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Quite some time ago, I saw a statistic showing that plumbers get more 
training than lawyers do. They purportedly must receive 40 hours per 
year in order to keep their licenses. Training related to job skill is in fact 
considered essential throughout the “real world” economy. For example, 
the National Association of Manufacturers (“NAM”) recommends to its 
members that they dedicate three percent of their annual revenue to edu-
cating their employees.

By contrast, lawyers generally are required to have approximately 25 
hours of formal training (continuing legal education) in three years, or 
eight-plus hours per year.  Certified public accountants in California 
must take 12 hours. And doctors are required to take 25 hours per year. 
If lawyers adhered to the NAM standard and devoted three percent of 
their revenue (defined as billable hours) to training, it would equal 45 
hours in a year from a relatively modest 1,500 hours billed.

There are, of course, many different forms of training beyond the for-
mal CLE courses that most state bar associations accept as applicable 
to a lawyer’s education requirement.  In my last article for The Bottom 
Line, I discussed one of them: coaching, in which trained professionals 
work one-on-one to show attorneys how to make their practices better 
and more effective, providing advice based on years of experience and 
years “in the field” as a practicing lawyer.  

the Practical issues
In many states, the practical skills that lawyers 

need to keep their practices profitable and prob-
lem free—training in effective client service and 
law practice management techniques—either are 
not covered or actively eliminated as legitimate 
CLE credits. In addition, they also happen to 
be skills that few law schools offer. Often, their 
view of law as a profession means that programs 
such as effective client communication are trade-
oriented, and therefore inappropriate for law 
schools. The result was described several years 
ago in The Wall Street Journal by the publisher 
of the New York Law School Law Review who 
observed that law school students are “reading 
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autoMatiNg Your laW FirM:
thoughts oN legal soFtWare

Introduction
This article is intended to be a general dis-

cussion of software categories that a law firm 
may consider using. In some cases specific 
software products may be named as examples, 
but these are not meant to be endorsements of 
these products. Also, it is not unusual to find 
that software products are often designed 
for firms of different sizes. That is to say, 
some products function well only in small or 
medium sized firms, while others are suited 
for larger firms.

Making software selections: defining 
your requirements

An effective way to begin a software selec-
tion process for your firm is to make an effort 
to define your requirements as clearly as pos-
sible. If you purchase the right products, those 
that will meet your needs (at least the needs 
that you can foresee in the near future), your 
firm should be able to implement the software 
products efficiently and get benefit from the 
cost incurred. Here are some examples of 
what it means to “define your requirements.”

When you are considering a billing system, 
find out if you will you need to submit your 
bills in an electronic format. This is typical 
if you have, or hope to acquire, large cor-
porate or institutional clients (e.g., banks, 
insurance companies, government agencies). 
There may be other specific billing formats or 
requirements that your clients request of your 
firm. So, having a sense of these when you 
are choosing a billing software program will 
reduce your administrative efforts later.

Calendaring of court cases (docketing) is 
another example of a software function that 
can benefit from a clear definition of your 
firm’s needs. This relates primarily to court 
rules.  Some firms will handle their important 

deadlines by placing entries into their existing 
calendar programs such as Outlook. If your 
firm requires a more controlled method of 
docketing, a software company that maintains 
court rules in various jurisdictions may impact 
your choice of a calendaring program.

general office programs: Office suites 
(word processing, spreadsheets and 
presentations)

The most common application in any 
law firm is the word processing program. 
Although it is possible to purchase a stand-
alone word processing program, the pric-
ing and marketing of these programs usually 
means you will be acquiring a “suite” of pro-
grams that typically include a spreadsheet and 
a presentation program. For example, when 
you acquire Microsoft Word, you will proba-
bly also get Microsoft’s Excel and PowerPoint 
along with it. The word processing programs 
found most often in a law firm are Microsoft 
Word and Corel WordPerfect.

While new installations of WordPerfect 
for legal work have undoubtedly continued 
during the past decade, the percentage (or 
market share) of installations in this market 
has declined significantly with the market-
ing success of Microsoft Office. WordPerfect 
will often remain necessary, at least to pro-
cess existing WordPerfect files, but it is not 
on a trajectory to return to its former glory. 
Microsoft Office, however, is no longer the 
unchallenged leader. A movement has devel-
oped around a free program called OpenOffice 
by Sun Microsystems.  OpenOffice is appeal-
ing not only because of the cost (free), it is 
also available on Windows, Mac, and Linux 
PCs.

While free software is attractive, there are 
considerations beyond cost that should affect 
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Tech sUPPOrT

Having access to technical support for 
your Information Technology (IT) systems 
is like having your doctor’s phone number 
handy when you aren’t feeling well. The first 
step to getting relief is knowing who to call. 
Once you know who to call, the next step is 
understanding your way around tech support 
resources. This knowledge will guide your 
firm’s technology purchases, both software 
and hardware. There are times when tech 
support will be free and times when you will 
choose to purchase tech support. The fol-
lowing article provides an overview of how 
to acquire and manage your firm’s technical 
support.

i. cost effective and free assistance 
for your firm’s hardware and 
Software needs

There are cost effective, and often free, 
ways of initially getting help on the software 
and hardware products that your firm is using. 
Here are some of them:

Presale Support and trial Versions
Most products will give you one or more 

ways to help you evaluate their offering prior 
to making a purchase. It is usually by tele-
phone, Web site, e-mail, or a combination of 
these methods. Many products have online 
forums (or bulletin boards) that can provide 
feedback on a software or hardware product. 
These resources are helpful in several ways, 
not least because they give you the opportuni-
ty to define your needs for a product, but they 
can also assist you in getting an initial feel for 
the quality of tech support that is available. 
If you can find sources of information on the 
product as just described, and if you can get 
satisfactory answers to initial questions, you 
are more likely to be satisfied with the tech 

support that you will receive after making a 
purchase.

If your firm can identify specific require-
ments for either a software program, or a 
hardware product, then publishers, manu-
facturers and consultants will typically offer 
feedback on those specific requirements. This 
also provides your firm with the opportunity 
to clarify your own needs. An example of pre-
sale support for an all-in-one printer-scan-
ner-copier might be answers to the question: 
“If I put this device on our network, will all 
the users be able to scan a document on their 
own computers, or must that task be done at a 
single station?”  In the case of a software pro-
gram, you may want help identifying specific 
requirements for choosing a billing program, 
such as whether a particular program can ana-
lyze client collections to meet a partnership 
revenue-sharing formula. Pre-sale support can 
tell you whether the program you’re consider-
ing can run such a report.

trial Versions
Another way to determine the accessibil-

ity and quality of the tech support available 
for a product is to take advantage of the trial 
versions. Many companies will offer a period 
during which you can try the product and then 
return it if you aren’t satisfied. This is also a 
good way to test-drive the tech support for 
your purchase in addition to testing the prod-
uct itself. If the company isn’t responsive and 
successful in assisting you during this honey-
moon period, then their support isn’t likely to 
be better after the trial period has ended.

There can be challenges in using the trial 
period for a product. This is particularly true 
with software programs. Testing out a pro-
gram will involve the setup and installation, 
a learning curve in order to get to know the 
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FroM the chair
Our 30th anniversary

In January 1979, the most popular songs 
in the U.S. were “Too Much Heaven” by 
The Bee Gees and “Le Freak” by Chic; Jane 
Fonda, Carroll O’Connor, and John Wayne 
were interviewed on “The Barbara Walters 
Special,” and “The Dukes of Hazzard” pre-
miered on CBS . . . and the first issue of The 
Bottom Line was published.

There are unmistakable differences between 
that issue and this one. Volume 1 No. 1 was 
a quarterly publication, ten-pages long, and 
printed in black and white. This was called 
the “Economics of Law Practice Section” 
and annual dues were only $15. Some of that 
issue’s content seems so dated as to be other 
wordly. For example, it promoted a semi-
nar, scheduled to take place in Oakland on 
February 3, 1979, entitled, “How the Small 
Firm Can Use Word Processing Equipment to 
Increase Profits.”  

The practice of law was in many ways a 
different world in 1979. The notion that the 
practice of law was a business and not merely 
a profession was just beginning to emerge. 
Only four years had passed since the Supreme 
Court held in Goldfarb v. Virginia State Bar, 
421 U.S. 733 (1975) that lawyers were sub-
ject to antitrust laws and that bar associations 
could not fix the prices charged by its mem-
bers. Only 18 months had passed since the 
Supreme Court’s decision in Bates v. State 
Bar of Arizona, 433 U.S. 350 (1977), which 
held that blanket prohibitions on advertising 
by lawyers violated the First Amendment. 
Moreover, in 1979 the introduction of the PC 
was still a few years off, and the widespread 
use of the Internet was a generation away. 
Articles discussing the efficacy of using word 
processing software seem at first glance irrel-
evant to our world, where current debates 
about legal marketing relate to the use of 

blawgs and social networking sites such as 
LinkedIn and Twitter.

But what strikes me most about our inaugu-
ral issue is how many aspects of the practice 
of law have stayed the same. The first issue 
contained an article “Communicate: Don’t 
Frustrate,” which discussed how effective 
telephone techniques can improve attorney-
client relations. Thirty years later, the number 
one complaint filed against attorneys with 
disciplinary authorities is that we don’t return 
phone calls. We clearly haven’t mastered how 
to communicate with our clients and pros-
pects.

The first issue also publicized a seminar 
that was to take place on February 16, 1979. 
The topic was “The Nifty Fifty: Fifty Specific 
Suggestions for Reducing Overhead and 
Expense in a Law Office.” The moderator for 
that presentation was none other than Ed Poll, 
a former Chair of this Committee and now a 
Special Advisor to it. If you happen to have 
missed that session, our cover features Ed’s 
latest words of wisdom regarding the prac-
tice of law. And if you are a member of this 
Section you can, at no cost, access more than 
30 years of archived issues of The Bottom 
Line on our Web site. 

Most importantly, the mission of The Bottom 
Line has not changed. Jay Foonberg, who 
chaired this section 1979, and who went on to 
write “How to Start & Build A Law Practice,” 
now in its fifth edition, described our mission 
in that first issue as follows:  

“Our Section is dedicated to decreasing 
costs and increasing the quantity and qual-
ity of legal services by using already existing 
technology and management techniques.  We 
will bring this information to you.” 

For thirty years we have continued to do 
just that—to provide information that will 
help California lawyers practice ethically and 
profitably.  
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your decision. One of the reasons that Microsoft Word 
has become so common place in law firms is that so 
many of a law firms’ clients are using the program. So, 
in some cases, your decision may be dictated by the 
need to remain compatible with your clients, and/or 
other law firms that you may be working with. Another 
reason to stay with either Word or WordPerfect is 
because of the way that integration exists with other 
law firm specific programs that you may be working 
with. That same integration is not likely to function 
properly with less mainstream programs.

communications (email, fax)
Communications programs have grown in importance 

as a result of the popularity of email, and also because 
of the law firm’s interest in reducing the amount of 
paper that is handled by the firm. It is now possible to 
electronically handle emails, as well as inbound and 
outbound faxes, by making a choice from a variety 
of software products. There are options available for 
individual desktop computers as well as network serv-
ers that can service multiple people on your network. 
There are also Web-based services that can handle 
these functions. The new challenge with large volumes 
of electronic documents has become how to manage 
these items (in place of managing paper files and stor-
age boxes).

Some users have chosen to set up folder systems 
within their email program to file, or categorize their 
emails and faxes. The downsides of this approach 
are that access to the documents is limited to a single 
person, there are typically storage limitations to the 
individual email programs, and backing up the mes-
sages may not be part of an organized and scheduled 
process. A discussion of the ability to manage elec-
tronic messages and their related documents appears 
in the Case management and Document management 
section below.

billing and accounting
The determinative issues associated with choosing 

your billing and accounting software usually center on 
the billing features that your firm may need to meet 
your client’s requirements, and the reporting features 
that you will use to manage your firm. These elements 
must be considered regardless of which products you 
are choosing between. But beyond these basics, there 

are other elements of today’s software products that 
can contribute to your decision.

A common question that small firms raise is wheth-
er to use a single program that handles both billing 
and accounting (such as PCLaw), or to use separate 
products that are marketed as best-of-breed (such as 
Timeslips and QuickBooks). Other decision points 
could include the desire to use a Web-based product, 
the ability to integrate your accounting with other pro-
grams, and the experience of your existing staff.

calendar and case management
The use of calendars in law firms tends to be grouped 

into two categories. One category is deadlines or dock-
eting (dates relating to trials or statues of limitations, 
etc.), and the other is managing appointments and 
the whereabouts of firm members. Some firms seg-
regate these two categories (and may even maintain 
two different calendars to achieve this segregation) or 
choose to manage only deadlines; others combine the 
two together. In either situation, having easy access 
across the firm to enter, update, and view calendar 
entries should be the goal. Calendar functions are often 
included, and are typically central to, a case manage-
ment system. Case management includes many of the 
elements necessary to manage a case, or a matter, in 
addition to the calendar. This can include notes, docu-
ments, emails, and phone calls. A case management 
system allows firm employees to turn to a single loca-
tion to find information relating to each case.
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The calendar and case management systems on the 
market have various strengths and weaknesses. If your 
firm can prioritize the importance of various features, 
your effort to choose a program will be made easier; 
here are some examples.  Group calendars allow the 
firm members to see each other’s schedules, and in 
many cases see several peoples’ schedules on the same 
screen. If your firm uses Outlook, then group calendar-
ing is available only if you also use a Microsoft prod-
uct called Exchange (which requires additional soft-
ware and computing power). If your firm is focused 
on docketing over personnel scheduling, then some 
programs offer the ability to purchase court rules for 
various jurisdictions (such as Compulaw Vision or 
Abacus). 

If the lawyers in your firm use hand held devices 
such as the Blackberry or the Palm Treo, then some 
calendar and case management systems can synchro-
nize more easily with one device than with another. 
Some products are a good fit for law firms because 
they are case-centric (Abacus, Amicus Attorney, Time 
Matters, or Prolaw). That is to say, they maintain 
lists of cases and are not limited to lists of only con-
tacts, which is the situation with Outlook, ACT!, or 
Goldmine. So, although calendar and case manage-
ment programs have seen steady growth and increas-
ingly popularity within law firms in recent years, 
choosing the right product for your firm requires 
thought and planning.

document management
The primary purpose of document management soft-

ware is to make it easier for firm members to find the 
right document quickly. Additional features include 
version control, life cycle management, controlling the 
movement of documents to and from a laptop, and the 
ever increasing desire to manage and share the land-
slide of electronic communications (emails, faxes, and 
news feeds). A document management program works 
by inserting itself into the process of saving a docu-
ment. When the users save a document (or email, or 
electronic fax), she or he is required to fill out a form 
that will categorize that document. The categories 
are usually customizable by your firm and typically 
include fields like client name, matter name, document 
type, and author. The documents can then be retrieved 
using these same categories. Since the volume of docu-
ments in many small law firms is counted in the tens 
of thousands, and larger firms have hundreds of thou-
sands of documents, the speed and efficiency of find-
ing documents can have a very material impact on the 
smooth operation of the firm, and in turn, the service 
that can be delivered to the client.

networking
Networking means that you want to connect the 

computers in your firm together in order to share print-
ers, documents, Internet access or other resources and 
devices. Today there are a limited number of options to 
consider when networking your machinery. Primarily 
those options include systems from Microsoft, Novell, 
and the Linux operating system.

It took Microsoft most of the 1990’s to unseat Novell 
as the business standard for office networks. While 
some firms and technicians still respect the capa-
bilities of Novell products, when you talk with your 
colleagues, you will find that most of them use a 
Microsoft network for their servers. One reason is the 
number of readily available technicians that are famil-
iar with Microsoft products. Another reason favor-
ing Microsoft are the applications that can run only 
on their network software. For example, many pro-
grams use an underlying database called SQL (pro-
nounced see-quill), which stands for Structured Query 
Language.  Although this is meant to be a standard lan-
guage, the word “standard” is a bit misleading. Even 
though there are many flavors of SQL, the version 
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Mr. Foonberg started his first column by thanking 
someone who I had never heard of until starting to 
write this column. “We are proud of this first issue 
of The Bottom Line and of the efforts of Averril Mix 
for publishing it.” Averril Q. Mix was, in 1979, a 
member of the Executive Committee of this Section. 
He received an MBA from Stanford, worked for 
IBM, and for many years practiced law in Los Gatos. 
Unfortunately, Mr. Mix passed away on November 22, 
2003 at the age of 78. However, as you can see, his 
legacy lives on.

We too are thankful for Mr. Mix’s efforts and his 
decision to publish the first issue of The Bottom Line. 
We also thank all of the authors and members of this 
Executive Committee who have contributed to this 
publication over the last 30 years.

We will do everything we can to be worthy heirs to 
your legacy.

Gideon Grunfeld
Chair, LPMT Section
Gideon@lawfirmdevelopment.com
(310) 734-6073
TheBottomLine@calbar.ca.gov.
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The calendar and case management systems on the 
market have various strengths and weaknesses. If your 
firm can prioritize the importance of various features, 
your effort to choose a program will be made easier; 
here are some examples.  Group calendars allow the 
firm members to see each other’s schedules, and in 
many cases see several peoples’ schedules on the same 
screen. If your firm uses Outlook, then group calendar-
ing is available only if you also use a Microsoft prod-
uct called Exchange (which requires additional soft-
ware and computing power). If your firm is focused 
on docketing over personnel scheduling, then some 
programs offer the ability to purchase court rules for 
various jurisdictions (such as Compulaw Vision or 
Abacus). 

If the lawyers in your firm use hand held devices 
such as the Blackberry or the Palm Treo, then some 
calendar and case management systems can synchro-
nize more easily with one device than with another. 
Some products are a good fit for law firms because 
they are case-centric (Abacus, Amicus Attorney, Time 
Matters, or Prolaw). That is to say, they maintain 
lists of cases and are not limited to lists of only con-
tacts, which is the situation with Outlook, ACT!, or 
Goldmine. So, although calendar and case manage-
ment programs have seen steady growth and increas-
ingly popularity within law firms in recent years, 
choosing the right product for your firm requires 
thought and planning.
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The primary purpose of document management soft-

ware is to make it easier for firm members to find the 
right document quickly. Additional features include 
version control, life cycle management, controlling the 
movement of documents to and from a laptop, and the 
ever increasing desire to manage and share the land-
slide of electronic communications (emails, faxes, and 
news feeds). A document management program works 
by inserting itself into the process of saving a docu-
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that will categorize that document. The categories 
are usually customizable by your firm and typically 
include fields like client name, matter name, document 
type, and author. The documents can then be retrieved 
using these same categories. Since the volume of docu-
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of thousands, and larger firms have hundreds of thou-
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ing documents can have a very material impact on the 
smooth operation of the firm, and in turn, the service 
that can be delivered to the client.
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Networking means that you want to connect the 

computers in your firm together in order to share print-
ers, documents, Internet access or other resources and 
devices. Today there are a limited number of options to 
consider when networking your machinery. Primarily 
those options include systems from Microsoft, Novell, 
and the Linux operating system.

It took Microsoft most of the 1990’s to unseat Novell 
as the business standard for office networks. While 
some firms and technicians still respect the capa-
bilities of Novell products, when you talk with your 
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Language.  Although this is meant to be a standard lan-
guage, the word “standard” is a bit misleading. Even 
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hoW to Market Your FirM

Law firm marketing is more critical now than 
it was twenty years ago. Increased compe-
tition and uncertain economic times make 
marketing a necessity for any law practice. 
Potential clients seek attorneys who are com-
petent and charge reasonable fees. Yet, thou-
sands of capable lawyers match this descrip-
tion. Marketing can make your firm stand out 
from the crowd. 

Think of marketing as an ongoing education 
process—educating potential clients about 
your firm, its attorneys, practice areas and 
your legal expertise. 

Step One: determine your target 
Markets

Before you begin, decide to whom to mar-
ket. Do you wish to attract new clients from 
specific industries, a certain size of business 
or consumers in general? Do you desire more 
business from current clients or an increase 
in the number of referrals from attorneys and 
other professionals? Do you hope to raise 
awareness of the firm within the business, 
legal, and general communities?

Selecting your target markets and determin-
ing your marketing goals upfront will make 
your decisions on how to market much easier.

Step two: create a Marketing Plan
Consider hiring a marketing consultant to 

help create and implement a firm market-
ing plan. The marketing professional will be 
able to help you solidify marketing goals, 
audiences, and budget. Just as important, the 
consultant will identify marketing tools to 
help the firm reach its marketing objectives. 
For lawyers who procrastinate when it comes 
to marketing, the consultant will keep them 
focused and continually suggest new ideas 
so marketing efforts are fresh and moving 
forward.

Step three: build a brand
Your marketing is a reflection of your firm. 

Often, the clients you wish to attract will dic-
tate your marketing style and thus your law 
firm brand. If your desired clients are gen-
eral consumers and the success of the practice 
depends on a high volume of clients, then bill-
boards, yellow page ads and radio and tele-
vision commercials may be your media of 
choice. Writing articles in professional journals 
and speaking before business or trade associa-
tions can project an image more likely to bring 
in business owners and other professionals. 

Step four: define your Marketing 
tools

Law firms have a variety of marketing tools 
at their disposal. Firms should select the tools 
that reflect the firm brand and those that are 
comfortable for attorneys to implement. A 
lawyer who is fond of writing but not giving 
speeches will most likely embrace the idea 
of creating bylined articles but resist making 
presentations before trade groups. Attorneys 
should enjoy the marketing process. If they 
do not, chances are good the marketing plan 
will never get off the ground.

bylined articles
Nowhere do attorneys have a better opportu-

nity to educate others about their legal areas of 
expertise than with bylined articles. These arti-
cles can appear in local newspapers, business 
journals, trade publications and online. The two 
keys to successful article publishing is select-
ing a topic that appeals to the publication’s 
readership and preparing a well-written, inter-
esting piece. Attorneys often run into trouble 
when writing articles for non-legal audiences. 
The articles are often so full of legalese that the 
editors reject them. If writing is not your forte, 
enlist a freelance writer to help.

lee Kanon alpert
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of SQL used by many of the programs in the market 
require the Microsoft edition of SQL and must run on 
a Microsoft operating system. Some examples include 
recent versions of Amicus Attorney, Time Matters, 
ProLaw, Juris, and Compulaw Vision, to name just a 
handful. Other types of programs that run on a net-
work, such as anti-virus and backup software, have a 
wider selection of products if you are in the Microsoft 
environment.

web sites
Web sites are often designed to promote the firm to 

prospective clients. These are often referred to as bro-
chure Web sites. Increasingly, some firms’ Web sites are 
being used to facilitate communications with clients. 
These can now be securely integrated with databases 
and document libraries to speed client access to needed 
files and information. Web sites can be developed by 
personnel within your firm using desktop programs, 
and some ISPs (Internet Service Providers) offer soft-
ware to assist you in developing your own Web site on 
their system. However, the most common approach for 
law firms developing a Web site is to use independent 
consultants that specialize in this technology.

Practice specific programs
There are some programs that target specific areas of 

practice. Examples include consumer bankruptcy, tax, 
and evaluation products used by family law firms. One 
of the challenges for the developers of these programs 
is that the markets to which they can sell their products 
are small. While Microsoft may sell millions of copies 
of their programs, a specialized product for a particular 
law practice may be able to sell only thousands, or 
more likely only hundreds of copies. The high cost of 
development, marketing, and support for a software 
program makes specialization the exception rather 
than the rule. Your peers, and electronic bulletin boards 
(such as TechnoLawyer), are the best source for find-
ing these types of applications.

cost recovery
If copiers and faxes and other devices are cost cen-

ters, you may want to manage their use with soft-
ware technology. Cost capture systems are designed to 
report usage to your time and expense billing systems. 
Because these are specialty programs, many firms con-

sider the implementation of a cost recovery system to 
be surprisingly high. However, when weighed against 
the ability to efficiently recover often substantial costs, 
these products can pay for themselves fairly quickly in 
an active law office.

hosted applications
A hosted application means that you are using a com-

puter system and software that are not located within 
your own office. For example, have you ever used Web 
mail (a way to check your email via the Internet with-
out using email software on your PC)? This application 
and your data are hosted (or located) on servers acces-
sible via the Internet. In recent years law firms have 
been hesitant to consider a hosted environment due to 
concerns about security. Another concern was the reli-
ability of the Internet connection. These objections are 
continuing to be addressed and reduced. More hosted 
applications are gaining recognition and acceptance 
for every aspect of the work you do on your computer. 
These include time entry and billing, case and contact 
management, document creation and management, 
and more. The performance of these offerings may not 
measure up to your existing desktop applications, but 
that will continue to change. The benefits of sharing 
information and extending the office to almost any 
location may shape the concept of the office as we 
know it.
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The calendar and case management systems on the 
market have various strengths and weaknesses. If your 
firm can prioritize the importance of various features, 
your effort to choose a program will be made easier; 
here are some examples.  Group calendars allow the 
firm members to see each other’s schedules, and in 
many cases see several peoples’ schedules on the same 
screen. If your firm uses Outlook, then group calendar-
ing is available only if you also use a Microsoft prod-
uct called Exchange (which requires additional soft-
ware and computing power). If your firm is focused 
on docketing over personnel scheduling, then some 
programs offer the ability to purchase court rules for 
various jurisdictions (such as Compulaw Vision or 
Abacus). 

If the lawyers in your firm use hand held devices 
such as the Blackberry or the Palm Treo, then some 
calendar and case management systems can synchro-
nize more easily with one device than with another. 
Some products are a good fit for law firms because 
they are case-centric (Abacus, Amicus Attorney, Time 
Matters, or Prolaw). That is to say, they maintain 
lists of cases and are not limited to lists of only con-
tacts, which is the situation with Outlook, ACT!, or 
Goldmine. So, although calendar and case manage-
ment programs have seen steady growth and increas-
ingly popularity within law firms in recent years, 
choosing the right product for your firm requires 
thought and planning.

document management
The primary purpose of document management soft-

ware is to make it easier for firm members to find the 
right document quickly. Additional features include 
version control, life cycle management, controlling the 
movement of documents to and from a laptop, and the 
ever increasing desire to manage and share the land-
slide of electronic communications (emails, faxes, and 
news feeds). A document management program works 
by inserting itself into the process of saving a docu-
ment. When the users save a document (or email, or 
electronic fax), she or he is required to fill out a form 
that will categorize that document. The categories 
are usually customizable by your firm and typically 
include fields like client name, matter name, document 
type, and author. The documents can then be retrieved 
using these same categories. Since the volume of docu-
ments in many small law firms is counted in the tens 
of thousands, and larger firms have hundreds of thou-
sands of documents, the speed and efficiency of find-
ing documents can have a very material impact on the 
smooth operation of the firm, and in turn, the service 
that can be delivered to the client.

networking
Networking means that you want to connect the 

computers in your firm together in order to share print-
ers, documents, Internet access or other resources and 
devices. Today there are a limited number of options to 
consider when networking your machinery. Primarily 
those options include systems from Microsoft, Novell, 
and the Linux operating system.

It took Microsoft most of the 1990’s to unseat Novell 
as the business standard for office networks. While 
some firms and technicians still respect the capa-
bilities of Novell products, when you talk with your 
colleagues, you will find that most of them use a 
Microsoft network for their servers. One reason is the 
number of readily available technicians that are famil-
iar with Microsoft products. Another reason favor-
ing Microsoft are the applications that can run only 
on their network software. For example, many pro-
grams use an underlying database called SQL (pro-
nounced see-quill), which stands for Structured Query 
Language.  Although this is meant to be a standard lan-
guage, the word “standard” is a bit misleading. Even 
though there are many flavors of SQL, the version 
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Media relations
Communicating with the news media—whether print, 

online or electronic—is foreign territory for many 
attorneys (others, however, love the limelight). Media 
relations can be an important part of a law firm’s mar-
keting effort.

News releases contain the who, what, when, where, 
why, and how of a topic and are used to announce 
new firm hires, awards and appointments. These news 
releases show potential clients that the firm is growing 
and is recognized for good work. Submitted to legal, 
chamber, business, trade and other media outlets, they 
help develop firm name recognition over a wide num-
ber of audiences.

A second type of news release focuses on specific 
cases and is often used to announce a case filing, 
settlement, or trial outcome. These news releases asso-
ciate the name of the firm with a specific law practice. 
Depending on the case, attorneys may find print, radio, 
television, and online reporters at their door asking for 
interviews.

When reaching out to the media, firm attorneys will 
mostly likely be asked to respond to media ques-
tions about legal issues or on specific cases. Attorneys 
should return all media calls promptly and be well 
versed in the art of speaking with reporters (speak 
in easily understood sound bites, not in long-winded 
legalize). Being quoted in the media as an expert is 
another means to build a firm brand. 

Speaking Opportunities
Just as writing a successful article depends on finding 

the right audience and topic, so does successful speak-
ing. Select trade, business, or community organizations 
with members that could be potential firm clients or 
referral sources. Pitch the speaker chair with a subject 
outline, your background and referrals. Most associa-
tions pick speakers for their meetings, especially annu-
al meetings, many months in advance; so pitch early. 
Make sure your topic is presented in an informative 
and interesting fashion. Use the opportunity to hand 
out topic-appropriate bylined articles and other firm 
information to those in attendance.

web Site and brochure
Increasingly, potential clients go to Web sites to 

learn about a firm. Add news releases and articles 

to your Web site so visitors can find out the lat-
est about the firm and its areas of expertise. While 
potential or even current clients may visit the site 
to seek information about a particular practice area, 
they will also see additional services offered by the 
firm and attorney backgrounds. Take advantage of 
these opportunities to “cross sell.” Keep all Web 
content current. 

A Web site is a firm’s opportunity to shine, yet often 
times, sites are outdated, sparse in content, and unap-
pealing. A neglected Web site can turn off prospective 
and current clients; so make sure your firm’s site is 
given the attention it deserves.

Brochures, while not as critical to marketing because 
of the advent of the Internet, still play an important 
role in law firm marketing. They are essential “take-
away” materials after prospective client meetings and 
handouts at conferences. Information in a brochure and 
Web site should be consistent. Since Web sites are ever 
changing, brochures should have the flexibility to be 
customized and updated with inserts. 

community Outreach
Community outreach can be one of a firm’s most 

important marketing tools. Find organizations you 
sincerely believe in, get involved, and then do good 
work as a volunteer. People will recognize you in a 
positive way and see how you operate in a non-lawyer 
setting. Don’t market your firm in these settings. You 
don’t have to. Generally, businesses and individuals 
are drawn to law firms in which firm members show a 
genuine interest in bettering the communities in which 
they live. 

You can participate in many groups—legal, trade and 
business organizations as well as service, health, reli-
gious and other non-profit groups. Your firm name will 
soon become synonymous with good work.

referrals
Attorney and other professional referrals are all about 

relationships combined with the attorney’s skill set and 
reputation. Get involved in legal and business organi-
zations to meet other professionals. Be willing to help 
and counsel when asked. Expect nothing in return, 
but as others get to know your firm, referrals will be a 
natural outgrowth of your efforts.
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backup and disaster recovery
Backing up your data has always been important.  

But as firms continue to take action to satisfy their 
desire to migrate away from paper and move more 
towards dependence on electronic information, and 
as we face threats that are beyond a mere computer 
hardware failure, backing up your systems has gained 
more attention. Also, your firm should be paying atten-
tion to issues beyond just “having a backup.” Having 
the ability to retrieve an older version of a document, 
or retrieve a document that was accidentally deleted is 
one circumstance. Being able to put your system back 
together after a more substantial business disruption is 
another type of effort.

The backup format of choice has traditionally been 
tapes. The material was fairly inexpensive, and the 
capacity for storing data was reasonable. In recent 
years, using the tape format has lost popularity. It is 
slow, it isn’t easy to find data when you want to restore 
particular files, and the software isn’t terribly conve-
nient. Backup to disk is an alternative and is easier for 
restoring data than tape. Good backup procedures call 
for media to be taken off-site; so you’ll need a sys-
tem for rotating your backup tapes or hard drives to a 
remote location.

Internet backup systems are now becoming more 
popular. This approach copies new and changed files 
to off-site media without moving the physical disk. 
The volume of your data and the bandwidth of your 

connection will affect the cost and viability of this 
option for your firm.

How all these techniques will fit together into a disas-
ter recovery plan is more than making a software deci-
sion or choosing which format to use for your backups. 
Hardware, data, geographic locations, logistics, and 
staffing must be combined into an administrative plan 
to prepare your business for an efficient recovery.

Summary
Choosing software for your firm should be guided by 

clarifying your requirements, deciding if you want to 
stay mainstream or be cutting edge (which often means 
being experimental), and safeguarding your data and 
systems. Although these tasks can be tedious and time 
consuming, the payoff will be greater productivity, eas-
ier growth of your firm, and comfort sleeping at night.

neil Quateman is the founder of Beyond Management 
LLC in Los Angeles, California. The firm provides software 
support and training for law firms. Neil has been a voting 
member, and is currently serving as a special advisor on the 
executive committee of the Law Practice Management and 
Technology section of the State Bar of California. He can be 
reached at nquateman@beyondm.com.
dan henrickson is an independent office network consultant 
in West Los Angeles, California. He has worked extensively 
with medium and smaller law offices since 1992, focusing on 
maintaining high availability for systems and data, and config-
uring software and systems to optimize productivity for attor-
neys and staff. He can be reached at dan@henrickson.net.
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This article is from the State Bar Publication entitled The California Guide  
to Opening and Managing a Law Office.

As a sole practitioner or the head of a small firm, you act as more than just 
CEO; you also wear the hats of Chief Financial Officer, Human Resources 
Director, Chief Technology Officer, and more.  The California Guide to Opening 
and Managing a Law Office is your personal executive team.

The California Guide to Opening and Managing a Law Office—published by 
the State Bar of California—is a joint project of the California Young Lawyers 
Association, the Law Practice Management and Technology Section and the 
Solo and Small Firm Section of the State Bar.  

For more information and to order your copy now go to www.calbar.ca.gov/
sections.


