
D
riving over the viaduct coming
from the airport, down Route 21
into Newark, there’s a changed

skyline: Gibbons’ logo sits atop its new
headquarters’ building at One Gateway
Center.

Here, Patrick C. Dunican Jr. is man-
aging director and a recent firm press
release speaks volumes on how Gibbons
has organized itself and its physical
environs for the challenges ahead:

“Our clients will now see the
Gibbons brand illuminated. … The sign
heralds Gibbons’ arrival into its new
21st century headquarters … trumpets
the firm’s ideas about cost savings,
including smaller partner offices,
improved state-of-the-art technology to
enhance client service and a substantial
lease cost savings which we intend to
pass on to our clients. It is also symbolic
of a rock-solid institution steeped in tra-
dition.”

After a tour of the Gibbons
Conference Center Moot Courtroom,
attorney lounge, attorney offices and

staff workspaces, a run-through of its
technologically advanced communica-
tion systems and office-wide audio-
visual capabilities, New Jersey Lawyer sat
with four key members of the transfor-
mation team: Dunican; June Inderwies,
the firm’s executive director and chief
operating officer; Dawn Afanador, chief
marketing officer; and Michael Aginsky,
chief technology officer.

■NJL: Why ‘Gibbons’?

Dunican: In February 2007, Gibbons
changed its name from Gibbons, Del
Deo, Dolan, Griffinger & Vecchione to
Gibbons. The process of analyzing the
firm’s name and brand began with
in-depth research conducted by a spe-
cialist in the marketing field who inter-
viewed the firm’s clients, peers, alumni
and other contacts for feedback on their
views of the firm. In addition, inter-
views were conducted with firm attor-
neys including those who had been at
the firm from one to 40-plus years. We

found one resounding theme — our
clients, peers and attorneys called us by
the name Gibbons. When the most
important people to your business call
you by one name, the logical next step is
to use it in all communications, leverag-
ing the equity in that name to create a
consistent message and increased brand
awareness. Shortening the name also
comported with a trend for law firms
and corporate America to brand the
name most often referred to in both
external and internal communications.
The firm’s new name has significant
advantage of being easier to recall —
two syllables are easier to remember
than 14.

■NJL: Has Gibbons “gone 
corporate”?

Dunican: Over the past few years,
Gibbons has moved toward a more cor-
porate approach to its business. We are
simply following the lead of our clients
so that we can better service their needs.
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■NJL: Did the partners come up
with these concepts, or was it
more a sense that change was
needed, letting you suggest the
form it would take?

Dunican: What the partners felt most
deeply was the need to pass the leader-
ship mantle to a new generation. They
may not have fully anticipated all the
changes we have implemented, but they
had a great sense change was needed.

■NJL: Who is your core, target
clientele?

Dunican: We look at the services our
firm provides as a three-legged stool: lit-
igation, transactional counseling and
intellectual property. Each one of our
nine practice groups is included under
this rubric. We know better than to try
to be all things to all people. We look for
major deals for middle-market clients,
and mid-market deals for major clients.
We know we are not going to get the 
K-Mart/Sears merger so we do not pur-
sue it. There is, however, plenty of work
from the combined entity that we may
handle in our five offices in four states.
We work hard on providing value to our
clients and becoming a business partner
with them. For example, with respect to
IP, we help clients take their IP assets
and turn them into tools to fuel future
growth.

■NJL: What are you looking for in
your new associates? How do you
go about attracting legal talent?

Dunican: Our first question — before
“does he/she have a book of business”—
“is this person a cultural fit?” Put
another way, “is this person not a jerk?”
It’s key.

About five years ago the literature
called for a demise of firms of our size,
being gobbled up by larger firms. But
firm size creates its own pressures: part-
ners at mega firms don’t want to deal
with the conflicts, the rate pressures.
We are not cheap, but we are not as

expensive. The bigger firms require
multiple managerial and professional
levels, simply to generate the fees to
keep that big engine running.

Young lawyers are looking for some-
thing else. They come to us for alterna-
tives. You don’t work less here, but what
they are looking for is quality of life.
Responsibility. To get to court sooner,
and have real client contact. They want
to talk to decision makers. They can do
that here. We try to focus on the entire

experience, right down to having
Starbucks coffee. And it’s working; NJ
BIZ considers us one of the best places to
work in the state.

■NJL:Your IT investment is obvi-
ously huge. In the firm’s history,
along with this relocation, it’s got
to be the largest single nut ever
presented to your executive
committee. How did you get the
buy-in?

Dunican: It was a process, but essen-
tially a well laid-out business case of
where we were, and where we needed to
be. Our 15-person executive committee
doesn’t flinch if the arguments are
strong. And they clearly believed in the
new direction proposed. The IT piece
was presented as critical to building our
knowledge base and keeping up with our
own clients’ IT investment.

■NJL: What are some of the
highlights of your new techno-
logical capabilities?

Aginsky: We’ve combined a VoIP
communications system with e-mail
and voicemail to give us a centralized
repository for receiving and handling
all client communications. We auto-
matically track billable phone time,
and can create reports and invoices. We
can archive important phone conver-
sations. Our attorneys can work
remotely with secure access to their
voice, data and documents. And we’ve
got redundancy built into our system

so that, say, if one remote office’s com-
munication system goes down, others
switch on to offer full voice communi-
cations.

Dunican: In a way, all these changes
are client-based. An example: we’ve
moved away from the law library con-
cept to knowledge management, cutting
the physical size of the library in half
and charging our knowledge manage-
ment folks with tracking information
on our clients’ businesses and getting
that information to our attorneys work-
ing with those clients. We want to know
what’s happening with our clients so we
can help them advance their businesses.

Inderwies: The fact is much of the
firm’s management still has 20+ years
of practicing law ahead of them, so
they are much more susceptible to new
ideas, like new technology, that can
assist them in doing this. Technology is
one more necessary tool to be compet-
itive in this marketplace.

■NJL: How did you sell your at-
torneys and employees on this
vision? Did you parade them
through the new offices, show
them presentations?

Dunican: We showed them life in the
21st century. We had assistance from our
architects and design team in creating an
excitement about the move in various
ways. One was to publish newsletters
that served as introductions to some of
the new features of the firm. It was an
exciting time firm-wide, where everyone
appreciated that this was a new day for
our firm and a time for new hope, new
expectations and new opportunities.

Inderwies: There was a lot of com-
munication, at every step. Early on we
did a survey of all the practice group
leaders and administrative department
heads. We involved them in the process,
found out what their needs were, and
began our design from there.

■NJL:Was there a corporate busi-
ness model in mind, some main
source of inspiration for you?

Dunican: My bible is Jim Collins’ Good
to Great: Why Some Companies Make the
Leap . . . and Others Don’t. I have spoken
firm-wide about the concepts Collins

“Gibbons has moved toward a more corporate approach to its
business. We are simply following the lead of our clients so that
we can better service their needs.”

— Patrick C. Dunican Jr.
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laid out in his book. How can we take
the firm to the next level? How can you
assist people in doing their jobs without
micromanaging them? My job is inte-
grating our efforts, and ensuring our
colleagues develop a sense of ownership
in their departments and their practice
group. They need to be asking, before
they take any action: “Is this the best
thing for the organization?”

Collins talks about finding your
“hedgehog.” But basically it means ask-
ing yourself three questions: What are
you passionate about? What can you be

the best in the world at? What drives
your economic engine? Finding the
answer is difficult. The process of looking
for the hedgehog helps direct our busi-
ness goals. And yes, there’s been a lot of
change: physical and attitudinal. But
people are seeing it and reacting posi-
tively to it. (Former) Chief Justice Zazzali
says this is where he wants to be because
of the great things going on here.
Beyond the IT and office changes and
tools, we want all of us to be motivated
by one thing: Respect. We’re a human
capital business. We are trying to ensure
Gibbons is a place of respect, kindness
and generosity — and one where you
can make a good living. All while pro-
viding the best legal counsel available.

Inderwies: The Collins book was
given to the practice group leaders
and executive committee, who were

encouraged to read it to help everyone
see how running a law firm today
means running a business. If we don’t
run the firm like a business, we won’t
have a business.

■NJL: How do you translate this
externally to clients and pros-
pects? 

Afanador: It is all about differentia-
tion. It’s another reason why our firm is
unique, and it is very visible. Clients and
potential clients can see the investment
we have made in ourselves, which is ulti-

mately an investment in our ability to
support them effectively and efficiently.

■NJL: Have you ever even tried
to put a return on investment
number on your capital commit-
ment?

Dunican: No. To me, building an
environment that actually is attracting
top legal talent and making it easier to
hold on to our own is an ROI. But we
expect this will help us continue to
build our clientele. Clients are
impressed by the space and our
expanded capabilities. We had an inter-
national client visit us last week. He
said, “I saw your sign when I landed at
Newark Airport.” He was impressed we
had our name and logo on our build-
ing. It meant to him that we have a
rock-solid institution.

Afanador: We have held many confer-
ences here utilizing our videoconfer-
encing and other capabilities, and at the
end of almost every one we have had
clients indicate they would like to host
their own corporate meetings at our
site. There is no greater compliment.

■NJL: Five to 10 years ago we
were speculating on why have a
huge law firm, if you have tools to
collaborate as need be? What hap-
pened to the philosophy? Com-
munication was supposed to blow
us apart.

Dunican: Because law is collaborative,
you need the ability to work together.
This is true for lawyers and for clients.
Now, if you are doing a document
review, you can do that in different
offices. We haven’t evolved into large
scale cases being easily worked from
home. Ultimately, your business is client
driven, so you need a facility that brings
clients in and allows you the best oppor-
tunity to service them well. The capabil-
ities of this facility reflect those of our
clients.

■NJL: There’s been some firm
migration out of the cities. Did you
ever consider moving out of
Newark?

Dunican: That was never a question.
Quick story: There are certain govern-
ment grants available to entice busi-
nesses who are looking to relocate out of
urban areas to stay in the cities.
Threatening to move out would have
made those funds available. I said:
Absolutely not. Newark is our legacy. We
are part of the fabric of the city, and sup-
port its renaissance. We changed the sky-
line of the city, and want to grow with it.
We support NJ PAC and the Prudential
Center. We’re committed to our partners
in Rutgers and Seton Hall Law Schools.
At no time ever did we consider moving.

■NJL: Can you say that in
stronger language?

GIBBONS: General laughter.


