
tHE Hands-on 
approaCH
are legal professionals doing enough to help clients understand 
the litigation process, and how can this be improved?

he simple answer is that there is always room for 
improvement. There is a lot of pressure on Litigators to 
ensure that they send sufficient details to their clients, 

but there can be a tendency to bury information in engagement 
letters and terms or lengthy advices. while they may satisfy 
the ombudsman, it does not mean that your client has a better 
understanding of the process, which can be daunting to some 
who may be embarrassed to ask what they consider to be a stupid 
question. Therefore cutting out legal-ese and being approachable 
helps clients understand the process more easily, and lets them 
feel that they can ask questions freely.
 
There can be no substitute for meeting with your clients and 
adopting a hands-on approach. This ensures that they are aware 
of the process and not only what is required of them and their 
obligations, but also that they are aware of what you are doing 
at each stage. not all clients have been through litigation before, 
and you need to measure the amount of detail provided against 
their experience. if you are not local to your client then it is 
good practice to diarise the need to call your clients regularly 
and always ask if they have any questions. while sending emails 
regularly is part and parcel of the job nowadays, they do not 
necessarily map out the process. 
 
flowcharts certainly can help for certain parts of the process, 
and we always like to provide a flowchart when embarking on the 
detailed assessment process, as it is not straightforward for those 
that do not engage in it on a daily basis. 
 
a big part of the litigation process is a client’s understanding of 
costs in terms of the liability for their own costs, the risk that they 
may not recover all of their costs from their opponent, and the risk 
that they may have to pay some or all of their opponent’s costs. 
solicitors need to keep this at the forefront of their minds and 
review regularly throughout the litigation process. The not-very-
well received Precedent h facilitates this exercise to a certain 
extent, when they are served at the early stages of litigation and 
provided to a client. 
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sHaping CliEnt 
ExpEriEnCE 
tHrougH tEaM 
CoaCHing

or me, nothing is more important than truly understanding 
activities and actions that can deliver a more satisfied 
client. in a highly complex and competitive business 

environment, the firm that puts shaping a stand-out client 
experience at the heart of its business will be more successful 
overall, attracting and retaining the best talent and winning the 
most professionally satisfying and profitable work.

what of the role of marketing in shaping excellent client 
experience? i firmly believe strategic marketing is produced 
through marketers acting as the voice of the client inside an 
organisation. we’ve heard for years that clients seek more 
than technical excellence in professional advisers. we know 
commerciality, team work, strategic insight and the ability to see 
the world through the client’s eyes are paramount. But how exactly 
do you achieve this often elusive goal? 

firstly, marketers must question their own assumptions and test 
the validity of long-held views about the nature of clients’ needs 
and wants. when focusing on delivering what is urgently required 
every day, it is hard to challenge yourself and others around what 
might be done differently or better to improve client experience. 
Yet i believe this is the only way to innovate and create change to 
truly benefit clients. 

what better way to start than by carving out time to think? 
forget the meticulously planned ‘away day’. how about a ‘stay 
day’ - a couple of hours in a quiet room with colleagues willing 
to participate in team coaching around the goal of shaping client 
experience. Gather facts and figures, seek out client feedback, and 
check out recent relevant external reports. Just don’t delay the 
goal whilst pursuing perfect information. 

step back and step up to the hard task of contemplating how you 
can work differently. ask each person “how can we use what we’ve 
learned to move our firm closer to true client-centrism?” Perhaps 
even more importantly, “what can you personally do to get this 
firmly on the agenda of senior management?”

Keep going until ideas dry up and then ask “what else”? it is 
amazing how this simple yet powerful coaching question can 
energise people into bolder, more innovative thinking. at the end 
of the session, sweep up and evaluate ideas, then get stuck into 
action planning.

seldom do we have the opportunity to step back from the 
maelstrom of everyday working life to consider strategic issues 
from a client perspective. and yet, how else can marketers 
become more valuable to their firms than by listening, 
interpreting and translating the client’s voice, while pushing 
forward practical initiatives to advance the strategic agenda of a 
sharply-managed firm? 

BeveRLY LandaiS, Marketing & Business Development Director and 
Business Coach, Saunderson House.
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