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METHODOLOGY & DATA SETS
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Demand – All Segments
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Demand By Segment
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Client Spend Forecast
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Roles & Reporting Lines
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Effectiveness
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What is the primary way your firm measures the effectiveness of the 
marketing/business development department(s)?
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At what level does your firm develop and monitor sales/revenue forecasts?
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What percentage of firm gross revenue is the marketing/BD budget not 
including salaries?
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Marketing and Business Development
Dispersion of Law Firms - % of Revenue in 2022
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Marketing and Business Development
Average % of Revenue since 2012
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What is the percentage of your 2023 budget when compared against 2019?
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Has your firm prioritized specific practice areas, industries or locations for 
increased investment?
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Has your firm embraced legal process improvement?
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Has your firm embraced legal process management?
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Marketing/BD & Sales Teams
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Pricing
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Worked Rate Growth
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Key Account Management
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What is the greatest challenge your marketing/business development 
department faces?
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What is the primary way your firm seeks to differentiate itself from 
competitors?
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Business Savviness & Geographic Footprint Become Stronger 
Differentiators Over Last Year
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Jan '22-Dec '22

Jan '21-Dec '21
Significant difference

Number of responses: 2021 (4278); 2022 (4438)
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Collaboration
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7 Ways to Boost Share of Client Spending
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Recommended Next Steps
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