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From the perspective of business development and client relationship
management many barristers, accustomed to receiving work from
solicitors, have less opportunity to develop the soft skills needed to
cultivate client relationships and converting leads into instructions;
something that is most often achieved by the barrister’s diary clerk.
Marketing is an even less attractive proposition for barristers than it is for
most solicitors; both, with few exceptions, are happier getting on with the
work.

Conclusion
Barristers are undoubtedly at a disadvantage due to the very narrow path
they tread and the restrictions placed on them by their hitherto permitted
business model. As I write this (December 2008) a Bar Standards Board
consultation paper has arrived on my desk that addresses questions of
participation in LDP’s and partnerships of barristers – these are interesting
times and who knows how it will all turn out.
Since beginning in my present role a little over six months ago I can say
that I have had the privilege to work with some of the country’s leading
barristers and emerging legal talent, all intelligent and extremely hard
working people. The self-reliance engendered by the regime for practising
barristers makes them a potentially powerful force in any legal services
organisation and I am confident they can find creative ways to play to
their undoubted strengths. If there are compelling reasons for mergers
between chambers and solicitors’ firms then I have no doubt that the
issues I have identified can be worked through.
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When the PSMG collaborated with Cambridge Marketing
College to create the world’s only CIM endorsed Professional
Diploma for Professional Services Marketing it had two
clear aims – to create a bespoke programme that addressed
the particular needs and issues faced by marketers in our
sector and to put in place a dual qualification recognising
the requirement for a transferrable CIM diploma as well as a
focused professional services award.
Three years later this strategy has paid off handsomely with
well over one hundred delegates either enrolled on or having
completed the programme.
For employers too there are huge benefits to be realised by
investing in the development of their marketing team; including
enhanced skills, increased motivation, improved retention and
uplifted morale.
The diploma requires that delegates apply best-practice theory to
the real-life situations faced by their organisations. Consequently,
delegates learn much more about their firm and the environment in
which it operates. By proposing plans to address issues or capitalise
on opportunities, they are able to make direct and meaningful
suggestions as to how the business might develop. With senior
management mentoring, these ideas may find their way from the
pages of an assignment into a real-life marketing debate.
However, from the delegate’s perspective, does any of this really
make any difference to career progression or attractiveness to
potential employers?
I put this question to Tim Skipper of First Counsel, a leading recruiter
of marketers in the legal sector. His response sends a clear message:
“Without any doubt, in an increasingly competitive job market,
those candidates with relevant qualifications focused on the
professional services market are at a distinct advantage, whether
seeking internal promotion or a new challenge with a new firm.”
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