





Find and Keep the Best
Alew Talent — Five Proven
Wicthods to Implement Plow

By Dawn Wagenaar
Principal

Finding good talent is hard; keeping good talent is even harder.
Firms are scrambling to fill desks and are finding that what
worked in the past to attract and keep talent doesn’t work
NOW.

I recently had the chance to hear Rebecca Ryan of Next
Generation Consulting, Inc., (www.nextgenerationconsulting.
com) discuss the five mistakes that firms make in recruiting
and retention. The managers and leaders in the audience could
not take notes fast enough, clearly an indication of how critical
this topic has become in the industry. Rebecca has surveyed
thousands of people and has consulted with some of the largest
corporations in the nation. This is what she said:

1. People don’t leave firms. They leave their managers.
Managers who don’t support or communicate eftectively
with their employees are destined to lose them. Managers
who don’t recognize success,don’t treat employees equitably
and don’t provide appropriate feedback might as well walk
the employee across the street to their competitor. Hire
managers who attract instead of repel good people.

2. Measure the right indicators and ignore out of date metrics
to gauge success:
* How many associates have I recruited to the firm
this year?
* How many of my direct reports have I retained for
SIX Or more years?
* How many of my direct reports have taken on
greater levels of responsibility?

Those will be yourindicators of success,notsome spreadsheet
with graphs and charts.

3. You will not find your best talent at career fairs, through
online employment sites or newspaper ads. Only 10 percent
of people who come through these recruitment efforts will
actually stay. They are simply employees taking their first
job to get to their second job.Your goal is to be the second
job. You need to network, talk up your firm, ask around
and remember that talent attracts talent — get your talent
working for you.
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4. Establish company rituals. Your holiday party, end of tax
season party or company summer picnic is not a ritual;
that is expected. Here at Ingenuity, we take a trip to the
Minnesota State Fair as a “company retreat.” Instead of
strategic planning, we start the day by deciding what each
person wants to do, eat or see. Wendy wants to head to the
education building; we all act interested. Rachel wants to
outsmart the carnies at their own games; we are laughing
firing water guns at clown faces. Kristin wants to see the
art building and we are astounded at the local talent. We
all want cookies, corn dogs, fries and malts. We all happily
oblige each other. When fair time rolls around, we have
another great reason to work at Ingenuity.

5. Have curb appeal.Ifa friend tells you about a great company
that is hiring, the first thing you want to do is visit the
website. The career tab on the company website should
entice you to explore further, not feel like a scream for
help or business as usual. Companies that are doing a great
job of attracting talent are going after it, making a great
impression and getting people excited about joining the
team. Here are a few examples; check these out:

www.amllp.com — Great recruitment video showing iPod
casts of employees talking about the firm.

www.choate.com — Videos of their summer associates and
the odd, albeit interesting talents they bring to the firm.

www.reznickgroup.com — Offers great volunteer and
charitable opportunities, a pay-it-forward program and
matching charity contributions of their employees.

Attracting talent is a little like finding a mate.You need to put
your best foot forward (not deceive the prospect about what
you have to offer) and then make good on your promises.

Your talent is what differentiates you as a firm. You want to
build a culture that attracts and then keeps that talent.“People
First — Profits Follow” is the ideology you need to adopt.

Look at the companies that are growing with profits soaring
and you can be assured they are also the companies with the
best talent and the best working environment. Read about
Google if you have any doubts. Your recruits are approaching
life differently. They aren’t trying to find work/life balance;
they simply won'’t take or stay at a job that doesn’t offer it.

Remember, your firm isn’t the name on the door. Your firm
is the people inside.
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Ingenuity shipped Liz off to the West Coast (L.A. to be exact)
this March to attend the Legal Marketing Association’s national

conference. She was proud to be one of more than 20 LMA-
Minnesota chapter members in attendance.

Here are some of the cool things she learned:

Tip No. 1

When setting up your marketing budget, ask if the activity
will help your attorneys or firm be known, liked or trusted.
If you cannot answer yes to any of these, don’t include it in
your budget.

Tip No. 2

The trend in legal marketing is starting to change from practice
groups toward industry groups because of how much clients
value industry expertise. Make sure you're ahead of this trend!
(One of Liz’s favorite sessions, however, was on Practice Group
Management, presented by Marci M. Krufka with Altman
Weil, Inc. (www.altmanweil.com). Be watching the next issue
of InGenius Review for more information from that session.)

Tip No. 3
Another session Liz loved was called “Strategic Account
Management: Why Client Teams Aren’t Enough,” presented
by Tracy Lalonde and Alycia Sutor with Akina (www.akina.
biz). Tracy and Alycia presented a cyclical Strategic Account
Framework that

Management consisted of Alignment,

Selection, Initiation and Execution.

The first step is to align your firm so everyone is on the same
page with what they want to accomplish through Strategic
Account Management.

Once the firm is aligned, it’s time to select the right clients to
take through this process. These clients can be identified by
creating selection criteria.

Once the client(s) are selected, the next step is to initiate a

Strategic Account Plan. A Strategic Account Plan consists of:

* Alignment Questions

e Problem/Offering Map — which outlines concerns/
opportunities you think the client may have, as well as
the offerings the firm can provide as solutions to those
concerns/opportunities

* Relationship Map — which outlines things such as client
name, whether or not they are a decision maker, influencer,
connector or prospect; goals and key priorities, who the
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relationship builder owner in the firm is and the approach;
timeline; most recent activity with this client and next
planned activity

* Action Plan, which outlines definite next steps

Finally, its time to execute. This step involves doing an
Opportunity Assessment and then putting into action all the
steps that have been discussed and created through the first
three steps.

Repeat it all again!

Tip No. 4

Social networking has hit the legal marketing arena hard and
fast. There was a lot of talk about how to handle attorneys’
requests related to Facebook, Myspace, LinkedIn, etc. If you
haven’t already familiarized yourself with these mediums, do
so. You should also start thinking about best practices and
etiquette your firm may want to create to ensure beneficial
public relations and business development for your lawyers
and firm.

Tip No. 5

As if the conference was not fun enough, Liz decided to stay
a few extra days to visit with friends. They introduced her to
the “fashion district,” which is streets and streets of stores filled
with gorgeously inexpensive (and surprisingly comfortable)
shoes, handbags and clothes. She made Ingenuity proud by

bringing home a pair of sassy red animal print pumps for the
mere price of $5.99!

If you want additional information on any of the conference
sessions Liz attended, she is happy to share the handouts she
received. Contact her at liz@ingenuitymarketing.com.




Tank Goodness bakes their
yummy cookies on demand and then delivers them (a dozen

(www.tankgoodness.com)

per order, fresh from the oven) to whomever you designate
— along with cold milk, of course! This is one unique and
heartfelt gift idea that you’ve got to taste to appreciate.

Steve Stoup, of Fidelity Bank, recently sent us a batch as a thank
you for helping him land a new client. We were proud to be
the quality control testers that afternoon. Thanks, Steve!
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Its All About Who You Know.™
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Come to the PUB for
Happy tHour

Check out the hot spot for “happy hour” online. The Power
Up! Blog (the PUB) is a great venue for opinions, debate and
life-changing insight. Some of the recent post topics include:

* Accepting Criticism

* Let’s Not Do Coftee

 Social Media Doesn’t Replace Being Social

* Millennials vs. Baby Boomers

* Change Your Mind, Change Your World

* Client Boundaries

The PUB serves young professionals who want useful
information on how to become dynamic and successful. If you
— or anyone in your firm — fits our 35 and younger clientele
description, check out the PUB at www.powerupblog.com.

Powen Up! Vletworting Event

If you enjoy in-person networking, sign up for our next
Power Up! event. Power Up! is a specialized networking event
structured for professionals age 35 and younger in knowledge-
based careers — legal, accounting, insurance, financial and
other service professionals.

Our next Power Up! event has been scheduled for Tuesday,
May 13 at Spill the Wine Restaurant in Minneapolis.

To learn more about our group or to sign up for the next event, go to
www.ingenuitymarketing.com and click on Power Up! You may also
contact Katie Kalkman in our office at 651.690.3358.




