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Introduction

Corporate attorneys around the world are expected to keep

close tabs on how their firm is performing and what

additional contribution they can make to the overall

profitability of their law firm.

I doubt there is a lawyer practising in any African country

today who hasn't heard of one rule or another limiting how

lawyers market or sell their services. These often general

and impractical regulations encourage an apathy towards

legal sales and marketing, which ultimately hinders the

business development goals of many law firms.

In this e-book, we shall explore business development

trends, process improvement, lead conversion steps and

offer a proper explanation of the sales process being

applied by some of the most successful law firms globally.

Ali Afegbua

Team Lead 

Nubianette Consulting
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RE-IMAGINING BUSINESS DEVELOPMENT
& MARKETING IN THE LEGAL INDUSTRY

Business development and marketing should be the concern of
both legal and non-legal staff at your law firm, like the Senior
Partners, Lawyers, Business Development Manager, COO or
the Practice Manager. This is due to how intricate the entire
process is when trying to attract quality clients while at the
same time delivering top-notch legal services to them.
 
According to data at our disposal today, there’s increased
competition, new channels for marketing, easier access to
reviews, and the ability to make much more informed
decisions, thanks to a worldwide web of information at our
fingertips these days.

Because of this, more and more firms regardless of size or area
of specialisation, are recognizing the value of planning and
tracking their marketing and business development efforts:
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59% are investing more into business development.

66% of firms say marketing and business

development leaders are becoming a strategic part of

the firm’s operations.

80% have defined a business development process.

85% are using a customer relationship management

(CRM) platform to help them understand, analyse,

and leverage relationships across their firm.
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While a high percentage of law firms recognize the value,
only 43% of firms identify their business development
efforts as successful. 

This disconnect highlights why it’s essential for firms to
identify where and how their business development
strategies, operations, and processes can be improved.

Next, we shall explore some of the steps your firm can start
to make today in improving aspects of your business
development and marketing. 

Law firms in Africa are faced with peculiar challenges that
limit them from overtly engaging in certain types of
business promotions and we have taken that into account
as well in the marketing methods contained in this e-book.

43%
'of firms identify their business

development efforts as successful'
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FIRST STEPS...

Are you a full-service firm or focused on some select areas?

What specific areas are you proficient in? e.g Fintech,

Blockchain, Maritime or Capital Markets.

Is your practice local, regional or international?

Have you innovated your processes to a standard above

your competitors?

Before we proceed, it is crucial to go through the following

steps in understanding what kind of business your firm is

into and how to gain a proper perspective on business

development and marketing best suited to your practice.

This calls for much reflection into who you are and what

services your firm offers and to what specific demographic.

Many firms today need to reevaluate their entire vision and

goals, as this holds the key to the much-needed clarity that

can ultimately influence innovation and profitability.

Seek to answer the following questions:

The above questions are designed to give you a clear

picture of your firm's unique edge and how this

differentiation can be used to your overall advantage.
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LEGAL BUSINESS DEVELOPMENT AND
MARKETING TIPS

Start with re-evaluating your firm's vision and goals

and then work with your team in drawing up a clear

mission and vision statement that everyone can

understand.

Establish a clear picture of your ideal market and

create a client persona that fits into your firm's vision

and goals (see chapter on 'Perfect Client').

Look at the data, what type of clients do you currently

have in your books? What kind of referrals do your

teams receive the most? This will tell you where your

perceived strengths are and what to invest your

marketing budget on. 

What is your business process like? An audit here will

give you more insight into what needs improvement.

You may be losing clients or key prospects due to

clogs in your processes.

The following are strategies and action steps you can

apply towards improving your firms business development

and marketing today:
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An investment in technological tools that match the

persona of your ideal client shows that your firm is

continuously innovating. Explore ways to improve this area.

Have an onboarding process that seamlessly funnels new

leads. CRM platforms help with this; ensure your teams

understand how to use these platforms. 

Have a specialised list for prospective clients and

constantly update this.

Actively and deliberately budget for your marketing

projects as a priority and not an afterthought.

So how do you improve your firm's business processes to

ensure that your clients stay longer and continue to buy legal

services? The next chapter lays out a step by step process in

achieving this.
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WHAT ARE BUSINESS PROCESSES?

Formal processes are the procedures you’ve written down (or

you should have). They can be things like what to do with

invoices, or inputting client data. They can also involve how

to handle current case paperwork, or archiving old files.

On the journey towards achieving stronger business

development and marketing practices for your firm, it is

important to examine all business processes and planning out

an improvement strategy for immediate implementation. This

has the potential to make or break all your hard work in

building a professional practice.

There are two kinds of business process: formal and informal.

BUSINESS PROCESS IMPROVEMENT
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These can be processes like whom to contact in

an emergency, or how to take meeting notes.

These formal processes are important for legal

teams. 

They protect you from lawsuits and other

disasters.

Informal processes are the ones you created to manage your day-

to-day routines. 
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WHY YOU NEED PROCESS IMPROVEMENT?

 

Nothing is perfect, and that includes business

processes.

But when something is seriously wrong with your processes,

it affects your firm. 

It can cause stress, inefficiency, and loss of clients. You can

lose good lawyers, increase costs, and miss deadlines.

That’s why important to review process improvement plans.

If everyone follows a well-established set of instructions,

then there are fewer errors.

This will make your firm a good place to work and increase

client satisfaction.
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HOW TO DEVELOP A PROCESS IMPROVEMENT PLAN?

When you’re developing a

process improvement plan, it’s

vital to go through all the steps.

1. List Your Current Business Processes

You need to make an exhaustive list of your business

processes. At this point in the plan, nothing is too small or

insignificant.

Once you make a list of every process, rank it from most

important to least important. Do this with some key

members of your team, so you don’t leave anything out.

Make a note if there are any major problem areas that you

need to address.
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Don’t get ahead of yourself though. While it’s tempting

to fix things as you go, you need that big picture before

you move on.

2. Map out the Processes

Now that you’ve listed your processes, the next thing to

do is map out the steps. Again, it’s important to be as

detailed as possible. Include every step, including every

sub-step.

Talk to the people in your firm who handle these

processes about how they get stuff done.

At this point, you should begin to see areas that need

improvement. 
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Where and why do team members get so frustrated?

How about clients, where are their chief complaints?

Do any of these steps create a bottleneck?

Which of these steps need the most time?

Which of these steps cause the most delay?

How are these steps affecting cost or quality?

Once you pinpoint a problem, trace it back to its roots. 

Is it a process problem, or a people problem?

3. Highlight the Problem Areas

Now that you have everything mapped out in

an easy to understand format, you can break

out the red pen. To help you assess areas for

process improvement, ask yourselves:
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Are you seeing improvement in filing? If not,

revisit your solution and try again.

4. Set up the Experiment

The Scientific Method isn’t just for scientists. It’s also a

helpful tool in process improvement.

To get started, write down an easy to understand baseline for

everyone. For example, you notice that case files are not

going to the right archives. 

Count how many case files got mishandled. This is your

baseline.

The next step is to make a change in your business process,

and see how it affects your baseline. 
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5. Don’t Forget to Consider the Client

You can’t have a successful law firm without any clients.

That’s why it’s important to make business process

improvements with them in mind.

If the process improvement is internal, it might not affect a

client directly. But if your process improvement plan affects

your clients, you have to let them know.

Send out an e-mail, or call them to let them know about any

changes they might experience. 

If the changes involve a client process, make sure to get

feedback from them.
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On-boarding Processes Improvement

6. Get the Resources You Need

Now that you know what the problems are, and how to fix

them, get the right resources.

This could involve an investment in process

optimisation/automation tools aided by technology or

providing adequate training to key personnel on how to use

existing solutions within the firm. There should be no excuses

when your firm's business development is threatened.

Possible Areas for Improvement:

Time Management Process Improvement

Case Management Process Improvement

Client Management Process Improvement
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7. Implement the Changes

Changes in a process will always get some pushback. That’s

because people don’t like change, even if it’s needed.

To make sure the change in the process goes smoothly, be

sure to communicate with your team and clients.

You also need to make it clear that the changes are

mandatory. 

You can’t measure how well the changes are working if you

still have some staff who’s doing their own thing.

To help them, offer classes and seminars. Be patient with

them, and yourself, during this time of change.
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8. Review and Keep Improving

After a few months to a year of the new processes, take the

time to review the results. Did you meet your benchmark

goals?

If you didn’t, start the process again from a different

perspective. 

Even if you did see improvement, it doesn’t hurt to tweak the

processes. 

Nothing is perfect, but you wouldn’t be where you are if you

didn’t try.

It is important to note at this point that this entire process can only be

driven by someone in management or with enough influence within the

firm, for example; a Partner, COO, Business Development or Practice

Manager.
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Nurture your contacts and clients, so you can easily convert,

upsell and cross-sell legal services to them over time.

Based on the nature of legal services your firm offers, you

will be attracting specific leads.

Sustained investment in business development and

marketing tools and training helps your team attract and

convert these leads better.

An average corporate attorney should have multiple

contact sources, it is the ability to identify prospects from

this data and how to convert them into paying clients that

determine how commercially successful one attorney can

become. 

UNDERSTANDING LEAD GENERATION
AND CONVERSION
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Manage their expectations and be steps ahead on
what their concerns are.

Invest in the relationship by improving your
interpersonal skills.

Be a good listener and provide comfort in times of
crises.

Patiently explain each process through periodic
updates.

Also, Nurture your new leads, so you can sell them
when they are ready to buy.

HOW DO YOU NURTURE CLIENTS?
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Send thought leadership content relevant to their industry
or niche.
Invite them to Webinars that they will find rewarding.
Send them emails about opportunities in their field/
industry, warnings or announcements.
Set up calls to catch up.
Schedule formal meeting (virtual or social distanced).
Make cross-selling introductions.
Send proactive proposals.
Share details about the developments with your team.
Send deal related content in their industry.
Be part of trade associations in their industry.

HOW DO YOU NURTURE NEW LEADS?

Manage the following “TouchPoints” and build top of mind

appeal with new leads when they are ready to buy legal

services:

Touchpoints by your firm:
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Share ideas and opportunities.

Share information on changes in policy/ legislation in

their industry.

Find commonalities and share your interests’ e.g

sports, good food, travel, cars etc

Make recommendations e.g valuable contacts,

vendors etc

Congratulate them on corporate and personal

milestones e.g promotions, project completion or

birthdays etc

Share appropriate competitor and market news.

Do them a favour when you can.

Touch points by individual lawyers: 
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This is the timeline or duration it takes a lead/prospect to

buy your firm's legal services. 

Each sales cycle is dependent on the prospect’s unique

circumstance or buying habits. 

The wait may last as long as; 

1 week

1 month

6 months 

1 year or more

It is tricky to get the actual duration a particular prospect

may take, which is why Lawyers must learn to nurture their

prospects till they are ready to commit.

A LESSON ON THE “SALES CYCLE”
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Seek to understand the profile of your prospect and
compare them with the clients you currently have. Are
they worth the wait?

Do your research on the prospect.

Seek to understand their business and how they buy
legal services.

Send them useful information.

Stay in touch.

What should you do while you await a purchasing decision?
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It is common practice for business lawyers to have a clear

picture of their ideal client before investing in business

development and marketing. How do you determine the profile

of your ideal client?

Many law firm leaders have an idea of the type of clients they

want to attract, but this vision isn’t reflected in the business

development initiatives being deployed by the firm. This may be

due to incongruous expectations on how to sell legal services.

An example is using content marketing as a business

development tool to bring in more business. 

You must be able to track the right metrics and collect analysed

data. You must be able to see who is clicking on the CTA’s on

your website and social media. 

This requires the right analytics tools and an investment in staff

that can decipher these numbers for use in your marketing and

BD projects.

THE PERFECT CLIENT
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Industry

Job title

Age

Education

Challenges

Create a customer profile that captures:

Utilise this data in creating business development plans

and marketing campaigns and target strategically utilising

the BANT method.
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B.A.N.T
B – What is their BUDGET?

A – Do they have AUTHORITY to decide on your firm as a

legal service provider?

N – Is there an identified NEED and do they plan to

purchase?

T – In what TIMEFRAME can a sale be made?

Running your prospects and clients through the BANT method

helps focus your time and resources strategically for

upselling, cross-selling and converting the most suitable leads.
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Existing / Satisfied Clients.

Family and friends.

Other Lawyers – with a different practice focus

to yours.

Trade Associations.

Digital Space.

This is one of the most viable ways law firms get

clients. So, where do referrals come from?

REFERRALS 
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Inflexible/ impractical fee structures.

A toxic work environment; eventually trickles down to how
employees treat clients in the business process.

A lack of interest in legal sales and a poor understanding of how
this affects prospects.

Bad work ethic; late response to clients requests, poor
communication skills and other unprofessional behaviour.

Cancelling business development/ marketing projects too early.

Poor content distribution processes.

Unqualified support personnel, leading to poor first impressions.

Incongruous marketing communications materials and digital
content.

Why do some law firms find it hard to develop new business?

CHALLENGES OF BUSINESS
DEVELOPMENT AND MARKETING FOR
LAWYERS
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TRENDS IN LEGAL BUSINESS DEVELOPMENT
AND MARKETING

An increase in business development and marketing

budgets. Even in hard times, many firms plan to catch

up and build more resilient structures and processes

to convert better leads. In some case, we will see a

75% rise from 20% in previous years budgeting.

In increased focus on business planning, testing and

implementing business development and marketing

strategies to help position the law firms for more

business opportunities.

Less focus on deliberating strategies and a clearer

view of implementation timelines and better change

management.

Increased use of multi-format marketing channels to

maximise BD and marketing investments, such as;

strategic use of legal publishing platforms, email

marketing and social media – analysed data.
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More dependency on market intelligence and data

analysis solutions.

Smaller law firms competing with larger law firms for

more digital “real estate”, through the provision of

more specialised/ commoditized services.

The emergence of more opportunities for law firms

in technological industries and the emergence of new

regulatory frameworks in areas such as

Pharmaceuticals, Fintech, Data Protection,

Blockchain technologies etc.
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www.nubianetteconsulting.com

Thank you for getting a copy of this handbook. 

Be sure to check out our other resources in the

publications/blog pages of our website. 


