
Technology-Enabled Law Firm for the 
21st Century 
​
Small and mid-sized law firms led by former top-tier practitioners face a pivotal opportunity. 
While many such firms still rely on traditional growth methods – personal networks, 
word-of-mouth referrals, and rudimentary systems – these approaches are proving limiting in 
the modern era. This white paper explores how embracing a technology-enabled, 
“sales-first” approach can propel independent law practices into sustained growth. We 
focus on HubSpot as a strategic enabler, given its best-in-class security (including 
Sydney-based data hosting for Australian sovereignty), global support, and superior 
integration capabilities with legal practice tools. From structured client relationship 
management (CRM) and data-driven marketing, to enhanced client experience via portals 
and automation, we outline a roadmap for building a modern law firm. The goal is to inspire 
practitioner-led firms to move beyond ad-hoc business development and instead adopt an 
integrated platform that drives consistent revenue, improves client engagement, and 
streamlines operations. 

Audience: This paper is aimed at Australian law firm owners who were trained in top-tier 
environments and now run or lead their own practices. Typically, such firms have a simple 
WordPress website and basic practice management software. Growth is driven by the 
partners’ reputations and networks rather than a formal marketing or sales process. Often, 
there is no effective CRM or the existing one is underutilized (poor onboarding, sporadic 
use). If this sounds familiar, read on – the insights here will show how to transform your 
firm’s approach to business development using modern technology. 

 

The Changing Legal Landscape: The legal industry is undergoing a subtle but profound 
shift in how business is generated and managed. No longer can even elite-trained lawyers 
rely solely on Rolodexes and chance referrals to sustain growth. Competition is intensifying, 
client expectations are rising, and technological advancements are rewriting the rules of 
engagement. Studies have found that business development remains a top challenge for 
law firms, especially smaller practices (). The old model often leads to what one industry 
expert termed “random acts of marketing and business development”, with sporadic 
networking lunches or ad-hoc email blasts that lack follow-through (No more ‘business as 
usual’: why law firms are rethinking business development - The Global Legal Post). Such 
unstructured efforts are unpredictable and hard to scale. 

Why Traditional Growth Methods Fall Short: Practitioner-led firms often pride themselves 
on high-quality work and personal connections. However, relying exclusively on reputation 
and one-to-one networking has limits. It can result in feast-or-famine cycles: one month 
you’re overloaded via a referral, the next month the phone is quiet. Without a structured 
pipeline or marketing engine, there’s no consistent “demand generation” process to keep 
new matters coming in. Moreover, potential opportunities can slip through the cracks – a 
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coffee meeting that doesn’t get a timely follow-up, or a past client who forgets about your 
expanded services because you never stayed in touch. 

The Need for Structure and Efficiency: To thrive in the 2020s, law firms must blend their 
traditional strengths (expertise, trust-based relationships) with modern sales and marketing 
practices. This means implementing structured processes and leveraging technology for 
efficiency. Think of this as going from an artisan approach to also having a well-oiled 
machine supporting you. A sales-first mindset – where generating and managing leads is 
as integral as doing the legal work – can unlock consistent revenue growth. Likewise, a 
focus on marketing and operational efficiency will help amplify your reputation to a wider 
audience without corresponding increases in labor. 

Crucially, technology is the catalyst that makes this possible. Even if you don’t have a 
big-firm marketing team, the right platform can act as your digital BD assistant, marketer, 
and data analyst all in one. In this paper, we will illustrate how an integrated solution like 
HubSpot’s CRM platform can provide this foundation. HubSpot brings together marketing, 
sales, and service tools into a single secure platform, enabling seamless tracking of every 
client interaction from first website visit to signed engagement (Tips for Successfully 
Implementing HubSpot for Law Firms). It’s an approach that has proven results – according 
to HubSpot, after one year on their platform, customers acquire 129% more leads and 
close 36% more deals on average (Campmany Abogados Increases Client Numbers By 
7X With HubSpot). 

Why HubSpot for Law Firms: While there are various CRM and marketing tools available, 
HubSpot stands out for several reasons relevant to ambitious law firms: (1) Security & 
Compliance: It offers enterprise-grade security (SOC2, encryption, role-based access) and 
now allows Australian firms to host data in-country, addressing data sovereignty concerns 
(HubSpot Asia Pacific | Newsroom | HubSpot launches first Australian data centre) (HubSpot 
Asia Pacific | Newsroom | HubSpot launches first Australian data centre). (2) All-in-One 
Platform: Marketing automation, sales pipeline management, client service ticketing, and 
even website hosting/CMS are unified, avoiding the chaos of fragmented tools (Tips for 
Successfully Implementing HubSpot for Law Firms). (3) Ease of Use: Lawyers and staff find 
the interface intuitive, which is vital for adoption. (4) Integration Ecosystem: With over 
1,500 integrations available, HubSpot can plug into your existing practice management 
software and other apps easily (6 Best CRM for Law Firms). (5) Local and Global 
Support: You get 24/7 global support and a strong local presence – including HubSpot’s 
Sydney data center and an ecosystem of Australian HubSpot partners – ensuring help is at 
hand when needed. 

In summary, the legal market’s evolution demands a new playbook. This white paper will 
guide you through the key components of that playbook – from building a modern sales 
pipeline and executing digital marketing, to enhancing client experience and ensuring 
security. Each section not only explains the “why” but also the “how,” with practical examples 
of what a technology-enabled law firm looks like. By the end, you should have a clear vision 
of how to transform your practice for the 21st century and a compelling case for why now is 
the time to invest in the right CRM and related technologies to fuel your firm’s next stage 
of growth. 
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Building a Modern Law Firm 
In this section, we delve into the foundational elements needed to modernize a law firm’s 
approach to business development and operations. It’s about adopting a “firm as a business” 
mentality without sacrificing the personal touch that clients value. The core idea is to build 
your firm’s growth engine deliberately, rather than leaving it to chance. Three pillars 
underpin this: a sales-first strategy, a dynamic digital presence, and a customized CRM 
tailored to legal practice needs. 

Embracing a Sales-First Strategy 

A sales-first strategy means treating client acquisition and development with the same rigor 
as case work. For many lawyers, “sales” might sound like a dirty word – but in essence it’s 
about ensuring you have a steady pipeline of work and that no opportunity to help a client is 
missed. This involves identifying leads, tracking them through defined stages (from initial 
contact to signed engagement), and using data to guide your next steps. 

Leads and Deals: Instead of a vague notion that “Jane from the Chamber of Commerce 
might send us a matter one day,” you create a lead record for Jane in a CRM. You log 
interactions – e.g., that you met at an event, she expressed interest in your employment law 
services – and set a reminder to follow up. If Jane refers a potential client, you convert that 
into a deal/opportunity record and track it. The deal goes through stages like Consult 
Scheduled → Proposal Sent → In Negotiation → Won. This structured approach is 
commonplace in other professional services and is now gaining traction in law. In fact, 
industry surveys indicate nearly all major law firms are undertaking CRM projects to better 
manage client development (Driving CRM Adoption and Profitability in Law Firms: Insights 
from the PwC Law Firms' Survey 2024 - ALPMA). Smaller firms can and should do the same 
on an appropriate scale. 

Data Enrichment – A Prospecting Game-Changer: One advantage today’s firms have is 
the ability to leverage data enrichment tools. Data enrichment is the process of adding 
relevant details to existing data to make it more useful for business insights and decisions 
(Data Enrichment | HubSpot). In practice, this means your CRM can automatically pull in 
valuable information about a contact or company with minimal input. For example, if you 
enter a prospect’s business email or website domain into HubSpot, the system can often 
populate details like the company’s industry, size, location, and even the contact’s public 
LinkedIn URL. This enriched data allows you to better qualify leads and personalize your 
approach. If you know that a prospective client’s company has 50 employees and just 
received funding (information gleaned from enrichment), you can tailor your pitch for offering 
fractional General Counsel services, for instance. Data enrichment transforms a cold name 
on a list into a warm, informed opportunity. It also saves invaluable time – rather than 
lawyers Googling prospects for an hour, the system provides a dossier in seconds. 

Example: John, a partner at “Independence Legal,” meets a potential client, ACME Pty Ltd, 
at a conference. He only gets the CEO’s name and email. When John adds that email to the 
CRM, data enrichment fills in that ACME is a tech startup with ~$5M revenue, 25 staff, 
operating in Melbourne and Sydney. It also flags that ACME recently secured a Series A 
investment (perhaps drawn from news or a database). Armed with this, John immediately 
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sees the fit: growing tech companies often need IP and employment law support. He assigns 
ACME a high lead score and prioritizes a follow-up meeting. This level of insight, powered 
by enrichment data, is a game-changer for prioritising efforts and striking while the iron is 
hot. 

Dynamic Websites and Marketing Automation 

Many independent firms launched with a simple brochure-style website – essentially an 
online business card. That may have been sufficient in the past, but a 21st-century law 
firm’s website needs to be a dynamic, lead-generating hub. It should not only inform 
visitors about your services but actively engage them and capture their information for 
follow-up. 

Dynamic, Lead-Capturing Website: A modern law firm website might feature 
calls-to-action (CTAs) like “Request a Consultation” or “Download our Guide to 
Employment Law Updates 2025”. When a visitor fills out a form, their details flow directly into 
your CRM (like HubSpot) as a new contact, and they are tagged by interest area. This beats 
having an email sent to your reception and possibly getting lost. Tools like HubSpot CMS 
allow integration of forms, live chat widgets, and even chatbots on your site (Hubspot for 
Lawyers - Mockingbird Marketing) (Automating Legal Workflows with HubSpot for Law 
Firms). For example, a chatbot can greet visitors after hours: “Hi, is there something specific 
you’re looking for? You can leave us a question.” These interactions are logged in the CRM, 
so your team can promptly follow up. The website thus becomes a 24/7 business 
development colleague, constantly working to attract and funnel potential clients. 

Marketing Automation: Once a lead is in your system, automation features kick in. 
Marketing automation allows you to nurture prospects without manual effort at every step. 
Say someone downloads that employment law guide – you could enroll them in an 
automated email sequence. Day 1: send the guide with a thank you. Day 3: send an email 
offering a free 30-minute assessment of their workplace policies. Day 7: if no response, an 
automated reminder email goes out, perhaps sharing a recent case study of how you helped 
a client in their industry. All of this can be preset; if the prospect responds or books a 
meeting, the sequence stops and notifies you. For firms who “don’t have time for marketing,” 
automation is a lifesaver – it ensures consistent touches with leads and former clients with 
minimal ongoing work. HubSpot’s Marketing Hub excels here, providing templates and 
workflows out-of-the-box for common campaigns. 

Live Example: Consider the power of re-engagement. Your firm likely has a list of past 
clients or contacts you haven’t spoken to in 2+ years. Rather than manually calling each one 
(which rarely happens due to time constraints), you could set up an automated quarterly 
newsletter or a check-in reminder for associates and partners to reach out. Perhaps every 
contact in your CRM who has no interaction in 12 months gets a personalized “Hello, we 
wanted to share our latest legal update and would love to hear how you’re doing” email, or 
an invitation to a webinar or event. If they click on the update or reply, the system flags them 
for follow-up. This kind of systematic “keep-in-touch” strategy ensures you are nurturing 
your network at scale, quietly reviving relationships that might otherwise fade. It’s often 
said that the cheapest client to win is one you’ve already won before – so nurturing past 
clients can yield repeat business or referrals without heavy marketing spend. 
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Customised CRM Solutions (Tailored Views and Permissions) 

Off-the-shelf CRM systems can feel generic or even overwhelming to lawyers if not 
configured right. The key is to customize the CRM to fit your firm’s specific workflows, 
data needs, and ethical requirements. A well-set-up CRM becomes a natural extension of 
your practice; a poorly set-up one becomes shelfware. Here’s what customization looks like 
in a law firm context: 

●​ Tailored Data Fields: Law firms often need to track information that generic CRMs 
don’t include by default. For example, you might want to record the “Matter Type” a 
contact is interested in, the “Referral Source” (who referred them), or conflict check 
status. HubSpot allows custom contact and deal properties. You can create a field for 
“Practice Area” or “Key Client Dates” (like contract renewal dates) and have those 
visible on each client’s profile. Wendt Partners, a HubSpot consultancy, notes that by 
customizing contact properties and fields, firms can capture relevant details such as 
case type, key dates, etc., ensuring the CRM speaks your language (Tailoring 
HubSpot CRM for Law Firms' Unique Needs).​
 

●​ Custom Pipelines: Instead of a one-size sales pipeline, you might have multiple 
pipelines – e.g., one for New Client Intakes (prospective matters) and one for 
Existing Client Cross-Selling opportunities. Each pipeline can have stages that match 
how you work. For instance, a New Client pipeline stage 1 could be “Initial Inquiry,” 
stage 2 “Conflict Check Completed,” stage 3 “Proposal/Engagement Letter Sent,” 
stage 4 “Matter Opened (Won).” This way, the pipeline is aligned to legal intake 
steps. You might even have a pipeline for Recruiting (if you treat bringing in talent 
similarly). The idea is to mirror your real-world processes in the CRM, so it feels 
logical. One law firm-specific example: if you run a lot of events or seminars, you 
could have an “Event Leads” pipeline to track those attendees through follow-ups 
and see how many convert to clients.​
 

●​ User Permissions and Confidentiality: Law firms must consider confidentiality and 
internal access controls. A good CRM will allow setting user permissions so that 
sensitive contacts or deals can be restricted to certain people or teams. In HubSpot 
Enterprise, for example, you have role-based access controls (Tailoring HubSpot 
CRM for Law Firms' Unique Needs). This means if you have two partner groups 
operating quasi-independently, each can have their own view of their clients, while 
management can see everything, and junior staff see only what’s relevant to their 
work. You can also hide financial information (like deal values) from non-partners if 
needed. These controls echo the ethical walls or confidentiality designations you 
might use elsewhere, giving you confidence that adopting a CRM won’t inadvertently 
expose sensitive info to the wrong eyes.​
 

●​ Custom Views and Dashboards: Every user in the firm can have a customized 
home screen when they log in. For instance, a partner could see a dashboard of 
open opportunities (deals) sorted by value, a list of their contacts who had recent 
birthdays (prompting a reason to reach out), and marketing analytics showing which 
of their thought leadership articles got the most views. Meanwhile, a practice 
manager might see a different dashboard focused on firm-wide metrics. HubSpot’s 
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reporting tools enable creating these tailored dashboards with real-time data 
(Tailoring HubSpot CRM for Law Firms' Unique Needs).​
 

Bringing It Together: Building a modern law firm doesn’t mean you stop doing what made 
you successful (delivering great legal service and building relationships). It means you 
augment those strengths with structure and technology. A sales-first strategy ensures 
you always have prospects in the funnel; a dynamic website and automation act as your 
digital rainmakers; and a customized CRM ties it all together, giving you visibility and control 
over your pipeline. In the next sections, we’ll dive deeper into specific areas – marketing, 
sales, client service, etc. – to illustrate how these modern foundations translate into 
day-to-day practice growth. 

Marketing for the 21st-Century Law Firm 
Marketing is often an afterthought for smaller firms – something done sporadically, or 
outsourced in pieces (a brochure here, a LinkedIn post there). In this section, we reimagine 
marketing as a cohesive, strategic function of your firm, powered by technology and aligned 
with sales. The 21st-century approach to legal marketing blends the traditional (events, 
networking, thought leadership) with the new (digital content, automation, data analytics). 
The outcome is a marketing engine that not only raises your firm’s profile but consistently 
feeds your sales pipeline with warm opportunities. 

The Power of Events and Networking in a Digital-First World 

Networking and Events Remain Key – But Amplified: For practitioner-led firms, personal 
relationships and word-of-mouth are gold. That doesn’t change. What changes is how you 
leverage events and networking in the digital age. Instead of relying on memory and 
business card stacks, you use CRM and marketing tools to maximize the impact of every 
event or encounter. 

For example, suppose your firm hosts a small breakfast seminar on recent changes in 
property law. In the old model, you’d give a talk and hope interested attendees call you later. 
In the modern model, you treat the event as part of a campaign. Before the event, you use 
your CRM to send personalized invites to select contacts (and track who RSVP’d). During 
the event, you might have an iPad sign-in or a QR code for materials – capturing digital info 
on attendees (which flows into the CRM). After the event, every attendee gets a follow-up 
email automatically via HubSpot: “Thank you for attending. Here are the slides and an article 
on the topic. Let us know if you have any questions.” A week later, the system reminds you 
to personally follow up with those who showed high interest (maybe they clicked the article 
link). 

Extending Reach Through Digital: What about those who couldn’t attend? A digital-first 
mindset would be to record the seminar (even just audio, or a Zoom recording if it was 
hybrid) and then repurpose it. The recording can become an on-demand webinar on your 
website (gated by a form to capture leads). Key points can be transcribed into a blog post. 
Quotable insights can be turned into a series of LinkedIn posts. In essence, one event can 
yield a dozen pieces of content distributed via your digital channels – exponentially 

OT:OT​
Technology-Enabled Law Firm for the 21st Century​ Page 6 

https://www.wendtpartners.com/blog/tailoring-hubspot-crm-for-law-firms-unique-needs#:~:text=


increasing its reach. All the while, your CRM tracks engagement: you’ll see that, say, 50 
people watched the webinar online over the next month, and you can have automation that 
emails them, “Would you like to discuss how the new property laws affect you? Schedule a 
free consult.” Traditional networking still wins clients, but technology ensures you squeeze 
maximum juice from each opportunity. 

Re-engagement and Nurturing Past Clients 

An often untapped marketing goldmine for law firms is the pool of past clients and dormant 
contacts. These are people who already know your value but may not have had a need 
recently. The 21st-century firm uses structured re-engagement campaigns to stay on their 
radar (without being pushy). 

Newsletters and Updates: Consider launching a simple e-newsletter or periodic update. 
HubSpot makes this easy with professional email templates and list segmentation. You might 
segment your audience by practice area interest. For instance, corporate clients get a 
quarterly “Business Law Brief” while individual clients get a “Personal Legal Update”. 
Populate these with short blurbs (which can be content you’ve already created, like blog 
summaries or links to relevant news with your commentary). The key is consistency – 
whether it’s monthly or quarterly, stick to a schedule. This keeps your firm’s name in their 
inbox regularly. Even if they don’t read every issue, the day they have a legal need, they’ll 
recall “Oh yes, that firm that sends me useful updates – I trust they’re up-to-date, let me call 
them.” 

Targeted Re-engagement: Using CRM data, you can get more granular. For example, pull 
a list of all clients whose matters closed two years ago and who haven’t interacted since. 
Then send a tailored “We were thinking of you” email, maybe highlighting a change in law 
relevant to them. Or if you have a list of all contacts who came in through a certain referrer, 
you could host a special event or offer and invite them. The CRM gives you the visibility; 
marketing automation lets you act on it at scale. 

Nurturing Campaigns: Nurturing isn’t only for new leads – it applies to past clients too. You 
might create a workflow for former clients where, six months post-matter, they get a check-in 
email: “It’s been half a year since we helped you with [X]. We hope all is well. If any new 
issues have arisen, we’re here to help. By the way, here’s an article on [related topic] you 
might find useful.” This kind of personal touch (which can be automated to appear personal) 
can prompt a follow-on engagement or at least goodwill that leads to a referral. It shows your 
firm cares beyond the billable engagement. 

Inbound and Outbound Marketing Tactics 

Inbound Marketing: Inbound refers to attracting clients by providing valuable content and 
experiences tailored to them. For law firms, content is king. This could be blog posts, white 
papers (like this one!), short videos, infographics explaining a legal process, or even a 
podcast if you’re ambitious. The idea is to establish your expertise and make it easy for 
potential clients to find answers (with your firm attached to them). A well-implemented 
inbound strategy means when someone searches online for “How do I handle a unfair 
dismissal claim in NSW?”, they find a blog on your site addressing that issue. Maybe that 
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blog has a CTA at the end: “If you need personalized advice, contact our employment law 
team.” Inbound leads tend to be high quality because they are actively seeking a solution. 
HubSpot’s tools like SEO optimization, social media scheduling, and content management 
help your inbound efforts by bringing science to the art – you can research what terms 
people search, schedule posts at optimal times, and track which content brings in the most 
contacts. 

Outbound Marketing: Outbound in modern terms might include targeted email campaigns, 
LinkedIn outreach, or even account-based marketing (ABM) where you identify a handful of 
big fish clients and pursue them proactively. For example, if you want to expand into the 
healthcare sector, you could compile a list of 50 healthcare companies in your region and 
use HubSpot to manage a campaign towards them: perhaps a personalized email sequence 
sharing a relevant case study, followed by a phone call or invite to a roundtable. The CRM 
keeps track of touches so you don’t accidentally hit the same prospect from two different 
angles uncoordinated. Outbound can also include paid ads (Google Ads or LinkedIn Ads) 
targeting specific demographics. HubSpot integrates ad tracking, so if someone clicks an ad 
and lands on your site, you’ll see if they convert on a form and can attribute that lead to the 
ad spend. 

Balancing Both: The best approach is often a mix. Inbound fills the funnel broadly; 
outbound gives a focused push where you have strategic priorities. Both should feed into the 
same CRM, so your team has a unified view. Importantly, both can be optimized over time: 
by reviewing analytics, you might find your articles on commercial law get 5x the traffic of 
others – telling you where market demand lies (Driving CRM Adoption and Profitability in 
Law Firms: Insights from the PwC Law Firms' Survey 2024 - ALPMA). Or you might see that 
an email template about “M&A checklist” gets a high response, so you use that insight in 
LinkedIn messages too. Data-driven refinement is a hallmark of modern marketing. 

Brand Consistency, Automation, and Website Modernization 

Your brand is more than your logo; it’s the sum of how clients experience your firm at every 
touchpoint. In a small firm, brand is often tied to the founding partner’s personal reputation. 
That’s good, but to scale up, the firm needs a consistent professional presence that isn’t 
solely personality-driven. Technology can help enforce and amplify brand consistency: 

●​ Templates and Style: Using a platform like HubSpot, all your outgoing 
communications (emails, newsletters, landing pages, even proposal templates) can 
use a consistent letterhead, colors, and tone. You create a branded email template 
once, and every email campaign uses it – no more ad-hoc designs. Similarly, your 
website should have a modern design (mobile-friendly, clean, easy navigation) which 
not only impresses visitors but also signals that your firm is current. An outdated or 
clunky website can subconsciously make a prospect question if your legal knowledge 
is up-to-date. Conversely, a slick site with client testimonials, case studies, and an 
active blog builds trust before they even meet you.​
 

●​ Automation for Consistency: Automation isn’t just for efficiency; it helps maintain 
consistency in follow-through. For example, a new inquiry gets an immediate 
confirmation email thanks to a workflow – so they aren’t left wondering if it went 
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through. That email can be branded and include next steps (“We typically respond 
within one business day”). If someone becomes a client, you might automate a 
welcome email with links to resources (map to your office, introduction to the team). 
These little touches, automated, ensure every client gets a baseline level of care and 
information. It standardizes the experience so nothing depends on memory or mood.​
 

●​ Modern Web Features: A 21st-century website might include features like a client 
login or portal, online payment options, or interactive tools. For instance, some firms 
add a “Matter Tracker” for clients (even if it’s just a page explaining stages of a case 
with checkmarks). Others integrate scheduling tools (so prospects can book a 
meeting directly from the site into your calendar). These features not only enhance 
client convenience but also differentiate your brand as tech-savvy and client-centric. 
If a competitor’s site is just an “About us and Contact form,” and yours actually lets a 
visitor instantly schedule a consultation slot, guess who is more likely to get that 
booking? 

Graduate Portals and Talent Attraction 

Marketing isn’t just outward-facing for clients – it’s also about attracting talent to your firm. 
For growing firms, especially those started by ex-biglaw lawyers, bringing in quality junior 
lawyers or staff is critical to scaling. A modern firm should market itself to potential hires just 
as it does to clients. 

Careers Page and Graduate Portal: Ensure your website has a Careers section that 
doesn’t just say “Email us your CV.” Instead, treat it as an opportunity to showcase why a 
young lawyer or a seasoned secretary would want to join. Include testimonials from current 
team members about the work culture, highlight any mentorship or training you offer, and 
perhaps outline the career path. You can even have a simple portal or form for graduate 
applicants – maybe even a dedicated sub-page (“Graduate Centre”) that provides 
information on graduate rotations or clerkships if you offer them. Using your CRM, you can 
capture details of interested candidates and keep in touch (much like nurturing leads!). For 
example, if a law student signs up to “Join our Talent Community,” you might send them 
occasional updates or invites to firm events. 

Talent as Part of Brand: Demonstrating that you embrace technology actually aids talent 
attraction. The younger generation of lawyers is typically quite tech-forward; they will be 
attracted to firms that invest in modern tools because it signals efficiency and innovation. 
Mentioning on your site or blogs that your firm uses advanced platforms (without giving away 
any competitive secrets) can signal that you’re not a stodgy traditional office. Even content 
like “A Day in the Life of an Associate at [Your Firm]” posted on LinkedIn can be part of 
marketing – law students will see it and get interested, and clients see it and get the 
impression of a vibrant, active firm. 

Campus and Online Outreach: As an independent firm, you might not have a heavy 
campus recruitment presence like the big firms do, but you can leverage online methods. 
Using HubSpot or social media, you might target law graduates with ads or content. Or 
sponsor a webinar on “Career tips in [Your Practice Area]” which gets your name out there. 
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All these marketing tactics double as both client development and talent development, 
because they raise your firm’s profile in the community. 

 

By implementing these modern marketing strategies, your firm can punch above its weight. 
You’ll maintain the personal, relationship-driven touch (through events and targeted 
outreach) while harnessing digital channels to amplify your message. Crucially, you’ll have 
data on what’s working – open rates, website analytics, lead conversion metrics – allowing 
you to refine your marketing over time rather than operating on gut feeling alone. In the next 
section, we’ll turn to the closely related topic of sales and business development, showing 
how marketing efforts feed into a disciplined sales pipeline to ultimately win new clients. 

Sales & Business Development 
Marketing lays the groundwork by generating awareness and interest, but business 
development (BD) and sales efforts turn those prospects into paying clients. In many law 
firms, especially smaller ones, the lines between marketing and BD blur – and that’s okay. 
What’s important is to establish a systematic approach to nurturing prospects and tracking 
revenue opportunities. In this section, we examine how adopting data-driven sales practices 
can increase revenue, and how to forecast and manage your pipeline like a pro. Think of it 
as bringing the rigor of a top-tier firm’s BD team into your independent practice, enabled by 
technology rather than a large staff. 

Nurturing and Prospecting with a Data-Driven Approach 

From Contact to Client – The Nurturing Journey: In a law firm context, “nurturing” a 
prospect means building the relationship and trust until they are ready to engage your 
services. This could be a short cycle (a week from inquiry to signing, for a simple will) or a 
long one (years of staying in touch with a potential major corporate client). A data-driven 
approach ensures no prospect is forgotten and every touchpoint is logged and leveraged. 

Using your CRM, whenever you meet a new prospect or get an inquiry, you’ll log the 
activity. Over time, you accumulate a history: “March 2025 – met at conference; July 2025 – 
sent follow-up article; November 2025 – had coffee meeting,” and so on. When that person 
finally has a legal need, you have context at your fingertips. More importantly, the CRM can 
prompt you to take initiative. If a hot prospect has been quiet for 3 months, you might get 
a task reminder to check in with them. Perhaps data shows they clicked your newsletter last 
week – a perfect reason to call (“I’m glad you saw our update on ASIC regulations – how is 
that affecting your business?”). 

Lead Scoring and Prioritization: Data-driven also means using metrics to focus efforts. 
HubSpot and similar CRMs often allow lead scoring, where you assign points to a lead for 
certain behaviors or attributes (e.g., +10 points if they opened an email, +20 if their company 
size > 50, +30 if they requested a consultation). The higher the score, the more 
“sales-ready” the lead is likely to be. This way, when you have limited time, you focus on the 
highest scoring leads first – those most likely to convert. This method brings science to 
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prospecting, supplementing your intuition with evidence. If done right, it can significantly 
boost conversion rates, because you’re always working on the best opportunities. 

Personalization Powered by Data: Another benefit of data is you can tailor your BD 
approach. If your CRM data shows a prospect is particularly interested in, say, environment 
law (they attended your ESG webinar and downloaded a related white paper), you can reach 
out with a personalized angle: “We just dealt with a case on environmental compliance that 
made me think of your industry…”. You transform from a generic pitch to a consultative 
touch. Modern CRM platforms make such data readily visible on the contact’s timeline, and 
even use AI to suggest next-best actions. As one legal tech case study noted, using data to 
time and personalize outreach dramatically improves engagement (Data Enrichment | 
HubSpot) – for example, contacting someone in their own time zone at the right time of day, 
or referencing their latest social media post in conversation. 

Consistent Follow-Up – The “Cadence”: It’s often said in sales that the business goes to 
the firm who follows up first and most persistently (within reason). By establishing a 
follow-up cadence, you ensure every live opportunity gets the attention it deserves. This 
could mean if someone had a consultation but hasn’t decided yet, you schedule follow-ups: 
a thank-you email day after, a “just checking in” call a week later, another helpful resource 
emailed two weeks later, etc., until you either get a yes or a clear no. Your CRM can 
automate some of this or at least remind you. The worst outcome is silence – either you 
forgot to follow up or you gave up too early. With a structured approach, that won’t happen. 
Each touchpoint can be slightly varied and value-adding, not just “Are you ready to hire us?”. 
Perhaps share a recent relevant legal development in one of the follow-ups to stay helpful 
and top-of-mind. 

Pipeline Tracking and Revenue Forecasting 

Imagine having a clear visual of all your potential business – from the “maybe one day” 
prospects to the “proposal sent, decision imminent” deals. That’s what a sales pipeline 
gives you. It’s a core part of sales-first business development, and it can revolutionize how 
you manage your firm’s growth. 

What is a Pipeline? Simply put, a pipeline is a representation of your active opportunities at 
their various stages. For example, you might have columns for: Prospect Identified → 
Contact Made → Needs Assessed → Proposal/Engagement Letter → Verbal Commit → 
Won (Matter Opened). Each deal (potential matter) is a card moving along these stages. 
This lets you quickly see how many deals are in each stage and their potential value. Many 
firms find that just visualizing work this way is an eye-opener – you might realize you have 
plenty at the top of funnel but nothing in later stages, indicating a lot of interest but trouble 
converting. Or vice versa, a few big deals near closing – great, but what’s coming next? 

Pipeline Metrics: With disciplined tracking, you can start to derive metrics: your conversion 
rate from stage to stage, the average time a deal spends in each stage, and your overall win 
rate. For instance, you might discover that historically 50% of those who get a proposal from 
you end up hiring you, and it usually takes 30 days from proposal to decision. If you know 
that, and you currently have 4 proposals out worth $100k potential, you can forecast that 
likely $50k will close in the next month (50% of 100k). Such forecasts help in planning – 
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maybe hiring decisions, or budgeting. Moreover, if you want to increase revenue, you then 
know which levers to pull: improve the conversion rate (maybe by refining your proposal 
process or offering more follow-up), or increase the number of proposals going out (by 
feeding more into earlier stages). 

Revenue Demand Forecasting: Traditional law firms often just hope that revenue will at 
least match last year. A tech-enabled firm does proactive demand forecasting. By looking 
at your pipeline and applying probabilities (which can be automated in CRM reports), you 
can project revenue for the next quarter or year. For example, a pipeline report might show: 
“80% probability of $200k, 50% probability of additional $300k, stretch goal up to $500k if all 
closes.” This helps you manage everything from cash flow to capacity. If you see a dip 
coming (pipeline is thin), you know you need to ramp up marketing now (since BD cycles 
can be months long). If you see a potential bonanza, you might start quietly recruiting or 
preparing resources to handle the load. 

Accountability and Process Improvement: Pipeline tracking also brings a healthy dose of 
accountability and continuous improvement. In larger teams, partners or associates 
responsible for opportunities can have their progress tracked – no more “I think I followed up 
with them…”. It will be in the system if they did or not. This isn’t about micromanaging; it’s 
about ensuring prospects get the attention promised. If you’re a solo or very small team, it’s 
about self-accountability – the system is essentially your coach prompting you to keep at it. 
Over time, you might identify bottlenecks. For instance, if many deals stall at “Needs 
Assessed” and never move to proposal, maybe there’s an issue with how you’re qualifying 
leads or maybe you’re spending time on non-serious inquiries. You can adjust your approach 
(perhaps implement a small consultation fee to filter serious prospects, or refine your pitch at 
that stage). On the flip side, if proposals are going out but not converting, maybe tweak your 
pricing strategy or follow-up routine. 

Technology’s Role: A platform like HubSpot Sales Hub provides a visual pipeline board and 
robust reporting. It even has AI-powered forecasting tools on higher tiers, and can send you 
a weekly digest of pipeline changes (e.g., “2 deals moved to proposal stage, 1 new deal 
added, 1 deal marked closed-lost”). This means no spreadsheets to update manually – it’s 
live data. Plus, each deal record can store the engagement letter, notes, all emails (if synced 
with Outlook/Gmail) so you have one source of truth. 

Case in Point (Hypothetical): Smith & Co. Lawyers, a boutique firm in Melbourne, 
implemented HubSpot CRM to track their BD. In January, their dashboard showed 10 active 
deals worth $500k. By April, 5 had closed (4 won, 1 lost) yielding $200k, and 5 were still in 
play. However, only 2 new deals were added in that time. The managing partner realized that 
while they were busy closing those deals, they hadn’t been filling the top of the funnel. Using 
this insight, they dedicated May to ramping up marketing for lead gen. By June, the pipeline 
was healthy again, ensuring the revenue in Q3 wouldn’t slump. In a debrief, they also 
noticed that one team member had a significantly higher win rate on their deals; by 
examining his approach (quick follow-ups, more in-person meetings), they distilled best 
practices to share with the team. This kind of agile, responsive management is possible only 
when you have the data and tools that a modern CRM provides. 
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Sales and BD in a law firm don’t have to be haphazard or solely reliant on rainmaker 
personalities. By institutionalizing BD processes and tracking, you make business 
development a firm-wide, repeatable function. This ultimately leads to more predictable 
growth. Moreover, it frees up mental space – when you know the system is tracking things, 
you can focus on the human element of closing deals (listening to client needs, crafting 
solutions) rather than remembering who to call next. With a solid marketing and BD 
framework in place, we next turn our attention to the client side of the equation: how 
technology can enhance service delivery and the client’s experience once they come on 
board. 

Service & Client Experience 
Winning a client is only the beginning. How you service that client and manage the 
ongoing relationship determines whether you get repeat business, referrals, and a strong 
reputation. In the traditional model, client service is all about the lawyer’s personal touch and 
responsiveness. That remains crucial, but technology can significantly enhance client 
experience by adding convenience, transparency, and efficiency. In this section, we explore 
tools like customer portals and how streamlining requests can set your firm apart in client 
satisfaction. 

Customer Portals: Empowering Clients and Improving Interactions 

Imagine giving your clients a secure, convenient window into their matters – a place where 
they can download documents, see updates, and communicate with you, all in one spot. 
That’s what a client portal offers. Large firms have had bespoke client extranets for years; 
now, solutions like HubSpot and others make it feasible for smaller firms to provide a similar 
experience without huge costs. 

What is a Client Portal? It’s essentially a secure online gateway where a client can log in 
and access information related to their engagements with your firm. The portal can be as 
simple or sophisticated as needed. At minimum, it might allow secure messaging (better 
than email for confidentiality) and file sharing. More advanced setups could include a 
dashboard of case milestones, upcoming key dates (e.g., court hearings or closing dates), 
and even the ability to pay bills or fill out intake forms. 

Benefits to Clients: In a world where people can track a package delivery or pizza order in 
real-time, clients increasingly appreciate transparency. A portal helps manage their anxiety 
by letting them feel “in the loop.” For example, a client logs in and sees “Your Trademark 
Application – Status: Filed with IP Australia on 1 March, awaiting examination.” This could 
reduce the number of “just checking in” calls you receive, freeing up your time while 
reassuring the client. Clients can also self-serve to an extent: need a copy of that contract 
you sent them last month? They can retrieve it from the portal rather than emailing you. 
Especially for busy entrepreneurs or in-house counsel, this 24/7 access is a value-add. It 
also underscores professionalism – you’re showing that your firm is organized and 
tech-forward. 

Benefits to the Firm: Portals can streamline your workflows. Instead of sending large 
attachments via email (and dealing with spam filters or version confusion), you upload 
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documents to the portal. Many portals will notify the client automatically. The communication 
stays centralized; if a team member needs to step in, they can see all messages in the portal 
thread. HubSpot’s Service Hub, for instance, offers a customer portal tied to its ticketing 
system – clients can see all their support tickets (or queries) and their status (HubSpot 
Smart CRM: Everything You Need to Know - CX Today) (How HubSpot Fosters Alignment 
Across Sales, Marketing, and Service Teams). In a legal context, each matter or request 
could be a “ticket.” This not only keeps you organized, but also creates a record that can be 
used for quality control (e.g., ensure responses happen within a set time frame). Additionally, 
a portal can strengthen data security as it avoids sending sensitive files over email; 
everything stays in an encrypted environment. 

Membership Portals and Premium Services: Some law firms are now experimenting with 
subscription models or “legal plans.” If your firm offers something like a monthly retainer 
where clients can ask questions or access certain services, a portal is a great way to deliver 
that. It can function as a membership portal for those clients: they log in to access 
members-only resources (like templates, FAQs, updates tailored to them) and submit 
requests. For example, an HR compliance subscription service might provide a portal with all 
the latest HR law update bulletins and a form to submit quick questions to a lawyer. This kind 
of offering, enabled by portal tech, can open new revenue streams and deepen client loyalty. 

Streamlined Request Management: Even without a formal portal, technology can improve 
how client requests are handled. Consider using a ticketing or task system for client 
requests. If a client emails “Could you review this lease?” – instead of leaving it as one of 
many emails in your inbox, you convert it to a “task” or “ticket” in your system. That way it’s 
tracked to completion. If multiple people work on the client’s matters, everyone sees the 
request and status. Some CRM-service platforms let clients email a designated address (like 
support@yourlawfirm.com) which automatically logs a ticket. While law isn’t IT support, a 
simplified version of this can ensure no client request falls through the cracks. It’s also 
helpful for internal metrics: you could track how many requests of various types come in, and 
how quickly they’re resolved – valuable for improving your operations over time. 

Enhancing Client Communication and Convenience 

Beyond portals, there are other tech-enabled ways to elevate client experience: 

●​ Online Scheduling: As mentioned earlier, letting clients (especially new prospects) 
schedule meetings at their convenience is a big win. Tools like HubSpot’s meeting 
scheduler or Calendly integration can be embedded on your site. Existing clients can 
also use it to book time with you without the back-and-forth of “When are you free?”. 
This is a small convenience that signals respect for the client’s time and modernizes 
the experience of working with you.​
 

●​ Automated Updates: During a lengthy matter, there may be periods of inactivity 
(waiting on court dates, etc.). An automated update can be sent to the client (perhaps 
triggered by a milestone or time delay): “Just a heads-up, we’re still awaiting X, which 
we expect by Y date. No action needed, we haven’t forgotten you!” This proactive 
communication can vastly improve client satisfaction, as they usually have to chase 
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lawyers for updates – you’re flipping the script by being one step ahead.​
 

●​ Feedback Loops: Modern platforms enable easy feedback collection. After a matter 
closes, you could automate a feedback email or survey: “How did we do? Please rate 
our services.” This not only makes clients feel heard but provides you testimonials or 
insight to improve. If a client indicates anything less than stellar, you can promptly 
follow up to address it – possibly salvaging the relationship and learning for future. In 
contrast, most small firms never hear the feedback and might lose a client without 
knowing why.​
 

●​ Education and Resources: Part of service is equipping clients with knowledge. 
Consider having a client-only knowledge base (could be via your website or portal) 
that includes guides or answers to common questions. For example, a guide on 
“What to expect when going to court” or “Checklist of documents for your estate 
plan.” Clients who have access to these will appreciate the extra value, and it can 
reduce time you spend answering routine questions. HubSpot’s Knowledge Base tool 
(usually used for customer service FAQs) can be repurposed for this – a searchable 
library of articles that clients can access.​
 

Real World Scenario: A boutique immigration law firm sets up a client portal for each new 
visa application case. The client can see a checklist of documents needed, with statuses 
(Received/Pending). They upload documents directly through the portal. The lawyers 
internally get notified and mark each item as verified. When the application is filed with the 
government, the portal updates the status to “Filed on [date]”. The client also sees an 
estimated timeline. Throughout the process, if the client has questions, they post them in a 
chat section of the portal, which the first available team member answers. At the end of the 
case, the client gives feedback via a portal survey, and because of the smooth experience, 
rates it 5/5 and leaves a glowing comment. This level of transparency and responsiveness, 
facilitated by the right technology, leaves a lasting impression and differentiates that firm 
from others where the client might be left in the dark. 

In summary, exceptional client service today goes hand in hand with smart use of 
technology. Law will always be a relationship business, but by integrating tools like portals 
and automated communication, you enhance those relationships. Clients feel more in control 
and informed, which builds trust and loyalty. The good news is that with platforms like 
HubSpot (or others) and their integrations, even smaller firms can implement these features 
relatively quickly – it’s not just the domain of big firms with custom IT systems. With service 
delivery modernized, let’s turn to the less glamorous but equally critical backside of this 
transformation: operations and security. 

Operations & Security 
With great technology comes great responsibility – particularly regarding data security and 
compliance, which are paramount for law firms. Also, the best tech investment can fail if your 
team doesn’t adopt it. This section addresses the operational considerations of becoming a 
tech-enabled firm: treating your data as a strategic asset, ensuring rock-solid security and 
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privacy controls, and focusing on training and change management so that your team fully 
utilises the tools. 

Data Enrichment as a Strategic Asset 

We discussed data enrichment earlier as a tool for prospecting. Here we consider a broader 
view: your firm’s data – encompassing client contact info, interaction history, matter details, 
marketing analytics – is a goldmine that can drive smarter decisions. Modern firms are 
beginning to realize that their aggregated data, when properly enriched and analyzed, 
becomes a strategic asset in its own right. 

Unified Data Platform: When all your client and prospect data lives in one well-structured 
system (integrated CRM), you can start seeing patterns and insights that were impossible to 
glean from scattered Excel sheets or siloed systems. For example, you might analyze and 
discover that 40% of your revenue last year came from clients in the tech sector, even 
though they were only 20% of your client base – indicating a high value segment to focus on. 
Or you may find that clients sourced via LinkedIn had a higher conversion rate than those 
from a generic seminar. These insights help you allocate marketing budget and effort more 
effectively (put more into LinkedIn thought leadership targeting tech, perhaps). The PwC 
Law Firms’ Survey 2024 noted that firms are increasingly prioritizing data analytics to make 
informed decisions (Driving CRM Adoption and Profitability in Law Firms: Insights from the 
PwC Law Firms' Survey 2024 - ALPMA). Think of your CRM as not just a tool to manage 
contacts, but as a business intelligence repository. Over time, as data accumulates, its 
value compounds. 

Data Enrichment for Existing Clients: Enrichment isn’t just for new leads; you can enrich 
your existing database too. Say you have an old list of contacts with just names and emails. 
Running enrichment might append job titles, company info, etc. Suddenly you realize some 
of your old contacts have risen to GC or CEO roles at new companies – prime targets to 
reconnect with. Or it could flag that a client changed jobs (if their email bounces or via 
LinkedIn data). This allows you to proactively reach out, congratulate them, and perhaps win 
work at their new company. Additionally, enriched company data (like industry, size, revenue) 
for all your clients lets you analyze your client base composition and perhaps identify niches 
to develop. 

Protecting and Leveraging Your Data: Treat your CRM data with the care you treat client 
files. Regularly clean it (remove duplicates, update outdated info) and back it up if not 
cloud-based. Most cloud CRM platforms will have export and backup options. Also consider 
the policies around data entry – e.g., make it firm practice that whenever someone meets a 
new potential client, they must log it in the CRM within 24 hours. The more complete your 
data, the more powerful it is. Some firms even tie a portion of partner compensation to 
business development metrics including CRM usage (to incentivize entering data). Without 
going that far, you can still create a culture that values data sharing over data hoarding – 
a common challenge in law firms where “my contacts” are seen as personal turf. The firm 
collectively benefits when everyone contributes to and uses the central database. 
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One way to underscore the importance is to share wins: e.g., “Because we had Alice’s info in 
CRM, when she moved companies, we immediately got in touch and that landed a new 
matter – illustrating the payoff of keeping our data current.” 

Privacy, Security Controls, and Compliance 

Law firms handle sensitive information, and clients need to trust that their data is protected. 
When moving to cloud-based platforms like HubSpot, you must ensure that robust security 
measures are in place – both provided by the vendor and managed internally. 

Security Standards of HubSpot: HubSpot is used by over 100,000 customers worldwide, 
including in regulated industries, and it invests heavily in security (HubSpot Asia Pacific | 
Newsroom | HubSpot launches first Australian data centre). Key features include: 
encryption at rest and in transit (so data is scrambled to anyone outside), continuous 
security monitoring and regular third-party audits (SOC 2 Type II reports, etc.), and features 
like two-factor authentication for users. The launch of HubSpot’s Australian data center in 
Sydney in 2024 is a boon for local firms concerned about data residency (HubSpot Asia 
Pacific | Newsroom | HubSpot launches first Australian data centre). It means your data can 
be stored onshore, helping comply with any data sovereignty requirements or client 
preferences. HubSpot’s security program and certifications are publicly documented, which 
can be reassuring if a client or IT department asks about them. 

Role-Based Access and Permissions: We touched on this before – you can control who in 
your firm sees what in the CRM. This is critical for compliance with confidentiality. For 
example, you might restrict certain high-profile client records to only the team working on 
that matter. If utilizing integrated systems, ensure that your practice management (which 
might hold sensitive case data) is only sharing what’s appropriate to the CRM. Typically, 
marketing/CRM systems wouldn’t hold the substance of legal advice or case documents – 
they’d hold contact info, meeting notes, emails, and maybe high-level deal info (like 
“Proposal sent on X date for Y service”). Properly configured, the CRM becomes an asset 
without becoming a repository of your most sensitive work product. 

Compliance (Privacy & Spam Laws): Using powerful marketing tools comes with 
compliance obligations. Australian law firms need to consider the Privacy Act (especially if 
handling personal info of individuals) and anti-spam regulations (CAN-SPAM, ACMA rules) 
when doing email marketing. A platform like HubSpot has built-in compliance features: for 
instance, it manages subscription types and unsubscribe links automatically to comply with 
email laws. It also allows you to configure cookie consent on forms to comply with GDPR 
and Australian privacy requirements. Be sure to customize those settings (like enabling 
double opt-in if you want extra confirmation for email subscriptions, or including your firm’s 
physical mailing address in marketing emails as required by law). 

Client Confidentiality and Ethics: Beyond technical security, ensure your use of 
CRM/marketing tech aligns with legal ethical obligations. For example, avoid uploading any 
information that would breach confidentiality or privacy without consent. Most often, this is 
straightforward – you wouldn’t put actual case notes into a marketing database. But even 
noting someone is a client in a marketing context can be sensitive if not public. So use 
discretion or anonymize certain things if needed. Many firms include a clause in engagement 

OT:OT​
Technology-Enabled Law Firm for the 21st Century​ Page 17 

https://www.hubspot.com/apac/newsroom/hubspot-launches-first-australian-data-centre#:~:text=In%20an%20age%20where%20trust,with%20Australia%E2%80%99s%20data%20residency%20requirements
https://www.hubspot.com/apac/newsroom/hubspot-launches-first-australian-data-centre#:~:text=In%20an%20age%20where%20trust,with%20Australia%E2%80%99s%20data%20residency%20requirements
https://www.hubspot.com/apac/newsroom/hubspot-launches-first-australian-data-centre#:~:text=SYDNEY%2C%20AUSTRALIA%20%E2%80%94%20February%205%2C,reliability%2C%20and%20improved%20compliance%20capabilities
https://www.hubspot.com/apac/newsroom/hubspot-launches-first-australian-data-centre#:~:text=SYDNEY%2C%20AUSTRALIA%20%E2%80%94%20February%205%2C,reliability%2C%20and%20improved%20compliance%20capabilities


letters now about how they handle client contact info for marketing or relationship 
management purposes, which could cover the use of CRM. Always give clients an easy way 
to opt out of mailings. 

Cybersecurity Hygiene: The most secure software can be undermined by human error. 
Emphasize basic cybersecurity with your team: use strong passwords, change them 
periodically, do not click suspicious links, and verify before entering credentials (to avoid 
phishing). HubSpot and other cloud tools often integrate with single sign-on (SSO) if you 
have it, simplifying secure logins. Also, consider enabling features like login IP restrictions (if 
needed) or auditing logs to see who accessed what. If an employee leaves, promptly 
deactivate their accounts. These sound like IT 101 things, but busy small firms sometimes 
overlook them. Treat your CRM with the same seriousness as your document management 
in this regard. 

Training and Team Enablement 

All the technology in the world is futile if your team doesn’t use it. Law firms often struggle 
with adoption – lawyers are busy, sometimes technophobic, and might not see immediate 
“what’s in it for me.” That’s why training and change management are crucial parts of this 
journey. 

Invest in Comprehensive Training: When you introduce HubSpot (or any new system), 
schedule training sessions for all users. Leverage HubSpot’s extensive online Academy 
which offers free courses – perhaps even make some short certifications a requirement for 
the staff (e.g., “Inbound Marketing” or “Sales Software” certifications). The more comfortable 
they are, the more they’ll use the tools effectively. Training shouldn’t be one-and-done; do 
refreshers and introduce advanced features over time. Maybe have a monthly “tech tip” 
email or a segment in team meetings where one feature is spotlighted (for example, “Did you 
know you can log calls using the mobile app and dictate notes? Here’s how…”). 

Champion Users and Culture: Identify one or two tech-savvy team members who can act 
as internal champions. They can help others on day-to-day questions and advocate the 
benefits by sharing their successes. For instance, a champion might say in a meeting, “I 
updated the CRM after that networking event and it turned out Jane Doe’s company fits 
perfectly with our new practice – we wouldn’t have noticed that without the system.” These 
anecdotes build positive reinforcement. Encourage leadership (partners) to set an example 
by using the system themselves – if associates see partners logging activities and checking 
dashboards, they’ll follow suit. It has to be part of the firm culture that using the CRM is just 
as important as filling out your timesheet or checking conflicts. 

Policies and Incentives: It can help to have some formal policies: e.g., “All new contacts 
must be entered in the CRM within 48 hours of acquisition” or “Before any proposal is sent, a 
deal record must be created and approved in the CRM.” But beyond sticks, consider carrots: 
celebrate when the CRM use leads to a win (public shout-outs), perhaps give small rewards 
for things like “most complete CRM profile” or “BD person of the month” to gamify it a bit. 
When people see that using the tool makes their job easier or brings in business (thus likely 
increasing their bonuses or prospects), they’ll embrace it. 
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Monitor and Adjust: Keep an eye on adoption metrics initially – HubSpot can show you 
login frequency, records created by user, etc. If someone never logs in, they might need a 
nudge or additional help. Solicit feedback: maybe the way you set up fields isn’t intuitive for 
the team, or they find some process cumbersome. Be willing to tweak configurations to 
better fit the workflow. This iterative approach shows the team that their input matters and 
the system is there to help them, not just to generate reports for management. 

Avoiding Overload: Introduce features in phases. It can be overwhelming if on day one you 
ask folks to use ten new tools at once (CRM, sequences, tasks, portal, etc.). Start with the 
core (contact and deal tracking, basic email logging). Once that’s solid, layer on marketing 
campaigns or portals, etc. This phased approach builds confidence and competence 
gradually. Also, integrate with existing tools so it’s seamless – for example, connecting 
Outlook/Gmail to HubSpot so emails automatically log. That way lawyers don’t have to 
change their primary behavior (sending emails) but still get the benefit of CRM tracking. 

Finally, emphasize the why: why are we doing this? It’s not change for change’s sake – it’s 
to win more work, serve clients better, and ultimately make everyone more successful. If half 
of leading law firms that tried CRM felt unsatisfied due to poor adoption (Driving CRM 
Adoption and Profitability in Law Firms: Insights from the PwC Law Firms' Survey 2024 - 
ALPMA), then your firm can be in the successful half by making adoption a priority, not an 
afterthought. 

 

With operations and security well-managed, your firm can confidently reap the benefits of its 
technology investments. You’ll have the peace of mind that data is protected and compliance 
is met, and you’ll see your team actually using (and hopefully loving) the new tools. At this 
point in our journey, we’ve covered the why and how of transforming marketing, sales, 
service, and operations. The final piece is ensuring all this technology integration goes 
smoothly and sets you up for long-term success – which we address next. 

Technology Integration 
Implementing a new CRM or marketing platform is not done in isolation. Your firm likely 
already uses other software – a practice management system, email/calendars, document 
management, perhaps accounting software. A key success factor for a technology-enabled 
firm is making sure these systems talk to each other (where needed) and that the transition 
from old ways to new ways is as frictionless as possible. In this section, we discuss 
integrating HubSpot with legal practice platforms and outline steps for a smooth migration 
from your outdated processes. 

Frictionless Transition from Outdated Systems 

One concern practitioners have is the disruption that adopting new technology might cause. 
The good news is, with planning, you can transition gradually and frictionlessly from your 
old methods to the new platform. 
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Data Migration: First, consider migrating your existing data into HubSpot. Most platforms 
allow importing CSV files for contacts, companies, and deals. If you have a legacy CRM or 
even Outlook contacts and Excel sheets, export those and import into HubSpot. Take the 
time to clean the data beforehand – remove obsolete entries, standardize names, etc. You 
might not import everything; maybe you start fresh with active contacts and archive the truly 
old stuff elsewhere. But having at least the last few years of data in the new system from day 
one helps user adoption (they can see their accounts there) and provides immediate value 
(all clients in one place). If you have thousands of contacts, do it systematically: maybe 
categorize into lists during import (past clients, prospects, referrers, etc.). 

Phased Rollout: You don’t have to flip the switch all at once. For example, you might initially 
use HubSpot just for marketing emails and new leads coming from the website, while 
partners continue to track their key deals in their old way for a month. As they get 
comfortable seeing the benefits on the new leads, they’ll be more willing to move all deal 
tracking into HubSpot. Set a reasonable cut-off: e.g., “By Q2, we aim to have all active client 
development activities in the CRM.” During the interim, maybe double-enter a few things if 
needed (or maintain parallel records) but avoid doing that for too long as it creates 
confusion. The idea is a gradual migration with support at each step. 

Integration During Transition: If you’re replacing a part of a process with HubSpot, 
integrate during the overlap. For example, if you currently use Mailchimp for newsletters but 
plan to use HubSpot, you might integrate the two and run them in parallel for one cycle – 
HubSpot can sync contacts to Mailchimp until you fully switch. Or if spreadsheets were your 
pipeline, perhaps upload them into HubSpot and then stop updating the sheet further. It’s 
often useful to declare a “freeze” on the old system at a certain date (to prevent people from 
updating the wrong place). Communicate clearly: “As of June 1, our master contact list will 
be in HubSpot – the Excel list will be deprecated.” 

Training and Quick Wins: As part of transition, identify some “quick wins” to showcase 
early success. For example, shortly after implementing, use HubSpot to run a small email 
campaign to lapsed clients and show the team the results (who opened, who responded). Or 
get a new web lead through a HubSpot form and celebrate that the system brought in a 
prospect seamlessly. These build confidence that the new way works. Also, ensure everyone 
has the app on their phone, the plugin in their email – small steps that make the new system 
part of their daily routine. 

Support and Resources: Lean on HubSpot’s support (which is very accessible, with online 
chat help) and possibly engage a HubSpot Solutions Partner for a few consulting hours if 
you need tailored help. Sometimes having an expert guide the initial setup or provide 
bespoke training can accelerate the adoption and avoid pitfalls. Internally, have an open 
channel (like a Teams or Slack channel) or regular check-ins for people to ask questions or 
report issues during the first few months. Treat it as an ongoing project rather than a 
one-time install. 

Retiring Old Systems: Once confident in the new setup, properly retire old systems – 
archive data, cancel redundant subscriptions – to reduce cost and confusion. Keep backups 
of old data if necessary, but ideally move anything critical into the new unified platform. This 
consolidation will simplify life; many firms find that moving to HubSpot helps them eliminate 
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several other tools (spreadsheets, disparate email tools, old CRMs), saving money and 
admin effort in the long run. 

By focusing on integration and careful change management, the transition to a tech-enabled 
model can be smooth. Many firms report not just a seamless switch, but a sense of “why 
didn’t we do this sooner?” as they see immediate improvements in efficiency and clarity of 
their operations. 

Now that we’ve covered all the substantive sections of our transformation journey – from 
strategy and marketing through to operations and tech implementation – it’s time to conclude 
our white paper. In the final section, we’ll summarize the case for action and present a call to 
action for your firm to take the next step towards becoming a 21st-century, 
technology-enabled powerhouse. 

Where to From Here?  
The legal industry is at an inflection point. The traditional, network-driven approach that 
served many of us well in the past is straining under the demands of a digital, data-driven 
era. Throughout this white paper, we’ve painted a vision of the Technology-Enabled Law 
Firm – one where modern CRM and marketing tools like HubSpot empower you to attract 
and serve clients better, where data guides decision-making, and where automation frees up 
your time to focus on high-value work. 

For ambitious firms led by ex-top-tier practitioners, this is a blueprint to punch above your 
weight and build a practice that not only delivers excellent legal outcomes but does so with 
business savvy and efficiency akin to the most advanced professional services 
organizations. 

The question now is: What will you do with this information? 

Here’s a compelling reason to act: your competitors, including those top-tier firms you left, 
are already investing heavily in these areas (Driving CRM Adoption and Profitability in Law 
Firms: Insights from the PwC Law Firms' Survey 2024 - ALPMA). But as a smaller firm, you 
have the advantage of agility – you can implement changes faster and customize them to 
your needs without bureaucratic delay. By moving now, you position your firm as a leader in 
the mid-market space, one that clients recognize as forward-thinking and well-run. 

Implementing a platform like HubSpot is not just buying software; it’s a strategic move to 
transform your practice. It’s about building a scalable client acquisition engine, ensuring no 
opportunity is missed, and delivering a client experience that generates loyalty and referrals. 
And importantly, it’s about giving you, the practitioner, peace of mind – peace that you have 
a handle on your pipeline, that your client data is organized and secure, and that your team 
is operating at peak effectiveness. 

We invite you to take the next step by engaging in a personalized consultation. This isn’t a 
generic sales chat; it’s a Tech-Readiness and Growth Assessment for your firm. In this 
session, we will: 
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●​ Discuss Your Goals and Challenges: What are your growth ambitions? Where do 
you feel bottlenecks in winning or retaining clients? We want to understand your 
unique situation. 

●​ Assess Your Current Systems: We’ll review how you currently handle marketing, 
BD, and client management. Even if it’s mostly manual, that’s fine – the goal is to 
map out a path from where you are to where you want to be. 

●​ Identify Quick Wins: Based on our expertise with law firms and technology, we’ll 
pinpoint a few high-impact changes (perhaps low-hanging fruit in your website or 
CRM usage) that you could implement immediately for benefit. 

●​ Outline a Roadmap: If it seems like a fit, we’ll sketch a tailored roadmap for rolling 
out a platform like HubSpot in your practice – including integrations with any software 
you use and training for your team. This is not a one-size-fits-all; it will be aligned to 
your firm’s size, budget, and culture. 

By the end of this assessment, you’ll have a clearer picture of your firm’s readiness for a 
technology uplift and the potential ROI you can expect. Whether or not you choose to 
proceed with our solutions, you will at least have a valuable outside perspective on your 
business development process. 

Why Are We Offering This? We are passionate about helping law firms grow better. As 
consultants and technologists who understand the legal industry, we’ve seen the difference 
that a system like HubSpot can make, not only in revenue numbers but in the sanity and 
quality of life of firm owners and their staff. We want to share that knowledge. Of course, if 
through the process you see value in partnering with us to implement these changes, we 
would welcome the opportunity to help turn your vision into reality. But first and foremost, 
let’s have a conversation about possibilities, not obligations. 

Your Competitive Edge Starts Now: The 21st-century, tech-enabled law firm is not a 
distant ideal; it’s within reach today for those who choose to pursue it. The tools are ready, 
the best practices are established, and with a partner like HubSpot (backed by its security, 
support, and continuous innovation) (HubSpot Asia Pacific | Newsroom | HubSpot launches 
first Australian data centre) (6 Best CRM for Law Firms), you won’t be going it alone. The 
only ingredient needed is your commitment to move forward. 
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To arrange your Law Firm Growth Tech Assessment, simply click here to schedule a 
meeting at a time that suits you, or call Ian Hammond (+61420313676), or Neil Bourne 
(+61416199696). Let’s explore how we can transform your firm’s growth trajectory together. 

Don’t let your firm be left behind doing “random acts” of business development (No more 
‘business as usual’: why law firms are rethinking business development - The Global Legal 
Post). Equip it with the strategy, systems, and support to thrive in the modern legal 
marketplace. The technology-enabled future is here – those who embrace it today will be the 
practice leaders of tomorrow. 

We look forward to the opportunity to help you write the next chapter of your firm’s success 
story. 
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