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Edward Poll 
Bio Summary – June 2011 

 

Edward Poll is the nation’s foremost expert on law practice 
management, focused on helping attorneys and law firms 
effectively manage The Business of Law ®. 
 
An award-winning legal management consultant who has been quoted in 
the New York Times and the ABA Journal as well as other leading 
publications, Edward Poll, J.D., M.B.A., CMC, has dedicated his career to 
helping others win.  
 
Ed Poll, J.D., M.B.A., CMC, has dedicated his career to helping others win. 
With over four decades of professional experience, Ed’s extensive 
background in business and law have made him one of the nation’s most 
sought-after experts in law practice management. He is the first recipient of 

the California State Bar (LPMT Section) Lifetime Achievement Award in 2010. 
 
He coaches and consults attorneys throughout the country in the areas of starting and operating a law 
practice, strategic planning, profitability analysis, and practice development. Apart from maintaining his 
popular blog, www.LawBizBlog.com and creating www.lawbizforum.com, Ed is a syndicated columnist 
and regular contributor to publications including CBA’s Practice Link. He was recently quoted in the 
New York Times. 
 
Ed is a Fellow, College of Law Practice Management®, Board Certified Coach to the Legal Profession, 
SAC®, and a charter member of the Million Dollar Consulting® Hall of Fame. In his spare time, Ed is an 
avid cyclist. Ed and his wife will travel in their restored Airstream trailer in 2011 across the U.S., 
stopping to speak to bar associations and law schools along the way on practice management issues. 
Look to www.facebook.com/lawbiztour for more information.  
 
Contact Ed directly at 800.837.5880, edpoll@lawbiz.com and www.lawbiz.com.  
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Seven Ways to Increase Your Firm's Revenues 

Law is a profession as •vel/ as a business, and planning is the first responsibility of a business owner. 
Business revenues will not increase without a plan to ident(fy the desired outcome and define what is 
necessmy to achieve it. A law firm that does not plan for how to increase its revenues will wind up a 
practice reflecting whatever walks in the door. It is doubtful that serendipity and whim are the best paths 
to revenue growth. Taking any or all of these steps offers far greater likelihood of success. 

1. Emphasize Collections. 
Law firms should not be banks for their c lients. Stipulating payment rates and tenns in the engagement 
agreement and then en forcing them is the best way to maintain and increase revenues. Any client that 
hasn' t pa id the fee while the firm continues to work on and bill for their matter is receiving a no-cost loan. 
Do not do this with vague hope of being paid as the billed fees pile up. The engagement letter should 
clearly state the consequences to the client for failure to honor the agreed-upon payment terms. Keep 
track of when clients are behind on the ir payments, and be firm in requesting payment. Your laxness in 
honoring and enforc ing an agreement with the c lient wi ll not produce more or better referrals. Rather, the 
client will mere ly think less of your business skills, and ultimately less o f your legal skills. If you can' t 
take care of yourself, how can you take care of clients? 

2. Leverage Technology. 
By mak ing the practice of law more efficient, computer technology red uces costs and enhances revenues. 
The time sav ings, effi ciency and commodi tization of routine tasks and services afforded by computers 
and other e lectronic techno logy mean that lega l services can be provided at a lower price with higher 
volume, which tends to produce higher revenues and profits. Law firms should work w ith c lients to 
demonstrate how knowledge management, e-d iscovery software and other tools reduce legal costs overall 
w ithout reducing the lawyers' per unit fees. 

3. Outsource Functions. 
Outsourc ing selected law fi rm fu nctions a llows the firm to generate more revenue by focus ing on its 
practice while us ing outsourced services to reduce cost. The process has been faci litated th rough high
speed Internet technology that connects firms with highly educated talent in developi ng countries where 
the use of Eng li sh is widespread - India being the prime example. Such offshore legal service providers 
can reduce by up to 80% the cost of functions like transcri ption, research, document review, patent 
searches, data entry and billing. Smaller fi rms can use domestic vi1tua l ass istants and paralegals as 
another outsourcing solution. 

LawBiz® Management, 421 Howland Canal- Venice, California 90291-4619 1 www.lawbiz.com 
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4. Raise Rates. 
There is no prohibition against raising rates at any time; the only ethical obli gation !s. that legal fees be_ 
"reasonable." A fi rm 's growth history, professional reputation and success, compet1t1on, the nature of 1ts 
practice and clientele- all of these, in add ition to the economic environment and the ~rm's own cost . 
structure, affect how and when to raise rates. When the firm successful ly handles a h1gh-stakes matter, IS 

cuttino-edoe in technology or service, or adds new packages of services, these may be ideal times on the 
client; ·'s~tisfaction curve" for an increase. Many lawyers are lax in maintaining their rates with current 
market conditions. 

5. Reduce Overhead. 
Non-discretionary spending (payment of loans, utili ty bills and taxes) is mandatory. Anything else can 
be considered discretionary spending - overhead, in the common term. Money spent for space and 
staffing may be hard to cut, but there are ways to do it. Money spent for technology and marketing offer 
additiona l and likely easier reductions. Every firm is different, but it enhances revenue to pursue 
overhead reduction throughout the business cycle rather than waiting unti l income slows. It has been 
popular in the last couple of years to ·'cut fat." However, "expense" reductions should be made in light of 
the firm's operations needs and growth anticipation. You don' t want to cut when what you are cutting is 
"meat." Such reduction will impact your abi lity to deliver quali ty legal service to your client base. 

6. Stop Discounts. 
Lawyers should resist client requests to discount their fees- particularly if the client has earl ier agreed to 
pay the full amount in the engagement agreement. And fi rms should never propose a discount 
themselves. Prov idi ng greater value in lega l services without fee discounts can involve unbundl ing 
services, allowing clients to suggest a fee write-down if they are dissatisfied, or consider alternative 
bill ing methods. All of these options for addressing a client's request to discount fees demonstrate that 
the firm is a business with certain policies in place; and that these policies define how the lawyer sets fees 
and the client agrees to them. This presumes that the client was accepting of the bill ing modality in the 
fi rst place, and that the originally quoted fee was in compliance with market conditions. Discounts, in this 
context, are a fee reduction after the work was completed, not at the time the fee was initially discussed 
and quoted. 

7. Target Clients. 
Marketing that increases revenue should be approached narrowly to create a profi le of the fi rm ' s ideal 
client and develop a strategy for communicating capabilities and services to this target, not everyone. 
Any fi1m can increase its revenue dramatica lly by focusing on demographics, occupation, location, 
fi nancials and other characteristics of clients who will provide the work it desires most. Be sure to 
include existing clients in the mix, especially the large, heavy hitters. Every finn should know in exact 
detail what is done for its largest clients, how profitable that work is for the fi rm, and what opp01tun ities 
exist to get more work. 

There are more ways to address not only the revenue side (top line) of the ledger, but also the profits 
(boll om line) of the firm. However, paying allen! ion to these seven issues will go a long way to 
substantially and dramatically improving the fincmcia! condition of your law firm. 

LawBiz® Management, 421 Howland Canal- Venice, California 90291-4619 1 www.lawbiz.com 
Order Phone (800) 837-5880 1 Office Phone (310) 827-541 51 Email edpoii@LawBiz.com 

© 2011 Edward Poll & Associates, Inc. All rights reserved. 
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Increasing Revenue: Updated Strategies for Attracting New Clients 
and More Effectively Managing an Existing Client Base 

 
Basic Business Principles 
 

 Industry 

 Professional services 

 Law firms 
 
Trends to Consider 
 

 Current Reality 
o Preference is perishable 

 Rent your volume – client satisfaction 
 Own your volume – client loyalty 

o Technology 
o Leverage 

 Delegation on Steroids 
 

Client-Centric 
 

 Why Clients Leave Their Current Law Firm 
o 11%  Other 
o 4%  Arrogance of Attorney 
o 6%  Follow an Individual Attorney 
o 6%  Low Quality of Work Produced by Attorney 
o 10% Unreasonable Billing 
o 63% Poor Client Service 

 

 Why Clients Refer Their Law Firm 
o 8%  Other 
o 6%  Individual Attorney 
o 9%  National Presence of Firm 
o 11% Current Relationships 
o 20% Legal Skills 
o 46% Good Client Service 

 
Clients Want Attorneys Who… 

 

 Providence solutions to business problems 

 Know their industry and business 

 Share in risk and rewards 

 Draw the line between appropriate work and legal thoroughness 

 Consider alternative, value-based billing 

 Increase communication efficiency 
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What Can We Do? 
 

 Improve our service throughout the duration of representation 
o Intake process 
o Customer-oriented attitude 
o Communication 
o Complaint reduction 
o Value-based billing 
o Team Approach 
o Trust Building 
o Customer Satisfaction 

 

 Clients would like Done Unto Them…. 
o Customer-oriented attitude 
o How do you know what they want? 

 ASK! 

 At intake 

 Throughout representation 
 

 Improving Intake 
o Understand the nature of the matter 
o Set expectations 
o Always have an engagement agreement 

 

 Send Client Surveys Frequently 
o Following the first interview 
o At the time of the first billing statement 
o During representation 
o Post delivery of services 

 

 Send Client Status Reports 
o Develop a status form to make the process more efficient.  Report on the matter and 

the status of the client’s account 
 

 Use Teamwork to Get the Job Done (Image of US Postal Team from Tour de France) 
o Clients want a team working for them 
o Introduce staff/colleagues 
o Client is a team member too! 
o Can’t criticize oneself 
o The client wants the job done at the least cost possible.  If a task can be done by a 

paralegal or secretary, delegate it! 
 

 Clients are Satisfied with Process 
o Guarantee of satisfaction with process 

 Ungaretti & Harris – Chicago Illinois firm that guarantees 100% client 
satisfaction 
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Call to Action 

 What will you do tomorrow? 

 Identify 3 action items: 
 

 

 

 
Benefits of Legal Coaching 

 Open your eyes to additional solutions 

 Provide you with a confidential sounding board 

 Partner you with a peer with the acquired insight and judgment to mentor and  
guide you 

 Put your professional development on the fast track 

 Have no other agenda than your success 
 
Resources 

 Free monthly e-zine:  www.lawbiztips.com 

 Free forum: www.lawbizforum.com 
 
Results You Can Expect from Improvements 

 Happy clients pay their bills - Profit 

 Happy clients bring new business - Revenue 

 Caring and bonding with clients - Effectiveness 

 You may become the lead adviser for client in many other matters - Counselor 
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FROM'IHE 
DIRECJ'Oll OF 

THEJOYWCK CWB 

Easing Out the Gray-Haired. Or Not. 
By NELSON D. SCHWARTZ 

As the managing partner of a top Los Angeles law firm, Norman H. Levine is no stranger to 

what might be called the Posada problem. 

Nothing, he said, is as tough as telling fellow partners that their best days are behind them. 

''I've always joked that I wish I could have these conversations by phone," Mr. Levine said. 

"If someone wants to stay and you don't want them to, that's the hardest. It's like going to 

your parents and telling them they can't handle their affairs anymore." 

If anyone doubts the sensitivity of the task, consider the case of Jorge Posada, the once

formidable New York Yankee who at the ripe old age of 39 found himself demoted in the 

starting lineup, unable to consistently do the one thing a designated hitter does - hit. When 

he got the news earlier this month, he walked into manager Joe Girardi's office an hour 

before the game was to start and announced he wasn't going to play. 

Few professionals in other fields have that option - Posada's contract guarantees him $13.1 

million this year, despite a batting average of .183, the lowest among designated hitters in 

Major League Baseball. But the painful encounter betvveen coach and lagging star- Posada 

apologized the next day - is one that is taking place with increasing frequency in the wood

paneled aeries of law firms, banks and other elite professions, industry insiders said. 

"All the rules have changed," said a longtime New York executive recruiter, Richard Stein of 

Caldwell Partners. "In a market that's become extremely lean and mean, these individuals 

who have tended to be the senior statesmen of their day are sometimes the first to go." 

It can happen at any age, of course, but it's an especially delicate issue in an era when many 

workers stay on after they turn 66, when they qualify for full Social Security benefits. 

Even as old notions of professional courtesy and obligation erode, so too has the quiet 

acceptance of traditional, mandatory retirement ages. Twice in recent years the Equal 
Employment Opportunity Commission has sued top law firms, accusing them of 
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discriminating against older partners, and a closely watched case now under way could make 

it even harder for firms to dislodge aging lions. 

As roughly 44 million baby boomers hit retirement age over the next decade, the problem of 

how and when to step aside is becoming a hot-button issue, said Robert J. Gordon, a 

professor of economics at Northwestern University. Many older workers have had to put off 

retirement because of stock market losses during the recent deep recession. And while 

unemployment among older workers is lower than the national average at 6.2 percent, it is 

up sharply from three years ago, when it stood at 2.9 percent. 

Some jobs will always have age restrictions - police officers, firefighters, air traffic 

controllers and the like. And in corporate America, mandatory retirement ages for senior 

management face less resistance, thanks in part to generous incentives to leave early that are 

perfectly legal. What is more, federal law permits age limits for the top brass who set 

corporate policy. 

But chief executives still have a habit of hanging on, said Jeffrey A. Sonnenfeld, a professor 

at the Yale School of Management and the author of a book on the subject, "The Hero's 

Farewell." Mr. Sonnenfeld has even developed a taxonomy to describe how different 

executives handle the challenge of going into the sunset. 

The monarchs stamp out rivals and remain on the throne until they die or are forced out, 

while the ambassadors become senior statesmen, attending the economic forum at Davos, 

Switzerland, and similar affairs. Generals leave under pressure and spend their days plotting 

a Napoleonic return to power. Finally, there are the governors, who go on to do something 

else, like philanthropy or public service. 

Rupert Murdoch at the News Corporation and Sumner M. Redstone at Viacom are 

quintessential monarchs, but AndrewS. Grove has became an ambassador for Intel, Mr. 

Sonnenfeld said. Steven P. Jobs is a general at Apple, and Henry M. Paulson Jr., formerly of 

Goldman Sachs, has emerged as a governor with his tenure as Treasury secretary under 

President George W. Bush. 

On Wall Street, firms like Goldman don't have a mandatory retirement age, but there are 
other ways of easing people out, like "de-partnering," when partners are quietly dropped 

from the top ranks. 

It is an especially tough issue in the legal profession. There is no mandatory retirement age 

for federal judges - one remains on the bench at 103 - and solo practitioners often work 
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into their 70s and 8os. Senior partners at big law firms, on the other hand, frequently feel 

the heat much sooner. 

"It's a huge issue with law firms amid the downturn," said Jonathan Ben-Asher, an 

employment lawyer in New York. "Partners may be eased out or chucked out, but in my 

experience, it is much harder for older partners to maintain their position if their billable 

hours decline. They're not given the same courtesies or deference there was in years past 

because there is less money to go around." 

While Mr. Levine, the law partner from Los Angeles, always breaks the news in person, 

sometimes the message isn't even delivered face-to-face. One New York real estate lawyer 

learned by letter that he was to lose his equity share in the partnership where he had worked 

for nearly 20 years, but had the option of staying on with a salary cut of 10 percent and a 

limited contract that would have to be renewed by the firm every 18 months. 

"I was surprised and hurt," said the lawyer, who insisted on anonymity because he still 

practiced law and occasionally worked with his old firm. "You couldn't go out and tell people 

you were fired. And it's hard to move on when you're so or 60." Strong relationships with 

clients helped him land a new job at another, larger firm, he said, calling that "pretty good 

evidence I didn't need a drool cup." 

Edward Poll, a Los Angeles consultant who works with law firms on improving the bottom 

line, recalled the case of a partner told of his fate by an office manager after his computer 

password no longer worked. 

The best way to stave off that situation, Mr. Poll said, is to maintain deep relationships with 

clients. "Very few people are so skilled that they can't be replaced by a younger, more current 

practitioner," he said. "You've got to be so connected to important clients that the firm is 

going to fear your departure." 

Mr. Levine and other law firm bosses are quick to point out that a fall-off in performance 

isn't always a matter of age. Some partners at his firm, Greenberg Glusker, are still going 

strong in their 70s, while much younger partners have occasionally had to be told they have 

lost their edge. 

Arthur A. Russ Jr., a Buffalo lawyer who turned 68 this year, said: "I think 65 is the new 45. 

You end up at 65 and you do have enough money to retire but you've been doing this your 

whole life. I enjoyed practicing law." 
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Perhaps in reflection of that view, challenges to mandatory retirement ages, which typically 

range from 62 to 70, have been cropping up more often, according to Mr. Poll and other 

experts. Traditionally, partners were considered employers, and thus not protected by the 

federal Age Discrimination in Employment Act. 

But a 2007 settlement between the E.E.O.C. and the law firm Sidley Austin undermined that 

notion, with the E.E.O.C. successfully arguing that 32 older partners who had been demoted 

lacked a say in the management of the firm, and thus could be considered employees. 

And last year, the E.E.O.C. filed suit against the Kelley, Drye & Warren firm in New York, 

arguing that it had acted illegally when it forced a partner, Eugene D' Ablemont, to give up 

his equity stake when he turned 70, and cut his bonus to $25,000, from $75,000. The 

agency termed the suit "a wake-up call for law firms," and specifically cited the firm's 

mandatory retirement age. 

The firm has since dropped the forced-retirement rule, but the case of Mr. D'Ablemont, an 

employment lawyer who specializes in defending management in labor disputes, is still 

pending. Kelley Drye is fighting back hard, illustrating the dangers in going public with age 

discrimination complaints. 

The firm countered in court filings that Mr. D'Ablemont's billable hours had been falling 

precipitously, adding that he engaged in "objectionable behavior inconsistent with the 

expectations of a Kelley Drye partner." Mr. D'Ablemont declined to comment, as did Kelley 

Drye, but legal experts say another victory by the E.E.O.C. could open the floodgates to many 

more such suits. 

In the meantime - like Posada, whose not-so-subtle hint came when the manager dropped 

him to No. 9 in the lineup, from No. 7- older partners find themselves on the lookout for 

signals like a cut in the annual bonus. Despite the anemic economy, that's often enough to do 

the trick. 

"Some of these lawyers have egos the likes of which you can't imagine," Mr. Poll said. "The 

partners get offended and that's what the firm wants. The message is loud and clear - if it's 

not, they'll stick around because there's nowhere to go." 
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L. D • Manageme.nt Company 
QWD1Z" .The Business of Law• 

Your Practical Guide to Profit' .. 

BEST OF ED POLL - FIRST QUARTER 2011 

On the "LawBiz Blog" 
Customer Service- A True Story and The Power of the Internet 
Blog posts 3/15/11 and 3120111 
This post and its sequel were inspired by my own encounter with poor customer service and the 
response that my online complaint about it generated. Lawyers can draw some valuable lessons 
from the whole experience to help them better listen to upset clients, to train their staffs so that 
clients don 't get upset - and to apologize if the worst happens. 
http ://www.lawbizblog.com/20 I I /03/articles/management/customer-service-a-true-story/ 
http:/ /www.lawbizblog.com/20 II /03/articles/techno logy/the-power-of-the-i ntcrnet -and-an
apology/ 

Eight Action Steps to Stay Afloat 
Blog post 1111111 
With more than 100 views on YouTube, this "Legal Pad" video set forth the key lessons that law 
firms should have learned from The Great Recession. If your firm wants to stay afloat as 
economic challenges continue, check out thi s list of essential steps, from emphasiz ing collections 
to engaging a coach. 
http://www.lawbizblog.com/20 I I /0 I /articles/videos/eight-action-steps-to-stay-af1oat/ 

From the "Coach's Comer" 
Arc You A Firm's Finder, Grinder or Minder? 
Lawyers Weekly 2/21111 
Not every player on a sports team is expected to be a star, and that should also be true for 
lawyers in a law firm. There are finders who generate the business, grinders who handle the 
technical end, and minders who maintain client relationships. In this article I discussed a 
strategy for miners to move into the valued (and rewarded) role of finders. 
http://www. lawbiz.com/ coachs corner 2-21-ll .html 

Judges Enjoy Online Freedom That Lawyers Don't 
Lal·vyers Weekly 1124111 
Lawyers are bound by the Rules of Professional Conduct in what they can say in onl ine social 
media. Judges apparently are not, at least accord ing to bar association rulings in several states. 
The rulings all emphasized that judges should tread carefully when using such forums, but I 
showed here that anything that could call judicial impartiality into question is dangerous. 
http://www. lawbiz.com/coachs corner 1-24-ll.html 

COACHING • RETREATS • KEYNOTES • SEMINARS • WORKSHOPS • CONSULTING 
421 Howland Canal, Venice, CA 90291 • TOLL FREE (800) 837-5880 • TEL: (310) 827·5415 • FAX: (310) 578-1769 • E-MAIL: edpoll@lawbiz.com • WEB: www.lawbiz.com 
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Out of the "Law Biz Tips" 
Testimonials Should Sell Soap, Not Lawyers 
LawBiz Tips, 3/29/11 
Marketers consistently use testimonials - whether from glamorous celebrities or presumably 

satisfied "everyday" customers - to serve as evidence that an organization and its products or 
services are of value. For consumer products, this may be acceptable. But I strongly disagree 
with law firms using clients' names for testimonials, and explain why here. 
http://www.lawbiz.com/e-mailed newsletters/tip-3-29-ll.html 

Credit Card Billing- A Look at the Dark Side 
Law Biz Tips, 211 I 11 
I have long advocated that lawyers should accept the use of credit cards in payment for fees, in 
order to make it as easy as possible for clients to pay for legal services, to create a marketing 
advantage and to get paid quicker. However, accepting credit cards is neither problem nor risk 
free, and I discuss potential snares and pitfalls here. 
http://www.lawbiz.com/e-mailed newsletters/tip-2-1-ll.html%20 

In the Feature Journals 
Are You Ready to Fly Solo 
American Bar Association Law Practice Today 3/11 
Whether you're a young lawyer who wants to open a solo practice after being laid off from a big 
law firm, or a law firm graduate who wants to start a practice of your own right after law school 
graduation, this article can give you valuable pointers for success. I discuss issues of practice 
focus, finance, facilities, technology and marketing to consider before launching your firm. 
http://www2.americanbar.org/calendar/TECHSHOW /Publishinglmages/lpt/ftr03111 b.html 

Cash Flow: How to Get It, How to Keep It 
CBA PracticeLink, 3/11 
One lesson I've consistently emphasized over the years is that any lawyer's inventory is not 
billable hours- it is the amount of cash that is realized from the billable hours outstanding. This 
article expands on that point by giving you five fundamental rules for cash flow optimization that 
will help you control cash flow through effective cash management. 
http://www.cba.org/cba/practicelink/solosmall finances/cash flow.aspx 

Fighting Fraud 
ALA Legal Management, 3/11 
Financial fraud is a very real danger in any law firm, and one that too many firms tum a blind 
eye to. I offered practical advice in this article to help lawyers and their administrators better 
understand why fraud happens, what steps to take in order to prevent it, and how to institute a 
system of checks and balances that can eliminate financial irregularities. 
http://www.alanet.org/publications/issue/maraprll/LM MarchAprilll FMfeature.pdf 
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Let LawBiz Management help improve the Business of Law® for you and your 

practice with our Road Show promotions, combining our most popular offerings 

into one-time-only specially priced packages. 

Package 1:  

Law Firms 

This set of essential references is a 
must-have for firms of all sizes. 
Includes three of our most popular 
books, The Law Office Handbook, 
Collecting Your Fee, and Growing 
Your Law Practice in Tough Times, 
as well as our 3 CD set, The 3 
Dimensional Lawyer.  

Retail Value: $350 
Special Road Show Price: 

$210*

Package 2:  

Solo Practitioners 

A collection of offerings geared for 
the unique challenges and rewards 
of those in sole practice. Includes 
our two newest offerings, the 
Growing Your Law Practice in 
Tough Times book and our 8 Steps 
to Prosperity 8-CD set, as well as 
two of our popular Special Report 
eBooks, Successful Lawyer-Banker 
Relationships and Business 
Competency for Lawyers. 

Retail Value: $336 
Special Road Show Price: 

$199* 

Package 3:  

Fast Start  

Especially geared to the new 
practitioner, looking to establish 
themselves in their own practice or 
with a firm. Includes The Profitable 
Law Office Handbook and CD, 
Secrets of the Business of Law, and 
More Secrets of the Business of 
Law, and our new 8 Steps to 
Prosperity 8-CD set. 

Retail Value: $298 
Special Road Show Price: 

$179*

*plus shipping 

Order any two of the above packages and take an additional 10% off your entire order. 
 

SPECIAL ROADSHOW OFFER: The Complete LawBiz Legal Management Library 

Sign up for any of our coaching programs at www.lawbiz.com within 30 days of attending the roadshow and get a 
copy of our full legal management library. Includes Profitable Law Office Handbook, Secrets of the Business of Law, 
More Secrets of the Business of Law, The Business of Law, Growing Your Law Practice in Tough Times, Collecting 
Your Fee, our Special Report eBook Series(Lawyer-Banker Relationships, Business Competency for Lawyers, Law 
Firm Fees and Compensation, Disaster Preparedness and Recovery Planning),  and our 8 Steps to Prosperity and  3 
Dimensional Lawyer CD sets. 

Retail Value: $950 Special Road Show Deal: FREE with any Coaching Package  

Go to www.lawbiz.com or email edpoll@lawbiz.com 

  

Page 14

http://www.lawbiz.com/
http://www.lawbiz.com/


Get on the Road to Revenue now. 

LawBiz® Management, 421 Howland Canal - Venice, California 90291 | Office Phone (310) 827-5415 Fax (310) 578-1769 

www.lawbiz.com |  Email edpoll@LawBiz.com    © 2011 Edward Poll & Associates, Inc. All rights reserved 

LawBiz Management Road Show Specials Regular 
Price 

Special 
Show Price 

Qty Total 

Books     
Package 1: Law Firm Special 
 

$350 $210   

Package 2: Solo Practitioner Special $336 
 

$199   

Package 3: Fast Start (New Lawyer) Special  
 

$299 $179   

Take an additional 10% off your order of two or more packages  10% 
Discount 

1  

Shipping  $14.50/ 
package 

  

  TOTAL   

 

ORDERED BY: 

Name__________________________________ 

Title___________________________________ 

Organization____________________________ 

Street _________________________________ 

City ________________ State _______ Zip ___ 

Telephone ______________________________ 

Email __________________________________ 

SHIP TO (if different): 

Name__________________________________ 

Title___________________________________ 

Organization ____________________________ 

Street__________________________________ 

City ______________ State _______ Zip ______ 

Telephone ______________________________ 

Email __________________________________



Payment:   MasterCard   Visa   American Express 

Credit Card # ___________________________________Exp. Date ____________ CVV Code ________ 

Cardholder Name ___________________________________Signature __________________________ 

You will automatically be added to the mailing list for our weekly LawBiz Tips ezine. We do NOT sell or 
rent our mailing lists. Check here if you do NOT want to be added to our list.  

 

All shipping is via US Priority Mail. Email is required to receive ebooks. Sales tax (9.75%) will be added to 

all orders shipped to California addresses. 



Show pricing is valid for the next 30 days only.  (From June 15, 2011) 
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WHO: PAULA POLL, 66, AND EDWARD POLL, 69 WHAT: AIRSTREAM ENTHUSIASTS WHERE: THORNHILL BROOME BEACH 

THE POLLS REMEMBER BEST THE YEAR THEY HOSTED A 
Passover seder in the moonlight. They parked the Airstream 
at Dockweller Beach and set up a folding table large enough 

to accommodate their four kids and eleven grandchildren (that's four of 
them below). The only downside? "We had to stop every time an airplane 
took off," says Edward. Then there was the time the couple drove to 
Malibu Beach and were swarmed by admirers. "People stopped and took 
pictures!" says Edward. "We were like rock stars." Of the pair, who live on 
the Venice canals, Paula was the first to covet Airstreams-she'd always 
loved their history and how they gleamed In the sun. Edward was slower 

to come onboard. A nonpractlclng lawyer who runs his law consulting 
business with Paula's help, he wasn't thrilled at the prospect of saiUng 
Into his golden years uncomfortably. Now even Edward admits that the 
Airstream Is cushy: The Polls gutted and refurbished a 28-foot 1968 Am
bassador model with environmentaUy sound Interiors of finished maple 
and aluminum and nonperlod enhancements like a flat-screen televi
sion, WI-A, and solar panels. They both brighten when they talk about 
hitching the Airstream to their truck and setting up "camp" at the beach, 
flicking on the lights at dusk and watching them glow In the salty night 
air. For more on Airstreams, go to airstream. com. I IS.W. 
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