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Law firm marketing:
The need for integration

Law firms in Australia and

New Zealand generally agree
that effective marketing can
significantly influence their
success. But just how much is
marketing integrated into firm
management and what are the
new trends? Richard Szabo talks
to industry professionals to get
their insight

ighteen years ago law firms and

other professional services began

to see the need for better market-

ing. Back then it was not uncom-
mon for a client to return to the same
legal professional, but this has gradually
changed with the emergence of in-house
teams.

The addition of fiercer competition and
a near saturated market have made it a
testing period for Australian law firms.
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

large firms. “Increasing numbers of small
to mid-sized firms have realised that
marketing and advertising drive their
client acquisitions, so competition heats
up,” says Harris.

To survive the battle for market share,
firms rely on their reputation and name.
In the midst of Queensland’s resource
and construction boom, smaller firms
are gaining more brand recognition, says
Jacki Wilson of Carter Newell Lawyers.
She claims that although national firms
have always had stronger brand and
reputation, smaller firms are gradually at-
tracting more talented lawyers and higher
profile clients.

“We've seen NSW or Victorian firms
extend out to Queensland, but only some
have been successful. This is partly due
to the [big city]l mentality that if a prac-
tice works in Sydney it will also work in
Brisbane. But what most Queenslanders
want to know is whether they’ll be pro-
vided the same treatment as local firms
and not get referred from lawyer to law-
ver,” she says.

Graham Seldon of Seldon Gill Consulting
agrees that sometimes it is easier for a
small firm’s brand to perform well. This
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

shortened its name to Blake Dawson. “It
was about culture and behaviour, not just
about visual identity,” says Cat Wirth,
director of clients and marketing. “That
dictates the client’s experience and is
what I see firms across the globe striving
to improve.”

Managing the relationship

Client Relationship Management (CRM)
has gained special attention over the past
five years. Multinationals and large firms
have found integrated teams very useful
in learning about a client’s business and
needs.

“You really need to know the client and
the business environment that they oper-
ate in. The closer you get to a client, the
better position you’re in to advise them,”
says Barbara Clarke, national marketing
manager of Buddle Findlay.

Grant Harris says that there is not
enough focus on CRM in Australia and
firms often fall into the trap of compet-
ing in the same way that larger firms do.
He adds that what they could try to do is
focus more on their market positioning
and niche.

Research conducted by the Asia-
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-



lawyers are not considered a primary
market choice. “Unless it could be linked
to litigation that would attract certain cli-
ents a firm wants,” he adds. “Most clients
look out for their own interests first — for
results, good client experiences or a new
partner.”

Seldon agrees that pro bono is not a
strong marketing tool, because most firms
are already really good at giving back to the
community. His research into generation Y
suggests that clients tend to choose lawyers
who have a balanced lifestyle. “Firms have
realised the importance of good balance in
work and recreation, giving leeway to do
well. If you have a look at major tenders
you’ll find that many RFT documents
demand that firms demonstrate how they
give back to the community, how well they
treat employees and how they encourage
corporate social responsibility.” ALB
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LEVELS OF MARKETING

Level 1

Management know they need to do ‘something’ but aren’t sure
what that is. Marketing equals social outings, golf, rugby, etc.

Level 2

Firms attempt to structure a marketing program, however
without the real marketing knowledge to do so. A marketing
coordinator is typically hired, but is not given a real budget,
accountability or authority.

Level 3

Firms begin to take marketing seriously. A marketing manager is
appointed and often external marketing consultants are retained.
Objectives and budgets are set and managed. Positive, but
unsustainable, results occur. Marketing is still viewed as a series of
events, separate from the firm’s core business and activities.

Level 4

Marketing is seen as an integral part of the business, rather than
a distraction. Marketing is viewed as a systematic process and is
part of the culture. The firm itself becomes externally focused and
focuses on client needs.

Source: APSMA, Does Marketing Have a Seat at the Table?







