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Last week, we sat down with James Goodnow, President and Managing Partner of Fennemore
Craig, P.C., and one half of Lamber Goodnow, the plaintiff’s practice within Fennemore
Craig he helped build. We talked about how he created a digital brand for his law firm’s two-
man practice group, why lawyers shouldn’t attend (only) legal conferences, and the three

things all lawyers should be doing to grow their own practices.

Thanks for meeting with us, James. We were fascinated by how you created an entirely separate brand—Lamber
Goodnow—for your P|aintiff:'s Practice within Fennemore Craig, one of the |argest law firms in Arizona. How did

Lamber Goodnow come to be?

My legal background is in plaintiff's catastrophic and wrongful death litigation, and when | started working at
Fennemare Craig, | worked in a very small plaintiff’s practice alongside my partner Marc Lamber. You typically
won't see a plaintiff’s practice in a large corporate law firm like Fennemore Craig, but it's what makes it unique;

the ﬁrm 15 emtrepreneurla\ and \"JE‘IVE hﬂd thIS PFECUCE FDI' over 25 years,

In 2011, Marc and | were generating 100% of our new business through referrals, which is the way many lawyers
get business. The problem with that, especially in a contingency practice like ours, is that the work can be very
sporadic. We were averaging one inbound call per week. For a plaintiff’s practice that's high-risk, we really

needed to have a steady flow of cases coming in to generate business.

WE rEallZEd we needed a consumer Facing \NEbSitE thﬂt was Eﬂtlre‘y d\"FFErent thﬂﬂ the COrPOratE |ﬂ\'\‘ site DF
Fennemore Craig—a separate brand, really—because our plaintiff practice clients are different than our

corporate clients. The |arge parent firm of Fennemare Craig Is market\'ng to in-house counsel, CECs, and
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walks of life, many of whom have never dealt with lawyers before. So we needed to create a website with content
that was mare approachable, that had appropriate content, keywords, tags, different search engine optimization,
etc. That wasn't possible on the Fennemore Craig site. Lamber Goodnow isn't a separate legal entity; it's fully

part of Fennemore Craig. It's just the branding platform we use for our consumer- based, Pl clients.
How did you manage to get buy-in from the leadership to do that? How did you get it off the ground?

Once we captured this idea that we needed an internet- and SEQ-based marketing site, the next question was:
how do we make this a reality? So we started by doing our due diligence. | had some friends from college who
worked at Google, and we talked with them and learned about opportunities that existed in search engine
marketing. We educated ourselves and warked with consultants to put together a business plan. That business

plan required us to build a unique website that incorporated the fundamentals of SEO.

We took the idea to the firm’s leadership, and though they were open and receptive to it, it was still a foreign
concept ta them. They were happy to let us test our new idea, but in terms of funding it, they wanted to know—
as any good business would—what the ROl would be. We couldn’t answer that. So Mare and | convinced them to

allow us to do a proof of concept.

Marc and | actually spent our own personal money doing that proof of concept. We built out the website, did the
initial development, optimized it for SEO, and six months later, the site went live. We quickly found out we were
able to generate a pipeline of cases that we couldn’t otherwise. And as we gained some traction, we were able to
get on the first page of Goog|e byju5t fo”owing some fundamental steps. It was 2012, so what we were doing
wasn't exactly novel in the corporate world, but for a law firm, it was. Once we proved the idea was successful
and that there was a significant return on our investment, the firm started investing in it, which has taken Lamber

Goodnow to where it is today.
What was the impact your new marketing strategy had on your practice?

Before we started, we received maybe one call per week. Now, we often get in excess of thirty calls per day. We
were clearly able to generate work in ways that even the most proficient lawyers in the old-school networking

approach could not. We knew this was the way we needed to go.

We also knew that we, our firm, needed to learn more about search marketing and how it worked. | think what a
lot of lawyers do—and | think it's the wrong strategy —is rely on consultants for everything. It turns out, as we
learned, that consultants are only giving a small slice of their time and there’s only so far they can take your

marketing.

Both my partner and | devote a good amount of our time to understanding SEO and

what drives web traffic. Search engine marketing is a large part of our jobs.

Up until a year ago, when | rotated into my current pos{tian, most of the conferences | went to were not \ega|
conferences. | would go to conferences like MozCon and large SEQ conferences being offered around the
country. | was usua”y the on\y |awar there among thousands of attendees. | spent a lot of my time in that world.
We found that once we took the marketing over ourselves, truly learned and lived it, the results continued to

improve exponentially.
What else did you do to launch this new brand? Was itjust the website?

Well, it's a multi-faceted approach, which includes linking strategy, conversion strategy, video, and content.

You'll see we have thousands of pages now that are very content-rich.

But there’s been a lot of experimentation, and a lot of failure. | don’t want ta make it sound like everything we did
turned to gold, because that's not true. We had to try different approaches, and we've put money into strategies
that have ccmp|ete|y fallen flat. That's a necessary part of success and of bui\ding any practice or marketmg

strategy: a willingness to fail and accept that there might even be financial consequences associated with it.
Can you give us an example of a tactic that failed?

Yes, and one is quite Furmy, actuaHy. Fora prornotiona| shoot, we had photos of ourselves taken underwater, with
the idea that if we created these crazy images, it would somehow attract business. The only thing it did was
destroy our suits. | do think images can be powerful, but conversion isn't just about images or any cne thing.
There's a lot more to it, particularly on the content side, that people want. Because we have stats on everything
on our site, which we track to rid'\cu|ou5|y precise levels, we're able to know with a pretty h'\gh degree oFaccuracy

what's working and what isn't. We track what's improving our domain authority, conversion, and all the other

factors that go into ultimately having someone feel, based on what they see, that they're comfortable calling us.

That's the goal.

Do you have an in-
house marketing team
That’s a necessary part of success and of that helps you now?
building any practice or ma rketing strategy: How do you manage it
a willingness to fail and accept that there all?

might even be financial consequences We still use consultants,
associated with it. but we don' rely on




them like we used to.

We get advice from
them, but we don’t typically have them implement the strategy that’s developed. Most firms just toss the keys
over to a consultant and say, hey, make this website rank well. But it just doesn't work that way. You have to be
invested in it. That would be like hiring a marketing director and saying, hey, go get me ten meetings with in-
house \awyers and put them on my calendar. It doesn't work that way. You have to be Wi”lng to putin the time

yourself.

We do not have an internal SEQ specia\ist or web specia\\st, Fennemore Cra\g has some internal deve\opers, but
we [Lamber Goodnow] handle our site on our own. We do have a communications specialist who helps with

traditional PR, and he's more of a general marketer.

Alot a“awyers think about marketing, and they know they should do more, but they feel they don't have the
time or the resources to do it well. If you were talking to a small firm, or one with limited resources, what would
you tell them? Where's the best p|a|:e to start?

It really depends on the type of practice they have. But | think there are three principles that apply regardless of
what type of practice you have.

First, I'd tell them they need to be spending at least 25% of their time on marketing. Period. | don't care how
successtul you are; unless you're spending time on business development—and that doesn’t necessarily mean
marketing on the internet or makmg TV commercials you won't cultivate rE\ationShips You should also be

spending, depending on the nature of your practice, 25% of your revenue on that business development.

You have to spend real time, and you have to spend real money.

You should have some kind of social media presence, too. Even commercial litigation firms are creating social
media personalities. Because most clients, whether it’s sophisticated in-house counsel or a consumer looking for
a Farnl\y |awyer want a |awyer that's reaL someone they can connect with. You can be the best |awyer in the

world, but if you're working in a cave, and no one knows about you, it doesn't do you any good to be the best

My third pr\ncwp|e is: stop domg what every other law firm is domg' If every other law firm is downg what you are,
that's a good indicator of what you should not be doing. There's a sea of similar firms in the legal industry, and

they all tend to lock the same. So there's a huge opportunity, much more than other industries, for law firms to

stand out. You have to be willing to take a little bit of a risk deviating from the norm

Earlier this year, you transitioned into your new role as Managing Partner of Fennemore Craig. How have you

used some of these strategies to innovate firm-wide?

The short answer is, we're trying to apply the lessons we've learned from Lamber Goodnow to all of Fennemore
Craig. The longer answer is, to make change happen, you have to understand people, and lawyers specifically
When we started our branding experiment with Lamber Goodnow, there were some other lawyers who were
raising their eyebrows and were skeptical at first. But once we were able to demonstrate success, they've bought

into it and see that it works.

As a law firm, we have to be more innovative in order for us to succeed, and not just in marketing. So what I've
been trying to do, with the help of a lot of talented people, is break from traditional ways of thinking and position
our firm to be a leader in areas where firms of our size are not. So we launched an Innovation Committee. We've
worked very closely with our IP department to get systems in place —data analytics, other tools—to understand
how we do legal work. For example, how long does it take a matter to complete? How do we price appropriately?
What are our competitors’ charging and what is demand in the market? Getting the right analytical tools in place

allows us to understand how we're putting our |ega| work together, how we're staﬁtmg it, and what it's costing us.



We're also pushing aggressively inte the startup market. We have venture accelerator where we take an equity
position in a company, allow it to defer payment, and provide services to try to get the business off the ground

and be successful. We're one of the only firms in aur market that truly partners with clients.

And we've partnered with several non-legal companies to create a suite of services that we can offer to clients
that go beyond core legal services. More than anything, we're trying to encourage our lawyers to do what they're

good at, but do it in new and creative ways that most firms are not.

What advice would you give to a young |awyer who wants to present innovative ideas to firm |eaders|'|ip, or make

an impact on their law firm like you have?

Invest in yourself and in your ideas. One of the biggest mistakes | see lawyers make is the unwillingness to invest
time or money in their careers. I'm sure I'm biased but had Marc and | not invested our own time and money into

Lamber Goodnow, it wouldn't be where it is today.

A friend of mine here says, “All lawyers should view themselves as their own mini law
firms.” So you have to treat it like a true business, know the numbers, and take

ownership of them.

Aot of lawyers, especially at large law firms, are wrapped in bubble wrap. Historically, work would flow to the
lawyer just by shewing up. But that’s not the world we live in anymare. There’s way more competition, and unless
you're at an Amlaw 25 firm, demand is flat. So you have to take ownership to be successful, treat your practice

like its own business. That's how | would encourage everyone inthe \ega\ market to think about themselves.
What do you see for the future of legal practice? For the business of practicing law?

Fierce competition. Traditional law firms face two problematic situations that they have to prepare for. The first
is easy to see: the legal industry is changing at a breakneck pace. Boutique law firms have learned how to
commeoditize entire industries, firms like Ogletree who are practicing only employment law and know how to do

it very inexpensively.

We continue to see legal work migrating in-house. For the past five years, legal departments have increased in
size because they understand that if law firms aren’t going to adapt, they have to. They’re imp|ement'\ng the
business necessities of driving down legal spend and getting better outcomes. And they're doing it more

effectively.

Then there's the rise of
Al technology that is

doing what was often At the end of the day, there are really smart
bread-and-butter work people coming up with new solutions; and if

of associates in law we do what we've always done, then that’s
firms. There are virtual, oing to be the end of law firms as we know it.
ClOUd‘baSed ‘aW F\Fms, %his Is a certainty.

the fastest growing

segment of the legal

industry, with no brick
and mortar presence to them. There are the big four accounting firms providing alternative legal services. At the
end of the day, there are really smart pecple coming up with new sclutions; and if we do what we've always done

then that's going to be the end of law firms as we know it. It requires adaptation. This is a certainty.

The second part, which isn't so certain, has to do with the stock market. We were in the midst of the |ongest bull
market in history, but what we've seen recently is a lot of volatility in the market. So what does that mean for us?
We didn’t ride the wave up with our clients, and we know that we haven't—demand has remained flat over the
last five years, and mostly since 2008, except for the largest firms—but we're definitely going to ride the wave
down. There is a correction that has to be coming, and it's only a matter of when. Clients will divert their money
away from law firms very quickly and into these other channels much mare rapidly than is even happening now,
even in a bull market. So the changes that need to take place, need to start today. Frankly, they should have
started several years ago. You have to keep mc:ving and innovat\'ng, and | don't think most law firms are doing

that.
Well. Can we end this on a fun note?
[laughs] Yes.

We saw that you were the first lawyer ever to be featured in an Apple commercial! What’s the story behind
that?

Several years ago, shortly after the iPad came out, we replaced our traditional demand letter —which concludes
with a demand for money or settlement —with a video on an iPad. We would send the iPad to opposing counsel in
a briefcase with noise- canceling headphaones. We would make our case in the video —feature our experts, our

clients—in avery Dateline NBC-type fashion.

Apple got wind of it and contacted us, and they

profiled us in a case study about how businesses were



using the 1IMad. About a year later, they called back
and asked if I'd appear in a commercial. Being a huge

APP‘E‘ geek. ‘ Sa\d_‘ DF COUFSEI

The best part about it was interacting with their senior
marketing team. | asked them: if you were marketing
in the legal space, how would you approach it?
Obviously, they're looking at it from a big picture
perspective, but what they told me is law firms are
going about it all wrong. We're not thinking about legal
practice from a client perspective. Legal marketing is
always done from the lawyer’s perspective,
trumpeting how good we are. We're not marketing
from the client’s perspective. [t was a pretty

interesting insight and one | thought was dead-on.

It's been all about us when it should
really be all about the client. Whether
in marketing or practice—that focus is

what makes the difference.
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