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7 hen Lynette Mueller decided vo open her own court
reporting firm, Omega Reporting, in Memphis in
2010 after 30 years as an independent, she knew she

E would face some challenges

“I was always gerting work from the largest fiems, but I never
wis really put on any local attorney jobs, so | never develaped any
relationships locally,” Muelier explained.

Mueller, RDR, CRR, figured rhe hest way to overcome this lack
of focal relationships was with an aggressive marketing campaign
that blended a few sraditional advertising components with a
heavy duse of online outreach

Not only did Mucller create her own marketing picce — a 6™
by-8" card thar she pur in with every transcript — but she also
buile an impressive website, kiunched her own blog, and even
jumped into social media.

“I abso worked hard on search engine marketing,” Muellet
added *A year ago, i you had put *Memphis court reporters’ in
the search engine, you would have had to go back seven or eight
pages to find me — now I'm on the first page 'm now active on
Twitter, LinkedIn, and Facebook, because those are very impor-
zant in helping with search engine optimizarion

Muelter also writes her own email newsletrer 1 buile a darabase
of attorneys and parnlegals, and 1 send thar out monthly,” she
added. “T use Constant Contact so [ can incorparate and link back
to other information to find which subjects and topics are of in-
terest to actorneys ”

What makes Mueller's efforts even more impressive is that she's
done all of it — from search engine oprintization t email mar-
keting 1o direct mail 10 social mediz — on her own

“It's nog thae difficuit,” Mueller said, quickly conceding, “It does
help chat my hushand s a markering guy Bur | feel you've got to
keep up or you're hehind
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BUILDING A STRATEGY

For court reporters who have, for years, relied strictly on their rep-
utations and word-of-mouth referrals for all of their business, the
notion of becoming a marketing expert on top of all their other
skills may seem like a bridge roo far

However, with the legal industry declining in some markets and
staying flar in most of the others, court reporting firms large and
snutll are finding that they need ro expand their reach if they want
o grow their businesses. And rhe best way to do that is with the
right marketing straregy

“These days, most of my work comes from out of town,” ex-
plained Michael Wierzhicki of Wierzhicki Court Reporting Serv-
ive based in Pensacala, Fln. He added that he gquickly realized thay
reaching that cut-of-market clientele required leveraging the in-
ternet as much ag possible.

“All the people coming up now — the paralepals and adminis-
are all more comfortable on the Web and with emails,”
Wierzhicki continued. "They want to do everything online —
they do not want to make phone calls "

Wierzbicki turned to an cutside professional to both design and
polish his website and o find ways to help prospective clients find
that site. He noted that not only was the cost very reasonable, but
these outside pros also came up with simple and clever ways o
raise his profile “The name of my firm is Wierzhicki Court Re-
porzing Services, but | have the Pensacola Court Reporting online
name,” he explained. "My web guy was smart enough to do tha *

Todd Otivas of Olivas & Associates in Temecula, Calif, is also
a fan of marketing as @ key to business growth, especially via the
Interner 1 stopped taking out prine ads in lacal law journals and
directories,” he said “Pm now purting all my resources into on-

1

line’
Like many firms, Olivas said he learned by trial and error which



marketing programs to embrace and whicl to uvoid One program
he learned the hasd way about is paid search — where a company,
in this case a court reporting firm, bids vo have his or her sive pop
up first on Google or Bing when a person or law firm searches the
words "court reporting "

*Ldid do some paid search for abour a monthy; it blew rhrough
my budger, and 1 wasn't able to capture the business that |
wanted,” Olivas explained "Now, | prefer to spend my resources
on really pood content — not just hoilesplate — that’s going to
be with me forever”

The ToddQlivas com site not only works as a marketing too,
with conzact information as well as a list of the firm's services, but
it also includes a blog thar Olivas writes, links to articles, and
other content refevant to court reporting, as well as ReadBack org,
a Q&A website for court reporters and reporting studenss thas
now boasts more than 1,000 members.

“Ie% a way for me to provide something of value o the cout
reporting community, and it also ends up maling my site more
relevant when it comes to search engines,” Olivas explained “On
my website, ] also have a way for reperters to add their informarion
into my database, and when we get jobs in their area, theyie often
the first reporters we cali.”

WATCH YOUR LISTING

Chiuck McCorkle, vice president with the Chicago-based firm
McCorkle Court Reporters, advised thar it's important for firm
ownets 1o figure the most cost-effective marketing mix for their
companies and not spend money for programs that don’t show ve-
sulrs

“A lot of people try o sell us search marketing services,” said
McCorkle “But we continue to search ourselves and find that we
organically have been on the first page of results for a while, so
we sort of leave it alone ™

Given that many law firms go to Google or Bing firse when
looking for court reporters in a new market, Janette Schmitt, RPR,
secretaryftreasurer of Schmitt & Lehmann, which has offices in
Portland, Ore , and Vancouver, Wash | said it helps to regularly
monitor your own name on search lises, though she added you
Jdor’t necessarily have to be top of thar list “You just don’t want
ro be heyond the first page of search results,” she added.

Many court reporting firms have figured out that a properly de-
signed website not only helps facilirate their businesses by provid-
ing a platform o schedule depositions and access e-transcripts,
but it also helps them better market all the services they offer,
from conference rooms to legal videography

“We discovered that a lot of our local clients weren't aware of
some of the services we provided and thar it really was on us o
do a hetter job of getring the word out,” McCorlde said “So we
kind of palished up the website and made sure it showcased all of
our services Now it kind of works like a brochure "

Terry Krause, another vice president at McCorkle Reporting,
added, “All of our invoices now tell people to go 1o the website to
download transcripts, so when they get to the site, they can see
all the eptions they have available.”

KEEP UP OLD-SCHOOL MARKETING EFFGRTS

But as different companies in different industries have discovered,
there can be danger in refying oo much on online marketing, and
court reporting firms need o reatize that they may still need other
more traditional programs — including face-to-face meetings with

current and prospective clients whenever possible — to keep their
lacal relationships strong

“The majority of the business we get is word of mouth and get-
ting in touch with the right person at the faw firm,” noted Krause
“But it does help 1o keep our name out there, so we also do print
ads in the Chicago Daily Law Bulletin as well as in the Saullivans and
The NCRA Sourcebook  There are also a couple of different legal
industry-related golf cutings in the area that we somerimes sponsor
a hole at”

Vincens Rosalia is founder and managing partner with Depo-
Link Court Reporting & Litigation Support Services in Harrison,
N |, as well as its subsidiary CourtReporterDepo, and he is a huge
advocate of marketing, even in this rough economy.

“Depolink has been around eight or nine years, primarily serv-
ing the New York metro area,” Rosalia explained “CourtRepor-
terDepo is our national effort, where we try to appeal to the trav-
eling attorney by simplifying the way paralegals and other profes-
sionals ag law firms ger courr reporters in parts of the country
they're not familiar wich "

Rosalia does have a sales staff and uses print ads in New York—
area legal publications and other praditionad marketing rouls ro ac-
eract local business But he's found that some scrategies, including
direct mail marketing, aren’t nearly as effective because it's hard
to reach their targer audience, which is the paralegal doing the
depasition schieduling ac law firms

“With direct matketing, if we rarger law firms with n brochure
or letter, it takes a lot more than a mass mailing because often
those don't get out of the mail room becavse they're perceived as
iunk mail,” Rosalia said.

Rosalia also said that with any national outreach, it’s probably
best to leverage online channels and keep your message simple
and direct.

“We do banner advertising and search engine optimization,”
Rosalia said “And we have a tag line — ‘Schedule with Confi-
dence' - which is aimed righs at the paralegal who needs to
schedule a deposition in, say, North Carolina, and who needs o
find court reporters who are reputable and credentialed ”

Rosalia also advises investing in face-to-face marketing by hav-
ing booths at — or even just attending — shows and conferences
for paralegals and other law-related organizations “Sometimes, it
can be effective just to be at a booth, shaking hands and talking
to prospective clients about our services,” he said, adding that be-
cause 50 many court reporting firms are using the Internet ro mar-
ket, these personal interactions have become a great differentiator
for his business

KEEP IT UP —~ NO MATTER WHAT

While some court reporters may feel the need to cut back on some
expenses in a tough economy, Rosalia stressed that marketing
shoutd be one of the last things squeezed.

“We just enjoyed one of our best years, and one reason for that
was that we believed in and kept spending meney on our market-
ing, be it local or nationally,” Rosalia concluded “There are good
predictions for our industry in the coming yeass, so you have t
continue to muscle through Every firm has budgetary considera-
tions, but you need to make sure marketing is one of the lase things
you look to cur™  BR

David Ward Is a freelance journalist in Ramona, Calif Comments about
this article can be directed to jcrfeedback@ncra org
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