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NewLaw models present an opportunity for 
firms to reimagine how they respond to client 
needs whilst providing a catalyst for marketing 
and business development leaders to reshape 
the role their teams play in delivering on that 
vision, says Intapp’s Gemma Prescott. 

programme road maps and function as a 
radar for still-unmet client needs. Given 
broad client access, BD professionals with 
strong communication skills and market 
insights would be well placed to facilitate 
these dialogues.  
 
Building a brand and positioning a 
firm in a more complex ecosystem
In reshaping their offerings, firms may 
place themselves into broader, more 
diverse competitor sets. For firms 
advocating that clients disaggregate  

that building capabilities to address  
the following priorities will be key.
 
Acquiring client insights, building 
user community engagement and 
client advocacy
MBD professionals have long championed 
the need to adopt structured client 
listening programmes. For firms looking 
to develop new services, bringing robust 
client insights directly into those change 
programmes will be even more critical. 

As innovation programmes 
perpetuate, ideas for novel solutions will 
spring up across a firm. But successfully 
bringing those new solutions to market 
will require a level of comfort in early 
testing (and culling) of ideas with clients 
that sit at odds with the conservative 
culture typically found in law firms. 
Without this, firms risk investing 
resources into what may turn out to be 
the esoteric notion of one lawyer whilst 
overlooking a much broader, underserved 
market need - or diluting resources by 
trying to deliver too many solutions in 
parallel, slowing time to market. 

Once solutions are in market, firms 
will help ensure their relevancy and 
sustainability by fostering active user 
communities to share best practices 
and nurture client advocates, and by 
establishing advisory boards to influence 

T he evolution of legal service 
delivery models continues 
apace. Many law firm websites, 
regardless of the firm’s size, 

geographic horizon or legal specialism, 
look to articulate how clients will benefit 
from the deployment of legal technology 
and alternative resourcing models,  
which I’ll refer to here as ‘NewLaw’.  
As well as reimagining the delivery of 
their traditional legal services, many 
firms now offer complementary services - 
including subscription-based compliance 
tools, consulting services, or making 
lawyers available on an interim basis. 

What might this business model 
transformation mean for law firm 
marketing and business development 
(MBD) leaders in terms of roles and skills 
to prioritise? And as an MBD professional, 
how might this industry change create the 
potential for career development? 

Earlier this year, I made the move 
from leading a magic circle firm’s  
NewLaw BD team to join the sales team 
at a software company, Intapp, and 
am excited about the continued ideas 
exchange between professionals bringing 
deep legal sector track record and those 
moving across from other industries. 
My own experiences, and those of MBD 
leaders in alternative providers I spoke  
to in researching this article, suggest  
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“I’d expect teams to continue their 
heightened focus on SEO, digital and 
content marketing and social media,” 
says Beth Cuzzone, Global MBD Practice 
Group Leader at Intapp and former Chief 
Strategic Growth Officer for Goulston & 
Storrs. “But for me, the teams that will 
really get ahead will be those bringing 
in data science capabilities. As firms 
transition their service offerings, the 
ability to pinpoint opportunities across 
a new service portfolio and deliver a 
nuanced customer experience across  
a more complex customer journey will  
be critical.” 
 
Closing the deal and enabling a 
hesitant salesforce
For many firms, NewLaw divisions 
provide the most fertile ground for 
introducing true sales roles over and 
above the traditional model of BD 
professionals supporting lawyers in 
leading the sales process. The speed  
and extent to which this approach 
permeates into more traditional practices 
remains to be seen. But as firms invest  
in replacing legacy CRM and other 
business intelligence solutions (as well 
as data analysts), the opportunity and 
expectation for BD teams to bring 
qualified leads to the table will follow. 

For those firms that continue to 
ask their lawyers to take the lead in 
introducing the benefits of new delivery 
models to their clients, investing in 
sufficient internal communications or 
engagement capability to fully enable a 
perhaps reluctant salesforce - that may be 
cautious about embracing a new toolkit, 
or have concerns about how it might 
compete with their traditional practice - 
will help accelerate success. 

NewLaw models present an 
opportunity both for firms to reimagine 
how they respond to their clients’ needs 
but also provide a catalyst for MBD 
leaders to reshape the role their teams 
play in delivering on that vision.  
For individuals curious to consider  
a career pivot, the changes under way 
in the legal industry mean the chance 
to broaden their skill set or reposition 
their role might be closer to home than 
previously supposed.

the ‘why’ is clear. For new services,  
firms may have to dive deeper into 
understanding their clients’ pain  
points and then articulating a value 
against relieving them.”

In my current role, I am fortunate 
to call upon the skills of value engineers 
who help our clients build business and 
value cases for change with their internal 
stakeholders. For the legal industry - 
perhaps behind others in articulating 
the value of its work, especially in its 
advisory practices - such roles merit 
consideration for new services such as 
legal operations consulting, where the 
value from a client’s investment may  
only be derived over time.  
 
Winning over a new audience
Law firms choosing to evolve their 
delivery models are reflecting the change 
movement under way for their in-house 
counterparts - a movement that brings 
with it new audiences to understand, 
engage and inform. The burgeoning 
legal operations community may be 
the most obvious example. Law firms’ 
newer offerings may also challenge the 
traditional B2B legal sales cycle, with 
prospects researching and selecting 
solutions in a more nimble, self-directed 
manner - and with less recourse to 
traditional law firm panel arrangements. 

For forward-thinking marketing 
departments, this creates an opportunity 
to help their firms reach a new audience, 
many of whom may already be persuaded 
of the benefits of new delivery models, 
whilst continuing to inform and build 
trust with their existing clients. Leaders 
wanting to future-proof their teams 
will want to invest in skill sets more 
traditionally seen as the preserve of  
B2C marketing. 

their work and appoint a blend of 
providers, competitors for one matter may 
be delivery partners for another. Or clients 
may buy what is presented as leading-edge 
innovation by a firm’s legal tech division 
today, but which may become part of the 
‘mainstream’ law firm offering tomorrow. 

Revisiting your brand strategy and 
future-proofing your brand architecture 
will build trust and help provide clarity 
for your clients, and your talent and 
delivery partners, about what to expect 
from your firm.

For Louisa van den Eeden-Smit, 
Marketing Director of Obelisk Support, 
a flexible legal staffing provider, being 
a market disruptor may place an even 
greater emphasis on the need to build 
clarity in what a brand stands for. 

“We absolutely want to educate our 
clients about where we see the financial 
or efficiency benefits in having greater 
diversity in delivery partners,” she says. 
“But more than that, we want to establish 
trust and find an alignment of values and 
purpose with our clients. Storytelling and 
bringing the human element to the fore  
in our communications is key to helping 
us do that.”  
 
Articulating the value in choosing 
an alternative way forward 
Firms have traditionally relied on 
providing experience lists, case studies, 
and third-party analyses, such as legal 
directory rankings, to establish their 
credentials. As my colleague Guy Adams, 
VP for Intapp’s Legal Industry Group 
and a former Norton Rose Fulbright 
lawyer, observes: “Traditionally, lawyer-
client interactions start with a known 
problem (an investigation) or objective 
(an outsourcing transaction) that is 
understood by both parties, and so  
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