


out to the attorney to see if he or she 
can provide any marketing support. 

We truly believe this added to the
success of our pitches, as well as provided
firm attorneys with greater service from
both departments. The feedback on the
RFP e-mail from attorneys has been
positive. One attorney e-mailed the library
to tell us she did not need anything but was
glad to see the collegiality between our two
departments. Oftentimes the RFP e-mail
gives the attorney an “aha” moment and
reinforces that both marketing and the
library can be of service.

I continue to find moments to educate
the attorneys who use marketing exclusively
or choose to conduct practice development
on their own. The database reports
generated by marketing provide me with 
a list of attorneys who still do not use CI. 
I am also on the firm’s conflicts e-mail, 

so I see what new business has come in but
may have bypassed both marketing and the
library. Each month I use these lists as a
reason to knock on doors and talk about
library CI services. I bring along sample 
CI reports or “Get Smart” reports, which
are bound and in color. I take the time 
to review the standardized checklist of
information that we use for the CI
reference interview, and I explain how 
we tailor the report to fit the attorney’s
needs. I suggest that before they meet 
with their next prospective clients, they give
the library a call. I have gained attorneys 
as clients who don’t use the library for
anything else but CI, proving once again
that CI can be used as an effective tool to
market library services. 

Building on Success
Through December 2007, library services
devoted 855 hours to the production of 
CI reports and, through joint efforts with
marketing, brought 28 new clients in to 
the firm. The overall tracking of these 
RFPs and pitch books by marketing is 
an imperfect process, which is based
significantly on feedback received from
attorneys (or lack thereof ) and research in
the firm’s accounting system of new matters
that have been opened and billed after the
date of the pitch. Since implementing the
new RFP e-mail, our CI requests have
increased by more than 30 percent. Success
is measured in the library by how many
new customers we gain and how many
customers return to use our services again.  

Anyone who contributes to an
organization’s CI process knows that
deadlines can be short, and someone always
has to be available to do the project. For
those attorneys who use CI regularly and
understand the time it takes to put together
a report, we get advance notice. But if we
receive an RFP e-mail that comes in at 
4 p.m. on Thursday announcing a client
pitch at 3 p.m. Friday, and the attorney
requests a report, we have a problem. 
We never turn away the business we have
worked so hard to market. We simply pitch
in as a team and get the job done. CI
responsibility is shared by several librarians
at NGE so that someone is always available
to provide the support.

NGE Client Services and Marketing
Department and Library Services routinely
collaborate on a variety of the law firm’s
business and client development initiatives.
For example, when the firm’s women’s
group hosted a conference in 2007 limited
to female in-house counsel only, library
services provided detailed CI reports 
for each attendee to provide a more
comprehensive understanding of the unique
needs and backgrounds of the attendees’

respective businesses, while simultaneously
enhancing the firm’s opportunities in
providing legal services to them. 

In April 2008, we will make a joint
presentation examining the value of CI 
to a group of legal marketing directors 
from North, Central, and South America
attending the firm-hosted Interlaw 2008
Regional Meeting of the Americas
Conference. The firm is a member of
Interlaw, which is an international legal
network of independent law firms in 
120 cities worldwide.   

Essential to running any successful CI
program is buy-in from top management,
and we had that right from the start. The
firm fosters interdepartmental relationships
and values the final product. The library CI
unit evolved during the past four years as
we formalized our business plan and fine-
tuned our ethics statement. Attorneys need
to understand what CI is and what it is not;
we are constantly educating our clients. 

The library started its CI program small
by approaching one group. We won the
group’s trust and shared in its success as 
it landed a new client. We created reports
so that our attorneys would be prepared
walking into client meetings. But once we
partnered with marketing, the library was
able to broaden the services we offered. 

One of our biggest fans is a “rainmaker”
in our labor group who now simply picks
up the phone, announces the prospective
client, and says, “Make me a book.” This
same attorney calls the library for research
when marketing slates him for a media
event and utilizes the media watch service
provided by the library on hot legal topics
for his blog.  

Business development is expensive, 
and the strategic partnership between the
library and marketing has allowed me to
stretch my budget and add online services. 
I currently allocate the costs of online
services among marketing, the library, 
and other departments when appropriate.
As CI continues to grow, the library and
marketing have been able to add staffing
based on our ROI reports. In 2008, the
library added a new budget line to allow
staff to begin the CI certificate programs
offered by the Special Libraries Association. 

As a team, marketing and the library
are committed to taking practice
development to the next level. In 2008,
marketing has agreed to help us design 
a template for our CI reports that will
include the firm logo and colors. Through
this process we intend to brand our
partnership in the eyes of the firm. ■

Monice M. Kaczorowski
(mkaczorowski@ngelaw.com) is director of
library services at Neal, Gerber & Eisenberg
LLP in Chicago.
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NGE CI Strategy

Goal: Create a successful competitive
intelligence (CI) program at Neal,
Gerber & Eisenberg LLP.

Objective: Demonstrate to the 
law firm how library services and
marketing can help grow the firm’s
client base.

Strategy: The marketing and 
library services departments 
partner to maximize resources 
and communication efforts.

Tactics: Marketing tracks CI requests
and business generated to determine
return on investment and revenue,
while library services compiles 
time and billing reports to track
expense; the departments give joint
presentations at each practice group
meeting; both departments promote
each other’s services when working
with attorneys; and the two
departments use an RFP e-mail
account that is shared among
marketing and library staff to 
make communication between 
the departments more efficient.

Results: As of December 2007,
library services devoted 855 hours to
the production of CI reports; through
joint efforts with marketing, 28 new
clients were brought in to the firm;
and CI requests increased by more
than 30 percent.

AALLSpectrum_Mar2008:AALLSpectrum_Nov  2/18/08  9:42 AM  Page 28


