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How ToBTIMM (Beat ‘em)

Imagine getting $2.64 in profits per attorney for every dollar other firmsget. BTI’sbrand new
unprecedented research showsthat best performing law firmsget $2.64 for every dollar in profits
per attorney at other law firms. Thesebest performing law firmsleveragethe power of the 12
marketing practicesthat drive superior performance.

BTI presentsour exclusive, groundbreaking research that i solatesthe 12 power marketing prac-
ticesthat are proven to havethe greatest ongoing impact on law firm growth, profits per attorney
and long-term success. Based on an unprecedented analysisof over 160 distinct marketing
practicesand over 250individual law firms, BT developed BTl Maximum Marketing, the
ultimateguideto law firm marketing practicesthat pack apunch.

BTl Maximum Mar keting isabenchmark-driven model that providesyouwith al of thetools
you need to:

Turn every $1.00 increasein marketing budget per attorney (within the optimal
range) into $3.74 in profits per attorney

» Measureand track client retention for a$22,160 bump in profits per attorney

» Implement changestied to client feedback to yield a$59,450 hikein profits per
attorney

» Securea$76,090increasein profits per attorney with the designation of asingle
individual accountable for client service performance

Multiply Your Firm's Profits per Attorney by 2.64

BTl MaximumMar keting showsyou how you can take thereignsand drive your law firm’'s
success. Based on 25 yearsof experience, interviewswith over 1,000 corporate counsel and
research with over 250 law firms, BT| devel oped BTI Maximum Mar keting to help you guide
your law firmto superior financia rewards and pacesetting performance.

12 Power Marketing Practices that Pay

The 12 power marketing practicesthat define BTI Maximum Mar keting have the muscleto
multiply your law firm's profits per atorney by 2.64. Imaginegenerating an additional $59,450in
profits per attorney by making specific changestied to client feedback. BTI MaximumMar ket-
ing delineatestheimpact that thisand each of the 12 power marketing practi ces can have on your
law firm’sbottomline. BTI Maximum Mar keting lays out the path to ongoing success.
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Key Maximum Marketing Must-Haves
Discover proven best practicesinthe 12 power marketing practicesthat pay, including:

1. Accountability
35.4% of your marketing ROI comesfrom singular accountability - that is, having a
singleindividual responsible - and accountable - for delivering measurableresults

2. Specific change- Specific client feedback
Law firmswho make changes specifically tied to client feedback enjoy 2.7
times the payback than those who do not

3. Theright budget
8.3% of law firmsoverspend on their marketing budgets, 82.6% of law firmsunder
commit - see how much the superior performers spend

4. A formal, written strategy
Onitsown astrategy won't cut it, but without one your marketing effortswill be DOA

5. Client retention rate
Law firmswho actively track and measure client retention boost profits per attorney
by more than 12%

Are You a Dabbler or a Pacesetter?

Benchmark Your Law Firm's Performance

BTl Maximum Marketing pinpointshow law firmsfarein the 12 power marketing practicesthat
drive pacesetting performance. Our analysisdelineates 7 typesof law firms, each withtheir own
performance and set of marketing activities. Usethisexclusivetool to benchmark your firm’s
performance and demarcate the roadmap to superior performance. Discover which typeof law
firmyouareand what it takesto driveyour firmto thenext level. :

Nomad

Dabbler

Task Master

Pacesetting Performer

... or one of 3 other categories?

© The BTI Consulting Group, Inc. 2004 All rights reserved BTl Maximum Marketing for Law Firms:
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Key Operational Benchmarks Target Mar keting Resources

BTl MaximumMarketing a so includeskey primary benchmarksthat help you toimprove
performance and boost effectiveness of your marketing programs. Target marketing activitiesfor
the best return oninvestment using these key benchmarks:

* Marketing spending
°  Per attorney
¢ Per partner
Staffing in the marketing department
Clientdistributionand size
Trendsinclient billings
Marketing budgets as apercent of revenue

Full, Unlimited Telephone Support

Each and every BTI report comeswith unlimited tel ephone support. Weencourageadiaogue
withal our clients, and are dedi cated to hel ping them get maximum benefit from thisreport.
Please call Michael Rynowecer, President at (617) 439-0333 or send an email to
mrynowecer @bticonsulting.com. Youwill find usresponsive, hel pful and to the point.
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The 12 Power Marketing Practices for Pacesetting Performance

BesT-IN-CLASs L aw Firvs Engoy $2.64 IN PROFITS PER ATTORNEY

Tap the 12 Power Marketing Practices that Pay

Imagine getting $2.64 in profits per attorney for every dollar other firmsget. BTI’sbrand new,
unprecedented research showsthat best performing law firmsget $2.64 for every dollar in profits

per attorney at other law firms. These best performing law firmsleverage the power of the 12
marketing practicesthat drive superior performance.

BTl Maximum MARKETING—BTIMM (BEAT-"EM)

Thetypical law firm engagesin at least 160 different interrel ated and interdependent marketing processes. BTI analyzed
each and every one. Thisinnovative, comprehensiveanaysisisolatesthe 12 power marketing practicesthat givelaw firms

more bang for thebuck. $2.64 for each buck at an averagelaw firm. These 12 powerful practicesform the backbone of BTI
Maximum Marketing —BTIMM.

$2.64

SUPERIOR PERFORMANCE — FINANCIAL AND OTHERWISE
Delineate exactly whereyou stand. UseBTIMM to:
*  Marshal resources

¢ Cadculateyour payback
+ Plot your path to superior performance
¢ Maeasureproductivity of : Average Best-In-Class
- Staff Profits per Attorney
- Spending
. Sdes PACESETTING PERFORMERS

- Keyclient programs Law firms who have mastered the 12 power

- Businessdevelopment dollars marketing activitiesthat deliver superior perfor-
¢ Target the 12 power marketing practicesthat mance earn $2.64 in profits per attorney for

drive superior results every $1 at atypical firm

Key Maximum M ARKETING MusT-HAVES |
1. Accountability

35.4% of your marketing ROI comes from singular accountability —that is, having asingle individual
responsible - and accountable - for client service performance

2. Specific Change — Specific Client Feedback

Law firms who make specific changes tied to client feedback enjoy 2.7 times the payback than those who do
not

3. The Right Budget

8.3% of law firms over spend on their marketing budgets, 82.6% of law firms under-commit — see how much
the superior performers spend

4. A Formal, Written Strategy
On itsown a strategy won't cut it, but without one your marketing efforts will be DOA
5. Client Retention Rate
Law firms who actively track and measure client retention boost profits per attorney by more than 12%

© TheBT!I Consulting Group 2004 Order information on the other side
Compelling Research for Compelling Results s" Call (617)439-0333 for more information
Or visit us at www.bticonsulting.com
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B

BTI’sbrand-new report BTI Maximum Mar keting for Law Firms showsyou whereto invest your marketing dollarsto
drive superior performance. Based on morethan 140 in-depth interviewswith top CM Os and financial analysisof more
than 200 law firms, BTl Maximum Mar keting ischock full of key insightsand tools.

" gt\t/ery $1.00 increasein marketing budget per attorney (within the optimal range) adds $3.74 in profits per
orney

= Measureand track client retention for a $22,160 bump in profits per attorney
= |Implement changestied to client feedback to yield a$59,450 hikein profits per attorney

=  Securea$76,090 increasein profits per attorney with the designation of asingleindividual accountable for
client service performance

_ Yes! Rush me my copy of BTI Maximum Marketing for Law Firms. | want to put the 12 power marketing
practices that drive superior financial rewards to immediate work for my firm!

— BTI Maximum Marketingfor Law Firms.........cccceceiininenccniensenennns $1400

— Exclusive Offer for BTl Clients — Receive your copy of BTI's Maximum
Marketing for Law Firms at a preferred price
All subscribersto BTI's paid publications
BTI Client Preferred PriCe..........cooveieeecececeeeee e $1160

— Small toMid-Szed Law Firms— Enjoy your ownversionof BTI's Maximum
Marketing for Law Firms
Offer for law firms with 100 or fewer lawyers

| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
| |
: Small and Mid-Sized Firm Specia Edition ..........cccooeveeveeiecie e $560 :
: Satisfaction ___ Pleasebill me:  Purchase Order No. :
| Guaranteed! Authorizing Individual |
| Unlimited __ Pleasebill mycreditcard: __ VISA _ MasterCard ~ __ AmEX |
| mim Nameon Card: |
| Telephone Support |
| CardNo: Exp.: |
| Signature: |
| ___ Check enclosed, payableto: ~ TheBTI Consulting Group |
| 396 Washington Street, Suite 314 |
| Wellesley, MA 02481 |
| Name Title |
: Company :
| Address |
: City State Zip :
| Telephone Fax |
| Emal |
| Questions? Visit www.bticonsulting.com or call Michael Rynowecer at (617) 439-0333 |
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- - - | BTI directly at (617)439-0333
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