MANAGEMENT/MARKETING

How to keep a captive audience

In the first of a two-part article on how small law firms can survive in a post-Clementi world, Nick Jervis
says the professional-looking offices of banks offer an object lesson in how to project the right image

t is clear the
Clementi review that at some

without reaising they are thers
Could you do better? If you have

messes will be able to offer legal
services. While many believe
that it is the supermarkets that
will pose the biggest threat to
high street solicitors, | believe a

With this in mind, it is woeth con-
sidenng how smaller law firms can
leam from the way banks alrsady
market their businesses to ensure
that, once deregulation takes place,
you are well prepared to stand your
ground and keep your chents.

Your premises

This is one area that abways causes
me grave concem when | vist a
new fim of sobicitors. Iif you walk
past a bank, you wall expect 1o see
bright signage, cear window dis-
plays that advertise the latest prod-
ucts and everything looking dean
and fresh,

Unfortunately, if you walk past a
firm of high street solictors, aside
from the fact that you are likely 1o do
Just that, if you do notice it you will
more often than not see aged sig-
nage, brass plaques that have not
been polished for some years,
Venetian blinds dosed &l day and a
sign saying 'Closed 1-2pm.

What message does this send to
prospective and  ensting  chents?
Does this send a message that you
are ahways keen to welcome people
nto your buiding? Do the banks
clerse at lunchtime, when most peo-
phe are walking past your lree aciver-
tising space? Do the banks mess the
fantastic eppormunity of free promo-
tion that your building offers you?

The public’s perception s often
still that solicitors ane not appeoach-
able and this s ane of the reasons
why, i you are déenying that this ic
the case, why do conveyencing
referral Web sites and dairs com-
panies exist?

Stand outside your offices today
o lunchtime and see how many
people walk past your premises

window do you change
it regularly? ¥ you have biinds in the
windows, remove them, if you nead
some sort of sun screen opt for a
frosted lining in the top third of the
window, leaving the rest available
for free advertising space.

Your reception

When you walk into a bank you ae
nomally greeted by a smartly deco-
rated, clean area with & colowr
scheme that matches the bank's
branding, The cashiers and reception-
ists are ahways smardy dressed, noe-
mally n a undorm, and | have never
watlked in and seen one with ther
head down reading the latest copy of
Goodbye Then Weeldy. | wish | could
say the same about all of the solio-
tors’ recepbions | have entened

Can your reception area be
improved? I you ane going to per-
suade 2 chient to part with £150 per
houe, should your reception area not
be the firsst place where they e
comvinced you are worth if?

You should theredore remove the
clutter, paint the reception In your
comporate colours and spend some
money training the receptionist how
important new business is 1o your
firm. i necessary, offer a perform-
ance bonus if hefshe convers
Incoming enquifies ino new bus-
ness for your fee-eamers — and sup-
ply a uniform:

Cross-selling

While standing in a line at the bank,
have you noticed the pleshora of
madketing mateniats that ace placed
all aound you? Lage beochumes
small brochures, mini guides and
promotional postcasds are 2l within
am's reach,

The banks realise that at this point
you afe a captive audience. They
want 1o ensure that you cannot walk
out of their premises without knc
ing that they can maet » your
finencal needs, from morgages ©
savings and curent accounts o
loans.

Il a chent spends ten mnutes m
your reception area, will they walk
out knowing that you can cover

Walk down to
reception and

remove every
single piece of
printed material
that does not
have your practice
name on it

mast of their requirements for legal
services, or will they simply have o
quick read of The Times and think
nothing of your senvices?

Without looking, do you know
how many different types of promo-
tional materials you have in your
reception? Or perhaps of more con-
cem, how many diffesent charity
leallets are on display (1 have often
counted a ratio of one fim's maten
al 1o five charity ones).

Just e the banks, your best
opportumty of ensuning your dients
know how you can help them & 1o
tell them while they are a captive
audience in your reception area

Solictors are generally nat come
fortabie hard-sedling the firm's range:
of services 1o their chents, o it is
even mofe amportant that you
make the most of the opportunity
1o let your berature do this task for
you. Aher all, it is widely accepted
that it & ten tmes easier (and
cheaper) o sell more senaces o
exnsting chents than it & to recruit
new ones. 5o you absolutely must
make the most of your reception
aed for this purpose,

i | could make you act on just
one piece of advioe in this artice, it
would be thic leave your desk
immediastely and wak down 1o
reception and remove absohutely
every single piece of prnted maten
& that does not have your pr
name on it, induding The Times.

f you were siting of standing in 8
bank and were offered a newspaper
or a brochure, which would you
choose? i the newspaper is removed
and you are left with no choice, ae
you now moce likely 1o pick up &
bank brochure, or at least look at the
cover? Take away the choice <o that
the only dhoice is you.

i you find this leaves you with
only one or two printed materals of
yout own, order some more and
endure they are in different szes
and with different messages

In part two, | vl explain how, for
arelatively small investment, signifi-
cant impeovements can be made in
your marketing communications.
Neck Jerws is o legol marketing
consultant who runs Somson
Consutting and Low Kits




