
 The Secret to 

Your Clients Think Like Consumers. 

Your Law Firm Should, Too.

Case Generation 



Attracting new, valuable clients is an ambition of most law 

firms, but simply attracting them isn’t enough. Now more than 
ever, it’s necessary to secure the trust of potential clients be-

fore a true acquisition can be made. And in today’s competitive 
market, securing their trust requires understanding the nature 
of today’s legal clients: they think like everyday consumers. 

With abundant online accessibility, today’s clients can locate 
dozens of local law firms to potentially represent their case. 
Many clients have begun to question the value proposition of 
lawyers and the cost of legal services, and are more attentive 
to their legal buying process as a result.

Now more than ever, the power of acquisition has shifted from 
law firms to legal clients – and clients have greater expectations 
from their legal service providers. Meeting these expectations 
is the key to creating ongoing success. 
 

Outlined below are four key habits that  
set successful legal practices apart from 

their competition. 

“The power of  

acquisition has  

shifted from law 

firms to legal  
clients.” 
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1. They Think Consumer First 
 
Consumers value experiences that seamlessly fit into 
their busy lives. And when a legal problem crops up, 
they value the same convenience. In order to remain rel-
evant, law firms must first understand what the average 
American consumer wants.

Today’s consumers expect every interaction with a brand 
to be both convenient and personalized. Communica-

tions should be delivered via consumers’ preferred com-

munication methods and in a way that does not disrupt 
their regular activities. What’s more, every interaction 
and possible channel for communication should pro-

vide a consistent, convenient experience. For potential 
clients, this can be any time they:

•  Call your firm
•  Visit your website

•  Chat with an online representative

•  Reach out via social media

•  Visit your location

Like consumers, potential legal clients increasingly seek 
out digital interaction avenues. As put by William Hub-

barb, former president of the American Bar Association, 
“a majority of Americans use the internet to learn about 
their legal problems and to resolve them.”2 

Law firms should adapt their internal processes, tech-

nology, and resources to complement potential clients’ 
increasingly consumer behaviors.

By anticipating clients’ evolving expectations and 
meeting their demands, you will be able to attract more 
clients and cases while building a strong foundation for 
profitable business growth.

73% 
of consumers say they’re 
extremely or somewhat 

likely to switch brands if a 
company provides inconsistent 

levels of service1
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2. They Prioritize Accessibility
 

When it comes to customer service, the legal industry never 
sleeps. As a result, when a potential client reaches out to 
your law firm – no matter the time of day or what method 
they might use – they expect to receive prompt support. Be-

ing able to provide round-the-clock support is one key way 
to grow your clientele and profitability. 

Law firms that don’t offer 24/7 access can easily lose po-

tential clients to competitors. In fact, 87 percent of call-

ers who speak to a live person and get connected to an 

attorney decide to hire that attorney.3 Callers who are not 
quickly greeted and connected to an attorney can easily call 
the next potential law firm to manage their case. 

Building an infrastructure that supports clients’ access to 
your law firm is the first step to capturing valuable new busi-
ness and creating long standing rapport. This infrastructure 
should include robust communication support, including:

•  Live telephone answering 24/7

•  Expert intake processes

•  Minimal rings-to-answer and hold times

•  Accurate and readily available information

Simply answering the phone can help lead to more cases. 
But with any call potentially leading to a future client, it’s 
important to ensure their experience is a good one. 
By being available to support their initial needs, you show 
you’re ready and able to professionally manage their sen-

sitive legal situations. This demonstration can appeal to 
potential clients’ consumer-like nature and help secure more 
cases for your firm. 

74% 

of prospects who begin their search 
online will contact the office via phone4 

67% 
of consumers have hung up the 

phone out of frustration in the last 
year because they couldn’t reach 

a live person5
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3. They Put Their Best  
Foot Forward 
 
In the legal industry, many cases come to law firms by 
word of mouth or referrals. Successful law firms rec-

ognize clients’ increasing focus on online reviews and 
recommendations, especially those made by family 
and friends. But as clients begin to think more and 
more like consumers, they will research and explore 
your brand online before making contact. 

Your brand’s digital presence can make or break cli-
ents’ likelihood to trust your law firm with their case. 
Building a website that stands up to consumer expec-

tations will ensure potential clients who first experi-
ence your brand online will be confident in your legal 
support. This begins with ensuring they are able to 
find your website. To rank well in search results such 
as Google or Bing, you should focus on using words 
that appear in those searches across your website and 
online resource content. You can also supplement your 
efforts with paid advertisements, which will ensure 
your website will appear at the top of key searches.

Alongside more traditional advertisements avenues, 

such as billboards and buses, online marketing spend 
is helping drive more leads than ever before. But 
should these leads receive a poor experience, they 
could easily abandon one firm for another, as 70 per-

cent of buying experiences are based on how the 

customer feels about how they are treated.8 

 

The law firms that most efficiently provide exceptional 
support to every potential client are those most apt to 
stand apart from the competition. What’s more, pro-

viding great service will help build rapport with clients 
and increase the chances of more future referrals. 

38%
of people use the internet 

to find an attorney6

70%
of law firms have generated 

new cases through their website7
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4. They Invest in Intake  
Processes

Many law firms strive to drive more leads through 
strategic advertising in the digital and physical 
spaces their potential clients may occupy. But 
without the right intake support to manage and 
qualify leads, callers may experience busy signals, 
long hold times, or difficulty reaching a live person 
to talk to. And when this occurs, they’re more likely 
to shop elsewhere for representation, taking their 
valuable opportunity to a competitor.  

It’s important to remember that this – and other – 
costly intake problems affect law firms nationwide. 
For instance, law firms that manage their own 
intake processes, but do so without a dedicated, 
qualified team, could inadvertently spend more per 
call. This can be especially true when it comes to 
those that are unrelated to your practice. Personal 
injury-focused firms, for example, could pay their 
intake specialist the same amount to field a person-

al injury call as a criminal call.  

For some law firms, leveraging third-party legal 
intake support can help ease the impact of these 
issues. With an outside team seamlessly handling 
your incoming calls and guiding them through in-

take processes, these law firms are able to: 

• Reduce administrative expenses

• Focus on representing clients

• Ensure every call receives efficient, 
professional support

• Increase client satisfaction and trust in 

your brand

By investing in the right legal intake support, these 
law firms are poised to create a more seamless 
experience for every potential client, ensuring valu-

able leads are not lost to competitors. 

“Law firms that manage 
their own intake 

processes, but do so 

without a dedicated, 

qualified team, could 
inadvertently spend 

more per call.”
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Looking Forward

As both consumer needs and technology continue 
to evolve and advance, so too will potential cli-
ents’ interactions with law firms. One thing is clear, 
however: consumerism within the legal industry is 
on the rise. Law firms that proactively strive to keep 
pace with consumer-minded clients’ expectations 
can best poised to expand their client base and 
grow a profitable, successful business. 

About Us 

Stericycle Communication Solutions, a leading 
North American communications partner, is a proud 
provider of legal-focused services, including:

• Legal intake services

• 24/7 and after-hours answering services

• Outbound intake services
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To learn more, please visit 
StericycleCommunications.com 

or call us at 

+1.800.896.4611


