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Intelligent marketing will help barristers raised the 
bar

By Douglas McPherson, director of Size 10 ½ Boots, a business development agency that 
works solely with the professional services

W
hile it could 

be argued 

that any 

successful 

marketing 

of profes-

sional services has to promote the skills 

of the advisor in conjunction with pro-

moting the firm, the requirement for The 

Bar to push both is even more acute.  

Chambers are not a firm.  It could be ar-

gued that a chambers is just an address 

that houses a collection of individuals 

that provide very different services in 

very different ways. Aside from their 

shared address there may not be any 

common bonds or obvious similarities. 

This alone makes marketing in the tra-

ditional sense difficult.   

Then you need to consider your ‘target 

market’, the clients that give you your 

briefs.  What do they react to?  How do 

you capture their attention?  It’s impos-

sible to say whether solicitors are drawn 

to a set for the first time because of what 

they know about Chambers or because 

of what they know about its tenants.  

However one thing is for sure, as the 

legal landscape continues to morph and 

become an increasingly competitive en-

vironment; the requirement to promote 

both your brand and your talent is now 

an absolute necessity if you are going to 

continue to attract the levels of work you 

want to.  

The trouble is, as The Bar is a world not 

experienced and in some cases not in-

terested in marketing, how do you de-

sign and implement a plan that will tick 

both boxes?

As a starting point when did you last sit 

down and work out what you were re-

ally all about?  Or asked yourselves why 

solicitors and lay clients come to you 

rather than local or even national com-

petitors?  Looking at your most regular 

clients, why do they like working with 

you?  Why do they keep coming back?  

The answers to these questions are the 

foundations of your brand, the promises 

your name makes in the minds of your 

clients.

Chambers are no different to any other 

business in that if it is going to succeed 

in creating and promoting a consistent 

brand, all of its members must be agreed 

on what that brand should be. The fact 

Chambers is a collection of individu-

als rather than a firm in the traditional 

sense makes establishing these core val-

ues even more important. If you are go-

ing to market your name alongside your 

members’ names, there needs to be a 

common bond law firms can latch on to, 

a consistent message that will help them 

recognise the benefits of working with 

you rather than your competitors. 

The good news is this is not an onerous 

task. All it involves is sitting down and 

asking yourselves the types of questions 

mentioned above and then once you 

have those answers, decide how you are 

going to deliver your advocacy whether 

you are serving to your solicitor clients 

or your lay clients.  Are you going to be a 

modern Chambers or a more traditional 

set? Are you going to trade on your spe-

cialist knowledge of niche areas or base 

your offering on higher service levels 

and closer working practices? 

Whatever decisions you come to, your 

core brand needs to be communicated 

through every channel – through your 

collateral, your website and your prem-

ises through to the personal contact 

your clerks and your members have 

with your chosen target market.   

If it’s proving difficult to start that con-

versation and you’re not totally sure 

why people like to work with you, my 

suggestion would be to ask them.  Af-

ter all if you want to know why someone 

buys something, surely the easiest way 

is to ask the people who already buy it?  

For years now solicitors and account-

ants have taken an increasing interest 

in what their client’s think about them.  

They frequently conduct qualitative re-

search programmes where an external 

party will probe on every area of their 

clients’ experience.  

The resultant data not only gives them 

an insight into what their clients think 
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and where they need to improve but 

also strengthens the overall client rela-

tionship (after all they’re so important to 

the firm that they’ve invested time and 

money to garner their opinion).  On a 

more practical level it always generates 

new work.  

When was the last time your senior 

clerk or other employee, never mind an 

external agency, conducted a similar ex-

ercise for you?

But I digress.  Once you know how 

you’d like to be perceived, it’s important 

to work out what you actually have to 

sell - yes “sell”.  This is a business after 

all and the only difference between you 

and Amazon is that your product is your 

knowledge and your experience.  You 

need to list out your skills, your experi-

ence, your knowledge and the successes 

your set has behind them because this is 

your inventory.

It is this level of focus that is sometimes 

lacking in the professional services, not 

just at The Bar but in legal and account-

ancy practices of all different sizes. By 

focusing on what you have to sell you 

will be able to focus on who to sell to. 

This will immediately make your mar-

keting more effective, more cost–effec-

tive and less time consuming for those 

involved.

So who do you sell to?  The bulk of the 

work has already been done.  You have 

a current clientbase, you have a lapsed 

clientbase (those who you work for in-

frequently or past clients who no longer 

use you or anyone else in Chambers) 

and somewhere you will have several 

legal directories listing the firms by lo-

cation and by practice area.

Combining these three strands into a 

single database (and taking the time to 

clean it to make sure everyone on the 

list is still in that position) will give you 

a universe to educate, both in terms of 

what Chambers stands for and in terms 

of the individual skills of your tenants.  

Over time you can add more names from 

each firm and also grow the database to 

include other professionals who could 

act as referrers of work.  You could also 

include relevant press contacts so they 

too are kept up to date with Chambers’ 

development.     

Now you have your identity, your inven-

tory and your audience.  The next ques-

tion is how do you get in front of them?

The immediate default is advertising 

and CPD seminars and again, I’m not 

being disingenuous to The Bar, this is 

the default of the professional services.  

However it 

is a default 

that needs to 

be rewired if 

you are going 

to make any 

headway with 

your market-

ing and really 

drive Cham-

bers’ message 

home.  The 

bad news is 

this is going 

to involve you 

making more 

personal con-

tact with ex-

isting and 

prospec t ive 

clients and 

with the busi-

ness commu-

nity in gen-

eral.  And “you” means “you”, not your 

clerks!  The good news is moving away 

from advertising and seminars will save 

you time and money.

My suggestion is you adopt ‘intelligent 

marketing’.  Intelligent marketing costs 

less but delivers more. It is also meas-

urable and more than achievable if 

you marshal the resources you have at 

your disposal (your fellow members, the 

clerking team, your website, your case 

management system and inexpensive 

add-ons like MailChimp), assign respon-

sibilities to each and focus on marketing 

solely to the targets most likely to actu-

ally generate work.  

The key activities to consider (and while 

you don’t need to embrace them all, we 

can prove the more you can incorporate 
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into your personal marketing mix the 

more successful your marketing will be) 

are:

1. Networking.  Are you visible in 

the right places?  Do the right people 

know you are the right person to speak 

to?

2. Spend more quality time with 

solicitors.  A coffee at court, a beer at the 

end of the day, a spot of lunch or a game 

of golf. Engineer the chance to talk so-

cially about normal stuff not just about 

the case at hand. 

3. Find the right publishing and 

speaking opportunities.  What are your 

particular areas?  Identify the events 

and press that supports those sectors 

and volunteer your services.  

4. Distribute practical informative 

e-bulletins rather than unnavigable and 

overly-long technical papers (the type 

that take so long to write).

5. Look at your seminar pro-

gramme in a new light.  Design engag-

ing interactive workshops rather than 

the same old dry seminars dripping in 

bulletpoints.

6. Using your website to maxi-

mum effect.  Your page should be your 

CV.  List significant cases, showcase 

your writing or speaking endeavours, 

frequently refresh the content so people 

have a reason to come back.

However these activities will only work 

if you complete your rewiring by estab-

lishing a “Culture of Follow-Up”.  We 

only work with professional service 

firms and so are qualified to make the 

following sweeping generalisation of 

solicitors, accountants and barristers: 

even the most prolific business develop-

ers let themselves down with a lack of 

structured follow-up. 

The excuse is there’s no time. That the 

next brief takes over as soon as you’re 

back at your desk. This is nonsense. 

There is always time to drop a new con-

tact a quick email, time for a coffee or 

even time for a good old fashioned tel-

ephone call. 

Admittedly your clients will rarely have 

work for you there and then but your 

only objective is to stay visible and stack 

the odds of a future instruction more 

heavily in your favour. That will not 

happen until you introduce a “Culture 

of Follow-Up” where acknowledging a 

meeting and asking for future face time 

is a necessity rather than a preference.  

If all of this sounds a bit uncomfortable 

or even totally unnecessary (after all you 

have clerks to do all this don’t you?) let 

me leave you with the two quotes.

The first is from the Head of Family at a 

large Midlands practice who was talking 

about her desire to get closer to a set she 

uses.  “I know the head clerk and he’s 

great but he won’t represent my clients.  

I need to get to know the individual 

barristers so I know which barrister is 

right for each client because it reflects 

on me.  If I had that insight they’d get 

more work!”

The second is from the senior clerk in a 

leading set in the North West.  “The only 

difference between a barrister earning 

£250,000 and one earning £60.000 is 

the one on £250,000 spends time with 

their solicitors”.

I couldn’t have put it better myself.  

These quotes illustrate that while it is 

necessary to build a consistent and at-

tractive brand in terms of Chambers, 

that brand will never fly unless both 

the brand and the efforts of the clerk-

ing team is underpinned by a generous 

dose of direct marketing by the barris-

ters themselves.
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Douglas is a director of Size 10 ½ Boots, 

a business development agency that 

works solely with the professional ser-

vices.  More details on their unique ap-

proach to marketing The Bar can be 

found at 

www.tenandahalf.co.uk.  

Alternatively you can request a copy of 

their special report (How barristers can 

use business development to squeeze 

the best results from even the smallest 

marketing budget) by emailing 

doulgas@tenandahalf.co.uk


