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YOUR NEXT OPPORTUNITY STARTS WITH YOUR VALUE 
STORY 

For today’s leading law firms, the Chief Marketing Officer, Chief Business Development 
Officer and Chief Marketing & Business Development Officer can play a significant role in 
firm growth. 

These executives increasingly influence areas such as: 

• Revenue growth 
• Client acquisition and retention 
• Lateral partner integration 
• Cross-selling 
• Key-client development 
• Practice-group growth 
• Market positioning 
• Brand strategy 
• Business development 
• Marketing technology 
• Competitive intelligence 
• AI and data analytics 
• Strategic planning 

If you’re a senior law-firm marketing or business-development executive having difficulty 
finding your next opportunity, the answer may not be simply more applications or more 
recruiter contacts. 



The key is making the market understand the business impact you have created. 

 

PART I — DEFINE YOUR EXECUTIVE VALUE 
PROPOSITION 
☐ Identify what you are known for 

Complete this sentence: 

“I help law firms __________.” 

Examples: 

• Generate new revenue 
• Grow strategic client relationships 
• Increase lateral partner success 
• Build high-performing marketing organizations 
• Develop and execute firmwide growth strategies 
• Improve cross-selling 
• Differentiate the firm’s brand 
• Build industry/practice-group strategies 
• Develop key-client programs 
• Transform marketing through technology and AI 

Your goal is to communicate business impact—not simply marketing expertise. 

 

PART II — QUANTIFY YOUR CAREER 
IMPACT 
Senior marketing and business-development executives should quantify their 
accomplishments whenever possible. 

☐ Revenue & Growth 

Document: 



• Revenue generated or influenced 
• New-client revenue 
• Revenue from strategic accounts 
• Practice-group growth 
• Industry-sector growth 
• Cross-selling results 
• Client expansion 
• Lateral-partner revenue growth 

☐ Business Development 

Document: 

• Pitch/win-rate improvement 
• RFP success 
• Major client wins 
• Key-client revenue 
• New-market penetration 
• Strategic account growth 
• Partner business-development programs 

☐ Marketing 

Document: 

• Website traffic growth 
• Lead generation 
• Digital engagement 
• Brand awareness 
• Media placements 
• Rankings and recognition 
• Campaign performance 
• Marketing ROI 

☐ Organizational Leadership 

Document: 

• Team size 
• Geographic scope 
• Budget 
• Number of attorneys supported 
• Practice groups supported 
• Technology implementations 



• Organizational restructuring 
• Leadership development 

 

☐ Technology & AI 

Document: 

• CRM implementations 
• Marketing automation 
• Business-development analytics 
• AI initiatives 
• Data/BI platforms 
• Competitive intelligence 
• Client intelligence 
• Digital transformation 

The question to answer is: 

“What measurable business results occurred because of my leadership?” 

 

PART III — REBUILD YOUR EXECUTIVE 
BRAND 
☐ Review your résumé 

Your résumé should tell a growth story. 

Avoid: 

Managed marketing and business development for the firm. 

Instead: 

Led firmwide marketing and business-development strategy supporting 2,000+ attorneys 
across multiple markets, contributing to significant revenue growth and expansion of 
strategic client relationships. 

 



Whenever possible, quantify: 

Before → After 

Examples: 

• Revenue: $500M → $800M 
• Website traffic: +300% 
• Pitch conversion: 6% → 46% 
• Key-client revenue: +X% 
• Marketing team: 15 → 35 
• Geographic footprint: 8 → 20 markets 

☐ Create a one-page confidential executive profile 

A confidential profile can be useful when approaching firms discreetly. 

Include: 

Executive Level: CMO / CBDO / CMBDO 

Industry: AmLaw / Legal / Professional Services 

Scale: Attorneys, offices, revenue and geographic footprint 

Leadership: Size and scope of organization 

Growth Impact: 4–6 quantified accomplishments 

Expertise: Business development, marketing, client strategy, technology, AI, etc. 

Target: Type of firm and opportunity sought 

 

PART IV — CLARIFY YOUR EXECUTIVE 
POSITIONING 
One of the challenges for senior legal marketing executives is that firms may use different 
titles for substantially overlapping responsibilities. 

 



Your experience may translate into: 

☐ Chief Marketing Officer 
☐ Chief Business Development Officer 
☐ Chief Marketing & Business Development Officer 
☐ Chief Growth Officer 
☐ Chief Client Officer 
☐ Chief Strategy Officer 
☐ Managing Director, Business Development 
☐ Global Head of Marketing & BD 
☐ Chief Client & Growth Officer 

Don’t allow your current title to define the entire market for your experience. 

Instead, identify the business function you lead. 

 

PART V — BUILD YOUR TARGET FIRM LIST 
☐ Identify organizations where your experience is relevant 

Consider: 

• AmLaw 100 firms 
• AmLaw 200 firms 
• International law firms 
• Large regional firms 
• Professional-services organizations 
• Accounting/advisory firms 
• Legal technology organizations 
• Alternative legal-service providers 
• Professional-services businesses backed by private equity 

☐ Build a list of 50–100 target organizations 

For each organization, identify: 

Firm → Managing Partner → Chair → COO → CMO/CBDO → Chief Client Officer → Chief 
People Officer → Executive Committee 

 



Track: 

☐ Organization 
☐ Executive contacts 
☐ Current leadership 
☐ Recent growth 
☐ Lateral partner activity 
☐ Practice/industry expansion 
☐ Recent mergers 
☐ Technology initiatives 
☐ Last contact 
☐ Next action 

 

PART VI — LOOK BEYOND JOB POSTINGS 
Senior CMO/CBDO opportunities may develop through relationships before they become 
publicly advertised. 

Monitor: 

☐ Leadership changes 
☐ New managing partners 
☐ Firm mergers 
☐ New offices 
☐ Major lateral partner additions 
☐ New practice groups 
☐ Industry expansion 
☐ Revenue growth 
☐ Marketing leadership departures 
☐ Business-development organizational changes 

A leadership change can create an opportunity that isn’t yet reflected in a job posting. 

 

PART VII — ACTIVATE YOUR NETWORK 
☐ Build your relationship map 

Contact: 



• Former managing partners 
• Former firm leaders 
• Partners 
• Former colleagues 
• Law-firm CMOs 
• CBDOs 
• COOs 
• CEOs 
• Consultants 
• Executive recruiters 
• Legal-industry analysts 
• Marketing technology executives 
• Professional-services executives 
• Key vendors and industry partners 

☐ Have conversations—not job requests 

Rather than: 

“I’m looking for a new CMO position.” 

Consider: 

“I’m beginning to explore my next executive opportunity and am particularly interested in 
organizations where I can leverage my experience driving growth, client development and 
firmwide business-development strategy.” 

Then ask: 

“Who are two or three firm leaders you think I should speak with?” 

 

PART VIII — DEVELOP YOUR EXECUTIVE 
POINT OF VIEW 
Senior CMO/CBDO candidates should be visible as business leaders, not simply 
marketing professionals. 

 

 



Consider developing content around: 

Growth 

• Law-firm growth strategies 
• Market expansion 
• Practice-group growth 
• Industry strategies 
• Client acquisition 

Client Development 

• Key-client programs 
• Cross-selling 
• Client retention 
• Client feedback 
• Relationship mapping 

Partner Development 

• Lateral integration 
• Partner business-development coaching 
• Rainmaker development 
• Practice-group leadership 

Marketing 

• Brand differentiation 
• Digital strategy 
• Thought leadership 
• Rankings and recognition 
• Market intelligence 

Technology 

• CRM 
• Business-development analytics 
• AI 
• Marketing automation 
• Client intelligence 

 

 



The goal is for a managing partner to think: 

“This person understands how marketing and business development contribute to the 
economics of a law firm.” 

 

 

PART IX — BUILD YOUR “GROWTH STORY” 
Prepare a concise narrative explaining how you have helped an organization grow. 

STARTING POINT 

Where was the organization? 

• Revenue 
• Attorney population 
• Markets 
• Practice groups 
• Client base 
• Marketing organization 

↓ 

CHALLENGE 

What needed to change? 

↓ 

STRATEGY 

What did you implement? 

↓ 

EXECUTION 

How did you lead the organization? 



↓ 

RESULT 

What measurable business outcome occurred? 

 

 

PART X — PREPARE YOUR BUSINESS CASE 
A CMO/CBDO should be able to explain how the function contributes to firm economics. 

Be prepared to discuss: 

☐ Revenue growth 
☐ Client acquisition 
☐ Client retention 
☐ Cross-selling 
☐ Lateral partner integration 
☐ Pitch conversion 
☐ Key-client growth 
☐ Practice-group growth 
☐ Market expansion 
☐ Brand differentiation 
☐ Marketing ROI 
☐ Technology ROI 

The conversation should move beyond: 

“Here’s what my marketing team does.” 

Toward: 

“Here’s how my organization helps the firm grow.” 

 



PART XI — PREPARE FOR EXECUTIVE 
INTERVIEWS 
Be prepared to answer: 

☐ Why are you considering a transition? 

☐ What are you looking for in your next firm? 

☐ What is your greatest growth accomplishment? 

☐ How have you directly influenced revenue? 

☐ How do you measure marketing ROI? 

☐ How do you measure business-development effectiveness? 

☐ How have you improved pitch/win rates? 

☐ How have you developed key-client programs? 

☐ How do you work with rainmakers? 

☐ How do you gain partner buy-in? 

☐ How have you integrated lateral partners? 

☐ How have you built a high-performing team? 

☐ How have you used AI and technology? 

☐ What would you evaluate during your first 100 days? 

☐ What would your managing partner say about you? 

 

 

 



PART XII — PREPARE YOUR FIRST 100 DAYS 
FIRST 30 DAYS — LISTEN & LEARN 

☐ Meet firm leadership 
☐ Meet practice-group leaders 
☐ Meet key business-development professionals 
☐ Understand firm strategy 
☐ Review revenue trends 
☐ Review client portfolio 
☐ Understand lateral strategy 
☐ Assess marketing/BD organization 
☐ Review technology and data 
☐ Understand partner expectations 

DAYS 31–60 — ANALYZE 

☐ Identify growth opportunities 
☐ Analyze key clients 
☐ Evaluate cross-selling opportunities 
☐ Review pitch performance 
☐ Evaluate practice groups 
☐ Assess marketing ROI 
☐ Review organizational structure 
☐ Identify technology opportunities 
☐ Evaluate talent gaps 

DAYS 61–100 — PRIORITIZE 

☐ Establish growth priorities 
☐ Develop key-client strategy 
☐ Establish performance metrics 
☐ Identify quick wins 
☐ Develop partner engagement strategy 
☐ Establish technology priorities 
☐ Build longer-term marketing/BD roadmap 

 



PART XIII — IF THE SEARCH ISN’T 
PRODUCING RESULTS 
Don’t simply increase the number of applications. 

Analyze your search pipeline. 

Target Firms 

↓ 

Executive Contacts 

↓ 

Networking Conversations 

↓ 

Recruiter Conversations 

↓ 

Interviews 

↓ 

Finalist Opportunities 

↓ 

Offers 

If there are few conversations: 

Review your networking strategy and executive positioning. 

If there are conversations but few interviews: 

Review how clearly your résumé and executive profile communicate business impact. 

If there are interviews but few finalist opportunities: 



Evaluate your executive narrative and interview positioning. 

If you repeatedly become a finalist but don’t receive offers: 

Look for recurring questions or concerns involving role expectations, organizational fit, 
compensation or another specific factor. 

The objective is to diagnose the process rather than simply work harder at the same 
strategy. 

 

YOUR 30-DAY CMO/CBDO SEARCH PLAN 
WEEK 1 — POSITION 

☐ Update résumé 
☐ Update LinkedIn 
☐ Create executive bio 
☐ Identify target titles 
☐ Quantify accomplishments 
☐ Define your executive value proposition 

WEEK 2 — TARGET 

☐ Identify 50 target firms 
☐ Identify 25 decision-makers 
☐ Identify 10 executive recruiters 
☐ Research firms experiencing growth or leadership changes 

WEEK 3 — CONNECT 

☐ Contact 10 professional relationships 
☐ Contact 5 recruiters 
☐ Request 3 introductions 
☐ Schedule networking conversations 
☐ Begin engaging with relevant LinkedIn content 

WEEK 4 — BUILD MOMENTUM 



☐ Follow up with contacts 
☐ Evaluate responses 
☐ Refine positioning 
☐ Expand target list 
☐ Continue recruiter outreach 
☐ Review your opportunity pipeline 

 

THE EXECUTIVE MINDSET 
Your career transition should not be defined by your current employment status.Your 
experience may include years of: 

Growth → Client Development → Revenue Generation → Brand Strategy → Partner 
Development → Organizational Leadership → Technology → Transformation 

That experience has value beyond a particular title or firm. 

The objective is to identify an organization where your combination of strategic 
leadership, business-development expertise, marketing capabilities and 
understanding of the legal industry can create meaningful business value. 

 

 

ABOUT ASG LEGAL SEARCH AND STAFFING 
ASG Legal Search and Staffing focuses exclusively on executive placement within the 
AmLaw 200 marketplace. 

We work with law firms and senior executives on C-level and director-level leadership 
opportunities, including CMO, CBDO, CMBDO, COO, CFO, CIO, CTO, CKO, Chief 
Innovation, AI, Data and other critical executive leadership positions. 

Our search model is contingency-based rather than retained, giving firms an opportunity 
to review and compare qualified executive candidates without the traditional upfront 
retained-search commitment. 



For executives, our objective is to understand your experience, career goals and leadership 
value—and connect you with opportunities that align with your background and 
aspirations. 

Confidentiality • Industry Expertise • Executive Focus • AmLaw 200 

 


