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One positive outcome of the increased competitive nature of the legal profession has been
a growing appreciation for a firm's existing clientele. As research has shown, a firm's current
clients can be responsible for up to 80 percent of its business through on-going work or re-
ferrals. Beyond the research is common sense; it simply stands to reason that a firm should
satisry iLs existing clients befcrre striking out to develop new ones.

This attention to clients has taken many forms in law firms, the most important of which is
to implement procedures to monitor client satisfaction. To this end, many law firms are begin-
ning to explore the concept of client suweys or audits.

Unfortunatelyi for many proponents of the client survey or audit process, the firm's lawyers
can provide a formidable obstacle. The following reactions are not atypical:

"I don't want anyone talking to my clients."

"I know what my clienG think."

"clients will start to focus on negatives."

"Clients will think it's tacky."

"Clients will think we're in trouble."

"Cliens are too busy."
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