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Target market requires tactical, strategic approach

I f you are like most lawyers you’ve never 
thought of or had the need to better 

understand your target market, or know 
more about your competitors. But it’s get-
ting pretty competitive out there and the 
more you know, the better off you will be. 
Understanding these two areas comes 
under a broader business plan or strategic 
plan. But for this column, I will focus on 
these two.

Do you know to what associations people 
in your target market belong? Do you 
know what events they attend regularly? If 
not marketing directly to clients but your 
strategy is to grow your referral network, 
this information-gathering still applies. 
Why go to all that time and effort to create 
a presentation if you are not going to be in 
front of people who could hire you, or 
people who could refer you? Can you 
afford to waste time? The same goes for 
writing. Do you know for certain that 
people who can actually hire you or refer 
you are reading your stuff?

This is simple stuff. Ask your current 
ideal clients — the type of client you want 
more of — to what associations they 
belong. What events do they attend on a 
regular basis, and why? Ask them what 
professional journals or magazines they 
read, and why? Ask your best referral 
sources the same questions. Once you’re 
clear on what you want more of, simply 
look to your current clients and referral 
sources for the direction. It is that simple, 
and it does work.

Meanwhile, knowing the size of your tar-
get market allows you to forecast your suc-
cess and plan accordingly. Understanding its 
characteristics helps you plan your approach. 
How large is your target market? Where are 
they located — locally, nationally, globally? 

What are some of the trend and challen-
ges currently facing your target market(s)? 
Knowing and understanding the periph-
eral pain your clients and prospective cli-
ents feel due to trends and challenges that 
affect their market and industry will help 
you develop approaches to reach your tar-
get audience and demonstrate your know-
ledge of their industry. Does your target 

market experience different business 
cycles (i.e., is one time of the year busier 
than the rest)? Are these markets estab-
lished or emerging? Are there any trends? 
Any challenges? 

The more you know about your target 
market positions you well in reaching 
them and getting in front of the right 
people. Instead of taking a random 

approach to business development, this 
up-front research will allow you to become 
more strategic, more targeted and more 
tactical in your approach. And that will 
lead to building more relationships and 
attracting more clients.

What are the top three law firms serving 
your target market? (If you don’t know, dele-
gate this market research to your librarian or 
assistant. This is important for you to know.)

Who do you consider to be your ‘true’ 
competition? They likely are at the same 
stage in their career, and about the same 
size of firm with the same target mar-
kets — not just other lawyers or firms in 
your practice areas. (Again, if you don’t 
know this, delegate it and find out.)

What do the top law firms and your com-
petition have that you don’t? (Examples 
include high profile, experience, excellent 
marketing skills, recognition, market pres-
ence, reputation, brand recognition, etc.)

If they are successful, explain why. You’ll 
want to emulate them. Examples include 
speaking, writing, hosting workshops, 
blogging, social media etc.

If they are not as successful as they could 
be, why? What are the opportunities they 
are not taking advantage of? This could 
include a reputation for being difficult, a low 
profile, poor or no succession planning etc.

Do you know anything else about your 
competition?

The more you know about them better 
positions you in standing out from them 
and differentiating yourself. The legal 
marketplace is saturated with lawyers. Tak-
ing this approach better positions you to 
stand out from your competition and makes 
it easier for potential clients to find you. 

Gary Mitchell is principal at On Trac Coach 
where he works with lawyers, law clerks and 
paralegals across Canada helping them to 
attract more clients and grow their businesses. 
He is co-founder of Legal A Team, a marketing 
and management alliance focused on providing 
Big Firm support to smaller law firms and solo 
practice lawyers and his second book, 
Raindance Two: A Blueprint for Growing your 
Practice, is now available. He can be reached at 
gary@ontraccoach.com or 604-669-5235.
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Instead of taking a random approach to business development, 
this up-front research will allow you to become more 
strategic, more targeted and more tactical in your approach. 
And that will lead to building more relationships and 
attracting more clients.
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Prothonotary

The Federal Court is seeking
applications from barristers or
advocates who are members in good
standing of any provincial or territorial
Bar and who have extensive
professional experience, to fill an
existing vacancy in Ottawa and create
a pool of candidates to staff future
prothonotary positions in Ottawa,
Montréal, Toronto and Vancouver.
Candidates must be willing to travel.
Applications meeting the requirements
specified in the selection criteria at
www.fct-cf.gc.ca must be received
by 23:59 (PST) on October 15, 2015,
for the position in Ottawa and by
23:59 (PST) on November 15, 2015,
for the pool of positions in Ottawa,
Montréal, Toronto and Vancouver.

Protonotaire

La Cour fédérale recherche des
candidatures d’avocats qui sont membres
en règle du barreau d’une province ou d’un
territoire et qui possèdent une grande
expérience professionnelle pour pourvoir
un poste vacant à Ottawa et constituer un
bassin de candidats en vue de pourvoir des
postes éventuels de protonotaires à Ottawa,
Montréal, Toronto et Vancouver. Les
candidats doivent être disposés à voyager.
Les candidatures répondant aux critères
de sélection affichés à www.fct-cf.gc.ca
doivent être reçues d’ici 23 h 59 (HNP)
le 15 octobre 2015 pour le poste à Ottawa
et d’ici 23 h 59 (HNP) le 15 novembre 2015
pour faire partie du bassin de candidats
pour les postes éventuels à Ottawa,
Montréal, Toronto et Vancouver. 

Vous pouvez soumettre votre candidature
à www.fct-cf.gc.ca
613-943-3458

You may apply at www.fct-cf.gc.ca
613-943-3458

Healthcare of Ontario Pension Plan is one of the leading pension 
plans/pension funds in Canada with billions in assets under management.  
Located in downtown Toronto, HOOPP’s office environment is diverse, 
dynamic and friendly.
 
We are seeking an Associate Legal Counsel, Investments to join our legal 
services department on a permanent basis. The successful candidate 
will be part of a team working closely with HOOPP’s ALM, Derivatives & 
Fixed Income and its Investment Operations groups providing support 
and solutions to meet legal requirements in relation to derivatives and 
other structured finance investments. The ideal candidate is expected to 
have at least two years’ experience practicing with a law firm or financial 
institution in the area of derivatives and structured finance; practice 
experience in corporate & securities, real estate, corporate tax, M&A 
and/or financial services would also be preferred. The successful 
candidate must possess excellent written and verbal communication 
skills and be a team player with strong interpersonal qualities.
 
If you are interested in this opportunity, please visit our careers website 
at https://careers.hoopp.com

ASSOCIATE LEGAL COUNSEL
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