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MANAGEMENT

Changes to the Solicitors’ Publicity Code have opened up a whole new area of marketing for solicitors and law firms, which is
ripe for exploitation. However, before employing telemarketing methods, says Ruth Jones, you must be prepared

It’s good to talk

Marketing is the life-blood of most commercial com-
panies. Changes in the Solicitors” Publicity Code hive
meant thal law firms can now use new direct
markeling lechniques to initiate the growth of ‘ideal’
clients, ensure they retain their existing client base
and keep one steps thead of the competition.

The Solicitors’ Publicity Code (Amendment) Rules
2001 came into effect on 16 November, 2001. The
rules contain a new solicitors’ publicity code abol-
ishing the restrictions on the markeling of legal ser-
vices. This brings the legal profession level with other
professional services such as chartered accountants,
who have been able lo make unsolicited cold represen-

“lations — whether face-to-face or on the telephone
—since the early 1990s,

What is new?

Under the new code, unsolicited visits or telephone
calls may be made to any current or former client,
anather solicilor, existing or pulenlial professional or
business conneclions or i commercial organisation or
public body. The meaniug of commercial organisa-
lion is not defined in the rules, but it would appear to
include at least all limited companics and possibly all
businesses trading under a business name.

The effect of these changes is that law firms are now
able to canvass directly for wark and will almosl
certainly face attempls by their compelitors to
approach their clients directly.

But the changes leave law firms in a quandary as to
how 1o approach direct marketing, particulacly tele-
marketing.

Akey element of the marketing mix ler professional
service providers is telemarkeling. It has grown enor-
mously in (he past 10 years duc to advances in tech-
nology, thal is, heing able to accurately identify and
select your target clienls and then to track aclivity
thiough the use of a contact management database
such as GoldMine.

What sized law firm should
consider telemarketing?
Lawyers will be able to draw upon the experiences of
chartered accountants to answer this question. In the
field of marketing there are currently sole practi-
lioners targeting lurnover ranges of £250,000 lo over
&lm owner managed businesses and small and
medium enterprises. These offer, for example, succes-
sion planning experlise to top five global accountants
largeling PLC's invesligaling Greenfield investment in
Europe or vying for audit lender opportunities. There
is a polential telemarketing project for every size of
law firm.

In establishing a suitable project a firm will be
looking to focus on answers to questions such as:
@® What are our most profilable areas of work?
® Are we looking to increase the flow of work in this
area?
@ What is the client profile for this type of work?

Reaching the decision-maker
Haying identified the ideal organisation lo targel and
service to affer, il is essential to speak lo the correct
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has always been getting to see or speak to the decision-
makers. Telemarketing by a person who understands
your business and the service you want o provide has
proved a very efficient means of achieving these ends.

The correct decision-maker will depend upen the
service offered, but experience shows this to include
managing directors, financial direclors, human
resource directors IT directors and partners and busi-
ness owners. These decision-makers relate to commer-
cial organisations. However, lelemarkeling has other
imporlant Largel recipients.

Referral telemarketing is a proven method of gen-
erating new leads. For example, insolvency practi-
tioners looking Lo form strategic alliances with both
accountants and solicitors who do not offer such a ser-
vice can increase the flow of work by simply making
and maintaining contact with potential referrers.

Telemarketing need not necessarily involve a “coid’
call. Applying 2 systematic, focused, well-informed
campaign lo cross-sell o existing clients is an eflective
way of increasing fee-generating oporLunities.

Does it worl?

Telemarketing, is undoubtedly an effective way of
marketing professional services. As a stand-alone
technique it oulperforms traditional marketing
services and with a good follow-up and sales manage-
ment pracess in place it pives a measurable return on
markeling investment. Our experience shows that one
in nine telemarketing contacts result in an appoint-
ment wilth someone who is willing to discuss 1heir
lepal business needs and lister: to vour solutions.

Why it works is clear. Firstly, providing commercial
legal services is about face-to-face contact and
building an understanding of the problem. I1 is not
generally an off-the-shelf product and there are
plenty of customers with unfulfilled needs. Profes-
sional telemarkeling is a powerful ool for identilying
prospects that are unsalisfied with their existing level
of service.

This dissalisfaction may not be due io faulis in the
technical service but to speed of service, user-friendli-
ness, ease of contact and being kept informed. Sec-
ondly, few businesses have been professionally courted
by eompeting lawyers and most are still quite open to
approaches. Thirdly, firms that can make a favourable
first impression when conlacling new prospective
clients, by being proactive in showing an inlerest in
their business, will eamn the right to make a more sub-
stantial contact later

What should you talk about?
After the verbal handshake and introduction of your
key services you must ensure that any stalements
made can be proved. If you want lo say that you are a
specialist in your field you must be able ta prove it —
either by showing that you have clients in that field or
that you have previously specialised in it

Section 1 of the Solicitors” Publicity Code, General
Principles, states that publicity, whether conducted in
persen or by a third party, must not be misleading or
inaccurate. This section of the code applies o all
forms of publicity stationery, adverls and press
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Telemarketing that is carried out effectively can identify potential clients who may not be
satisfied with the current level of service from their existing law firms

tronically. Dispacaging, comparative statements con-
cerning competitors are unprofessional and would not
be approved by professional ethics. Any publicity
regarding charges must also be clearly expressed. You
need to be able to talk the tatk and walk the walk.

If you mention the range of commercial services
you provide, the list is extensive — commercial
contracts, corporale tax, pensions, employment law,
licensing, intelleclual property, 1T & e-commerce
issues, debt recovery, environmental issues, You could
jrrobably mention other services, but still be no closer
10 1 successful approach. The successful tactic is to
ke an appointment.

A useful start is (o say: "1 am a specialist in employ-
ment law in the care industry and 1 would like lo meet
you to discuss how we help our clients keep up to dale
with changes in employment legisiation in this sector.
1 would like to call in when [ am visiting one of my
clients nearby. [s that OK?" There is nothing remark-
able about statements such as this and Lhey normally
lead to some sort of discussion.

Lawyer v salesman?

Few lawyers are nalurally equipped with sales skills to
make these calls but the gift of the gab is not what pro-
fessional selling is all aboul. There are many tech-
niques and sales training courses available to improve
telephone-selling skills. Technical knowledge is not
paramount — telephone marketing is undertaken to
cstablish needs and [acilitate a meeting whereby a
technical expert (partner) can present a solution (o
thnse needs.
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fee eamning partners when professional lelemarkelis
is performed by a person well-conversed in que
lioning lechniques; focused an Lhe benefits of the se
vice they are introducing; and can quickly establi
an empathetic relationship with their prospect.

The professional telesales person will be educate
confident, mature and business-worldly with a go
telephione manner. If you want to do it yourself the
peaple can be found within every firm. They may st
nee to leamn telemarkeling techniques, bul they a
geod trainable raw material.

As a basic guideline, you need to pay atlention
your apening words (first impressions count), di
tion (to create empathy), closing (their oplions
pick a Lime to see you) and inlonation {your profe
sional enthusiasm). These skills are not difficult
learn and become effective once you can put yoi
awn personality behind the seripts and slyles ye
have learnL.

Undoubtedly, success rates improve s you learn Il
psychobabble of directing conversations. Successf
selling is a function of activity: getting the right me
sage al the right time to as many commercial targ
as possible. You need to be arganised, thorough as
committed. Source a clearly defined list of prospec
and back il up with a good database or contact ma
agement module.

Follow up factor is crucial.. .. but that is lhe subje
of awhole new area of sales management skill.
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