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Additional case study 
 
The end-of-chapter case for Chapter 9 is a thought-provoking scenario, but it does take quite a 
focussed approach to a particular issue in services marketing management. For an alternative 
case, here you are given a rather broader study of the marketing of services to businesses, 
specifically legal services. 

 
The marketing of regional law firms 
 
The legal practice that is the focal firm of this study, Smith, Jones & Partners (hereafter SJP) was 
a relatively young firm of solicitors, having been established for 10 years. It was based in the 
Midlands region of the UK. SJP served both individual and organizational clients. Its main area of 
expertise was criminal work, but it also has specialist departments for corporate commercial law, 
medical negligence, civil litigation and conveyancing. Organizational clients were chiefly drawn 
from the immediate region, an area characterized by a high proportion of SMEs amongst its 
industrial base. 
 
At the outset of this study, SJP approached a local advertising agency following concerns amongst 
the practice’s senior partners relating to the firm’s reputation: they believed that its expertise in 
criminal work precluded enquires for other services and gave the firm, in their words, ‘a tainted 
image’. Market research was therefore carried out to determine the perceptions of organizational 
clients. In addition, the views of referral sources (i.e. people who could recommend SJP to 
potential clients) were also sought as these social actors have been shown to be an important 
source of business for professional service providers (Ellis and Watterson 2001). 
 
A series of interviews were initially conducted with SJP’s staff to gauge their own impressions of 
the firm’s market positioning and to help develop selection criteria for a second phase of data 
collection. This comprised a survey questionnaire which was administered by telephone, targeting 
100 organizations (90 % of which were SMEs, with 40% manufacturing based and 60% services) 
and 20 referral sources, including representatives from local building societies, insurance 
companies and governmental advisory agencies.  
 
Qualitative results included the perception that there was a lack of consistency in SJP’s ‘house 
style’, characterized as ‘street level versus more upmarket’. SJP’s employees felt the work 
surroundings (a bright yellow office building) were not conducive to projecting a good image of the 
firm. They also believed that the offices were understaffed, despite the high ‘approachability’ of 
professional staff. On a more positive note, there were plans to hold industry seminars and social 
events for potential clients and other stakeholders, including estate agents. 
 
The quantitative survey found that referral sources gave the following reasons for recommending a 
particular legal firm, listed in descending order: 
 

1. Expertise in client’s area of need 
2. Qualifications of personnel 
3. Personal acquaintance 
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4. Ability to meet deadlines 
5. Size relative to client 
6. Reasonableness of fees 
7. Range of services 
8. Ethics 
9. Accessibility of senior partners  

Organizational clients attached varying importance to a number of selection criteria for legal 
practices, as listed below, again in descending order: 
 

1. Reputation for results 
2. Specialization in area needed 
3. Range of services 
4. Lowest fees 
5. Approachable staff 
6. Well established firm 
7. Conveniently situated office 
8. Modern image 
9. Traditional image 

SJP’s senior partners wanted the advertising agency to take these findings into account when 
designing a repositioning campaign for the firm. The brief was tricky one as SJP did not want to 
alienate too much of its existing customer base which still came from the individual client side of 
the business. Research amongst this market segment carried out at the same time as the 
organizational survey had shown that selection criteria like specialist expertise or low fees (the 
latter appeared to be due to clients receiving Legal Aid from the state to assist with their costs) 
were much less important to these (consumer) clients, whereas factors like approachable staff and 
office location were considerably more important.  
 
Source: Ellis, N & Watterson, C (2001) Client perceptions of regional law firms and their 
implications for marketing management”, The Service Industries Journal, 21 (4): pp 100-118. 
 
Questions suggested by the case include: 
 

1. Why do you think individual clients do not necessarily attach the same importance to 
certain selection criteria for legal services as organizational clients?  

2. And, although this is not shown explicitly in the case, do you think SME clients might be 
different to larger corporate clients in their decision-making for the purchase of these 
services?  

3. What aspects of SJP’s marketing should the advertising agency focus on in its 
repositioning campaign, and with which stakeholders should they communicate?  
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