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PART ONE - MARKETING 
 
1  WHAT IS MARKETING? 
 
The Chartered Institute of Marketing (CIM) definition is: 
“Management process of anticipating, identifying and satisfying client requirements profitably". 
 
Put simply, it is a management tool to ensure that products & services are developed according to 
market requirements and that they are profitable. This covers both the recruitment of new clients 
(acquisition) and the keeping and expansion of relationships with existing clients (retention). 
Marketing clearly also covers positioning, branding and communications. 
 

Positioning 
 
“The act of defining the company's image and value offer so that the target market 
understands and appreciates what the company stands for in relation to its competitors.” 
This means that you need to look at what you are offering and how it differs from your 
competitors.  
 
This difference then needs to be communicated to all your stakeholders - a stakeholder is 
any individual or organisation that is affected by the activities of a business. They may have 
a direct or indirect interest in the business, and may be in contact with the business on a 
daily basis, or may just occasionally be for instance, shareholders, management and 
employees, clients and suppliers, potential clients as well as potential new recruits. 
 
Branding 
 
“People buy products, but they buy into brands”. This means that clients will choose the 
product, model, design, service they like. But they will also choose a ‘marque’ (the brand) 
they trust and like to be associated with. 
 
In other words, externally this is about corporation reputation ie what people think about 
your firm/brand; do they trust it? Is it perceived value for money? – eg expensive but worth 
it! Also, is it recognisable ie logo or corporate identity. Internally, branding covers the 
working environment ie values, ethos and culture and looks at how people behave, work, 
react to change etc… 
 
To sum up, branding is “the encapsulation of everything the company is, does and 
represents. In other words, the brand is the complex set of associations about the product 
and company ie everything it does and has links with, that resides in the hearts and minds 
of consumers. Branding is the differentiator – a company’s competitive edge.”  
 
Marketing Communications 
 
Marketing Communications are messages and related media used to communicate with a 
market. The six areas usually associated in with marcomms are: advertising, Public 
Relations, promotions, direct marketing, event marketing, and new media. 
 
The purpose of any form of marketing communication is to provide a set of information to 
your target audience in a way that encourages a positive response ie the generation of an 
enquiry leading to a sale. 
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Solicitors firms use a range of marketing communications to promote the firm, their 
products and their services. Examples of marketing communications tools include: 
brochures, mailshots and websites. The objective of all of these is ultimately to achieve 
sales ie gain new clients or get existing clients to use other products and services, so it is 
important that you communicate effectively. 

 
Before you engage in any communications programme with your clients and potential clients, 
you have to decide: 
  
 What you want to say 
 Who you want to say it to 
 How to present your message 
 Where to distribute your message 
 When to send your message 
 
You also need to consider the style and tone of your message and most importantly, the follow-
up actions that will be required by you and your staff in order to win a new client or sell more 
services to existing clients. 

 
 
1.1 WHAT PRODUCT OR SERVICE IS BEING MARKETED? 
 
So what is being marketed specifically by SFE members? It could be said to be the service of 
providing legal advice to those in a certain age bracket.  So you need to consider: 
 

(a) What service? A simple definition could be ‘Legal knowledge imparted in a way that can be 
understood and acted upon by clients’. 

(b) What people?  The age profile can in fact be vast: anything from someone who has just 
retired in their late 50s to those reaching their century – more than 40 years’ age 
differential.  

So is there anything special that we can say about that age group that would fit all?  Their 
experience of life? How to target? It is no good getting clients if you don’t know about the problems 
that they encounter, so must have the expertise first.  
 
 
1.2 INITIAL ANALYSIS REQUIRED 
 
Your competitors 
Get to know your competition – see what they do - learn from it, anticipate it; use them as clients or 
referrals! 
 
Your potential clients 
Divide your market into segments and targets. You could segment by socio-demographics, 
age/lifecycle stage, occupation, geographic area, income level. You will then need to analyse what 
the characteristics of each segment are and how you could tailor your communications to suit it. 
These could include reading habits, motivations, passions, values etc… 
 
Your reputation/expertise 
What are you currently known for?  
How can you get more of the same?  
How can you extend your reach by going for new segments? 
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1.3 HOW DO YOU BUILD YOUR BRAND? 
 
Through marketing activities!  
 
1. First of all, you must deliver the highest levels of client service which will lead to client  

satisfaction, engender loyalty and result in word of mouth recommendations which is the most 
powerful form of marketing 

 
2. Communicating and interacting with, existing & potential clients , your local community, 

suppliers, even competitors, the business community ie anywhere within your sphere of 
influence – medical profession, care homes, IFAs, accountants, barristers, social services, the 
legal profession etc… 

 
3. PR, advertising & promotions, word of mouth 
 
 
Two distinct strategies should be developed: 
 
 Acquisition – attracting new clients 
 
 Retention – keeping existing client (CRM – client relationship management) 
 
Immediate areas of focus should be on: 
 
 Examining your existing services and modifying them or creating new ones for your target 

market(s). For example fixed price services v hourly rates 
 
 Adapting your marketing material or creating new materials for your target audience(s) 
 
 Harnessing the power of testimonials – ensure you include testimonials / mini case studies in 

your literature/websites as these are very powerful 
 
 Advertising/factsheets/leaflets/ in relevant places and let the effect build up over time 
 
 
2  LOOKING INWARDS 
 
 
2.1 PROCESSES, OPERATIONS, SYSTEMS 
 
It is of paramount importance to have effective internal systems. This will enable all information 
about clients and potential clients to be tracked, monitored and analysed so that opportunities for 
appropriate products and services to be presented to clients. Many firms have PMS (Practice 
Management Systems) which enable analysis and segmentation of the clientbase. However, 
without a PMS a lot can be achieved by using excel spreadsheets or access databases. 
  
For example, you need to consider the lifetime value of a client – ie what are all the 
services/products they could buy from you if you were able to maintain a relationship with them? 
 
Person x – comes to you for a divorce. This can lead to: 
 Will 
 EPA 
 Conveyancing - new living arrangements 
 EPA for parents  
 Care home / continuing care for parents and eventually self 
 Will for parents and eventual probate 
 Trusts for children 
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 Legal advice for the his/her business  
 Financial advice through joint events with IFAs  
And more… 

 
Also, an excellent service for a client will mean word of mouth recommendations and referrals. 
Staying in contact with clients can generate ongoing business. Don’t wait for them to come to you! 
It is important that you have some way of capturing and analysing data you receive on a client so 
that you can spot potential cross selling and potential work for other members of your firm as well 
as you. 
 
 
2.2 CROSS SELLING WITHIN YOUR EXISTING CLIENTBASE 
 
To be able to cross sell ie sell other services to your clients, you must have a good understanding 
of them. Many solicitors may well hold all this information in their heads. However, committing it to 
paper in some form will help generate opportunities. This is usually referred to as CRM (Customer 
Relationship Management). It is defined as “the systematic collection and utilisation by a business 
of data - the identity, spending patterns and interests of each client, to engender client loyalty 
through individualised correspondence, tailored benefits and offers.”  In other words, looking at 
each client and deciding what other products and services the firm offers or could offer that would 
be of benefit to each client. The example cited in 2.1 is a classic example of this. 
 
 
3 FACE TO FACE MARKETING 
 
Each time you have a client or potential client in front of you it is a golden opportunity to collect 
valuable information. The general chatting at the start of a consultation/meeting can be an 
excellent source of information. 
 
 A solicitor has a duty to find out about their client; ‘knowing your client’ for money laundering etc... 
But rather than seeing this as a chore, something that has to be done, it should perhaps be viewed 
as a marketing exercise. For example, if a client mentions they have a neighbour who is elderly, 
there may be an opportunity for an introduction or an invitation to a talk etc… 
 
Solicitors should, where possible, get a complete picture of the client and provide a holistic 
solution, which perhaps is achieved in stages and may include other suppliers. 
 
 
 
4 DELEGATION OF CHAIN OF COMMAND 
 
Many people may interact with your clients on your behalf as a trusted supplier and may also 
interact with people with similar geo-demographic profiles. It is important that they realise the depth 
and breadth of products and services you offer. It is important also to tell them you want referrals 
and that this is a two way street. Not only swap business cards, but give each other supplies of 
business cards. If you build strong relationships with these people, they could well be a rich source 
of recommendations and referrals. These could include all your suppliers, IFAs, accountants, 
healthcare professionals as well as house clearers, or other visitors to nursing homes.  
 
In fact, a printed handout with a list of trusted suppliers and important local contacts for your clients 
is not only invaluable to your clients, but also shows you are serious about creating opportunities 
for suppliers and other people you trust and value. This list could include: IFAs, House clearance, 
Social Services, suppliers and fitters of appliances for the elderly/disabled and much more. 
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5 INITIATIVES - SOME IDEAS FOR IMMEDIATE MARKETING CAMPAIGNS  
 
 
5.1 UPDATE OF LIVING WILLS TO WELFARE LPA  
 
Most SFE members will know that living wills created before the Mental Capacity Act may not now 
be valid and it is a good idea to write to those clients who created a living will to advise them this 
may not now be acceptable and invite them to review the document.  You could offer them a fixed 
fee service for a limited time to encourage them to visit sooner than later.  See suggested letter at 
appendix 1. 
 
 
5.2 AVAILABILITY OF FORMS 
 
Keeping abreast of changes to benefits and entitlements and keeping a supply of forms in the 
office is an example of ‘going the extra mile’ for clients and will encourage them to keep in touch. 
This could also link in with PR initiatives – if there is a change in benefits or the law, a piece could 
be sent to the local paper encouraging people to come to the firm for further information and to 
collect the forms. 
 
 
5.3 ANNUAL WILLS UPDATE 
 
Some firms offer free will storage. However, others have found that making a small annual charge 
enables an annual communication to the client. Enclosing a checklist for them to make sure there 
have been no significant changes in circumstances, leading to different requirements not only to 
the will, but in other areas as well, shows a higher level of client service and may also generate 
opportunities for selling other services. 
 
The checklist at appendix 2 has been used extremely successfully at Jennifer Margrave’s firm.  

 
 
 
6 FACTSHEETS FOR USE WITH EXISTNG CLIENTS & PROSPECTIVE CLIENTS 

(These are available to download for free from the members area of the SFE website) 
 

1. Long term care 

2. How Solicitors for the Elderly can help you 

3. Advance Medical decisions 

4. Giving away your home 

5. Who cares who pay? Funding of long term care 

6. Lasting powers of attorney 

7. The certificate provider 

8. Guidance for financial organisations regarding powers of attorney 
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PART TWO - PUBLIC RELATIONS (PR) 

 
 
1 WHAT IS PR? 
 
According to the Institute of Public Relations (IPR), it is “the discipline which looks after the 
reputation with the aim of earning understanding and support, and influencing opinion and 
behaviour. It is the planned and sustained effort to establish and maintain goodwill and mutual 
understanding between an organisation and its public.” 
 
In other words, it is an effective and cost effective way of getting your message out to the public 
and raising your profile. The media can affect the way its readers, your clients, make decisions. As 
such, a proactive and focused media programme can influence the way journalists present the 
news. Each time you come in contact with the media, you should be aware of this. The real 
purpose of doing interviews or sending out news releases is to raise your profile, your firm's 
expertise, products or the high quality of its personnel. 
 
PR is therefore not just press releases although they are a key tool. It is the opportunity to position 
yourself and your firm in the market place as a specialist/expert. An orchestrated PR programme 
can substantially increase your value, build your reputation faster and lead to people seeking you 
out. 
 
 
2 REPUTATION BUILDING 
 
So how do you do it? 
 
Speak! Write! Be heard! This will help build your professional reputation and position you as an 
expert: 
 
 Do charity work – get yourself on the board of local, relevant charities 
 
 Speak in public. Grabbing a 10 – 15 minute slot at someone else’s event can be extremely 

effective. Don’t forget to ask the local press to the event if you can, to generate wider coverage 
 
 Write articles for journals, newspapers and prominent, relevant charities 
 
 Get involved in industry associations such as SFE by becoming a Regional Co-ordinator or 

serving on your local group’s committee. Involving yourself with Law Society groups and STEP 
as well 

 
 Write articles for industry associations  
 
 Write articles for your website 
 
 Create downloadable factsheets for your website or that other professionals can use – IFAs, 

medical professionals etc... 
 
 ‘How to’ guides, checklists and educational pieces are also useful 
 
 Regular column in the local press 
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 Q & A in the local press 
 
 Letters to the press 
 
 Lead campaigns or get involved in key issues 
 
 Be on your local media interviewee list for comment 
 
 Mentor people in positions of influence such as MPs, medical consultants etc..so that they are 

well informed and know where to turn for advice 
 
 
2.1 HANDLING THE MEDIA 
 
 Write newsworthy stuff - react to events 
 
 Have an angle, be controversial 
 
 Make a contact at the publication and keep in regular contact – give them the legal angle on 

stories/events. Encourage them to come to you for advice 
 
 Provide a profile of yourself and provide a photo with your full contact details including a mobile 

so that you can give your comment at any time not just 9 – 5 
 
 Do interviews – local newspapers, radio, TV (not forgetting online opportunities) 
 
 Be the person people turn to for comment 
 
 
3 REFERRALS 
 
Referral marketing is not a series of techniques it’s a mindset! Actually it is a philosophy - a way of 
doing business with the relationship at its heart. The two core elements are:  

- Service ie delivering the highest levels of service at all times  
- Thinking about the other person – how could you help them to develop their business 

 
It is almost working towards a partnership with the other person. It is clearly an extremely cost 
effective way of generating business. Most importantly, clients prefer to meet new suppliers 
through referrals and recommendations. 
 
 
4 THINK LINKAGES & SYNERGIES 
 
Always help everybody! Putting two people in touch who have little to do with you and your 
business can lead to unexpected things and will certainly enhance your reputation as a problem 
solver and the person to turn to. 
 
 
5 REGULAR PRESENCE 
 
Creating a local regular press presence is a powerful tool. Creating articles about local and 
national issues and using your contacts to get it published. Letters are also a good way to get a 
mention and can generate a discussion strand which could last several days/weeks. 
 
Running adverts at the same time that you have an article or are being quoted will greatly increase 
your impact and raise awareness. 
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Jennifer Margrave will also be creating articles off the back of National paper/TV programmes 
which can be sent to Regional Co-ordinators and any other members on request, which can be 
topped and tailed for local use. 
 
 
6 EVENTS / OPEN EVENINGS / EDUCATIONAL OPPORTUNITIES 
 
 Think about running joint events.  This can be extremely cost effective as long as they are 

specific and timely. For example talking to nursing home residents or their families about 
continuing NHS care 

 
 Create seminars, lectures, masterclasses, lunches, drinks, receptions etc…. These can 

generate opportunities to meet prospective clients, influencers or people who could be a 
source of referrals 

 
 Invite clients to invite colleagues, friends to your events and ensure you get introduced 
 
 Sponsor an event - negotiate a deal to suit you! 
 
 
7 NETWORKING 
 
You can hold your own events, joint events or attend others’ events. Whichever you do, the 
principles are broadly the same. You need to network strategically by planning in advance. You 
need to be extremely proactive, by initiating introductions, nurturing and then staying in contact. 
You need to give generously of yourself and reap the returns. 
 
You will need to do your homework by studying the delegate list in advance if you can and select 3 
people with whom you wish to have a significant conversation. You should also aim to introduce 2 
people to each other. 
 
Your other key contact will be the speaker, if there is one, as they are the expert and should have 
lots of excellent future contacts. 
 
The same is true of the organiser. So offer to get involved in some way so that you are getting into 
their network. 
 
 
7.1 NETWORKING TIPS 
 
 Prepare to be spontaneous! Know what to say about what you do briefly 
 
 Be a good listener - practise active listening 
 
 Ask questions of others 
 
 Remember names 
 
 Spot leaches/time wasters - disengage fast! 
 
 For most people networking is an effort. You will need to act. So why not get changed for the 

event… just like an actor getting into the part – try it, it does work! 
 
 Evaluate your performance – how do you think you did. Did you talk too much or  not enough? 

Were you a wallflower or did you go for it and meet the people you intended. Did you meet your 
objectives? 
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7.2 FOLLOW UP - “THOSE WHO FAIL TO FOLLOW UP USUALLY FAIL” 
 
 Create a database/list of contacts with a brief history of how and where you met 
 
 Produce a quick pen sketch – what are they like, areas of expertise, interest, where you could 

be of help to each other 
 
 Next follow up – diarised! 
 
 
 
 
 
 
 
 
 
Authors: 
Lakshmi Turner and Jennifer Margrave 
Published March 2009,  Turner & Margrave 
 
For further information, please contact 
Lakshmi Turner: lturner2315@gmail.com or 
Jennifer Margrave: jennifer@jennifermargrave.co.uk 
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HELPFUL DOCUMENTS 
 
 
The following ‘10 minute guides’ are downloadable from the Chartered Institute of Marketing (CIM) 
website: http://www.cim.co.uk/KnowledgeHub/CriticalFacts/CriticalFacts.aspx 
 
 Competitors 

 Customer Service 

 Marketing Communications 

 Marketing Mix 

 Mission Statements 

 Promotional Mix 

 Targeting Customers The 80/20 technique 

 Unique Selling Proposition  

  
 
 
 
 
TAILORED CONSULTANCY 
 
Lakshmi Turner is available for marketing consultancy for SFE members at a specially discounted 
rate.  
Contact: lturner2315@gmail.com 
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APPENDIX 2 - UPDATE OF LIVING WILLS TO WELFARE LPA 
 

 
 

It is advisable to write to clients to point out that, if they have made a living will, this may not now 
be valid because of the Mental Capacity Act 2005. The following is the sort of letter that might be 
sent.  

 
 
 

 
 
 
 
 
 
 
 
 
 

Date 

Ref 

 
Dear  
 
In [year] you made a living will (advance directive) and I am writing to let you know that a new act 
has changed the way in which these documents are prepared which may mean that this may no 
longer have any effect. Under the new act, the advance medical decision, as it is now called, will 
not be valid unless  
(a) it is in writing,  
(b) it is signed by you or by another person in your  presence and at your direction,  

(c) the signature is made or acknowledged by you in the presence of a witness, and  

(d) the witness signs it, or acknowledges his signature, in your presence. (MCA Section 25 (6)) 

An advance decision is not applicable to life-sustaining treatment unless : 

(a) the decision is verified by a statement by you to the effect that it is to apply to that treatment 
even if life is at risk, and  

(b) the decision and statement comply with certain other requirements as set out in the act itself.  

This is a shortened version of the requirements in the Act and you may wish to review the 
document you have at present with me.  I am, for three months from the date of this letter offering 
to discuss and rewrite a new advance medical decision for a special fee of £[] plus VAT.  

I look forward to hearing from you.   

 

Yours sincerely 
 

 

 
 

APPENDIX 2: CHECKLIST FOR REVIEW OF WILLS  

Address 
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Date 

Ref 

 
 
 
Dear 
 
 
When we assist you to make your will we try to cover all eventualities, so that, if your spouse 
should die there are still provisions that are valid.  It is not necessary for a will to be rewritten if, for 
instance, you or a beneficiary move, but there are some lifestyle changes which make looking at 
and rewriting your will unavoidable.  So it is important to review your wills from time to time and the 
following should assist:  
 

 
 Are all your beneficiaries still alive? 

 
 Are there new potential beneficiaries i.e. grandchildren 

 
 Have your assets changed so that legacies are now too small/large? 

 
 Have your circumstances changed ie you have moved and changed the way in which your 

house is held with co-owners?  
 

 Have you disposed of items you have specifically given away in the will? 
 

 Are your executors still willing/able to act in the administration of your estate? 
 

 Have you bought a funeral plan and want to make sure this is recorded in the will? 
 

Yours sincerely 

Address 


