LawBiz Coach’s Corner

 ByEd Poll

Tt is well demonstrated that paralegals
improve a firm’s bottom line. These para-
legals may be employed within the firm it-
self, or they may provide outsourced serv-
ices in a virtual relationship.

Either way, paralegals epitomize the
highly effective concept of leverage as a

Leveraging the value of

such as a desirable combination of skill
and attitude. When all factors are present
and positive, the paralegal relatlonshlp is
most successful.

A paralegal’s fundamental task is to allow
a firm’s lawyers to do more client or mar-
keting work without running up against
the danger of not properly addressing client
needs. The extra business that paralegals
allow a firm to do under the principle of
leverage more than pays for added salary, in

No firm or lawyer should ever think of paralegals and staff in terms
of“them,” as opposed to the lawyers’“we.” Inclusiveness of
paralegals as key team players will produce better results for all,
increase productivity and therefore profitability of the firm.

way that law firms enhance their prof-
itability by doing billable work as mem-
bers of client service tearmns. In this way,
their lower rates, when blended with other
team members, boost partner profitability.

What should firms expect from their
paralegals to justify usiof them? The fun-
damental question in this regard is obvi-
ous: is there enough work?

In analyzing a paralegal’s worth to the
firm, there is no formulaic expression that
specifically depends on origination, billing
or collection.

To say that a paralegal is worth the
amount of profit due to billing or the
amount of profit due to business brought
in does not take into account the subjec-
tive factors that should be considered,

addition to reducing lawyers’ stress level.
Paralegals enable the lawyers who hire
them to focus on the tasks for which the
lawyers themselves are best suited.

Once they are part of the firm, parale-

gals can be leveraged not just through
their technical abilities, but also for their
client service strengths. For example, hav-
ing a paralegal answer phone or written
client inquiries (ones that do not require a
lawyer's response), or at least assuring

the client that their inguiry will be an- .

swered as soon as possible,‘can prevent
many client relations problems.
Similarly, paralegals can often handle
the kind of communication that clients ap-
preciate, by sending copies of documents,
by writing, or making calls for updates.

aralegals

Clients kept informed at every step of
their matter are happier clients. All this, of
course, means that client service education
training is a must for paralegals.

Of course, lawyers must continue to ex-
ercise direct supervision of paralegals.
Firms have faced disciplinary problems
for including paralegals along with
lawyers on their website under the cate-
gory of “attorneys.”

The sclution is not to remove paralegals
from the website; it’s to create a separate
category for them. Including paralegalson a
website gives clients additional contacts to
help them. It also is formal recognition that
enhances the morale of the entire firm.

This discussion of economics should not
imply that paralegals are only an eco-
nomic adjunct of the firm. The successful
legal practice requires a team approach
between lawyers, paralegals, other staff
and clients. The team dynamic is a pow-
erful tool to serve clients and market the
practice to potential new clients.

No firm or lawyer should ever think of
paralegals and staff in terms of “them,” as
opposed to the lawyers’ “we.” Inclusiveness
of paralegals as key team players will pro-

duce better results for all, increase praduc-
. tivity and therefore profitability of the firm.

Ed Poll, J12., M.B.A., CMC, is the
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« national law firm proctice man-
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Venice, Calif. He coaches lawyers,
consults with law firms on strategy
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4 and has written 11 books. Contact
him at edpoll@lawbiz.com or visit www.lewbiz.comn.

-~ W e o a -]

brian.frasigr@mi.lawyersweekly.com

Staff Writer
Carol Lundberg
carol, lundberg@mi.lawyersweekly.com

Senior Opinion Editor
Edward Wesclosk:, Esq.
ed.wesoloski@mi.lawyersweekly.com

Production Manager
Maria Trejo
maria.trejo@mi.awyersweekly.com

Graphic Designer
Davwn Davis
dawn.davis@mi.lawyersweekly.com

Audience Development Manager
Debbie McCaffrey
debbie.mccaffrey@thedolancompary.com

Qffice Assistant
Deamna J. Hamel
deanna.hamel@ml. lawyersweekly.com

Account Executive
Charlene A. Boccaccio
charlene.boccaccic@mi.lawyersweekly.com

THE DOLAN COMPANY

Chairman, President/CEQ
James P. Dolan

Executive Vice President/CFG
Scott 1. Pollei

Executive Vice President/Business Information
Mark W.C. Stodder

Group Publisher
Gienda Russell

DIRECTORY OF SUBSCRIPTION SERVICES

~ For one year: $335 print & online, $320 print only,

$199 online only. $8.50/copy ($10.50 if mailed)

To place orders, temporarily stop service,
change your address or inquire about bifling:
Phone: 1.800-451-0998; Fax: 1-800-329-8478
Email: subscriptions@thedolancompany.com
Send to: Michigan Lawyers Weekly, SDS-12-2632,
P.Q. Box 86, Minneapolis, MN 554862632

To submit subsctiption payments: Michigan
Lawyers Weekly, SDS-12-2632, P.0, Box 86,
aneapohs MN 55486-2632"

1f yomf newspaper is damaged or missing:

Call us at 1-800-678-5297 and we wili send you

a replacement immediately, If your newspaper
frequently arrives late: Through years of experience
we have found the best resource is usually to
contact your letter carvier or local postmaster

Back issues: Select back issues aré avallable.
Call us at 1-800-678-5287. '

For tochnical svppert: I vou nead hoe'n with our




