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“High-Growth firms 
invest 43% more effort 
towards marketing 
than No-Growth firms 
and enjoy 74% more 
impact.” 

Source: Hinge Research Institute “2017 HIGH GROWTH STUDY 
Research Summary”
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The good 
old days 
are gone
Post the Global Financial Crisis, 
the power balance has shifted 
in favour of clients and the 
professional-client relationship 
has changed.

Clients now expect a very different service. 
Sophisticated clients expect professionals to 
be more responsive to them, have a better 
understanding of them and a better understanding 
of the commercial pressures they face.

Service now has to be truly client-centred and 
professionals need to be creative and empathetic to 
work with, not just for, clients. They need to create 
solutions, not just present solutions. Innovation is 
about changing cultures within the organisation, 
engaging and collaborating with clients.

“It’s not about law firms choosing to innovate, it’s 
about being required to innovate by sophisticated 
clients. Clients now have the expectation that 
processes will be simplified, that we will make life 
easier for them and that they will be given greater 
accessibility.” – Paul Jenkins, Managing Partner, 
Ashurst.

Source: http://specialreports.theaustralian.com.au/630590/
innovation/



Evolve or Die
When it comes to the sales process, this 
is the new reality. According to the RAIN 
Group, in their “What Sales Winners Do 
Differently” research, there are three 
levels of selling behaviors and outcomes 
that set sales winners apart.

Level 1 is Connect. Winners connect 
the dots between client needs and 
their company’s services as solutions. 
Winners also connect with people. 
They’re perceived to listen and connect 
personally with buyers more often.

Level 2 is Convince. Winners convince 
buyers that they can achieve maximum 
return, that the risks are minimal, 

and that the seller is the best choice among all options. In other words, they are masters at making the value 
proposition case as compelling as possible, and communicate it effectively.

Level 3 is Collaborate. Winners collaborate through behavior – they are perceived to be responsive, proactive, and 
easy to buy from (collaborative in how they work). At the same time, it’s not just how the seller interacts; it’s what 
they do. Buyers believe that winners actually collaborate with them during their buying process (collaboration in 
the sense of working with the buyer to achieve a mutual goal), and that they educate buyers with new ideas and 
perspectives. Indeed, buyers perceived these sellers to be integral to their success. 

Source: RAIN Group “The Future of Consultative Selling”



Why is 
Innovation 
so Hard?

The focus for many firms continues to be billable 
hours, with ‘today’ as the main focus. If ‘today’ is 
the dominant focus, what is the encouragement for 
professionals to innovate? While there is nothing 
wrong with making money today, what about 
building for the future? 

Also, with most firms there is no alignment between 
innovation and compensation. You will never have 
innovation unless you allocate some time and 
reward to making it happen.

Often, the firm’s leadership does not see the value 
in innovation. The theory is, “Aren’t we successful 
now, so why do we have to change?” Leadership 
in the Big 4, global law firms and consulting firms 
see this issue differently and are constantly looking 
for ways to innovate. While they can spend more 
time and more resources than smaller firms, it does 
not mean that smaller firms can ignore this issue 
completely.
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Where is your firm on this scale? What is your firm’s overall approach and level of focus 
on sales and marketing? Are you receptive to what is happening in the market, and your 
marketing activities are quite considered, but you’re still not growing? Or, would you 
call your approach predictive and strategic, but you recognise the need to innovate and 
engage with clients in a completely new way?

Marketing 
Strength
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Marketing Focus and Growth
When further analysing 
your approach and focus on 
marketing, if your overall 
approach is innovative and 
your focus is engagement, 
you will have the marketing 
process well systemised. If 
your focus is engagement 
and you do engage well 
with clients, you will be 
relevant. Also, if your 
approach is innovative and 
you have good insights into 
clients, you will only be well 
informed.

You need all three of these 
elements to be in sync. 
If your approach to your 
marketing is innovative 
and your focus is on truly 
engaging with clients, and 
employees, in collaboration 
with clients, you will grow.



Strategic Marketing 
Planning,  

innovative and 
engaged,  

is the key to 
growth



“Without purposeful marketing, 
business growth becomes a function of 
luck and individual partner efforts. And 
there is a mountain of evidence pointing 
to the value of a strategic marketing 
plan in creating business growth and 
profitability. Thus, executives who 
are serious about growth should view 
the gains from individual efforts as 
the cherries on top of a successful, 
institutional marketing plan.”

Source: Hinge Marketing “Marketing Planning Guide for 
Professional Services Firms”
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Progressive 
and Innovative 
Marketing

“There’s a difference between  
high-growth and low-growth firms, and 
law firm business strategy specialist Ian 
McDougall pins that difference down to 
one thing: marketing.

Firms that had experienced high-growth 
– or revenue growth of greater than 10 
percent – each had six different factors 
prevalent in their business strategies.

Of those six strategies – five of them are 
marketing disciplines. I think what we 
are seeing here, although it is somewhat 
unspoken, is the emergence of marketing 
as a strategy for growth, particularly in 
small to medium law firms.”

Source: https://www.australasianlawyer.com.au/news/six-
strategies-of-highgrowth-law-firms-200225.aspx

“In professional services, agile marketing is well 
suited to manage both the traditional marketing 
tactics your firm may use as well as the powerful 
spectrum of online marketing tactics. All are 
important elements of any serious marketing plan 
set on business growth over the long term.”

Source: Hinge Marketing “Marketing Planning Guide for 
Professional Services Firms”



What are high-growth firms doing?
The below graph shows those marketing activities that are proving the most successful.

Source: Hinge Research Institute “2017 HIGH GROWTH STUDY Research Summary”



Why is 
Engagement 
Important?



THE ESSENCE OF Client 
ENGAGEMENT
Engagement is not an abstract concept. Gallup 
has consistently found concrete links between 
engagement and vital business outcomes. In good 
economic times and bad, fully engaged clients 
are more loyal and profitable than other clients. 
After studying slightly over 19,000 B2B business 
units, Gallup found that units with high customer 
engagement scores outperform those with low 
customer engagement scores by at least 30% across 
six key outcomes.

High-performing business units achieve:

50% higher revenue/sales

33% greater likelihood to be first choice for future 
business

34% higher profitability

63% lower customer attrition

55% higher share of wallet

32% fewer days sales outstanding

Truly Innovative 
Client 
Engagement

Source: GALLUP “Guide to Customer Centricity – Analytics and Advice 
for B2B Leaders”
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Business units at the highest level of 
employee engagement have an 80% 
chance of having high (above average) 
composite performance. This compares 
with a 20% chance for those with the 
lowest level of employee engagement.

How is Employee 
Engagement 
connected?

Engaged Employees Provide Better 
Client Service.

A study by the Hay Group indicated 
businesses that have high levels of 
engagement show client satisfaction 
scores 22% higher than companies 
with low levels of engagement, but 
companies that both engage and enable 
employees demonstrate a total increase 
in client satisfaction of 54%.

Source: Power2Motivate
Source: GALLUP “The Relationship Between 
Engagement at Work and Organizational Outcomes 
2016 Q12® Meta-Analysis: Ninth Edition”



From 
Reactive and 
Disorganised 
to Innovative 
and Engaged

1. Do you feel like your services 
are becoming more and more 
commoditised?

2. Is your firm growing at the rate you 
would like it to?

3. How much time and money are you 
investing in your marketing?

The key is a strategic plan for growth.

Plan for better client engagement.

Plan for better employee engagement.

Plan for better brand engagement.
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www.jacquiwalford.com.au

Jacqui is a strategic marketing and brand engagement coach 
and mentor, specialising in professional services marketing and 
brand engagement strategy. She has over 20 years experience 
in strategic marketing and brand engagement for professional 
services firms, having worked in senior marketing roles for some 
of the largest professional services firms globally. She now 
provides marketing and brand strategy to professional services 
clients wanting to build their client base and engage and innovate 
to maximise growth and sustainability. 

During her time as Australasian Marketing Director at HLB Mann 
Judd, the accounting network won five Financial Review Client 
Choice Awards. Jacqui knows that a clear and focused marketing 
strategy is critical to success. Marketing strategy, in the current 

business environment, ultimately needs to include 
strategy for excellence in client service and 
client engagement and excellence in employee 
engagement.

“Jacqui is a creative thinker with exceptional drive 
and initiative. She has excellent planning and 
organisational skills which contributed enormously 
to the successful roll out of the Brisbane Cabaret 
Festival between 2007 and 2010. Above all Jacqui 
is a delight to collaborate with.” Alison St Ledger, 
Owner, Bootech

Helping professional services firms
build a larger, more engaged, 

higher value client base.

© Jacqui Walford 2017

Jacqui Walford is helping 
firms to innovate, engage 
and grow:

www.jacquiwalford.com.au


