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More competition is expected in the le-
gal market due to greater emphasis on
marketing-driven client acquisition and
demand for specialised work, says Grant
Harris of legal marketing consultants
Torske & Sterling. He also points out that
marketing is no longer just the domain of

is because a larger or international firm
often needs to provide many services for
diverse client groups, while smaller firms
can focus more on specific needs.

But it is not just the small and medium-
size firms that have boosted their branding
efforts. Recently, Blake Dawson Waldron

“Increasing numbers of small to mid-sized
firms have realised that marketing and

advertising drive their client acquisitions”
GranT HARRIS, TORSKE & STERLING

Pacific Professional Services Marketing
Association (APSMA) supports this claim,
showing that marketing needs more
integration into business. The APSMA
study Does marketing have a seat at the
table? reveals that in 2005 two-thirds of
marketers were not'involved throughout
the strategic planning process; a further
15% were not involved at all.

The sample study interviewed 270
legal, accounting and other professional
services in Australia, New Zealand and
Hong Kong. It also showed that 30% of
firms did not have a formal marketing
plan and another 35% did not tailor mar-









