
WHAT DO LAW FIRM
CLIENTS REALLY WANT,
NEED AND EXPECT?
And how do they 'feel' when they deal with your
law firm?

We asked over 600 people from across the UK these and other
questions. This report highlights the findings.

What emotions clients have when dealing with law firms;
What clients want; 
What clients expect; and
How clients want law firms to communicate with them.

What will you learn?

Who is this research for and how will it help?
This research is for all law firms. If taken on board and acted on the
findings and recommendations will help firms secure more clients,
opportunities and referrals.
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research
/rɪˈsəːtʃ,ˈriːsəːtʃ/

Noun

the	systematic	investigation	
into	and	study	of	materials	

and	sources	in	order	to	
establish	facts	and	reach	

new	conclusions.



INTRODUCTION

We all understand the importance of asking people what they      
want rather than assuming. Increasingly law firms are doing this  
with their clients. But are you asking your clients the right questions?   
Do you really understand:
• What is important to them?
• How they ‘feel’ when they contact you?
• What communications they would  
 like to receive from you?
• What ‘extras’ would make them feel special?

Knowing the answers to these, and  
other questions, will help law firms:
• Attract and win new clients and business
• Secure more repeat instructions and referrals
• Communicate more effectively with clients
• Have more effective marketing communications
• Increase your visibility with clients
• Improve your feedback and online reviews
• Improve your processes and systems to deliver better client service
• Identify opportunities for improving the skills and know-how of  
 your lawyers and people
• Provide your lawyers and people with the tools and know-how to  
 convert more opportunities thus giving them more job satisfaction

WHAT DO LAW FIRM CLIENTS WANT, NEED AND EXPECT …  
AND HOW DO THEY ‘FEEL’ WHEN DEALING WITH YOU?

During July, August and September 2020, this is exactly what was asked 
of over 600 people from across the UK.  In this unique, insightful research, 
people with different backgrounds and experiences of dealing with law firms 
were asked to participate to identify what they really want, need and expect 
from a law firm.
The findings make for interesting reading and should inform and guide law 
firms as they plan how they will find, win and support clients going forward. 
Law firms that want to secure more clients, referrals and provide a more 
holistic service to their existing clients would be well advised to take on board 
the findings.

McKinsey Global Institute 
conducted research which 
concluded that data-driven 
organisations are 23 times 
more likely to outperform 

their competitors in customer 
acquisition, are 6.5 times as likely 
to retain the acquired customers, 

and 19 times as likely to be 
profitable.

BE THAT FIRM!

Clare Fanner
Helping law firms get more clients, more business and to do 
‘better’ marketing

Find Get Grow
clare@findgetgrow.com  |  www.lawfirmmarketingclub.com

Connect with Clare on LinkedIn 
www.linkedin.com/in/clarefanner/
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EXECUTIVE SUMMARY

Talking about ‘emotions’ is not something that law firms are usually known 
for. This research asks clients what emotions they feel when dealing with law 
firms – at the start and end of a matter.

Understanding how a client ‘feels’ is a crucial part of understanding what 
clients want, need and expect and the key to law firms delivering for clients.

The headlines from this research include:

• 74% of clients have ‘negative’ emotions at the start of a legal matter  
(angry, anxious, helpless, nervous, scared, stressed, vulnerable).

• 90% of clients have positive emotions at the end of their matter  
(happy, satisfied, thankful, relieved, delighted).

• The most important things clients need from their lawyer and law firm are 
(they were asked to rank in order of importance):
1. Understanding of issues.
2. Price.
3. Technical ability.

• 84% of clients have a strong expectation that they will have the direct contact 
details of their lawyer. 79% expect at least weekly updates on their matter and 
69% expect a same day response to their queries.

• There are clear differences in expectations in some areas for different age 
groups.  

• The younger generation (those under the age of 44) want more ‘out of 
hours’ access to lawyers (e.g. in the evenings and at weekends); whereas 
those over the age of 60 were more interested in meeting at a place of their 
choice (e.g. at their home),

• Online chat was appealing to those under the age of 44 whereas this was 
not deemed particularly important to those over the age of 60.

• When it comes to communicating with clients:

• Law firms are missing a trick with only 26% of clients being 
contacted when a key date is approaching e.g. a lease renewal, 
contract clause or remortgage date.

• 44% of clients have not heard from their law firms since the 
conclusion of their matter.

• Only 17% of clients have heard from their law firm with information to 
help them understand how market factors such as Covid and Brexit might 
affect them.
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What does this all mean and what actions should  
law firms take?

This is of course the crux.  Knowing is the first part of the equation, 
acting on the findings is vital. There are some clear learnings and 
opportunities based on this research.  

We know that most legal services are purchased when people are in a 
heightened emotional state.  This is reflected in the findings.  The fact 
that 90% of clients had ‘positive’ emotions at the end of their matter is 
a great accolade to the sector and to law firms.  

But are law firms paying enough attention to how clients feel at 
the outset of a matter and what they can do to ‘improve’ this for 
the client?  Understanding the emotions that clients have, what is 
important to them and what they need should be reflected in the 
messaging, language and marketing communications that law firms 
are producing.  Doing this will give those law firms a big advantage 
over their competition.

There are also opportunities for law firms when it comes to service 
delivery.  Clients want the direct contact details of their lawyer.  
Too many law firms and lawyers don’t provide this, and yet this is 
important to 84% of clients.  
Take on board the full list of ‘expectations’ in the findings – there are 
some interesting and possibly ‘quirky’ opportunities.

The differences in expectations by work type and age are interesting 
but predictable.  But ignore them at your peril.  The expectations 
of your clients are changing.  There is a marked difference in 
expectations for things such as personal contact vs. use of technology.  
You need to grow and develop your services and ensure you continue 
to meet the needs of clients through the ages. 

Keeping in touch with clients is a topic very near and dear to most 
marketers hearts.  And yet law firms generally are not very good at 
this – a combination of time, data, tools (e.g. having the right software) 
and know-how. This is a massive area of opportunity for law firms.  

To conclude, the good news is that there are some massive 
opportunities here for law firms.  It is no longer good enough to ignore 
what clients expect in terms of support, service and communication.  
There are no excuses, even with increased flexible and remote 
working, you must put your clients’ needs at the forefront.  If you don’t, 
others will, and you will lose out.
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5 KEY THINGS LAW FIRMS SHOULD DO BASED  
ON THESE FINDINGS

1. Review your use of language and tone of voice in your 
communications.  

Are you sensitive to how your clients ‘feel’ when approaching you or 
choosing their lawyer and law firm?  

2. Use these insights in your messaging to demonstrate that you 
understand what is important to your clients. 

For example, promoting your residential property services by using 
such language as:

We know how exciting it is to move house.  It is a time of hope 
and excitement but one that can also be associated with 
anxiety and stress.  Our property experts will help your move go 
smoothly. We will help you move as quickly as possible and with 
the minimum of fuss by providing you with timely updates and by 
progressing your matter promptly. 

3. Ask your clients what they want, need and expect from you.

The results won’t be dissimilar to the findings in this report, but by 
asking you have another opportunity to engage with your clients and 
to show them you really care.  You can remind them of the different 
services you offer.  They will be appreciative, and you will get new 
business as a result. Do this as part of your profile raising and lead 
generation strategy.

Please see details of our What Clients Want Becnhmarking Package 
later in this report. 

4. Review the list of client expectations and think of ways you can 
meet these.

Increasingly ‘expected’ elements - such as same day responses, 
online access to updates and documents and direct contact with the 
lawyer handling their matter are opportunities for you to shine.

The challenge with meeting these ‘expectations’ is to find sensible 
and convenient ways to deliver – this is where technology and 
partners come to the fore-front. It is possible!

5. Get good at communicating with your clients.

Most clients want to hear from you.  There are a myriad of tools and 
services that can help law firms do this easily and cost effectively.  

Getting data, cleaning it, managing permissions etc. this all needs 
to be done properly, but this is pretty straight forward these days.
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WHAT EMOTIONS DO CLIENTS FEEL WHEN DEALING 
WITH LAW FIRMS?

Participants were asked to select the emotions they felt at the start 
and end of their legal matter, selecting all the emotions they felt.  This 
information when compared against matter types and age in particular 
provides some interesting observations as summarised below.

What emotions did you feel at the start of your matter?
• 74% ‘negative’ (angry, anxious, helpless, nervous, scared, stressed, 

vulnerable).

• 26% ‘positive’ (excited & hopeful).

The relationship between age and emotion at the start of a matter
• The most frequent emotion for those under the age of 55 is 

‘anxious’ whereas for those over the age of 55, the most frequent 
emotion is ‘hopeful’.

The relationship between matter type and emotion at the start 
of a matter
• The number 1 emotion for property, wills and corporate & 

commercial matters is that of being ‘hopeful’.
• Whilst the strongest emotion for all other matter types (family, 

disputes, personal injury and employment) is that of being 
‘anxious’.

• The other strong emotions felt across all matter types are those of 
being ‘hopeful’ and ‘stressed’.

What emotions did you feel at the end of your matter?
• 90% of clients have positive emotions at the end of their matter 

(happy, satisfied, thankful, relieved, delighted).
• 10% of clients have negative emotions at the end of their matter 

(sad, disappointed, frustrated, annoyed).
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THE RELATIONSHIP BETWEEN MATTER TYPE AND 
EMOTION AT THE END OF A MATTER

The relationship between matter type and emotion at the end of a matter

• The number 1 emotion for all matters types is a positive one, either 
’satisfied’ (property and wills), ‘relieved’ (family, personal injury and 
employment) or ‘thankful’ (disputes and corporate & commercial).
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or other private 
client matter

Family matter 
(e.g. divorce, 
cohabitation 

agreement etc.)

Dispute inc. debt 
recovery

Personal injury 
or medical 
negligence

Corporate or 
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Employment matter

PROPORTION OF POSITIVE EMOTIONS EXPRESSED 
AT START AND END OF MATTER
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CLARE’S VIEW

The strongest emotions across all age ranges are identified as anxious, 
stressed, nervous and hopeful. This is to be expected given that legal 
services are predominantly a distress purchase.  It is encouraging to see 
that clients are hopeful, indicating they believe their lawyer/law firm will be 
able to help them provide a positive outcome for their legal matter.

There is a massive ‘thumbs up’ in terms of the emotions felt at the end of 
matters compared to the predominantly ‘negative’ emotions felt at the start.  
Whilst this is not necessarily a surprise given the nature of the matters that 
law firms are handling for clients, it is pleasing to see that as a profession, 
law firms are helping clients feel more positive at the end of their dealings 
with a firm.

This research highlights so many opportunities for law firms.  Here’s a few 
thoughts and observations.

• Target your marketing advertising based on the data.
 Family matters steadily decrease as age rises though we see a spike in 

the 45-55 age range and again over 65. Useful for targeted advertising 
to these groups for firms.

• People who have never used a lawyer before will have more anxiety, 
nervousness and similar emotions.  Consider this in your messaging 
and language.  Adapt your tone accordingly.  

 For example, in your Facebook adverts, you could target this group 
using warm, reassuring language and produce more ‘this is how 
it works’ content to address their lack of experience and therefore 
knowledge of what is involved.

• Understand the emotions that are prevalent for the different types of 
matters.  A client with a residential property purchase and/or sale will 
be excited, hopeful but stressed. Think about how you support them. 
The service you provide, the language you use. How often you update 
them on the progress of their matter. To what extent you ‘automate’ 
your process. Compare these emotions with a family matter when the 
emotions are more anxious and nervous.  

• Facebook Audience Insights has some powerful and useful tools to 
help you target specific messages to different people e.g. based on age 
and location.  Use these insights to refine and improve your messaging 
and targeting.  This will increase the effectiveness of your campaigns 
e.g. more leads and higher conversion.
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• Communications. Reference the insights on what clients want, expect 
and need from you in how you draft your marketing messages. 

• Understanding the emotions that clients feel at the start of a matter will 
help you to look after them better.  Also, by understanding the emotions 
they feel, especially across the different matter types, you can tailor 
marketing messages and the tone of voice you use in communications 
and on your website to ensure you resonate with your target audience.

Use this knowledge of how clients ‘feel’ to your and your clients advantage 
– adjust the language you use in your promotion of different work types, 
provide your lawyers and front line staff with training to help them better 
handle client interactions and think about the ‘little touches’ that will make 
a difference to your clients – prompt replies to enquiries and calls, clearly 
managing expectations, clear and helpful communications etc.

Clearly you should take care and be sensitive in your marketing 
messaging, targeting and delivery of client experience – for all clients and 
for all marketing.  These insights are to help you improve on your existing 
activities to ensure you are putting out more appropriate messages and 
that your team have a better understanding of, and are therefore better 
equipped to support, your clients.
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There’s so much valuable insight in this report both obvious and subtle.  As a client 
experience consultant and an emotional intelligence coach I’m drawn to just three 
points. I believe that when you consider these specific areas and adopt the learning from 
the survey related to them you’ll stand out from your competitors.  The three points are:  

Expectation  |   Emotional states   |   Thinking about ‘little touches’

Guest Article from Sandra Thompson, the UK’s 1st Goleman Emotional 
Intelligence Coach in the UK and a CX Consultant using Emotional 
Intelligence to create memorable experiences

EXPECTATION
Two things struck me on the topic of expectation.  Firstly, 
clients wanting the direct contact details of their lawyer.  
We live in an age where ‘access’ is expected.  Access 
to the systems, the people and the technology that 
help to answer our questions, solve our problems and 
provide reassurance when we need them.  This insight 
raised a number of questions for me - how will law firms 
deliver to this expectation when lawyers have been 
typically paid to think and problem solve rather than be 
at the beck and call of their clients?  How will lawyers 
juggle the client communication needs along with the 
complex tasks they are required in order to practice 
their discipline?  How will lawyers learn to switch from 
technical communication to that of the empathetic 
leader/influencer?  

How will law firms enable their clients to serve 
themselves with the information they need to access 
around the clock?

Secondly, I was curious to know how a greater 
understanding of neuroscience could help law firms 
reduce some of the less positive emotions clients 
describe at the start of their journey.  Simply considering 
the way the amygdala works and what our species need 
from law firms could help reduce the feelings of anger 
and anxiety identified in the report. It’s clear that at the 
end of the client experience those less positive emotions 
felt at the start have dissipated but I suspect that the law 
firm with the ability to reduce those negative emotions 
earlier in the engagement will beat their competition.

EMOTIONAL STATES
Neuroscientists have been questioning some of the firmly 
held beliefs about emotions over recent years.  In the 
past people believed that there were a limited number of 
identifiable emotions.  It was thought that emotions could 
be planned for and easily recognised.  Not so.  

Scientific evidence from MRI scans and thousands of 
medical reports have led to the discovery that our 
emotions are as unique as our fingerprint and it is only 
through applying the skills of emotional intelligence that 
one is able to relate to the emotions presented at that 
moment in time by clients.  

 

THINKING ABOUT LITTLE TOUCHES 
The point about ‘little touches’ was made within the report.  
This relates to thoughtful gestures expressed by a firm to 
its clients.  It’s important for firms to recognise the massive 
potential in this simple statement and this point could have 
been easily missed. 

When I think of ‘little touches’ I consider behavioural science 
and its application to client experiences. Little touches are 
the simple, small but meaningful things we do for our clients.  
Because they are meaningful, they are more likely to create 
an emotional connection and this connection could create a 
positive memory.

We often focus on the experience we are delivering to our 
clients, behavioural science invites us to consider the memory 
of the experience instead. How memorable are the experiences 
your law firm deliver?  Are these memories always positive?  

When a client has a positive memory, they will return to you 
when they need legal services again.  This is so obvious, but it’s 
often not central to the business strategy of any legal firm. 

Several customer experience publications talk about the need 
to ‘delight’ customers. you don’t need to delight them but you 
should think about the small and meaningful things you could 
do – these are the things that make you stand out from the 
competition.  

Small and meaningful things are not expensive, they are not 
orchestrated, they are kind, often proactive and thoughtful 
moments that cause the client to think ‘they really do care 
about me’ or ‘I know they have my back’.  When your staff 
practice the skill of emotional intelligence, they can pick up on 
your client’s feelings and they are better equipped to create 
these meaningful moments.

There is so much more to say on the topics of client 
experience, neuroscience, behavioural science, emotional 
intelligence and how these influence the performance of 
legal firms.  I would be delighted to discuss these points in 
greater depth sometime.  

Contact Sandra Thompson at  
Sandra@exceedallexpectations.com to find out more 
about the post graduate courses she runs on emotional 
intelligence and customer experience, book a time 
to speak to her about the support she can offer you to 
improve your client experience through consultancy or 
emotional intelligence coaching. 

T: 07896 561001 and follow her:  
https://www.linkedin.com/in/cxeisandra/  

mailto:Sandra@exceedallexpectations.com
https://www.pearsoncollegelondon.ac.uk/find-a-course/short-courses/applied-customer-experience.html 
https://www.linkedin.com/in/cxeisandra/


WHAT DO CLIENTS WANT FROM A LAW FIRM?

Clients were asked to rank a number of elements – from price and 
reputation, to technical ability, keeping to agreed costs and understanding of 
issues plus a number of other factors.

The key findings are summarised below.

What do you want from your lawyer and law firm?

1. Understanding of my issues (45% ranked it in their top 3)
2. Price (38%)
3. Technical ability (33%)
4. Clear communications (30%)
5. Keeping to agreed costs (30%)
6. Keeping me informed of progress (27%)
7. Ability to offer practical solutions (25%)
8. Reputation (25%)
9. Access and approachability (25%)
10. Keeping to timescales (20%)

© Find Get Grow Limited 2020
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The relationship between age and what a client rates as most important

• The most sensitive age range to price (those selecting this as the most 
important) were the over 65’s with 20.45% of clients in this age range 
selecting this as most important, this was following by 55-65 at 15.96% 
and then the youngest age group of 18-25 at 15%.

The relationship between matter type and what a client rates as most 
important

• Understanding of issues was the number one ‘need’ for all matter types 
apart from for Corporate or commercial (Reputation) and Disputes 
(Technical ability).

• The second most important need was either price or technical ability 
for all but Disputes (Access and approachability) and Corporate or 
commercial (Keeping to costs).

CLARE’S VIEW

The reality for this particular question is that all these elements are 
important and wanted by clients.  Given the ‘number 1’ item was selected by 
less than 50% of the respondents it is pretty clear that what clients want will 
vary from client to client and by matter type. 

The comments provided against this particular question confirm this. With 
one particular comment summarising what the collective other comments 
imply: “It is really hard to choose from the above, many of them are equally 
important”.
  
Law firms and lawyers need to ensure they balance the expectations and 
needs of all clients. Ultimately, good service and delivering a great client 
experience will be a combination of all the items listed – great legal experts 
giving great service at a suitable price point.
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Remembering clients are human - how to better 
meet expectations
When running a business, such as a law firm, it’s 
all too easy to put those who need your services 
into a sterile box labeled ‘clients’. Clients = fees. But 
these are real people, with very real problems.

They have expectations about what you’ll give 
them. Obviously, it’s good business sense to meet 
and manage these expectations. But when doing 
so, it helps to understand what is driving these 
expectations. 

As the results from the What Clients Want report 
show, it’s people’s emotions that chiefly drive their 
expectations. This makes sense, as the time one 
seeks a legal service is usually an emotional one. 
Let’s take a look at the responses, and see how we 
can address their needs practically.

Great expectations

We aren’t surprised that the number one attribute 
sought by clients is an understanding of the 
problem they are facing. People want empathy 
from their lawyer. It’s an emotional time and a cold, 
distant transaction just won’t do. “I’m stressed and 
hopeful you can help”, is the message the survey is 
giving us.

The most important service expectations involve 
contactability. Even over and above the technical 
skill of the lawyer, or the reputation of the firm. 
38% of respondents (particularly older clients) 
expect more convenience in communication, and 
want the ability to speak with someone 24/7 - 
even if it’s only to leave a message. 

At Moneypenny, we concur. For over a decade 
we’ve worked with law firms to ensure clients can 
speak with a real person, regardless of the time of 
day. Firms and clients alike appreciate the service. 
Additionally, over a third of people expected to see 
Live Chat on a law firm’s website, further chiming 
with the need to contact a firm at the client’s 
convenience. 

Tip: Telephone Answering and Live Chat services 
can go to great lengths to ‘plug the gap’ so 
many law firms have when it comes to their 
communications. People want to feel seen and 
understood. The ability to talk to a real, empathetic 

and professional person - whenever they desire - 
can transform a firm’s client satisfaction rate. 
These services can also increase the number 
of new leads and increase client conversion 
rates. 41% of chats result in a new enquiry, 
and the service is proven  to generate 6x more 
engagement with website visitors.

Bernadette Bennett, 
Head of Legal 
Sector for 
Moneypenny:

“To better meet 
and manage 
expectations, we 
must remember 
that clients are 
first and foremost 
feeling and emotional 
people. As we’ve seen, 
the data suggests that the empathetic lawyer and 
law firm will deliver the highest rate of satisfaction. 
Understandably, a happy client is more likely to 
return or recommend you.

But what does this specifically look like? Well, let’s 
think of these expectations in Maslow’s Hierarchy of 
Needs. 

Safety (a basic need) - fulfilling the expectation of 
‘being in safe hands’. Aside from a job well done, 
being able to call or live chat 24/7 helps to scratch 
the itch of their communication needs and reassures 
them they’re in safe hands. Even if it’s as simple as 
taking down a message.

Belonging (a psychological need) - here you’re telling 
the client that you’ve understood their challenge 
fully. You’re letting them know they’re ‘in the fold’ of 
your law firm. Remembering a client when they call 
goes a long way to fulfilling this need, as we’ve seen 
from our ability to recognise repeat callers through 
our own software.”

Moneypenny is the legal sector’s #1 outsourced 
communications partner.
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Live Chat provider. Proud to support over 1000 firms.
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WHAT DO CLIENTS EXPECT FROM A LAW FIRM?

The good news is that clients are not about to demand access to their 
lawyer in the evenings and at the weekend!  This was the ‘least’ important 
requirement of clients.

The most important expectations that clients have are:

1. Direct contact details of my lawyer (84% said this was either ‘Expected’ or 
‘Quite important’)

2. At least weekly updates about my matter (79%)

3. Same day response to my queries (69%)

A close 4th in the expectations rankings is something that may surprise 
many firms, it is the desire to have an online account e.g. matter updates, 
communications, access to documents (68%)

The full list of results are in the graph:

Direct 
contact 
details  

of my lawyer

At least 
weekly 
updates 
about my 

matter

Meetings at 
a place of 
my choice  

e.g. at home

Online account 
e.g. matter 
updates, 

communications, 
access to 

documents

Access 
to my 

lawyer at 
weekends

Same  
day 

response 
to my 

queries

Online 
chat on the 
law firms 
website

Access  
to my 

lawyer in 
the evening

84%
79%

69% 68%

50% 47% 44%
36% 34%

Expect or quite important
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The relationship between matter type and what a client expects

• Clients consistently had an expectation that they should have the direct 
contact details of their lawyer across all work types.

• Clients who were dealing with law firms for business services (corporate, 
commercial, employment and disputes inc. debt recovery) have notably 
higher expectations for:

• Meetings at a place of my choice (70% compared to 47% for all work 
types); and

• 24/7 access (66% compared to 50%).
• Online chat was seen as more important for clients with private client, 

family, personal injury and corporate or commercial work types.

• Only personal injury clients considered having online access to matter 
updates, communications and documents as not very important, all 
other work types rated this as important (55% for Wills up to 75% for 
employment).

The relationship between age and what a client expects

Not surprisingly, there are some differences between the age groups in 
terms of expectations. 
• Meeting at a place of my choice (67%) and the ability to speak to someone 

24/7 (50%) were more expected for those over the age of 60.
• For those under the age of 44, meeting at a place of my choice was 

expected for 52% and the ability to speak to someone 24/7 for 32%.
• The younger generation also seems to want to have more ‘out of hours’ 

access to lawyers – with 42% & 37% respectively expecting evening and 
weekend access (compared to 33% for the over 60’s).

• 67% of the over 60s did not consider online chat to be important; this 
compares to only 11% of those under the age of 44.

© Find Get Grow Limited 2020
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CLARE’S VIEW

I think these findings will surprise and challenge many law firms.  The bold 
and forward thinking will grab hold of these ‘expectations’ and ensure they 
can deliver – that will give them a fabulous advantage over their competition. 

Firms that don’t find ways to deliver what are increasingly ‘expected’ 
elements - such as same day responses, online access to updates and 
documents and direct contact with the lawyer handling their matter - will find 
they lose clients and opportunities to other firms.

Whilst having access to speak to someone 24/7 was only (I use the word 
loosely) ‘expected’ or ‘quite important’ to 50% … that’s still a significant 
number of people that would like to be able to get hold of someone at your 
firm at all hours.

Interestingly looking at the comments added by respondents – references to 
having empathy and direct access to lawyers were mentioned a number of 
times.  People really want their lawyers to communicate with them, to share 
the journey as they conduct their matter.

The differences in expectations by work type and age are interesting but 
predictable.  But ignore them at your peril.  The expectations of your clients 
are changing.  There is a marked difference in expectations for things such 
as personal contact vs. use of technology.  You need to grow and develop your 
services and ensure you continue to meet the needs of clients through the 
ages. 

There are also some ‘quirky’ opportunities for firms that really want to stand 
apart – why not make yourself available at the weekend and in the evenings? 
36% and 34% respectively would really value this.  Especially as only 25% & 
27% respectively said these were not important – so this is important to more 
than 70% of clients. Assuming this aligns to your overall brand and approach, 
this could be a USP that may just help you attract and retain more clients.

The challenge with meeting these ‘expectations’ is to find sensible and 
convenient ways to deliver – this is where technology and partners come 
to the fore-front.  Take a look at the article from Bernadette Bennett from 
Moneypenny to illustrate how it’s not difficult to provide 24/7 access and how 
actually, you will see increases in conversion of new enquiries – as well as 
happier clients – by putting in place such solutions.

The power of lawyers delivering their expertise supported by technology 
opens up some fabulous opportunities for law firms … and ultimately makes 
for happier clients.  

One thing is certain, it is no longer good enough to ignore what clients expect 
in terms of support and service.  There are no excuses, even with increased 
flexible and remote working, you must put your clients’ needs at the forefront.  
If you don’t, others will, and you will lose out.

© Find Get Grow Limited 2020
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HOW DO CLIENTS WANT A LAW FIRM TO COMMUNICATE  
WITH THEM?

What do clients have to say about what communications they receive from 
law firms and how this compares to what they would like to receive?

• 44% of clients have not heard from their law firms since the conclusion of 
their matter.

• 26% of clients have heard from their law firm on a key date e.g. a lease 
renewal or contract clause

• Only 17% of clients have been contacted with information to explain how 
market factors such as Covid-19 and Brexit might affect them.

0100200300400500600700800

None -  
they have not kept in touch

Contacting me when I reach a 
key date e.g. lease renewal, 

remortgage date, date  
a contract clause comes  

into effect  

Offering me other legal services

Sharing news about  
their law firm

Inviting me to review  
my legal position

Contacting me to explain how 
economic or market factors 
might affect me e.g. Brexit, 

Covid-19 

Sharing relevant articles  
and news

Inviting me to an event  
e.g social, educational

RESPONSE %

44%

26%

25%

20%

18%

17%

16%

10%
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The relationship between matter type and what communications clients 
have received

• There is a big difference between business and non-business clients and 
the communications they receive. 

Law firms are better at keeping in touch with their business clients 
with only 11% of business clients having received no communications 
compared to 28% of individual clients.

• 76% of these same business clients are not getting communications from 
their law firm to explain how market conditions may affect them. 

What communications would clients like to receive from law firms?
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0100200300400500600700800

Contacting me when  
I reach a key date  

e.g. lease renewal

I don’t want to hear  
from them / No contact

Offering me  
other legal services

Inviting me to review  
my legal position

Contacting me to explain 
how economic or market 

factors might affect me 
e.g. Covid-19, Brexit

Sharing news about  
their law firm

Sharing relevant  
artices and news

Inviting me for an event  
e.g. social, educational

WHAT CLIENTS WANT VS WHAT THEY GET 

40%
26%

44%

27%

25%

25%
18%

22%

17%

21%

16%

10%

13%

22%
20%

What clients want

What clients get
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• On the whole, clients are getting what they want.

• But only 26% of clients are being contacted when a key date is 
approaching and 40% would like law firms to contact them for this 
purpose.

• Whilst many law firm clients do not want to hear from law firms (30%) in 
reality 44% are not hearing from law firms.

• Those aged between 56-65 also expressed a stronger desire to be invited 
to review their legal position – this correlates with the average age of 
retirement so is a useful insight for firms to consider lifetime planning/
future planning with this demographic.

• The highest proportion of clients who selected that they were interested in 
hearing about other legal services were aged between 26-45 suggesting 
this is the opportune demographic to cross sell to as they expect/want 
this.  This could also indicate that both younger and older clients may be 
less exposed to, or unaware of how they might benefit from additional 
legal services so could be opportune groups to create information/
educational content for.

© Find Get Grow Limited 2020

CLARE’S VIEW

Keeping in touch with clients is a topic very near and dear to most marketers’ 
hearts.  And yet law firms generally are not very good at this – a combination 
of time, data, tools (e.g. having the right software) and know-how.

This is a massive area of opportunity for law firms.

It’s disappointing to see that collectively as a sector we haven’t been the 
trusted adviser we say we are for clients.  Why are we not keeping in touch 
with our valued clients and helping them with such things as how their 
legal position may change due to market factors, to inform them of relevant 
matters that will help them, their family and their business, to alert them 
when key dates are coming around so they can act appropriately?

A massive 76% of business clients have not received any communications 
from their law firm to explain how market conditions may affect them. Given 
that at the time these questions were asked we were (and are still) going 
through Covid-19 and Brexit is looming, this is worryingly low. 

Trusted advisers?!

The good news is that this presents a massive opportunity for law firms.  

Many clients want to hear from you.  There are a myriad of tools and services 
that can help law firms do this easily and cost effectively.  

Getting data, cleaning it, managing permissions etc. this all needs to be done 
properly, but this is pretty straight forward these days.
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A QUICK EXERCISE TO CRUNCH  
THE NUMBERS HIGHLIGHTS A MASSIVE 

MISSED OPPORTUNITY:

For each 1,000 clients your firm has:

•  You are only keeping in touch with 560 of them.

•  A further 140 clients are not hearing from you and 
want to. 

 
•  If only 10% of those ‘convert’ to a new instruction at 

just £1,000 fee income per matter … that’s £14,000 
lost income per 1,000 clients you have in your 
database.

Can you afford not to keep  
in touch with your clients?



WHO PARTICIPATED?

Location

Age

Not surprisingly, 34% of those under the age of 30 had never used a 
lawyer; whereas only 12% of those over the age of 60 had no experience 
of using a lawyer.
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South East

Midlands

Scotland

South West

North West

Wales

London

North East

Northern Ireland

18 - 25

26 - 35

36 - 45

46 - 55

56 - 65

Over 65

17.91%

15.89%

7.01%

8.41%

13.08%

4.05%

21.03%

9.66%

2.96%

17.91%

21.81%

22.59%

19.00%

14.95%

14.02%
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Matter type
What type of legal matter did you instruct the lawyer/law firm on (most 
recent matter of type if you used a lawyer more than once)?
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Property

Wills,	Lasting	
Power	of	
Attorney,	Trust	
or	other	private	
client	matter

Personal	Injury	
or	medical	
negligence

Corporate	or	
Commercial

33.66%

25.39%

8.07%

2.17%

Family	matter	
(e.g	divorce,	
cohabitation	
agreement	etc.)

Dispute	inc.	debt	
recovery

Employment	
matter

Other

13.98%

6.69%

13.98%

6.69%
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WHAT DO YOUR CLIENTS REALLY WANT, NEED AND EXPECT? 

WHY NOT ASK YOUR CLIENTS?

Would you like to benchmark your own clients against these findings – 
and use this as an opportunity to engage with existing clients to find out 
what they want?

What Clients Want Benchmarking Package - from £800

Ask your clients what they want, need and expect from you.

For up to 100 clients* we will conduct the What Clients Want Research 
using our existing survey template.  

• We will collate the responses and produce a summary report of the 
findings plus our observations and recommendations.

• We will present the findings to you via a video call.

• We will benchmark your results against our data.

• You can ask up to 3 additional questions of your own choice *

• All your results will be kept confidential and only shared with you.

• We do not need or get access to any of your clients’ personal data. We 
provide you with a link plus messaging to help you communicate with 
and invite clients to participate.

Experience shows that conducting this exercise will result in your law firm 
receiving new instructions and referrals as well as helping you to improve 
your relationship with clients.

* If you wish to ask more than 100 clients or want to ask more than 3 additional 
questions this can be undertaken for an additional fee.  Please contact us with your 
requirements for further details.
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ABOUT THE LAW FIRM MARKETING CLUB

The Law Firm Marketing Club was set up in 2020 by Clare Fanner from 
Find Get Grow. 

Having previously been a Marketing Director for 2 separate law firms 
and subsequently been running her own consultancy to help law firms 
‘do better marketing,’ Clare identified a need to provide access to high-
quality resources, research and insights to help law firms.  

Thus the Law Firm Marketing Club was born.

The Clubs’ vision is pretty simple:

To provide law firms with the tools and insights to help them look 
after their clients, get more business, and save money and time.

Supported by partners and experts who are real leaders in the provision 
of services to support professional services firms, the Club really will 
help all law firms with tools, research, insights, articles, webinars, 
polls, collaboration groups and much much more.

The Club provides value for firms of all sizes - whether you are a small 
law firm with limited marketing resources, or a larger firm with a 
marketing and BD team - there are invaluable resources for you.

The Club is a game-changer for firms serious about getting more 
clients and saving time and money.

Find out more

www.lawfirmmarketingclub.com
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26 

ABOUT THE AUTHOR

The research was commissioned by Find Get 
Grow and the report and opinion pieces (apart 
from where named otherwise) were written by 
Clare Fanner.

Clare Fanner is a Fellow of the Chartered 
Institute of Marketing and a legal sector 
marketing specialist who works exclusively with 
law firms.  Prior to setting up her legal sector 
marketing consultancy, Clare was the marketing 
director for two mid-sized regional law firms, 
including one UK Top 60 law firm.

With a strategic approach and a ‘roll her sleeves 
up’ attitude Clare has worked with numerous 
law firms on a range of projects from websites 
& brand to developing effective marketing 
strategies (e.g. ones that work!) and leveraging 
existing client relationships Clare is also a 
mentor to law firm marketers.

In the pre-Covid world, Clare was regularly 
invited to speak across the UK. She has an 
engaging, humorous and sometimes provocative 
style - she doesn’t shy away from saying what 
needs to be said!

Law Firm Marketing Club is a trading name of Find Get Grow Limited which is a limited company registered in 
England and Wales, registered number 10318172. Registered office: Fairview, The Hollow, Shrewton, SP3 4JY.

November 2020

Clare@findgetgrow.com
Tel: 07709 337198

www.lawfirmmarketingclub.com


