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Executive summary

The legal market refuses to stand still. While the muttering
about Al and virtual practices rumbles on, unsettling many
of the more traditional firms’ views of the future, the level of
competition within the industry continues to rise rapidly and
apparently unabated.

Law firms today have to compete with new market entrants
(a list that includes many instantly recognisable high street
names, all backed by large and generously funded marketing
machines), in-house legal teams handling more work for their
internal clients and increasingly attracting talent from private
practice, and other professionals — most notably accountants —
who are starting to encroach on some of the practice areas that
were once the preserve of the lawyer.

And competition has only been heightened by the unpar-
alleled level of consolidation in the market. There have never
been so many mergers and acquisitions within the legal world
and the new larger, stronger (in theory at least) entities this
activity has created add another threat to the remaining firms
in their markets.

Simultaneously, the level of pressure being exerted by clients
on firms is at an all-time high. Technology has inflated expec-
tations over response times and accessibility, and recognition
of the increased competition between firms for their business
has given clients an opportunity to squeeze lawyers on fees and
force law firms to offer them more and more in terms of ‘value
adds’.

But although this may look bleak, is this a bad time to be
a law firm? Not at all. As in all walks of life, threats present
themselves in step with opportunities. The only thing is, if you
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Executive summary

are to pilot your firm, practice, or department through the next
phase of the legal industry’s development, you need to ensure
you are as attractive as you can be to the clients you want.

If you are to achieve that, you need to be cannier in the way
you take your firm to market; and to do that, you need to be
more sophisticated in the way that you package what you have
to offer in terms of your credentials, your service offering and
service levels, your personnel, and your specialisms.

You need to choose the right market position for your firm.
You also need to know that package (or, if relevant, those pack-
ages) are priced correctly, in the way that suits your clients best,
and in a way that supports the market position you aspire to.

Once you have all of those ingredients, you can start to
promote your package and your pricing to the market(s) you
have chosen to pursue. However, because you have made real
decisions as to what those markets are and have agreed the
position you would like to attain in those markets, this is no
longer a scattergun activity; it will be a focused and carefully
planned campaign which, in turn, should reap higher rewards
for lower costs.

The good news is that if you get the packaging, positioning,
and promotion right, you are well on the way to winning the
work you want at the fee level you want, and that simply has to
be the most direct route to profitable growth.

This book has been written to help you do just that: to show
you how to package and position your firm in a way that will
allow you to profit from your efforts. We’ll cut through some of
the marketing-speak that all too often either prevents or puts
lawyers off getting to the heart of building a viable, relevant
marketing strategy. We’ll also look at some practical examples
of how best to design the right strategy for your firm and, most
importantly of all, how you can implement those ideas easily so
that they start delivering commercial success.

Chapter 1 provides an introduction to the legal market today,
considers the developments that are likely to have an impact on
firms of all sizes in the not-too-distant future, and spells out
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Package, Position, Profit

why it will only become more important to package, position,
and promote your law firm more commercially, more creatively,
and more effectively.

Chapter 2 then explores the first steps towards building a law
firm 21%-century clients want to buy. We look at Kotler’s four
Ps (product, position, price, and promotion), which provide a
structure for a successful marketing strategy, and how to apply
these to a law firm today, including the kinds of questions you
need to be thinking about (and able to answer) as a firm in each
of the four key areas.

Chapter 3 challenges you to think about your strengths,
weaknesses, and what your clients value most about your firm.
This chapter takes you through the process for designing and
building a client value proposition (CVP) that really sets out
what clients gain from working with your firm, and how to
manage that process internally.

Chapter 4 explains how you actually use your client value
proposition so that it's embedded in everything you do and is
tangible in every ‘touchpoint’ a client, contact, or target has
with your firm. I include examples of how CVPs can be, and
have been, used successfully, for example in pitch situations,
through website design, or in the language and mediums you
use when communicating with clients.

Chapter 5 focuses on positioning your firm. We consider
key questions such as what positioning really means in a legal
market context, how to choose how and where to position your
firm, and what part brand plays within the positioning process.

Chapter 6 shares six stories from legal service providers in
the US and UK that have done an exemplary job of packaging
and positioning their firms in today’s competitive legal market.
In each case, I spoke to those closest to the projects these firms
had implemented for a full and frank appraisal of exactly what
they did and what they have achieved.

Having gone through the process of designing a CVP and
packaging your firm in the way that best fits the market posi-
tion you want, all of that work will be wasted if you come up



Executive summary

with a pricing structure that contradicts your message. Chapter
7 tackles how to come up with a strategy that aligns with your
offering and the market position you occupy or aspire to.

Finally, in the Epilogue, I ask you to consider the final, essen-
tial ingredient by which all of your strategies and processes will
stand or fall: your people.



