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Executive summary

MARKETING AND business development professionals in law firms are no
strangers to change.

The Clementi Review and introduction of the Legal Services Act in the UK
forced many firms to reconsider their marketing behaviours and opened the
door for a new wave of strategic marketing activities. This included higher
visibility of (and partner engagement with) marketing within firms and an
increasing focus on client relationship management and business development.

However, tried and tested methods are no longer enough, particularly as
the legal services market continues to consolidate and clients demand cost
effective and value-added services from their firms. Competition is high and
rapidly evolving technology also affects how law firms promote their services.

This report examines some of the key trends affecting law firms and how
marketing and business development professionals can respond and also take
advantage of the opportunities available to them.

In the turbulent business environment faced by modern law firms it is
imperative that any strategy is robust. Firms must be flexible enough to adapt
rapidly to change and keep pace with market developments. In Chapter 1,
Andrew Hedley discusses the advantages of scenario planning in responding
to some of the key business drivers facing management teams. He also
explains how such ‘horizon gazing’ can enable firms to take advantage of
opportunities and mitigate risk.

Kim Tasso continues with an in-depth framework for a successful
marketing and business development strategy, in Chapter 2. This includes
advice on developing credibility, aligning marketing activities to business
obijectives and effective internal communications. Tasso argues that marketing
professionals should be taking their seat at the ‘strategy table’ and should
grasp every opportunity fo get involved with the wider decision making

around the business.
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A key element of any strategy in the current market is effective client service.
In Chapter 3, Andrew Hedley details why client satisfaction is now one of the
biggest determinants of success. He goes on to discuss future relationship
management challenges and provides a set of four areas in which firms should
focus their efforts to improve client relationships and service delivery.

The ability to engage with existing and potential clients is examined
further by Paula Black in Chapter 4, which focuses on return on investment,
encompassing time and effort as well as pure financial investment. Black
details the importance of taking advantage of referral sources, narrowing the
firm’s focus and ‘being where your clients are’. Real life case studies provide
examples of successful endeavours by lawyers.

While many firms will be allocating more money to their business
development activities, not every firm will have a bottomless resource. Those
firms with limited finances to spend on marketing will be looking to get the
most from their marketing budget. In Chapter 5, Kim Tasso provides tips for
marketing on a shoestring; including playing to the firm's existing strengths —
for example, concentrating on niche practice areas, or enabling lawyers who
are comfortable with social media to widen their networks with client or
referral organisations.

As explored in Chapter 2, law firm marketing professionals need to
become more involved in strategic decision making. However, due to the
nature of the law firm business model, one of the biggest challenges they face
is engaging the partnership. This issue is explored by Laurie Young in Chapter
6. He suggests ways in which marketers can win a voice with partners and
concludes that there is an increasing opportunity for marketers (who are not
necessarily from a legal background) to take roles at partner level and lead
the group into more sophisticated and effective global marketing.

Andrew Hedley expands on this theory in Chapter 7. He suggests that
while it may be self-evident that the law firm partner has a central role in the
creation, development and implementation of a successful marketing and
business development strategy, the nature of this role is less well articulated.
This chapter considers the nature of the relationship between the individual
partner, the business development department and the firm as a whole. In
particular, Hedley examines the role of the partner in delivering a marketing

strategy, drilling down into the expected behaviours and activities.
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The final chapters of this report look at the progress of firms in the US.
Bruce Marcus begins, in Chapter 8, with an overview of the key trends
affecting the market for legal services in this jurisdiction. The main issues
that firms must address are: the economy and the regulatory environment;
changing client demands; the requirement for innovation in marketing and
sales skills; new technology; changing attitudes and expectations among
lawyers; and, the demands of increasing competition.

Dr Silvia Hodges rounds off with coverage of innovation in marketing,
including the use of social media, mobile tagging and quick response codes.
She also details the shift from business development to sales and the use
of business intelligence for competitive advantage. Working examples of
successful marketing programmes are included. Hodges concludes that for
many firms, ensuring that lawyers make the step from tried and tested methods
to innovative marketing behaviours may be the biggest challenge — but will
prove successful for those firms which are willing to make the leap.
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