Code, Vigdor & Wilson, LLP

2400 Chase Square

Rochester, New York 14604

585.232.5300 Phone

585.232.3528 Fax

slaluk@boylanbrown.com

www.boylanbrown.com
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There are many reasons law firms should

focus on creating an atmosphere that

facilitates attorneys working together over

a long period of time. Working to minimize

turnover will not only help your firm in

the long run, it will also go a long way

in cementing client relationships.

Establish a Firm Culture: Who are

you? Law firms need to create a personality.

Judges and lawyers from the community

should know your firm’s reputation. When

partners get along, and associates want

to stay, you are on the right track to

achieving stable longevity as a firm. 

Keeping It Together: For many firms,

creating a culture is simply not enough.

Oftentimes firms engage in activities that

foster the development of associates and

staff and make people feel “we are all in

this together.” One method of accomplishing

this is to have periodic meetings with all

attorneys in the firm and/or smaller team

meetings including support staff. Outside

social activities can also contribute to

keeping attorneys and staff together. The

development of both professional and

personal relationships can go a long way in

making people happy to come to work. 

Associate Hiring/Retention: Many

firms are pressed for time and don’t spend

enough quality time on the hiring process.

This is a big mistake. When hiring associ-

ates, you need to spend time not only

evaluating the ability of the associate but

also their personality. Is this the type of

person who will fit into the “firm culture?”

Is this the type of person you could poten-

tially see as a partner sometime down the

road? Can this person be a “salesman”

and help market our firm?

Retaining associates has historically

been a difficult task for many firms.

Despite impressions to the contrary, many

studies show lawyers are inclined to accept

less pay if they enjoy coming to work

everyday. New associates need to be

mentored and given opportunities to grow.

Simply giving associates “assignments”

will not facilitate this process. Law firms

should strive to give associates as much

responsibility as possible. This gives

associates a quicker view of the “big

picture,” which contributes to making

them a better attorney. Evaluating associ-

ates on an annual basis and letting them

know where they stand is also key to their

happiness and yours. Trying to get them

into trial (second chair or otherwise) can

also go a long way in keeping associates

happy. Law firms need to create an envi-

ronment where associates want to put

down their roots and hope someday to

become a partner.

Marketing: All partners and associates

should be required to be involved in some

form of marketing. Recognize that the

type of work an associate may bring in is

different from that of a partner. Be open

to developing other areas of practice.

Individual marketing plans should be

Hugh McCabe
PDI Chair

Contact Information:

Hugh A. McCabe

Neil, Dymott, Frank, McFall & Trexler APLC

1010 Second Avenue

Suite 2500

San Diego, California 92101-4959

619.238.1712 Phone

619.238.1562 Fax

hmccabe@neildymott.com

www.neildymott.com

created setting out expectations. Firms

should strive to provide the tools and

ideas to maximize the success of each

attorney. When associates bring in

business, the firm wins too.

Creating a firm culture and retaining

associates can be difficult but is often

crucial to your success. This is my first

column as Chair of the PDI. I look

forward to serving in this capacity and

to helping contribute to your experience

with Primerus. I hope you can join me

at the PDI Transportation Seminar January

14-15, 2010, at The Aria Resort in Las

Vegas. Please also plan to attend the

PDI Convocation April 22-25, 2010, at

The Boulders Resort in Scottsdale, Arizona.

I look forward to seeing you there!
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There is little doubt that the economic

problems in our country today are the

worst in decades. Some historians already

are characterizing this period as “The

Great Recession.” I have been practicing

as a consumer trial attorney in South

Florida for over 35 years. Ever since the

early 80s, I have been hearing the pundits

shout “the sky is falling, the sky is

falling!” if trial attorneys and the tort

system are not reeled in. Rarely did a

month go by that someone in Washington

did not warn of the collapse of our

economy because of “frivolous lawsuits”

and million dollar jury verdicts.

It is interesting to note, however,

that in the greatest economic collapse in

the last 75 years, no one has attributed a

single cause to the tort system or to trial

lawyers. Pursuing claims for consumers is

about justice. It requires experience and

courage. It’s about facing long odds and

prevailing. It’s about doing what is right.

Justice is about opposing those whose

errors or negligence harm the innocent. 

Safety and justice are every con-

sumer’s right and our job is to steer our

efforts on behalf of our clients, now more

than ever. Ben Franklin phrased it well

when he said, “We must hang together...

or else, we shall most assuredly hang

separately.”

Primerus was created to uphold the

ideals of our profession by seeking only

the very best attorneys and law firms for

membership. Equally important, Primerus

members collaborate to identify strategies

for success in an increasingly challenging

marketplace for small and medium-sized

firms. The Primerus Plaintiff Consumer

practice group has been described by

members as a “place where I belong.” It

is most certainly where excellent, like-

minded attorneys come together to meet

the challenges of managing their practices

and providing justice for our clients. 

I hope to see each of you at the

upcoming Plaintiff Consumer Winter

Conference, scheduled February 25-28,

2010, in Key West, Florida. Eric Oliver

of MetaSystems Inc. will be our keynote

speaker and facilitate a lively case

evaluation discussion. Eric is a nationally

renowned speaker who regularly presents at

the American Association for Justice.

Edward Ricci 
PC Practice Group Chair

Contact Information:

Edward Ricci

515 N. Flagler Drive, Suite 400

West Palm Beach, Florida 33410

561.842.2820 Phone

561.844.6929 Fax

edricci@edriccilaw.com

www.edriccilaw.com
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For 40 years Mandelbaum Salsburg has supported
the Mental Health Association of Essex County, Inc. 
For 40 years, attorneys from Primerus
member firm Mandelbaum Salsburg have
supported the Mental Health Association 
of Essex County, Inc. (MHAEC) located
in Montclair, New Jersey. 

Currently, Craig Alexander, a member of
the firm, serves on its Board of Directors
and has been appointed Vice President for
the 2009-2010 term. 

“Our firm is about to celebrate its
80th anniversary, and the firm has always
been located in Essex County. So we have
very deep roots within the community,”
Alexander said. “This organization provides
services to the mentally ill and their

families within Essex County, so it’s a natural
fit to help people within our community.”

The firm was honored for its long-standing
service to the MHAEC at its annual gala on
May 27, which raised $120,000 for the
organization. The MHAEC was founded in
1950 and provides a broad range of services
for individuals and their families living with
mental illness. The group also serves as an

advocate for the mental health community,
promoting legislation, seeking funding and
advancing the cause of improved care and
treatment for mental illness.

Alexander finds it rewarding to meet the
families who receive services from  the
MHAEC. “You see how it helps and makes
a difference in their lives,” he said.

At Mandelbaum Salsburg, attorneys
are encouraged to pursue pro bono and
community service work based on their
personal passions. “Our firm culture is that
you should enjoy your work and you should
enjoy your charitable activities,” Alexander
said. “So we have said pick something that
you believe in and we will support you.”

As a result, the firm has attorneys
making an impact in many different areas,
including cancer support groups, religious
organizations, local school boards, the
American Red Cross and the YMCA. 

Last April, more than 30 firm employees
and their friends and family members
participated in the Susan G. Komen Race
for the Cure, raising approximately $2,000.
The Mandelbaum Salsburg team, along
with over 10,000 community participants,
ran or walked 3.1 miles to support the
cause. Mandelbaum Salsburg is a Primerus
business law firm located in West Orange,
New Jersey. 

“Our firm is about to celebrate its 80th anniversary, 

and the firm has always been located in Essex County. 

So we have very deep roots within the community.”

Members of Mandelbaum Salsburg 

law firm gather with dignitaries at the

Mental Health Association of Essex

County, Inc. gala. From left are Richard

Salsburg, State Sentator Richard J.

Codey, Barry Mandelbaum, Essex County

Sheriff Armando Fontoura and MHA

Executive Director Robert Davidson.


