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Foreword

Legal marketing has unquestionably become an international phenomenon. While some argue
0KF G WYhaNadwayd éxigtedl, Qdefining it as a combination of actions which have to be
executed prior to the undertaking of selling activities, the last 30 years have seen the purposive
and organized advent of deliberate legal marketing activity.

Distinct changes in the global political, economic, social, and technological environment, such as
deregulation, increasing client expectations, and new information technology have resulted in a
significantly changed, increasingly competitive marketplace that forces law firms to compete in
new ways. Traditional conduct and approach no longer guarantees success and survival. Adopting
a strong client orientation and being aware of the competition becomes fundamental to the
adz00Saa 2F GKS FTANXY® | SyO0S GKS ARSF 2F | OGA@GSt e
widelythr2 dz3 K2 dzi GKS ¢g2NI R RSALIAGS Ylye FiG2NySeaQ |

O

A lot has been written about the adoption of marketing in law firms in the US and the UK, but little
is known about the state of legal marketing in other regions, such as Latin America. To shed light
on this region, the Legal Marketing Association (LMA) has commissioned research among law firms
in the seven largest Latin American economies: Argentina, Brazil, Chile, Colombia, Mexico, Peru,
and Venezuela.

The findings of the study are intended to give both Latin American and foreign firms an in-depth
view of the status quoof legal marketing in this region that, often in the shadow of economic
development in China and India, has reached a regional gross domestic product (GDP) of US$ 2.95
trillion* (over 10 percent more than China) and a population of 546 million according to the
International Monetary Fund (IMF).

Include countries not researched in the survey.
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General observations

Legal marketing in the largest economies in Latin America ranges from just emerging to relatively
a2LKAAGAOFGSR® 5dz8§ G2 SIOK O2dzy i NBEQa dzyAljdzS Odz
development, regulatory restrictions, and competitive situation, law firms approach marketing

with different urgencies and apply different instruments. Rolling out legal marketing in offices
throughout the region in a cookie-O dz(i 4 SNJ & [ lF&iiAeyt SéY SANSA Oft i1 St & (2 o
findings that might appear relatively similar at first glance, the foreign lawyer and marketer should

be aware that effective instruments in one country might be detrimental ¢ or forbidden ¢ in

another one, instruments deemed acceptable and effective in one may face rejection by lawyers

and clients in another.

(V)]

Due to the relative newness of legal marketing, formal, coordinated strategic marketing activity is
generally at an early stage and will likely change as the interest for legal marketing grows in the
region. Almost a third of the largest firms in the respective markets do not yet employ a full-time
marketer. Where they exist, marketing departments tend to be very small with tight budgets and
marketers generally have little decision-making power.

Networking among legal marketers has just begun, with newly created online and offline groups in

Brazil, Peru, and Chile. Despite the shared language, the amount of legal marketing content

generated in the Spanish-speaking part of Latin America region is smaller than the Brazilian

content in Portuguese. On the positive side, the survey found that lawyers typically deem
YENLSGAYTI Fa GaAYLRNIFYydGé 2N SOSYy GOSNE AYLRNIIF yI
have strategic marketing plans.

Like other jurisdictions that experienced the unfolding and establishment of marketing in the legal
profession, it is likely that firms in Latin America will gradually move from the current focus on
tactical communications and promotion activities by lawyers to more sophisticated, strategic
activities carried out by seasoned marketing specialists in growing marketing departments.

Marketers can help accelerate this process and earn their seat at the table by demonstrating that

legal marketingisnotamanad SYSy 4 FFIR (KIFG S@2t @gSa 2yfeée I NRdzyR
0KS YINJSGx o0dzi I ySOSaalNE F20dza 2y Ot ASyidaQ yS
the firm.

Instead of solely quantifying marketing efforts, firms will also have to measure the qualitative
effects of marketing, which will emphasize results, establish marketing credibility, and increase the
probability of commitment from the lawyers.

A number of respondents stated that local bar association rules forbid some marketing and
promotional activities, which without any doubt challenge the creativity of the lawyers and
marketers. It has to be kept in mind, however, that none of the bar associations forbid or regulate
the immensely powerful marketing tools of relationship development and word-of-mouth.

Marketing needs to become an integral part of the professional culture of lawyers instead of being
seen as an extra or optional task, for which lawyers will have to interrupt their normal work.

The State of Legal Marketing in Latin America 4



Methodology

This research is based on a quantitative study which was carried out between June and August
2007 among leading law firms in the seven largest Latin American economies: Argentina, Brazil,
Chile, Colombia, Mexico, Peru, and Venezuela. Based on the 2006 figures from the International
Monetary Fund (IMF), these countries combined amount to almost 91 percent of the total GDP at
OdzNNBy i LINK OSa Sististigsl iy ! YSNAOF 6aS8SS «a

Those participating in the survey comprise a sample of the leading corporate and M&A law firms in

the respective national markets. The firms were identified in terms of size and
reputation/recognition. In Brazil, law firms were selected from: Andalise Advocacia Anuario 0s

Mais Admirados do Direito 20Q@anking of the 150 leading Brazilian law firms); Valor Analise

Setorial - Escritérios de Advocaciatudy of the Brazilian legal market by a major business
newspaper); and Latin Lawyer 250Firms in Argentina, Chile, Colombia, Mexico, Peru, and

Venezuela were identified in the following directories: Chambers and Partners [ / G2 KA OK
[ F 6@ SNKET [ I;liekisNexjs Martin@adubbedl siawyer Locatpand Migalhas Tour
Juridico(a Brazilian legal news web site with information for Latin American and Caribbean

countries).

The research was conducted through a web-based survey ¢ in Portuguese for Brazil and in Spanish
for the other countries. A total of 86 firms responded to the survey out of 388 law firms that were
selected and invited to participate, equaling a response rate of 22 percent. Brazil had the highest
national response rate among all participating countries (40 percent) and represented 59 percent
of all received responses, possibly showing a greater interest in the topic.

Responding firms per country

50, 3%

m Brazil

7% m Chile

m Mexico

o m Argentina
0
59% m Venezuela

m Colombia
10% Peru
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A third of the firms participating in the study have 50 or more lawyers, and slightly less than two
thirds have between ten and 49 lawyers. While the trend in Latin America points towards
increasing law firm size, firms still tend to be smaller than US firms. As a comparison, around 30
firms in the region have 100 or more lawyers.

Responding firms per number of lawyer

12% 5%

m Less than 10
m 10-49
m 50-99

21%

m 100 or more

In line with many firms not employing full-time marketers, 59 percent of respondents in the study
are lawyers, with most of them being partners in their respective firms. Of the total respondents,
26 percent are partners and 28 percent are managing or senior partners. Other management
positions account for 27 percent in the survey, of which 12 percent represent pure marketing or
business development management positions.

Position held by respondents

® Managing/Senior Partner
m Partner

m Marketing/Bus. Dev.

0,
6% Manager/Director

m Communications

9% Manager/Director

B Administrative
Manager/Director

m Other positions

While the findings of this study do not claim to be confidently projectable to the population of all
Latin American law firms, they are likely to be representative of the status quoand highlight
current developments among the leading law firms in Latin America that have started to embrace
marketing and were willing to share their experiences.

The State of Legal Marketing in Latin America 6



Survey results

Formal law firm marketing in Latin America is a relatively recent phenomenon. Most leading firms
started about ten years ago, in the late 1990s. Some pioneering firms ¢ few and far between ¢
surprisingly stated that their firms began to market their services in the 1960s and 70s, a
testimony to the fact that some lawyers accept the concept that marketing, formal or not, is an
integral part of the business of a law firm.

Because the number of participants from countries other than Brazil is less than ten in each case,
country-specific findings should be considered directional and suggestive, not conclusive.

Perception

Latin American law firms generally appear enthusiastic about the concept of marketing: 82
LISNOSyG 2F NBaLRyRSyda RSOfFNBR GKFdG €1 g&SNA
AYLERNIFYGE 2N GAYLRNIFYyGE @

Perception of marketing by lawyers

4%

14% 24%

m Very important
H Important
Neither/nor

® Unimportant

58%

Venezuelan and Peruvian lawyers appeared particularly dedicated, as all responding firms from

0KSaS O2dzyiNASAa NIGSR YINYSOGAYy3 a SAOGKSNI aJSNE
not necessary translate into active participation by lawyers in marketing activities, as some

respondents pointed out that while lawyers should be the main force behind most marketing

actions, they often cite a lack of time preventing them from translating intentions into practice.

Perception of marketing by lawyerger country)

Argentina
Brazil
Chile m Unimportant
Colombia m Neither/nor
Mexico Important
Peru m Very important
Venezuela

0% 20% 40% 60% 80% 100%
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Department size

Marketing departmey G & Ay [FGAY 'YSNROlLY fF¢ FANNXEA | NB
communications, public relations, and business development activities. Compared to marketing
departments in firms in the US they are rather small: 24 percent have one full-time marketer, 20

percent have two-person departments, and while 28 percent of firms in the survey stated to have

three or more full-time marketing staff, near one third of the respondents (28 percent) do not

have a single full-time marketer.

Marketing department size
(number of full-time marketing professionals)

17% =0
28%

ml

11%
m2

m3

20% 24% = 4 or more

The two largest economies in the region, Brazil and Mexico, appear to typically have the largest
marketing departments, with often four or more full-time staff members. Legal marketers in
Colombia and Chile are most likely to work in one or two-person departments, whereas half of the
Venezuelan law firms have one or two marketers. Law firms in Argentina and Peru were the least
likely to have a full-time marketer, and typically put lawyers in charge of marketing.

Marketing department sizéper country)

Argentina
Brazil
Chile a0
. ml
Colombia
u2
Mexico 1A% 14% 3
[ |
Peru I <
M 4 or more

Venezuela BV

0% 20% 40% 60% 80% 100%
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Planning

Latin American firms tend to engage in marketing planning, with 56 percent stating that they have
a strategic marketing plan.

Responding firms with a strategic marketing pla
1%

H Planning

43% .
m No planning
56%
m Don't know

Mexican, Colombian, and Chilean firms are rather likely to plan strategically, while Argentinean
and Peruvian firms generally appear to prefer a more ad hoc approach to marketing. Firms in
Brazil and Venezuela show no clear preference.

Responding firms with a strategic marketing pldéper country)

Chile
Colombia
Mexico

All countries
Brazil
Venezuela
Argentina

Peru

75%
75%
75%

33%

10%

20%

30%

40% 50% 60% 70%  80%

90%

100%
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Budgeting

A marketing plan without an associated budget makes little sense, but interestingly, more firms
budget their marketing expenses than maintain a strategic plan. Almost 62 percent of the
responding firms in Latin America stated they have a budget dedicated to marketing activities, but,
of the total number of responding firms who have a budget, 21 percent do not have an associated
marketing plan. On the other hand, of the total number of responding firms that have a marketing
plan, 15 percent carry it on without a budget.

Responding firms with a marketing budge

38%
B Budget

= No budget
62%

Law firms in Peru, Colombia, and Chile appear to frequently have a marketing budget. Mexican
and Brazilian firms had a slight preference for budgeting, while firms in Venezuela and Argentina
were ambivalent regarding their decision to determine marketing spending in advance.

Responding firms with a marketing budgéper country)

Peru

Chile
Colombia
Mexico

All countries
Brazil

Venezuela

Argentina

0% 10% 20% 30% 40% 50% 60% 70% 80%  90% 100%
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marketing, excluding personnel costs and marketing-related lawyer travel expenses. Depending on
gKIFG AGSya 2yS AyOftdzZRSa Ay GYINJSGAy3IES
spending found by studies in other markets, such as the US.

Annual marketing budget in relation to firm's annual revenu

12%

m 1% or less

34%
12% ’ m1.1-2.0%

m21-3.0%
13% m3.1-4.0%

m 4.1% or more

29%

Interestingly, about a third of the responding firms from Mexico and Peru and a quarter of the
Venezuelan firms stated they spend over 4 percent of their annual revenues on marketing
activities.

Annual marketing budget in relation to firm's annual revenue

(per country)

Argentina
Brazil

. m 1% or less
Chile

. m1.1-2.0%
Colombia

. m21-3.0%
Mexico

m3.1-4.0%
Peru

= 4.1% or more
Venezuela
0% 20% 40% 60% 80% 100%
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Decision making

Marketing decision-Y 1Ay 3 A& adAftft GSNEB YdzOK Ay flFg8SNRBRQ
F LILISE NI G2 KI @S @SG SIFENYSR GKSANI aasSra Fad GK i
in firms in the US. The managing or senior partner typically makes the decisions regarding the
FANYQ& YIFENJSGAY3a LXIY YR 06dzRISG dcn LISNOSYGo o
marketing committee (12 percent), or the marketing manager (3 percent) has decision-making

power.

Decision making regarding marketing plan and budg

10%
3%

m Managing/Senior Partner
12% m Marketing Partner

m Marketing Committee
60% m Marketing Manager
15%
m Other

Marketing partners appear important deciders in Peru, Mexico, and Brazil, marketing committees
frequently decide in Venezuela and Brazil, and only in Venezuelan firms are marketing managers
more frequently in charge of deciding marketing issues.

Decision making regarding marketing plan and budge

(per country)
Argentina
Brazil
. m Managing/Senior Partner
Chile
. m Marketing Partner
Colombia
. = Marketing Committee
Mexico
B Marketing Manager
Peru
m Other
Venezuela 1%
0% 20% 40% 60% 80% 100%
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Tracking time

An important, albeit not sufficient prerequisite for successful marketing activities is the
guantification of efforts. An encouraging 53 percent of responding firms in Latin America keep
track of their time spent on marketing and business development activities.

Tracking of time spent on marketing activities by lawye
1%

| Tracking

46% = No tracking

53%
m Don't know

Findings suggest some regional differences. Firms based in Colombia, Chile, Argentina, and

+Sy ST dzSt INB NIGKSNI tA{1Ste G2 1SSLI GNIXO1 27
Brazilian law firms do not show a prevailing trend in regards to tracking time for marketing, while

Peruvian lawyers are the least likely to track.

Tracking of time spent on marketing activities by lawyers
(per country)

Colombia 75%
Argentina
Chile
Venezuela
All countries
Mexico
Brazil

Peru 33%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Appraisal and compensation

More than half of the responding firms in Latin America (58 percent) take the time spent on

YIEN)] SGAy3

38%

AyiGz 002dzyi F2NJ I g@SNEQ
ensure the active and successful involvement of lawyers in marketing activities.

Consideration of lawyer marketing time for
appraisals and compensation

4%

0,
i m Don't know

m Appraisals and compensation

m No appraisals and compensation

LILINI A a | €

Venezuelan and Colombian lawyers are most likely to be appraised by and compensated for their
marketing efforts, followed by firms in Mexico, Brazil, and Chile. Argentinean and Peruvian law
firms do not show a clear trend in regards to appraising and compensating lawyers for their time

spent on marketing.

Venezuela
Colombia
Mexico

All countries
Brazil

Chile
Argentina
Peru

Consideration of lawyer marketing time for
appraisals and compensatiofper country)

75%

0%

10% 20% 30% 40% 50% 60% 70%  80%

90%

100%

~

a
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Measuring effectiveness

Despite the rather widespread practice of quantifying marketing efforts, the survey found that law
firms in Latin America typically do not measure the other ¢ arguably more important ¢
prerequisite of marketing: the effectiveness of their marketing activities. Only 33 percent of
respondents reported that they measure the effectiveness of their marketing activities.

Measure of marketing effectiveness

m Measuring

= No measuring

While measuring marketing in terms of activity is generally a useful first step, the evolution of
marketing from a tactical activity to a strategic process demands proof of effectiveness.
Comments from the participants in the study, however, suggest a lack of sensitivity to this issue.
Marketing still appears to be perceived mostly as a cost due to the type of marketing activities
used (e.g. promotions). It will likely take some time before marketing evolves to a more strategic
activity that will be seen as an investment rather than a cost.

Most likely to measure effects are Chilean firms (44 percent), followed by firms in Brazil,
Argentina, Colombia, Mexico, and Venezuela. No Peruvian firm in the study stated that they
measure the effectiveness of marketing.

Measure of marketing effectivenes@er country)

Chile 44%
Brazil

All countries
Argentina
Colombia
Mexico
Venezuela

Peru

0% 10% 20% 30% 40% 50% 60% 70% 80%  90% 100%
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Popular and notso-populartools

Latin American law firms use a wide range of marketing, communications, and business
development tools. Particularly popular are appearance tools, such as networking with
professional associations and chambers of commerce (69 percent), or national/international
events (64 percent); organizing firm events such as seminars and dinners (54 percent); and lawyers
participating in speaking engagements (54 percent). Law firms in Latin America also conduct media
and public relations activities (44 percent), sponsor third-party events (42 percent), and provide
pro-bono/charitable activities (41 percent).

Print marketing tools are also widely used by Latin American law firms with 59 percent of the
responding firms producing newsletters, 57 percent creating brochures, 34 percent getting listed
in legal directories, and 21 percent running advertisements in legal and business publications. It
has to be noted that not all researched jurisdictions allow advertising or other promotional
I O0 A @A ey gsternsand IBar agsociationrulest 0 @

Web sites are by far the most frequently used marketing tool as 76 percent of the firms in the

study report having one. This percentage is a bit surprising as all respondent firms, in fact, do have

a web site. A possible interpretation might be that not all firms consider their web sites to be a
YEN]SGAYy3 G220 ! LI NI FNBY GKS FANVQA 6So aAridsS:s
embrace technology tools for marketing purposes. Only 16 percent of the responding firms make

use of customer relationship management (CRM) tools and just 4 percent complement their web

presence with blogs.

Other marketing tools include internal communications/marketing (34 percent), give-aways/gifts

(30 percent), client satisfaction surveys (23 percent), marketing research/ competitive intelligence

(17 percent), participation in requests for proposals (RFPs) (16 percent), and marketing/sales

training for lawyers (9 percent). While the low percentage for client satisfaction surveys might
AYRAOFGS GKIFIG tFrgeSNBR atAatt KI@S tAGGES O2yOSNYy
firms currently using a strategic marketing tool like competitive intelligence is common for firms at

an early stage of applying marketing.

The State of Legal Marketing in Latin America 16



Most used marketing tools

Web site

Networking - associations/chambers ofX
Networking - national/international events
Newsletter
Brochures
Firm events
Speaking engagements
Media relations/public relations
Sponsorship of third-partyevents
Pro-bono
Directories
Internal communications/marketing
Give-away/qgifts
Client satisfaction surveys
Adverstisement
Marketing research/competitive intelligence
CRM (Customer Relationship Management)
RFPs (Request for Proposals)
Marketing/sales training of lawyers

Blogs 4%

6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Effediveness of marketing activities

A somewhat different picture presents itself when asking the firms about the most effective legal
marketing instruments in their respective country/market.

¢KS FANNQa 6S0 aAdS Aa OR lirGRfthe riaspoiden$s, fovoved by
newsletters (59 percent), firm events (48 percent), and media relations/public relations (47
percent).

While currently used by some firms, technology tools seem to have potential in the near future as
they appear to be held in higher esteem compared to their current use. Around 29 percent rated
customer relationship management (CRM) and 8 percent rated blogs as effective.

Print tools, on the other hand, appear to be commonly used, even though deemed as relatively
less effective. Almost 27 percent believe in the effectiveness of brochures, 26 percent in directory
listings, and 14 percent in law firm advertisements.

Most effective marketing tools

Web site
Newsletter
Firm events
Media relations/public relations
Speaking engagements

Networking - associations/chambers ofX
Networking - national/international events
CRM (Customer Relationship Management)
Brochures
Client satisfaction surveys
Marketing research/competitive intelligence
Directories
Internal communications/marketing
Marketing/sales training of lawyers
Sponsorship of third-partyevents
Give-away/qgifts
Adverstisement
Pro-bono
RFPs (Request for Proposals)
Blogs

65%
59%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

While not ¢ yet? ¢ commonly used, the survey suggests that Latin American law firms believe
marketing research/competitive intelligence, client satisfaction surveys, and marketing/sales
training of lawyers can be effective marketing tools.

(p))

(V)]

O

(et
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Outsourcing

Less than half (44 percent) of responding firms in Latin America outsource marketing activities or
use consultants to assist with marketing. Media relations was mentioned by almost 20 percent of
all respondents, becoming the number one outsourced activity. Outsourcing was also strong for
the design of print materials and web sites. Firms also outsource training, promotion of events,
client satisfaction surveys, market research, and marketing planning.

Outsourcing of marketing activities

44% m Outsourcing

56% = No outsourcing

Colombian, Argentinean, and Peruvian firms are more likely to outsource to outside providers, and
firms from Venezuela, Chile, and Mexico are less likely to outsource than the Latin American
average.

Outsourcing of marketing activitiefer country)

Colombia 67%
Argentina
Peru

Brazil

All countries
Mexico

Chile

33%

33%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Venezuela
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Education and information

The law firms in the study use a wide range of sources for education and information about legal
marketing. Professional organizations and web sites are the most popular (42 percent each),
followed closely by magazines (40 percent), seminars (38 percent), networking groups (36
percent), and newsletters and books (35 percent).

Blogs are by far the least used source of education and information (5 percent). This may be a
surprisingly low percentage considering the many blogs that are available on legal marketing and
related themes. Since most of the successful legal marketing blogs are available only in English ¢
there are just a few available in Portuguese or Spanish ¢ the language barrier probably leaves
blogs as untapped territory.

Sources of education and information about legal marketir

Professional organizations 42%

Web sites 42%
Magazines 40%
Seminars 38%
Networking groups 36%

Books 35%

Newsletters 35%

Blogs 5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

As sources of information regarding legal marketing, the International Bar Association (IBA) and
the American Bar Association (ABA) were mentioned by many of the respondents, followed by
local chambers of commerce and other local associations and study centers. Among the many
book and/or blog authors cited are: Philip Kotler, David Maister, Larry Bodine, Trey Rider, and Sally
Schmidt. Brazilian respondents cited legal marketing pioneer and book author Rodrigo Bertozzi.

a4 LINBQOA2dzat & Gen&af GbsedvetiSrR 0 b A 8B A K2 v I € O2yaSyd IyR
prominent in Brazil. For instance, Fenalaw, an annual congress and exhibition on legal

administration promoted in the country was mentioned by almost 20 percent of all responding

firms from Brazil. Also 20 percent of Brazilians in the study cited Consultor Juridi¢@ leading legal

news web site, as an important source of information.

The findings suggest interesting national differences. Brazilian law firms appear to particularly
appreciate magazines, seminars, and web sites. Mexican firms turn to professional organizations,
web sites, and newsletters. Argentineans draw from a wider range of sources without particular
preferences, with the exception of web sites and blogs, which they do not seem to use. Firms from
Venezuela, on the other hand, do like web sites in addition to professional organizations.

The State of Legal Marketing in Latin America 20



Newsletters work particularly well in Colombia. Chileans seem to favor professional organizations
and books on marketing topics (mostly US marketing and management literature), and Peruvians
apparently like professional organizations, web sites, and newsletters.

Sources of education and information about legal marketing

(per source / per country)

Professional

Networking Web

Blogs Newsletters Books Magazines Seminars

organizations  groups sites
Argentina 33% 17% 0% 0% 33% 33% 33% 33%
Brazil 38% 46% 48% 6% 36% 40% 50% 48%
Chile 56% 22% 11% 0% 11% 44% 11% 11%
Colombia 25% 25% 25% 0% 75% 25% 25% 25%
Mexico 75% 38% 75% 13% 63% 25% 50% 50%
Peru 33% 0% 33% 0% 33% 0% 0% 0%
Venezuela 33% 17% 50% 0% 0% 17% 17% 17%

The State of Legal Marketing in Latin America
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Country overview

Argentina

Findings regarding Argentina are based on only six respondents, so they should only be considered
directional and suggestivecy 2 i O 2 y O tMighokiab8yt 6 @SS  «

The Argentinean market is dominated by local firms, many of which are based in Buenos Aires.
Few international firms have a significant presence in the country. While the number of specialized
corporate firms continues to grow, there is little movementamoy 3 G KS y Il A2y Qa f SI RAY

During the past decade, regulation in Argentina has increased notably, resulting in increased

demand for complex legal expertise, and clients are said to have become very demanding. While

the leading firms in Argentina started marketing their services in 1993, only recently has marketing

received more widespread attention. Remarks the marketing manager ofa firm: ¢ w[ 4 FTANXa A Y
Argentina just recently discovered marketing and communication as effective tools to attract and

1SSL) Ot ASydad 6X0 L 0StAS@PS GKSNB Aa aidatt | f2y

Today 50 percent of responding firms in the survey do not have a full-time marketing person or a
budget, less than half have a strategic marketing plan, and two thirds do not measure the
effectiveness of their marketing efforts. Argentinean lawyers in the leading firms, however, are
generally expected to keep track of their marketing time and refer to the managing or senior
partner for marketing decisions.

Brochures, web sites, and networking activities appear to be standard in Argentinean law firms: all
respondents to the survey stated that they include them in their marketing tool box. Among the
wide range of instruments that appear to be popular in Argentina ¢ compared to other Latin
American countries ¢ are newsletters, directory listings, blogs, media/public relations, sponsorship
of third-party events, networking, RFPs, and marketing/sales training of lawyers. Firm events and
pro-bono activities, however, were less popular here than in other countries in Latin America.
Currently none of the leading Argentinean law firms use give-aways/gifts, marketing
research/competitive intelligence or client satisfaction surveys. According to the study, firms in
Argentina deem requests for proposal (RFPs) as effective more often than do law firms in other
Latin American countries. In line with the present use of marketing tools, the participating law
firms from Argentina consider newsletters, brochures, directories, web sites, customer
relationship management (CRM), media/public relations, sponsorship, and speaking engagements
to be effective more often than do those from other countries, whereas advertisements, blogs,
and give-aways/qgifts are less often seen as effective compared to the Latin American average.

The biggest challenge in Argentina is the active & iRerentiation from competitors s stated by a

YENYLSGAY3 YIEyF3aSN® | y2iKS Nffdreht@tion and dorapet@ndeNdl Y I y | 3 S
define success or failure for more and more law figms.
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Argentina: most used tools and most effective tool

Networking - associations/chambers of 83%
commerce G7%
Web site 67% B3
Brochures 50% By
Networking - national/international events g% 83%
Newsletter 2;22
Speaking engagements 0% 83%
Media relations/public relations 28‘.53
Sponsorship of third-party events 2822
Directories 33% o0%
Firm events %ggjﬂ
RFPs (Request for Proposals) 2322
Internal communications/marketing 17% 3%
CRM (Customer Relationship Management) L 33%
Marketing/sales training of lawyers L 33%
Pro-bono L% 33%
Advertisement 17%
Blogs 17%
Client satisfaction surveys 33%

Marketing research/competitive intelligence 17%

Give-away/gifts
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Brazil

NFTAE KEa + fFNBST ReylFrYAO f£S83Ft YIEINJSG O2NNBA
decade has seen a dramatic increase in law firm size with some firms growing from less than ten

lawyers to more than 300. As a result, Brazil is home to more than 20 law firms with 100 or more

lawyers, including the largest firm in the region, which currently has more than 400 lawyers.

Despite restrictions by the Brazilian Bar Association ¢ they are limited to advisory work and may

not litigateca2YS 2F GKS g2NIRU&A fSIFIRAYI AYGSNYyradAzylf
financial and legal center. Many international and domestic firms also have offices in Rio de

Janeiro, in the capital Brasilia, and in other major cities of the country.

Competition is high among the numerous firms and clients shop around, expecting firms to

compete on fees. While law firm marketing started only recently (in 2000), perhaps due to the
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In line with the larger firms, the leading Brazilian firms currently maintain the largest marketing

departments in the region, with 27 percent of responding firms employing four or more full-time

marketers and more than half outsourcing some of their marketing activities. Almost 60 percent of

the responding firms have a marketing budget, which is typically approximately 2 percent of the

FANNVAQ yydzZdf NBEOBSYydzZSd® ¢KS YINJSOGAY3I YI¥EFEISNI 27
trendthatisheret@ G @ |y R AG A& dzLJ Other reSpdndédfssuggested that | S dzLJ
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systems andbar associationrules 0 ©®

Marketing managers typically have little decision-making power as the managing or senior partner

YI1Sa GKS RSOA&AA2YA NBIFNRAY3I GKS FANNQA YIFNJS
firms have strategic marketing plans and make their lawyers keep track of time spent on

marketing. Only about a third of the Brazilian respondents measure the effectiveness of their

marketing.

2SS o0S8S3Fy w2dzNJ YFENJ SGAy3a FTOUAOGAGASAB o0& 0dzA
commerce. Then our firm started to invest in gifts and-giways with our logo. Since the

end of last year, we started to send a biweekly newsletter to our clients aadnailing

fA&AGX AY FRRAGAZ2Y (2 [RameybBrayilH | Ra Ay a2YS YI 3t

Firms in Brazil appear to be more likely than law firms in other Latin American jurisdictions to use
advertisements, CRM, give-aways/gifts as well as marketing research/competitive intelligence to
advance their practice. They are relatively less likely to have a firm brochure, get listed in
directories or participate in RFPs than the Latin American average. The choice of marketing
instruments is in line with what firms in Brazil believe to be effective tools: advertisements, CRM,
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give-aways/qifts, marketing research/competitive intelligence, and client satisfaction surveys are
typically deemed effective, whereas directories appear to lack luster.

According to the survey,thed I NJ 842 OAF A2y Q& NMz S& FFNB FYz2y3 (K

GoXv GKS fAYAQGLIGA2ya AYLIRAaSR o6& GKS . NITAfALY
significant and it is up to the marketing professional or consultant to be creative in getting
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Commitment of the lawyers was another huge challenge:
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Marketers suggest a number of ways to solve these issues:
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T A NI Q & (MarketinglADalyst, Brazil)

a/ 2y aeniakefitg as an active and recognized activity that is always thinking one step

I KSFR 2F 20KSNJ LINRPFSaaaAz2yl t Makefing Snklyst, BRA)NY =~ A RSy
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founder of our firm] carries in his personality all the characteristics of a marketer: A visionary

professional, he has always been present in management boards of chambers and associations,

attended national and international conferences, and has motivated all lawyers in the firm to

F2ff29 GKS alyYS LI GKodE dal NJSGAy3I tylrfteads . NITA

Among many comments and challenges, Brazilian respondents are very concerned with business
development activities:

GDNRP g GK 2F GKS Of A Sy i (nitietidlaRaatiohsManagkrBradil) 6 A 3 OKI f |
€1 St LI AYONBI &S 0 dza A y @arketingMadager, BaddNJ OdzZNNBy & Of A Sy
DS @snéss $ebElvd@lume and morerevehde 6 C2dzy RAY 3 t F NIy SNE . NI |
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Brazil: most used tools and most effective tool

Web site 620% 72t
Networking - associations/chambers of 68%
commerce 46%
Newsletter 6202/‘;&
Networking - national/international events 36% 60%
Speaking engagements 420 6%
Firm events 463/00%
Brochures 24% 20%
Pro-bono 18% 4%
Give-away/qgifts 24% 42%
Media relations/public relations 40% 48%
Sponsorship of third-party events 16% 40%
Internal communications/marketing 26% 34%
Advertisement 22%28%
Client satisfaction surveys 26%32%
Marketing research/competitive intelligence 24% 44%
CRM (Customer Relationship Management) 20% 420
Directories 1%%%
RFPs (Request for Proposals) 1%02/24’
Marketing/sales training of lawyers 10% 20%

2%
12%
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Chile

Findings regarding Chile are based on only nine respondents, so they should only be considered
directional and suggestivecy 2 i O 2 y O tMighokiab8yt 6 @SS  «

¢KS £S3aFf YIENJSG Ay [/ KAfS Aad RS@OSt2LIAy3a O2yanral
work is typically handled by a few corporate firms, mostly Chilean firms based in Santiago.

Although law firms in Chile started marketing fewer than ten years ago, legal marketing appears to

have evolved quite quickly. The aggressive courting of clients by some firms necessitated a

sophisticated approach to marketing as 75 percent of the respondents plan marketing strategically

and allocate a dedicated marketing budget. A partner in a Chilean firm remarked critically: & & [ S 3 | f
marketing] is still very amateurish as the market is not very large, but as knowledge grows, it will
0S02YS AYLERNIFYyG G2 FLIINBFOK AG Ay | Y2NB aA0GNraGS

/ KA fefteisopistication also shows in more firms measuring the effectiveness of their
marketing than in any other Latin American country. However, firms generally do not outsource
marketing activities, but maintain small departments with one to two marketers. Decisions are
typically made by committees.

Chilean law firms appear to frequently choose listings in directories, media/public relations as well

Fd alLlRyazNEKALI 2F GKANR LI NIe S@gSyda G2 YIFNJS
forbidden in the country, Chilean firms are less likely to use newsletters, speaking engagements,

and give-aways/gifts and not a single firm stated they use advertisements, blogs, CRM,

marketing/sales training of lawyers or marketing research/competitive intelligence. Consistent

with the use of directories and media/public relations, Chilean law firms believe that these tools

are quite effective. Events, speaking engagements, and networking are less often seen as effective

and not one respondent in the survey from Chile deemed advertisements, blogs, CRM, or pro-

bono/charity activities as effective marketing tools.

The biggest challenge for Chilean law firms appears tobe to a Y 1S (GKS TFANY (y26Y

violating the professional ethics and the confidentiality of duricS, #isusigésted by the partner
of a local firm.
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Chile: most used tools and most effective tool

Web site ;gzﬁ
Networking - associations/chambers of 78%
commerce
Media relations/public relations g%
Networking - national/international events 33% 67%
Directories A% 56%
Brochures e 56%
Firm events e 56%
Sponsorship of third-party events o0 56%
Newsletter 44% |
Speaking engagements T 44%
Pro-bono 44%
33%

Internal communications/marketing 2906

11%

Client satisfaction surveys 11%

Give-away/qifts 11%

RFPs (Request for Proposals) 11%
Marketing/sales training of lawyers _— 1%
Advertisement |

Blogs

CRM (Customer Relationship Management)

Marketing research/competitive intelligence

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Most used ® Most effective

The State of Legal Marketing in Latin America



Colombia

Findings regarding Colombia are based on only four respondents, so they should only be
considered directional and suggestivecy 2 i O 2 y O tMithotialb§yt 6 ®#S S a

Leading Colombian law firms tend to be smaller in size than law firms in other Latin American
jurisdictions with sole practitioners still accounting for a large proportion of the market. While
corporate-style law firms increasingly gain importance, international firms do not really play a role
in the market.

Legal marketing started in about 1995 and has reached a moderate level of acceptance and
sophistication. Today, 75 percent of the firms have a marketing plan as well as a budget, which is
typically between 2 and 3percey i 2F GKS FANYQa FyydzZa f NBGSydzsSS:I S
costs. Lawyers are expected to keep track of their time spent on marketing as it is frequently used
for appraisals and compensation, although 75 percent do not measure the effectiveness of
marketing. The senior partner of a Colombian firm suggests that marketing needs to be
GAYO2NL1LIR2 NI SR IyR aSSy |a LINI 2F GKS RFEAt& | OdA

Firms tend to have small marketing departments with one or two marketers and are relatively
more likely to hire outside marketing consultants than firms in other Latin American countries.
However, only the managing/senior partner or a marketing committee appear to make marketing
decisions.

According to the research, 75 percent of the leading Colombian law firms use client satisfaction
adzNpSeas O2YLI NBR (2 (KS NX3IA2yQa I OSNdarS 27F wn
events, firm events, and RFPs also appear to occur rather often in Colombia, whereas brochures,
directories, media/public relations, speaking engagements, give-aways/gifts, and internal
marketing/communications are less likely to be utilized. At present, no law firm in Colombia uses
blogs or CRM as marketing instruments. More firms in Colombia deem firm events (e.g. seminars,
dinners) effective than in any other Latin American country in the study. Interestingly, despite
apparently being used frequently, leading Colombian law firms less often believe in the
effectiveness of newsletters, RFPs, and ¢ even more surprisingly ¢ client satisfaction surveys.
Brochures, advertisements, blogs, CRM, networking, pro-bono, and give-aways/gifts are also seen
as less effective.

A partner in a Colombian firm stated that d 1 KS &AAYAf FNRG& 2F YIFIN] SdAy3
LINSaSyda + 6A3 OKFffSyaSosé

The State of Legal Marketing in Latin America 29



Colombia: most used tools and most effective too

75%

Firm events 750
Web site 50% 7%
Networking - national/international events 2506 5%
Newsletter 250 1%
Sponsorship of third-party events 2506 5%
Client satisfaction surveys 5%
Networking - associations/chambers of 50%
commerce 25%
Brochures 50%
Pro-bono 20%
RFPs (Request for Proposals) 50%
Media relations/public relations 2% 50%
Speaking engagements Z5% 50%
Directories gg{;ﬁ;
P ; 25%
Internal communications/marketing 2506
Marketing research/competitive intelligence 2506
Advertisement 2%
25%

Give-away/gifts
Marketing/sales training of lawyers e 5%
Blogs

CRM (Customer Relationship Management)
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Mexico

Findings regarding Mexico are based on only eight respondents, so they should only be considered
directional and suggestivecy 2 i O 2 y O tMighokiab8yt 6 @SS  «

A handful of international and domestic law firms advise domestic and multinational companies
based in Mexico, but only a few US and international firms have made a serious impact on the
legal market despite its proximity to the US. US firms typically do not set up an office on their own,
but cooperate with established local firms. The Mexican legal market is different from most legal
markets in that larger full-service firms tend not to merge and grow in size, but to fragment,
creating smaller, specialized boutiques. Clients therefore have a wider choice of legal services
providers, most of them based in Mexico City, the commercial center of the country.

Like other Latin American jurisdictions, law firms in Mexico started to market their firms in the
mid-to late 1990s. Today, 75 percent of firms in the survey have a strategic marketing plan and
two thirds have marketing budget.

While some Mexican firms have among the largest marketing departments in Latin America, 43
percent of leading firms do not have a full-time marketing person. This might be due to the
comparatively high number of boutique firms in the country and may also explain why only 25
percent of Mexican firms reported that they measure the effectiveness of their marketing.

The research suggests that directories have a strong foothold in Mexico as 75 percent list their
firms in legal directories. The same average for Latin American is 35 percent. Also very popular
compared to firms in other markets in the study are law firm blogs and web sites. Mexican firms
tend to use advertisements, sponsorship of third-party events, networking, give-aways/gifts as
well as internal communications less frequently than firms in other countries. Interestingly, some
of the less-used tools appear to be seen as rather effective by the same firms, such as brochures,
directories, web sites, firm events (e.g. seminars and dinners), networking, and client satisfaction
surveys. Media/public relations and sponsorships are less often deemed effective than the Latin
American average. No Mexican firm in the survey considered pro-bono/charitable activities or
marketing research/competitive intelligence as effective tools.

Mexican law firms appear to perceive marketing as a cultural challenge as it was defined by a
managing partner:dal N} SGAy3 Ay aSEAO2 Ydzad 6S R2yS
R2Sa y20 22 1SimifardyjathewMeidarip@rthei ddged @legal marketing] must

be done in an elegant way and maintaining a high level of ethicsL y ¥ OG0 X &G (

partner of another local firm inthe survey: d [ 6@ SNA R2y Q0 dzadz t f &
best publicity iswd® 2 F Y 2 dzil Kd§
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Mexico: most used tools and most effective tool

Web site 75% 88%

. . 75%
Directories 50%

63%
Newsletter 750

63%
63%

63%

Firm events

Networking - national/international events 50%

63%
Brochures 38%

Networking - associations/chambers of 63%
commerce 38%

: 50%
Speaking engagements 8%

Media relations/public relations 2506 20%

Pro-bono 38%

; i i 25%
Client satisfaction surveys 38%

Internal communications/marketing %ggﬁ;

Sponsorship of third-party events 13% P

CRM (Customer Relationship Management) 13% 2506

g ; 13%
Give-away/gifts 2506

Marketing/sales training of lawyers 13% 2506

. 13%
Advertisement 13%
13%
Blogs 13%
13%
RFPs (Request for Proposals) 13%

Marketing research/competitive intelligence 13%
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m Most used ® Most effective
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Peru

Findings regarding Peru are based on only three respondents, so they should only be considered
directional and suggestivecy 2 i O 2 y O tMighokiab8yt 6 @SS  «

The Peruvian legal market has become more competitive and dynamic, having seen a number of
reorganizations and spin-offs during recent years. Local firms dominate the market as no
international firms are present.

With little influx and threat from international legal marketing practices, it is little surprising that
Peruvian firms were the last to embrace marketing among the surveyed jurisdictions in Latin
America. Having started only in 2003, marketing is still very much in the hands of lawyers as most
firms do not have any full-time marketers. Only a third currently have a strategic marketing plan
and none of the firms measure the effectiveness of their marketing. Firms, however, typically have
an assigned marketing budget, which ranges from less than 1 percent to over 4 percent. Decisions
are made by the managing/senior or the marketing partner.

Brochures, web sites, firm events, and speaking engagements are used by all Peruvian law firms in
the study. Also frequently utilized, compared to the Latin American average, are directory listings,
media/public relations, sponsorship of third party events, networking, and internal
communications/marketing. Despite this intensive use of a number of marketing instruments,
Peruvian firms do not seem to use blogs, maintain CRM, do pro-bono work, give gifts, participate
in RFPs, train lawyers in marketing and sales, conduct marketing research/competitive intelligence
or client satisfaction surveys.

Peruvian law firms appreciate the effectiveness of brochures, web sites, media/public relations,

sponsorship of third party events, and networking. Newsletters, advertisements, blogs, CRM, pro-

02y 2% YR £ f a2 0KSNE Y | NJ -&vay®/gifts  RFRsy étarmaldzy Sy (0 &
communications/marketing, marketing/sales training of lawyers, marketing research/competitive

intelligence, and client satisfaction surveys are deemed relatively ineffective by law firms in Peru.

A managing partner of a Peruvian firm remarked: ¢ @[ S3AFf YI NJ SGAy3I6 Aa az2yvys

aware of and have tried to develop considering all limitations imposed by the Code of Ethics and by
thetimes S KI @S ¢
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Peru: most used tools and most effective tool

Web site

Brochures

Firm events

Networking - national/international events
Speaking engagements

Media relations/public relations

Networking - associations/chambers of
commerce

Directories

Newsletter

Sponsorship of third-party events

Internal communications/marketing
Advertisement

Blogs

Client satisfaction surveys

CRM (Customer Relationship Management)
Give-away/qgifts

Marketing research/competitive intelligence
Marketing/sales training of lawyers
Pro-bono

RFPs (Request for Proposals)

33%

33%

33%

33%

33%

67%

67%

67%

67%
67%

67%

67%

67%

67%

67%

67%

100%

100%

100%

100%

100%

100%

m Most used ® Most effective
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Venezuela

Findings regarding Venezuela are based on only six respondents, so they should only be
considered directional and suggestivecy 2 i O 2 y O tMithotialb§yt 6 ®#S S a

Unlike the other Latin American jurisdictions in the study, large foreign firms dominate the market
with only a few well-established local firms. This pool of firms carries out most, if not all, of the
international work in Venezuela. Under the Chavez regime, the private sector is very cautions in
general, and there is little influx of foreign direct investments.

The leading local law firms started to market their services in 1993. Today firms employ between
one and three marketers. Perhaps due to the influence and presence of international firms,
marketers in Venezuela are more likely to be involved in decision-making than in any other Latin
American jurisdiction. However, Venezuelan firms appear to rarely hire outside consultants.

Lawyers generally keep track of their time spent on marketing as it is usually considered for
appraisals and compensation. Surprisingly, only half of the firms stated that they have a marketing
plan and a budget ¢ which is typically between 1 and 2 percent ¢ and 83 firms do not measure the
effectiveness of their marketing.

Law firms in Venezuela are more likely to utilize brochures, CRM, RFPs, and marketing/sales

training than firms in other Latin American countries, and less likely to use newsletters, web sites,

media/public relations, sponsorship, and client satisfaction surveys. None of the leading

Venezuelan law firms appears to currently use advertisements or blogs to promote their practice

Fd 0KS LINRY2GA2Y 2F 2ySQa LINF OGAOS Aa T2NDARRSY
to be less enthusiastic about the effectiveness of individual marketing instruments than firms in

other jurisdictions in the research. In particular, print tools (newsletters, brochures,
advertisements, and directories), and technology tools (web sites, blogs, and CRM) do not receive

high marks for effectiveness. The same is true for media/public relations, sponsorship, and

speaking engagements.

More than one respondent remarked that the political situation poses the biggest challenge for

Venezuelan law firms, as itis currently ad O 2 dzy’ (i NBhe Solernimint rationalizes the private
AYRAAGNE YR #KSNB G KMahiBing PadnerfVanéziel)s FIF AGK Ay GKS
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Venezuela: most used tools and most effective too

Web site o 67%
Networking - associations/chambers of 7%
commerce 33%
Networking - national/international events 17% 67%
Brochures 67%
Firm events gggﬁ
Newsletter 2822
Speaking engagements T 50%
Pro-bono 17% 50%
Directories 1% 33%
Give-away/gifts 17 33%
Media relations/public relations 17% 33%
RFPs (Request for Proposals) 1% 33%
CRM (Customer Relationship Management) 33%
33%

Internal communications/marketing

17%

Client satisfaction surveys 17%

Marketing research/competitive intelligence 7%

Marketing/sales training of lawyers 7%

Sponsorship of third-party events 17%

Advertisement

Blogs
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Statistics

Latin American countries researched

Country Populatior GDP (Cur.rentr Per.cent of'GDP in Number of Population/
Market Prices) Latin America lawyers lawyer
Brazil 187 million US$ 1,068 billion 36.3 560,000 334
Mexico 104 million US$ 840 hillion 28.5 191,000 545
Argentina 39 million US$ 213 billion 7.2 131,507 297
Venezuela 27 million US$ 182 hillion 6.2 111,608 242
Chile 16 million US$ 145 billion 4.9 19,000 842
Colombia 47 million US$ 135 hillion 4.6 135,785 346
Peru 28 million US$ 93 hillion 3.2 70.000 400

It should be noted that many Latin American countries do not have an official bar exam in order to

become a lawyer. Once a student has graduated from law school, s/he can call him/herself a

Gf  68SNED® ¢KS ydzYoSNBR 2F 1 g&8SNAR ftAa0GSR +1620@S
of practicing lawyers.

Forcomparison
. GDP (Current Number of Population/
Country Population :
Market Prices) lawyers lawyer
us 300 million US$ 13,245 billion 1,143,000 262
China 1,314 million US$ 2,630 billion 110,000" 11,945
Sources:

International Monetary Fund (IMF)
World Economic Outlook Database ¢ April 2007 Edition
www.imf.org/external/pubs/ft/weo/2007/01/data/index.aspx

Ordem dos Advogados do Brasil (OAB)
www.oab.org.br/relatorioAdvOAB.asp (August 2007)

Centro de Estudios de Justicia de las Américas (CEJA)
Reporte sobre la Justicia en las Américas 2006-2007
www.cejamericas.org/doc/proyectos/reporte2006-2007.pdf
Centro de Estudios de Justicia de las Américas (CEJA)
Reporte de la Justicia ¢ Tercera edicion (2006-2007)
www.cejamericas.org/reporte

American Bar Association
www.abanet.org

www.chinalawyers.com
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Legal systems and bar association rules

As a traditionally much regulated market, marketers in the legal industry have to be aware of the
local rules and regulations regarding promotional and marketing activities. The following section is
intended to give the interested reader an overview of the legal systems and the respective bar
association regulations, but is not intended as legal advice. In order to avoid violating local rules,
LI SFasS NBFSNI (2 GKS &aLISOATFA OtoGeeddprindlidnQa o |

The codes of ethics of some countries are very similar, e.g. the Peruvian, Chilean and Venezuelan
codes have very similar content, and parts of the Peruvian and Chilean codes even have identical
wording.

Argentina
| NBSYdAyl Q& t£S3rt a8adSY A& | YAEGdNNBE 27

The regulations of marketing-related activities is partially defined by Ley 23.18%Ejercicio de la
Abogacia en la Capital Fede(a985), which forbids the publication of notices that might lead to
misunderstanding, that offer advantages that might violate current laws in force, or goes against
professional ethics. The regulation also forbids the use of paid intermediates to refer business.

Both prohibitions are reinforced in the Code of Ethics from the Colegio Publico de Abogados de la
Capital Federal (Buenos Aires) which states that lawyers must refrain from prospecting clients
from other lawyers, directly or indirectly. The code also allows for the publicity of decisions that
are not final, but the lawyers need to state them as such in the media.

The code also reinforces the importance of protecting confidential information from the client
and, most of all, the importance of working with professional dignity.

Brazil

NI TAEQa €S3rf aeadsSy Aa olaSR 2y w2Yly O2RSao

The standards for promotion and advertising of legal services in Brazil are defined by the Brazilian
bar, Ordem dos Advogados do Brasil (OAB). The main marketing-related information is presented
in the Code of Ethics and Discipline (1995), which has a long and detailed section devoted to the
subject compared to other countries in the study. Besides its section on publicity, the code
presents two important and basic rules: (i) The work of a lawyer is incompatible with any kind of
commercial procedure; (ii) Any kind of direct or indirect offer of services that is considered
attraction/prospecting of clients is forbidden.

In 2000, the Brazilian bar issued Provimento 94which focus on promotion and advertising, and
updates the publicity section from the Code of Ethics and Discipline. It also includes new and more
detailed information. Generally speaking, lawyers are forbidden to advertise on TV, radio, and
billboards. The use of intermediates to obtain work is forbidden. Other kind of promotion, such as

media presence, magazine advertising, In0 SNy SG > SiO® Aa Fff28SR>

Y2RSNI A2y Q0
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The presence of lawyers in the media (print, TV, radio etc.) is allowed, but should always be
informative/educative. Regular appearances or a self-promoting presentation should be avoided.
Lawyers should also avoid discussing on-going cases or the mentioning of names of clients.

The Provimento 94also states that any publicity means common to a commercial activity should
be avoided. No other activity should be promoted together with the practice of law.

The Brazilian ethics regulation is similar to the regulation in other Latin American countries. The
biggest difference lies in the fact that it is very detailed and names a wide range of activities of
publicity, such as business cards, folders, advertisements, media, newsletters, and web sites.
Regulations in other countries in the region are typically short, sometimes vague, and open to
different interpretations of what is permitted.

Chile

The Chilean legal system is derived from Spanish law. Subsequent codes are influenced by French
and Austrian law. In June 2005, Chile completed an overhaul of its criminal justice system to a
new, US-style adversarial system.

The Chilean Code of Professional Ethics has a few articles regarding marketing-related topics. It
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competence. Direct or indirect soliciting of work as well as self-praising publicity should be
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regular use of media (radio or print) to make statements about the firm or on-going cases is also

considered to go against the dignity of the profession. The publicity of litigation cases can only be

done when there is a final decision; AG Kl & G2 o©0S R2yS Ay | WNBaLISO
informative way, and is restricted to professional/scientific publications.

Colombia

The Colombian legal system is based on Spanish law. A new criminal code modeled after US
procedures was enacted into law in 2004 and is gradually being implemented.

Of all Latin American countries in the study, Colombia has the most recent code of ethics. Ley 1123
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but no changes have been made to the regulation of marketing. The use of intermediates to

obtain work or the offer of commissions in return for recommendations are both considered
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considered improper. The same goes for self-praise publicity, pursued by the lawyer or offered by

the media.

The State of Legal Marketing in Latin America 39



Mexico
Mexico has a mixture of US constitutional theory and a civil law system.

The Code of Ethics (1997) from llustre y Nacional Colegio de Abogados de México has only a few
topics dedicated to marketing-related matters.

Lawyers are forbidden to make any kind of publicity that implies the commercialization of the
profession or any unfair competition. The publicity of cases should be avoided and regular

presence in the media (print, radioetc)A & O2yAA RSNBR O2y G NI NB (2 (G(KS

Peru
Peruis a civil law country.

The Professional Code of Ethics (1997) of the Colegio de Abogados del Peru states that clients
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indirect soliciting of work and self-praise publicity by lawyers should be avoided as they go against
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Lawyers can publish informative notices, but only with name, address, and practice. The regular
use of the media (radio and print) to make statements about the firm or on-going cases is also
considered to go against the professional dignity. The publicity of litigation cases can only be done
when there is a final decision, and in a respectful and informative (not overly commercial) way.

Venezuela
Venezuela has an open, adversarial court system.

The Code of Professional Ethics (1985) states that lawyers should not use the media to discuss any
on-going cases, especially litigation cases without a final decision. Publicity can only be done when
there is a final decision, in an informative way and published only in professional/scientific
publications.
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Direct or indirect soliciting of work as well as self-praising publicity should be avoided as it goes
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practice, address, phone, and office hours. Any kind of commercial advertisement with promises

of results and special advantages is considered contrary to professional ethics.

The use of paid intermediates to generate work is strictly forbidden and considered a serious
violation of professional ethics.
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