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FOREWORD
“If you don’t make time for your wellness, you will be forced to make time for your illness.” If you don’t feel the
truth of this statement initially, you will most likely know it eventually. And, this holds true whether you apply it to
individuals or workplaces.

Understanding the impact of stress and the importance of supporting well-being in work environments is critical to
the success of every business. The impact of stress on brain function, immunity, physical wellness, job satisfaction,
etc. is well studied. Moreover, the legal industry is known for higher-than-normal workplace stress levels and nontimekeeper professionals who work within and for law firms have further levels of pressure placed on them. It
is imperative that we develop an understanding of where we are and where we need to be. When you add in the
economic, emotional, physical, and familial pressures of working during a global pandemic, stress levels, and the
need to address them is compounded significantly.

I am incredibly thankful to Lynn Foley and the fSquared Marketing team for creating and continuing this survey.
Until last year, no one had formally checked in with the legal marketing community on well-being, but there has
always been a sense that we needed to attend to this critical topic. Well-being needs to be part of our ongoing
conversation and normalized. After all, when we have high levels of well-being awareness and support in the
workplace, professionals will deliver more strategic, creative, and effective work, experience greater happiness,
and have stronger loyalty to their organizations.
This report contains an informative snapshot of the industry and I encourage you to read through the findings
and bring your learning back to your own organization. Collectively, we can work to bring more awareness, reduce
stigma, and offer support to those in need. If you are looking for a starting place for resources for you and/or
your firm, visit the Legal Marketing Association’s Well-Being Resource Center, a page hosted by LMA’s Well-Being
Committee.

My thanks to the fSquared Marketing team and to everyone who participated in this survey so that we can continue
and grow this important conversation in the legal community.

And, please be sure to make time for your own wellness!

Cynthia Voth
2020 LMA Immediate Past President and Chief Client Officer, Miller Nash Graham & Dunn
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PREFACE
Having worked in-house at a major global law firm, and a large regional firm, I know firsthand how stressful
being a legal marketing and business development professional can be. Before legal, I had worked at one of the
largest global banks, and a Big Four accounting firm. Neither compared to the stress of working at a law firm. In
truth, that’s one of the reasons I started fSquared Marketing. I love working with innovative law firms and smart
attorneys. I love the challenges of legal marketing, but no longer wanted to face the stress of being in-house.

A couple of years back, I started seeing story after story in the legal press about attorney mental wellness. I waited
patiently for stories about the well-being of the professionals who supported them. They didn’t come.

And then, I received word that a legal marketing colleague had died by suicide. I looked for data to support writing
our own stories about mental health in our profession and couldn’t find any: not a single study. How were we
doing as a profession? I couldn’t give a definitive answer at the time, but I had concerns. I spoke with others in
the legal marketing community and heard that, while they were also concerned, they didn’t want to rock the boat,
didn’t want to be the first at a law firm to ask the quiet questions out loud.
A conversation needed to be had, but first we needed data. So, we at fSquared Marketing decided to conduct the
research ourselves. Although we don’t provide services related to mental well-being (we are a consultancy and
marketing agency), we do have a background in research and a great team of graphic designers who can turn data
into a visual story. That was enough and last year we launched the first Legal Marketing Mental Wellness Survey.

This started a conversation that this year, working in partnership with the wonderful team at the Legal Marketing
Association (LMA), has grown to include more voices. What began as a quiet question has become a much-needed
discussion and, hopefully, a voice for change.

I would like to personally thank everyone who took the time to share their perspectives on this important issue.
From this research, it’s clear that it is time for law firms to pay attention to the mental wellness of everyone who
works in legal, not just the lawyers. Our industry can and must do better.
I invite you to join the conversation: #legalmarketingstress

Lynn Foley
CEO, fSquared Marketing

EXECUTIVE SUMMARY
Stress in the legal industry is prevalent, well-documented, and hardly news to anyone who
has worked in a law firm or served as a service provider to the industry. Researchers have
been raising red flags for decades. In a 1990 study, researchers at Johns Hopkins University
found that lawyers had three times the rate of clinical depression compared to professionals
in 25 other occupations. With increased awareness and media attention, the legal industry
is, haltingly, moving to make improvements, with many law firms implementing programs
and signing on to initiatives such as the American Bar Association’s Well-Being Campaign.

These improvements, however belated, should be celebrated. But lawyers aren’t the only
professionals in the legal industry. Marketing and business development professionals at
law firms face many of the same pressures. How are they doing?

In 2019, fSquared Marketing, a legal marketing agency and consultancy, tried to answer
this question only to uncover a startling lack of data. No significant research on the mental
wellbeing of law firm business and marketing professionals had been conducted. Our 2019
Legal Marketing Mental Wellness Survey was a first attempt to gather much-needed data
and shed light on the situation.
This 2020 Report reaffirms many of the significant findings from the 2019 Report while
providing more depth, greater nuance, and encompassing a wider diversity of voices.
In partnership with the Legal Marketing Association (LMA), we were able to reach a
significantly larger audience. The 2020 survey received 413 eligible responses, more than
twice the 200 responses collected in 2019. Most respondents to the 2020 survey (89%) live
in the United States, with 8% from Canada, and the rest in a number of different countries
around the world. These professionals work at firms ranging in size from global firms with
over 1,000 lawyers to boutiques with fewer than 20. Some are part of large marketing
teams while others are their firm’s sole marketer or combine their marketing duties with
an administrative or I.T. role. As part of this survey, marketers were asked to share their
personal experiences and thoughts. Their responses provide an additional level of nuance
and are quoted throughout this report as well as being collected in the Appendix.

This year we also reached out to legal marketing service providers—including external
consultants, lawyer coaches, and professionals at marketing agencies with law firm clients.
The responses of these service providers provide another valuable angle on the issue and
an interesting comparison to that of marketers working in-house at law firms.

High levels of stress are prevalent in the legal marketing profession. 96% of survey
respondents strongly agree or agree that there is significant stress in legal marketing and
related fields, the same share as in 2019. Nearly 80% of respondents rated their workrelated stress as 7+ on a 1-10 scale.

Legal marketers face several cultural, structural, and organizational challenges to their
mental wellbeing. Overwork is one factor, as is a lack of resources and control over how
work demands are managed, prioritized, and executed. A unique stressor for marketing
professionals at law firms is the pervasive and demoralizing opinion that their contributions
are not seen to be as important as the lawyers, a divide that The American Lawyer has
characterized as a “caste system”. One respondent encapsulated this issue like so: “As
long as there is an us/them mentality, the legal marketing profession will continue to be
a stressful environment.”

This report unpacks each of these contributing factors, compares data sets, and draws
upon existing research on workplace stress and well-being to provide context and identify
recurrent themes. This survey will continue to evolve based on feedback from the community
to delve deeper into the causes of stress for professionals in legal.
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MENTAL WELLNESS IN A GLOBAL
PANDEMIC
The emergence of the novel coronavirus created immense financial and operational
difficulties for law firms. It also ratcheted up the pressure for marketing and business
professionals tasked with securing new business and maintaining lines of communication.

The vast majority of respondents reported that their work-related stress had increased
during the COVID-19 pandemic. Several respondents described increased workloads, salary
cuts, and the looming threat of being furloughed.
The long-term ramifications on the legal market remain to be seen, but firms may need to
rethink current operations and, potentially, implement major structural changes. Hopefully,
some of these adaptations will include a more rigorous, inclusive response to issues of
stress and mental health, with marketing and business professionals having a role in
shaping a better, healthier legal industry.
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THE IMPACT OF
STRESS
Legal work is complex, time-sensitive, and high-stakes. A certain amount of work-related
pressure is unavoidable.
Professional staff at law firms must operate in these workplaces while contending with
the myriad challenges of their own work, including lead generation, firm communication
strategy, business development, and carving out brand recognition in a competitive legal
marketplace. Not surprisingly less than 1% of respondents disagreed with the statement
“There is significant stress in the legal industry.” Only 4% disagreed with the statement
“There is significant stress in legal marketing and related fields” with the majority (53%)
strongly agreeing with this statement.

There is signiﬁcant stress in the legal industry
63% (259)

37% (153)

0% (1)
Strongly Disagree
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Disagree

Agree

Strongly Agree

There is signiﬁcant stress in legal marketing and
related ﬁelds
53% (219)
43% (177)

4% (17)
Strongly Disagree

Disagree

Agree

Strongly Agree

Nearly 80% of respondents reported their stress as at least a 7 on a scale from 1-10.

On a scale of 1 to 10, on average, how much
stress do you feel related to your job
31%
(128)
27%
(111)

12%
(48)

11%
(45)

Very
Low

0%
(2)

1%
(6)

2

3

3%
(13)

4

6%
(23)

5

6

7

8

9

9%
(37)

Very
High
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PRESSURE V. STRESS
Are high levels of stress just part of a challenging profession or are they a sign of an
unhealthy work environment?

Challenges can inspire creativity and camaraderie, creating opportunities for victory and
for personal and professional growth. One respondent described stress as a “positive
motivator…a necessary ingredient to create my best work.”

A distinction can and should be made between work that is challenging and work that
is stressful, between pressure and stress. It’s possible to overcome a challenge through
ingenuity and hard work. Sources of stress are, by contrast, often outside of one’s control.
“There is often confusion between pressure or challenge and stress and sometimes it is
used to excuse bad management practice”, notes The World Health Organization. “Research
findings show that the most stressful type of work is that which values excessive demands
and pressures that are not matched to workers’ knowledge and abilities, where there is little
opportunity to exercise any choice or control, and where there is little support from others.”

The concept of control is central to distinguishing between pressure and stress. A recent
study published in the Journal of Applied Psychology found a strong correlation between
positive physical and mental health and the level of autonomy we have in our role to
adequately manage job demands. While high-powered roles often come with greater
demands, they may offer more ability to set priorities and establish strategies for tackling
obstacles. The fact that external legal marketing service providers report lower levels of
stress than in-house professionals (see “Service Provider Survey”) would seem to support
the theory that marketers who have less control over their work experience more stress.

The vast majority of legal marketers report high levels of stress. 71% of respondents agreed
or strongly agreed with the statement “I often feel overwhelmed at work.”
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I often feel overwhelmed at work
53% (219)

28% (116)

18% (74)

1% (4)
Strongly Disagree

Disagree

Agree

Strongly Agree

There is some variation in how this breaks out by role however, as shown in the chart below.
Interestingly, Specialists and Managers were most likely to report feeling overwhelmed at
work with assistants being the least likely. The share of respondents who agree or strongly
agree with the statement “I often feel overwhelmed at work” reaches its apex at 8-10 years
of experience, declining slightly at 10 or more years of experience.

Percentage of Respondents Who Agreed or Strongly
Agreed with the Statement: “I Often Feel Overwhelmed
at Work”

67%

70%

74%

76%
62%
50%

Chief

Director

Manager

Specialist

Co-ordinator

Assistant
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Responses to Statement “I Often Feel Overwhelmed at
Work” by Years of Experience in Legal Marketing
75%
71%

70%

60%

40%
30%

29%
25%

1-3

4-7
Strongly Disagree/Disagree

8 - 10

10+

Strongly Agree/Agree

“As with many jobs - the higher you go the more stress however in
a law firm, the expectation of perfection drives those higher up to
be not only in the weeds but doing strategy as well. This overburdens management, taxes our creativity, requires hours upon hours
and burns us out.”
Pressure makes diamonds. Stress, on the other hand, makes for anxiety and over time can
lead to burnout and mental and psychosomatic issues, which we explore later in this report.
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STRESS AND CONCENTRATION
67% of respondents either agreed or strongly agreed with the statement: “Stress interferes
with my ability to concentrate on tasks.” This is unfortunate, since stress impacts our
powers of concentration at the very moment when we need them most, when a deadline
for a proposal or directory submission is looming or we need to defend our work before
a managing partner.

Stress interferes with my ability to concentrate on
tasks
54% (224)

32% (132)

13% (52)

1% (5)
Strongly Disagree

Disagree

Agree

Strongly Agree

The impact of stress on concentration differed by role, with specialists reporting the greatest
impact followed by professionals with the title of “chief”, “manager”, and “director”.
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Percentage of Respondents Who Agreed or Strongly
Agreed with the Statement: “Stress Interferes with My
Ability to Concentrate on Tasks” by role
80%
73%
67%

65%

61%

50%

Chief

Director

Manager

Specialist

Co-ordinator

Assistant

Research is continuing to show that high levels of stress can make it difficult to retain
nuanced information or to recall memories in detail. An article published in Nature, notes
that “...stress may hamper the updating of memories in the light of new information and
induce a shift from a flexible, ‘cognitive’ form of learning towards rather rigid, ‘habit’-like
behaviour.”

“The basic idea is that the brain is shunting its resources because it’s in survival mode,
not memory mode,” says Dr. Ressler, professor of psychiatry at Harvard Medical School.
When we are stressed, our bodies produce higher levels of cortisol and adrenaline which
causes a “fight or flight” response: a faster heart rate, higher blood sugar levels, a change in
immune system functioning, and a shifting of vital resources away from digestion, growth,
and other vital processes. This “fight or flight response” might be useful for escaping a
hungry predator, but it is a poor fit for a law firm environment; you can’t outrun a deadline
and picking a fight with the managing partner is likely to cause more problems than it solves.
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Stress can cause a temporary boost in alertness, but over the long term it may negatively
impact cognition. Some studies have found a correlation between prolonged stress and
memory issues. A 2018 study published in the journal Neurology found that high levels of
stress were associated with memory loss and changes to brain structure even in patients
younger than 50.
Not all stress is created equal. As Dr. Ressler notes, additional factors that can make
stress more harmful include:

•

Unpredictability

•

Unlimited in time

•

A lack of support

Unfortunately, several legal marketers pointed out similar factors in their responses. In
the words of one respondent:

“This job is custom-built for stress. We work at the request of
lawyers, who don’t think about marketing or business development
during the work day. Therefore, they contact us after the work day.
So by definition, our work needs to be completed after hours and
on weekends. Holidays are nonexistent. PTO is nonexistent. All
that exists is a gigantic, gaping maw of legal work that needs to be
done. There is no escape.”
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STRESS AND THE BODY
According to the American Psychological Association, “Stress affects all systems of the
body including muscles, respiratory, cardiovascular, endocrine, gastrointestinal, nervous
and reproductive systems”. Over the mid to long term, stress can have serious impacts
on our physical health; Mental Health America cautions “the newest research shows that
chronic stress can actually double our risk of having a heart attack.”

48% of survey respondents reported stress-related impacts on their bodily health, agreeing
or strongly agreeing with the statement: “My work gives me headaches, stomach-aches,
or other ailments”. 62% agreed or strongly agreed with the statement: “Thoughts about
my work make it difficult to fall or stay asleep.”

My work gives me headaches, stomachaches, or
other ailments
38% (156)

40% (165)

14% (57)
8% (35)

Strongly Disagree
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Disagree

Agree

Strongly Agree

Thoughts about my work make it diﬃcult to fall
asleep or stay asleep
47% (195)

32% (131)

15% (64)

6% (23)

Strongly Disagree

Disagree

Agree

Strongly Agree

There is a direct connection between the quality of one’s sleep and one’s long-term health.
Stress can interfere with our sleep and, in an unfortunate feedback loop, poor sleep makes
us more prone to stress. The high percentage of legal marketing professionals who report
work-related sleep disturbance is concerning.
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STRESS FACTORS IN
LEGAL MARKETING
Overwork is one of the more clear-cut causes of work-related stress in legal. 60% of
respondents agreed or strongly agreed with the statement: “I have too much work assigned
to me.”

I have too much work assigned to me
41% (170)
39% (161)

18% (76)

1% (6)
Strongly Disagree
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Disagree

Agree

Strongly Agree

The legal industry is notorious for long hours and punishing deadlines, a culture that
emerges from—and in response to—the demanding nature of the billable hour system.
State safe work regulators have even investigated corporate law firms for allegations of
overworking junior lawyers.

It’s not surprising that these pressures also extend to marketing and business professionals
working under the same masthead. “It sucks working in an industry where being a workaholic
is glorified,” wrote one survey respondent. Another said: “It’s hard for staff of any level to
feel like they can complain about stress or are even allowed to be stressed when you’re
working with lawyers.”

Along with too much work, the majority of respondents also reported a lack of marketing
resources in their departments. 65% agreed or strongly agreed with the statement: “There
is a lack of resources in my department/assigned to marketing.” With law firms furloughing
marketing staff, this stress factor is unlikely to improve in the near future.

“I often feel that I have no right in the workplace to complain about
work-related stress or mental health because my job is not viewed
to be as hard as the lawyers’ jobs.”
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There is a lack of resources in my
department/assigned to marketing
40% (165)

30% (124)
25% (104)

5% (20)
Strongly Disagree

Disagree

Agree

Strongly Agree

“Management needs to be cognizant of the people side of running
an office just as much as efficiency in handling client matters.
There isn’t enough emphasis on making sure employees have
the tools necessary to be successful and fulfilled in their roles.
The lack of this understanding or attention to this need creates a
stressful environment.”

20

While the majority of legal marketers reported too much work and not enough resources,
69% said that they had the ability to manage demands on their time. 31% disagreed or
strongly disagreed with that statement.

I have the ability to manage demands on my time
63% (261)

28% (117)

6% (24)

3% (11)
Strongly Disagree

Disagree

Agree

Strongly Agree

Also, most respondents (63%) disagreed or strongly disagreed with the statement: “There is
a lack of guidance from my immediate manager”. This is good news, as a lack of guidance
can further exacerbate work-related stress.

There is a lack of guidance from my immediate
manager
45% (185)

23% (97)
18% (74)
14% (57)

Strongly Disagree

Disagree

Agree

Strongly Agree
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Like law, legal marketing is, in many ways, a service-orientated profession with clients
to keep happy, e.g. the firm’s partners and lawyers. The vast majority of legal marketing
professionals agreed or strongly agreed with the statement: “I am regularly asked to do
things ASAP.”

61% of respondents agreed or strongly agreed that they often had to work late or on
weekends. Several respondents mentioned the predilection of lawyers to engage in
marketing activities outside of regular office hours. “Lawyers,” observed a respondent,
“do their billable work between 9 and 5, and generally think about marketing/business
development outside of that time frame, which is why there’s so much overtime and so
many tight and unnecessary deadlines.”

I am regularly asked to do things “ASAP”
41% (169)

40% (166)

Agree

Strongly Agree

19% (77)

0% (1)
Strongly Disagree
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Disagree

I often have to work late or work on weekends
38% (156)
34% (140)

23% (94)

6% (23)

Strongly Disagree

Disagree

Agree

Strongly Agree
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BALANCE AND COMPENSATION
Legal marketers are, on average, fairly content with their compensation. 63% of legal
marketers felt that their compensation is fair in relation to their responsibilities and skillsets.
9% however strongly disagree.

71% reported having work/life balance, an essential element in stress management. 29%
said that they did not have work/life balance. Law firms should aim to address imbalance,
both to ensure that staff are physically and mentally healthy and to ensure that staff are
performing to the best of their abilities. “When workers are balanced and happy, they are
more productive, take fewer sick days, and are more likely to stay in their jobs,” observes
Mental Health America.

“It is important to step away, rest, and then come back to continue
working.”

My compensation is fair in relation to my
responsibilities and skill set
56% (231)

28% (117)

9% (36)

Strongly Disagree
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7% (29)
Disagree

Agree

Strongly Agree

I have work/life balance
59% (245)

25% (103)

11% (47)

4% (18)
Strongly Disagree

Disagree

Agree

Strongly Agree
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EXPERIENCES OF SEXISM AND
RACISM
Legal marketing is a profession largely composed of women. Accordingly, 85% of respondents
to the 2020 Legal Marketing Mental Wellness Survey are female.

Lawyers, by contrast, are predominately male. The American Bar Association’s National
Lawyer Population Survey estimated that men make up 63% of the American attorney
population. Men make up an even higher share of law firm leadership. Despite the fact
that women outnumber men in law school, they make up only a small share of partners. A
2017 study by McKinsey & Company of American law firms found that only 19% percent of
equity partners were women. A 2019 PwC survey found a similar ratio of female partners
in top U.K firms, despite the fact that there are more female solicitors in the UK than male.

The majority (78%) of respondents disagreed or strongly disagreed that experiences of
sexism or gender discrimination contribute to their workplace stress. However, more than
one in five respondents (22%) reported that sexism contributed to their stress.

Experiences of sexism or gender discrimination
contribute to my workplace stress
44% (183)

34% (141)

19% (77)

3% (12)
Strongly Disagree
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Disagree

Agree

Strongly Agree

For female marketing professionals working in majority male firms—often under the
direction of a majority male partnership—gender dynamics, and gender stereotypes, are
part of the workplace. Numerous studies have shown that women are more stressed at
work. “Executive and professional women consistently experience more stress, anxiety, and
psychological distress than do men,” observes an article in the Harvard Business Review.
Gender discrimination is largely to blame.

Women often have to contend with other stressors as well, including, on average, lower
pay and shouldering a larger share of household work and childcare.

“This current situation has amplified the differences between
demographic segments of our internal teams (those with kids and
not) and expectation of continual work without regard to nights/
weekends. It’s a big deal.”
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RACE AND STRESS
American law firms remain predominately white and male in 2020. Approximately 86% of
attorneys in the U.S. are white, according to The American Bar Association’s National Lawyer
Population Survey (2020). “Nearly all people of color are underrepresented in the legal
profession compared with their presence in the U.S. Population,” observes The ABA Profile
of the Legal Profession 2020. “For example, 5% of all lawyers are African American – the
same percentage as 10 years earlier – but the U.S. population is 13.4% African American.”

As with gender, there is even less racial diversity at the partner’s table. According to the
Vault/Minority Corporate Counsel Association Law Firm Diversity Survey, just 2% of law
firm partners are black. Concerns about a lack of diversity have also been raised in the
Canadian legal industry, including in an influential essay by Hadiya Roderiqu, “Black on Bay
Street”, published in The Globe and Mail, in which Roderiqu chronicles the difficulties of
fitting in to corporate law’s narrow culture. “Big law,” she writes, “could not accommodate
the person and the colour I was.”

Being a minority in a workplace can increase workplace stress, especially if one feels that
they must be constantly prepared to deal with bias or discrimination. A 2018 American
research report found that nearly 60% of women and men of color reported feeling “on
guard” at work. This guardedness contributes to one’s cognitive load, drains working
memory, and, ultimately, leads to higher levels of stress and anxiety.
8% of legal marketers either agreed or strongly agreed with the statement: “Experiences
of racism or racial discrimination contribute to my workplace stress”. The majority of
respondents did not report experiences of racism as a stressor.
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Experiences of racism or racial discrimination
contribute to my workplace stress
50% (208)
42% (174)

7% (29)
0% (2)
Strongly Disagree

Disagree

Agree

Strongly Agree

“…I find that most people in the industry that are even on the
marketing side may come from a privileged place, and do not truly
know how to interact with people from diverse backgrounds. From
a cultural and gender perspective, my current firm has been better
than my previous firm, but I encountered a lot of this implicit bias
in the beginning of my career and still have flashes of it occasionally, which makes me reconsider continuing my career in this industry. I love the work, but the bias can be stressful on my mental
health.”
One respondent pointed out that survey did not ask about other forms of discrimination: “In
my case, my queer identity is a constant source of stress in the office as my firm pretends
to be forward thinking and progressive, but what’s okay for lawyers isn’t for staff. Disability
discrimination is also at play in many firms.”

“Our industry totally dismisses our elderly marketers. Ageism still
exists as one of the last areas of discrimination.”
These and other issues of discrimination will be explored further in future surveys.
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THE ROLE OF THE
LEGAL MARKETER
In this time of global economic uncertainty, having a meaningful career can seem like a
luxury. Yet, there is a direct connection between liking what you do each day, mental wellbeing, and happiness. A 2019 Bates-Gallup study found that individuals who felt high
purpose in their work were ten times more likely to experience overall wellbeing than those
who felt that their work lacked purpose.

What constitutes meaningful work is largely subjective. There are, however, some common
factors in what makes for meaningful work. According to economists, Milena Nikolova
and Femke Cnossen, extrinsic factors, such as income and benefits, are less important
than intrinsic factors including:

•

Competence: Having the skills and abilities to overcome challenging tasks.

•

Autonomy: Having authority over what to prioritize and how to tackle a task.

•

Relatedness: Experiencing genuine care from superiors, management, and coworkers
and feeling connected to them in return.

In their analysis, Nikolova and Cnossen rank relatedness as by far the most important
component of meaningful work. The ongoing COVID-19 pandemic means that there are
fewer opportunities for face-to-face connection these days, which could be another stressor
facing professionals.
93% of legal marketers agreed or strongly agreed with the statement: “I have an important
role to play at the firm.” This is approximately the same share as the 2019 survey (92%).
Most Legal marketers are confident in their value to their firms. Many also feel that their
ideas are listened to and valued. 75% agreed or strongly agreed with the statement: “My
ideas are often heard, valued, and put into action.” 87% agreed or strongly agreed with the
statement: “I enjoy autonomy in my role.”
30

I have an important role to play at the ﬁrm
59% (245)

34% (141)

7% (27)
Strongly Disagree

Disagree

Agree

Strongly Agree

My ideas are often heard, valued, and put into
action
56% (231)

22% (91)

19% (80)

3% (11)
Strongly Disagree

Disagree

Agree

Strongly Agree
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I enjoy autonomy in my role
58% (238)

30% (122)

11% (44)
2% (9)
Strongly Disagree

Disagree

Agree

Strongly Agree

While legal marketers feel that they have an important role to play, and enjoy some level of
influence and autonomy, 35% disagreed or strongly disagreed with the statement: “I feel
that I am on the same team as the lawyers at my firm.”

The fact that over a third of legal marketers report not feeling on the same team as the
lawyers at their firm is significant and points to an underlying issue: the divide between
lawyers and professional staff.

“Most of the stress I experience comes from feeling like the lawyers won’t let/don’t trust me to do my job. They are resistant to
change, improvements in processes and procedures, incorporating
new technology and other things that would make it easier for all
of us. In that regard, the stress feels unnecessary, which is most
frustrating of all.”
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I feel that I am on the same team as the lawyers
at my ﬁrm
52% (215)

28% (115)

13% (54)
7% (29)

Strongly Disagree

Disagree

Agree

Strongly Agree
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WORK ENJOYMENT
Despite some of the issues explored in this report, 74% of respondents reported enjoying
going to work each day. 78% of respondents agreed or strongly agreed with the statement:
“I am happy that I chose to do this work.”
81% of respondents also reported finding their work intellectually stimulating. While the
2020 survey raises some cause for concern, including high levels of stress, health issues,
and overwork, it is heartening to know that most legal marketers enjoy their work and find
it interesting.

I enjoy going to work each day
64% (266)

21% (88)
10% (41)
4% (18)
Strongly Disagree
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Disagree

Agree

Strongly Agree

I am happy that I chose to do this work
62% (257)

19% (77)

15% (64)

4% (15)
Strongly Disagree

Disagree

Agree

Strongly Agree

”The only thing that makes the constant stress and negative impact on my mental health seem worth it is decent compensation,
as well as the opportunity to work with extraordinarily intelligent,
passionate, and creative legal marketing colleagues.”

My work is intellectually stimulating
62% (254)

20% (81)
16% (66)

3% (12)
Strongly Disagree

Disagree

Agree

Strongly Agree
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RELATIONSHIP WITH LAWYERS
Legal marketers have a complex relationship with lawyers. They are not assistants,
although they do assist with many tasks. Although legal marketers ostensibly work on
behalf of the firm, much of the day-to-day work is done under the direction of lawyers
acting independently. One thing is certain, the relationship that professionals have with
lawyers is critical to their wellbeing at work.

Unfortunately, 67% legal marketers report a lack of understanding of their role by their
firm’s lawyers. In the 2019 survey, this share was even higher: 74%. One respondent to
the 2019 survey framed this issue in the form of an equation: “Lack of strategy at the firm
level + lack of focus at the marketing level=stress for marketers. No choice but to be all
things to all people.”
A slight majority of respondents (53%) disagreed or strongly disagreed with the statement:
“There are too many lawyers who believe I work ‘just for them’”. Interestingly, in 2019, 58%
of respondents agreed or strongly agreed with this statement. Perhaps the role and duties
of legal marketing has become clearer.

There is a lack of understanding of my role by the
lawyers
43% (179)

30% (125)
23% (97)

3% (12)
Strongly Disagree
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Disagree

Agree

Strongly Agree

There are too many lawyers who believe I work
"just for them"
47% (195)

30% (124)

16% (68)

6% (26)

Strongly Disagree

Disagree

Agree

Strongly Agree
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RESPECT AT WORK
“Being appreciated is one of the most important factors that increases
motivation and satisfaction as well as health and well-being.” – The World
Health Organization
40% of respondents agreed or strongly agreed with the statement: “There is a lack of
respect for me/my role by the lawyers”. While the majority of legal marketers polled
disagreed with this statement, the fact remains that a significant share of marketers feel
disrespected at their firms.

Interestingly, in the 2019 survey, 51% of respondents reported a lack of respect. Either
lawyers have become more respectful or, as seems more likely, the larger sample size of
the 2020 survey has provided a more nuanced perspective.

“The biggest challenge of the job is the poor attitude of most (not
all) attorneys.”

There is a lack of respect for me/my role by the
lawyers
51% (211)

27% (110)

14% (57)
8% (35)

Strongly Disagree
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Disagree

Agree

Strongly Agree

THE HIGH COSTS OF DISRESPECT
Numerous studies attest to how fundamental respect is to job satisfaction and wellbeing
and how directly respect, or a lack thereof, impacts employee performance and, ultimately,
the bottom line. According to Christine Porath, professor at Georgetown University’s
McDonough School of Business, respect from leadership is paramount. “Those getting
respect from their leaders reported much higher levels of health and well-being; derived
greater enjoyment, satisfaction, and meaning from their jobs; and had better focus and a
greater ability to prioritize. Those feeling respected were also much more likely to engage
with work tasks and more likely to stay with their organizations,” Porath writes in McKinsey
Quarterly.

“I don’t see how lawyers who don’t even value my contribution to
the firm would ever value my mental health.”
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LAW FIRM CASTE SYSTEMS
Many respondents described a divide between lawyers and professionals. American
Lawyer has described this divide between lawyers and professionals as a “caste system”
that minimizes the role and contributions of professionals. “As long as there is an us/them
mentality, the legal marketing profession will continue to be a stressful environment,” wrote
one respondent to the 2020 survey.

“I think the issue is that lawyers are always right. There are some
that I have worked with that are wonderful - while others are not.
Management and supportive lawyers tell me “don’t take it personally” Well, it is hard not to.”

The legal marketing community’s widespread rejection of the term “nonlawyer” illuminates
this divide. For many professionals, the term draws attention to education and skills they
don’t have, obfuscating the skills they do have, such as expertise in business, marketing,
organizational abilities, and technical skills. In a 2018 Aderant Business of Law and Legal
Technology Survey respondents referred to the term as “divisive”, “undervaluing”, and
connoting a “second class” status.

“The term “non-lawyer” is still being widely used (by lawyers
mostly). It is a very negative term, and definitely makes marketing/BD teams feel less valuable,”

”Right now, more than ever, I feel very alone in my job. It’s clear I’m
not “staff” and I’m definitely not a lawyer, so there’s no one checking on me.”
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While use of the term “nonlawyer” could be intended to be neutral, it remains controversial
because it exposes prevailing power structures in the legal industry. Many law firms
remain rigid hierarchies, with equity partners at the apex, associates at the base, and
staff maintaining the foundation. Legal marketers often occupy an interesting position
in this hierarchy. They do not generally report to lawyers as an assistant might; instead
legal marketers serve lawyers as their internal clients. This relationship can be fruitful or
hostile, depending on a firm’s culture of respect. As a respondent to the 2019 survey put
it: “I believe professional staff, a critical arm of a law firm, are often viewed as “the help”
depending on the culture of the firm. They are expected [to] produce quality results but
are not treated as an integral part of the firm.”

“I raised legal staff mental health concerns with COO, Chief Diversity and Recruiting Officer (who also managed training and prof
dev), and Director of HR and was told “it is not an issue.” I provided
articles about it, including Ian’s wife’s article about his suicide, and
was told “it is not relevant” and to “stop raising the issue” even
though I had 4 FTEs who were struggling with mental health issues
because of the job and told them about it without naming names.
I gave personal examples and was told to attend the hour-long
classes provided by EAP providers and to “stop bothering HR -they’d focus on staff eventually but lawyers ARE MORE IMPORTANT RIGHT NOW.”

Firms hire business and marketing professionals for their much-needed skills and for
their ability to bring in revenue and increase market awareness. For legal marketers, it can
be frustrating to have their contributions downplayed and their skills questioned simply
because they didn’t attend law school.

“…most lawyers think they’re marketing experts when their instincts are typically poor. For example, they refuse to do formal
client feedback, unlike literally every other business on the face of
the earth.”
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A SEAT AT THE TABLE
While 93% of respondents believe that they have an important role to play at their firm,
several mentioned that they did not always have a voice in decision-making and that this
was a source of stress.

“[I] want to make clear that nearly all the attorneys at my firm are
supportive as individuals, it’s the lack of cohesive prioritization,
oversight, and understanding of marketing/BD that makes it so
stressful. Because I do not have the opportunity to meet formally
with the governing committees, my voice is not heard other than
through email and informal conversations with individual attorneys. It’s vital to allow marketing professionals at my level attend
meetings on a regular basis (i.e., have a place at the table).”
While a seat at the table comes with additional responsibilities and pressures, greater
control over one’s work has been show to lead to increased job satisfaction and lower
levels of work-related stress. Psychologists refer to this as the “demand-control” model
of stress. This model predicts that employees who face a high degree of work pressures
and experience a low degree of control have an increased risk of stress.

Removing pressures is one method of combatting stress. Another is to increase an
employee’s level of influence and authority so that they can adequately address demands
on their time and attention. Law firms looking to improve the situation for marketers might
start by giving them more authority in crafting marketing-related initiatives.
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”There is too much stress put on legal marketing professionals by
attorneys and leaders of the firm. I truly believe they expect us to
be miracle workers, but won’t give us a real seat at the table. They
expect us to be unrealistically responsive, but they in turn are not
responsive. How can we be strategic partners when the leadership
of the firm doesn’t give a seat at the table to our department - a
true seat with a heard voice?”

”I think marketing professionals will have to learn to take care of
ourselves and each other. Unless law firms run like businesses run
by business professionals (not lawyers), I see little hope of things
changing.”
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THE RIGHT SKILLS FOR THE JOB
“Marketing’s job is never done. It’s about perpetual motion. We must
continue to innovate every day.” –Beth Comstock, Former Vice Chair of
General Electric

Legal marketers rarely have the luxury of specialization. Instead, they must become
competent generalists—capable of putting together a proposal, writing ad copy, and directing
brand strategy. 63% of respondents said that they regularly had the opportunity to learn
new marketing-related skills. However 60% of respondents reported a lack of technical
marketing training in their departments.

While marketers reported a lack of technical marketing training, most disagreed or strongly
disagreed with the statement: “There is an unrealistic expectation of my abilities/knowledge.”

I regularly have the opportunity to learn new
marketing-related skills
51% (209)

32% (134)

12% (51)
5% (19)
Strongly Disagree
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Disagree

Agree

Strongly Agree

There is a lack of technical marketing training in
my department
42% (174)
35% (145)

18% (74)

5% (20)

Strongly Disagree

Disagree

Agree

Strongly Agree

There is an unrealistic expectation of my
abilities/knowledge
61% (250)

23% (96)

9% (39)

7% (28)
Strongly Disagree

Disagree

Agree

Strongly Agree
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THE RIGHT LEVEL OF CHALLENGE
The range of tasks involved in legal marketing makes for interesting, varied work. Yet, it
can also create frustration, especially when marketers are not provided with adequate
resources or training.

“The most stress comes from having to work with outdated
technologies.”

“I think there are many of us who thrive on the stress we find in law
firms--even though we know it will sometimes slip uncomfortably
out of balance--and I would hate to lose sight of that choice that
we make to live in this stream and try to ride that current.”

Work that is challenging, but not overwhelming, allows us to enter what psychologists call
the flow state. When we reach a flow state, the rest of the world falls away, we lose track
of time and are able to engage deeply with the task at hand. To get the best performance
from their marketing professionals, law firms should ensure that they regularly engage
with challenging, but not intractable problems, and that they have the ability to draw upon
supporting resources and expertise.

The tools and platforms that marketers use are continually evolving, creating new
opportunities and demanding new competencies. Law firms should provide marketing
professionals with regular training. Not only will this sharpen the skills and broaden the
capabilities of their marketing professionals, it will also help legal marketers to manage
the pressures of the job. Nearly 80% of legal marketers said that access to marketing/
business development/technical training would help them to relieve work-related stress.
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77% agreed or strongly agreed that access to outside marketing resources to assist their
team on a project basis would help to relieve stress associated with their job. Budgets
should allow for the retention of these resources (e.g. outside agencies, consultants, etc.)
when necessary to reduce stress.

”Many of the lawyers I work with are focused or specialized in one
or two areas of law or on a specific industry. If there’s a question
about something outside of those areas, they have their peers to
rely on, they’re not expected to know the answer. The same is not
true for me: I should know about direct sales, Google ad words, the
perfect number of words in an online bio, how to proof a technical
blog post about employment and construction law, brochures,
websites, and on and on. I don’t feel like I get to specialize (small
firm) and I’m looked down on when I can’t provide the answer(s)
they’re looking for.”
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COVID-19 AND
STRESS
The ongoing COVID-19 pandemic has brought immense economic and operational pressures
to bear on the legal industry. Jennifer Leonard, executive director of Penn Law’s Future
of the Profession Initiative, described this as a period of “forced experimentation” as law
firms wrangle with working remotely in an efficient, secure, and ethical manner.

This period has also contributed to stress in the legal marketing profession. In many cases,
marketers have had their workloads increased and their budgets frozen. Many have lost
their jobs or had their departments downsized. 79% of respondents reported that their
work-related stress had increased during the pandemic.

“During this time of COVID-19, they furloughed my co-coordinator.
The amount of work in the department has not changed so I have
taken on all her work as well. I am not allowed to work overtime
during this COVID-19 era. They also reduced my pay. I am happy I
still have a job but I feel like my work product has suffered and my
stress level has skyrocketed…”

94% of respondents agreed or strongly agreed with the statement: “My firm has worked
to protect the health and safety of staff.” A smaller share, although still the clear majority
(66%), reported that their firm had taken staff mental well-being into consideration during
the pandemic.

“Most of my stress comes from a) lawyers not respecting our
dept’s time and b) financial concerns coming out of COVID-19 and
worries about job security.”

48

My work-related stress has increased during the
COVID-19 pandemic
40% (165)

39% (161)

Agree

Strongly Agree

19% (80)

2% (7)
Strongly Disagree

Disagree

My ﬁrm has worked to protect the health and
safety of staﬀ
50% (207)
44% (182)

2% (7)
Strongly Disagree

4% (17)
Disagree

Agree

Strongly Agree
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My ﬁrm has taken staﬀ mental well-being into
consideration during the COVID-19 pandemic
46% (188)

24% (100)
21% (87)

9% (38)

Strongly Disagree

Disagree

Agree

Strongly Agree

“…I do my best on my own to take care of my mental health, but I
don’t believe it is a priority in my firm to ensure we are mentally
healthy. However, again, we are not alone in this industry. We
have a mental health crisis in this country that has recently gotten
terribly worse with COVID-19.”

“The biggest change causing increased stress during this time is
that I am working longer hours each day, and I need to make it a
point to stop so I can exercise, eat, rest, etc.”
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COMPARISON TO
MARKETING IN OTHER
INDUSTRIES
Are marketers in other industries less stressed out? Is it the “legal” aspect of legal marketing
that is the source of stress or the “marketing”?

“I often wonder how it is for other marketers outside of legal.”

While we can’t answer that question definitively, we did ask respondents to answer several
questions related to their experiences working in other industries. 64% of respondents had
worked in a marketing or business development (BD) role in an industry other than legal.
Of the 263 respondents who had held marketing/BD roles in other industries, 60% reported
that their last position was B2B and 28% reported B2C. The rest reported business to
government or selected “other” (most “other” selections were nonprofit positions).

72% of respondents who had held positions on other industries said that legal marketing
is either far more stressful (36%) or somewhat more stressful (36%). 23% thought that
legal marketing and marketing in other industries were equally stressful. Only 5% thought
that legal marketing was less stressful.

“Legal Marketing overall seems to just in general be so far behind
the times compared to the other industries I have worked in.”
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Have you worked in a marketing or BD role in an
industry apart from legal

Yes

64% (263)

36% (150)

No

Which category best describes your most recent
marketing role outside of legal
60% (157)

B2B

B2C

28% (74)

10% (25)

Other

B2G
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3% (7)

In your own experience, how does legal marketing
compare to marketing in other industries
Legal marketing is far less stressful.
Legal marketing is somewhat less stressful.

2% (5)

3% (8)

Legal marketing and marketing in other
industries are equally stressful.

23% (61)

Legal marketing is somewhat more stressful.

36% (94)

Legal marketing is far more stressful.

36% (95)

With the majority viewing legal marketing as more stressful, it is not surprising that when
respondents were asked to contemplate their future 11% said they were looking to move
to a marketing role in a different industry while 34% reported being open to marketing roles
outside of legal. 51% were planning to be in legal for the foreseeable future.

Which statement best describes how you see
your future in legal marketing
I plan to be in legal for the
foreseeable future.

51% (198)

I am open to marketing
opportunities outside of legal.

34% (131)

I am hoping to move to a marketing
role in a diﬀerent industry.
I am looking to leave marketing
altogether.

11% (44)

3% (12)

It’s worth noting that marketers in other industries also report stress but not at the levels
reported in legal. A 2015 report by the work management company Workfront of 526
marketing professionals found that approximately 25% reported that their work-related
stress level was at least a 4 on a 1-5 scale compared to 52% in this report for legal.
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LAW FIRM SUPPORT
The legal industry is contending with a mental health crisis. ALM and Law.com’s “Mental
Health and Substance Abuse Survey, released in February 2020, found that “31.2% of the
more than 3,800 respondents [lawyers] feel they are depressed [and] 64% feel they have
anxiety”.

While these statistics paint a bleak picture, there does seem to be increased willingness in
the industry to open up about stress and mental health. Many law firms have undertaken
forward-thinking initiatives to address these issues. We applaud these efforts, while
encouraging law firms to recognize that mental wellness is an issue that affects staff and
professionals just as much as it does lawyers.

44% of legal marketers said that they did not have enough support from their employer to
handle their work-related stress.

“It is very important to begin normalizing discussions of
mindfulness and mental health in the industry. The more we can
talk about it, the healthier and more productive we can be.”
The majority (59%) felt that they could discuss their mental health with their immediate
manager. Only 22%, however, felt that they could discuss their mental health with the
attorneys with whom they work.

54

Do you feel you have enough support from your
employer to handle any stress you may experience in
your role

56% (230)

Yes

No

44% (183)

Do you feel that you can discuss your mental
health with your immediate manager

Yes

No

59% (243)

41% (170)
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Do you feel that you can discuss your mental
health with the lawyers with whom you work

78% (323)

No

Yes

56

22% (90)

TYPES OF SUPPORT
58% of legal marketing professionals reported that their firm did not provide formal support
related to stress management and mindfulness.

“There is much made of attorney mental wellness, but nearly
nothing for those of us who support them.”

53% of respondents said that their firm provided informal support related to stress
management and mindfulness. Respondents mentioned resources shared on firm intranets
and through internal e-newsletters as well as yoga and team support.

Does your ﬁrm provide formal support related to
stress management and mindfulness

58% (241)

No

Yes

42% (172)
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Please select all of the formal support
programs/resources that your ﬁrm provides
Employment Assistance Program

34% (147)

Mindfulness Program

19% (81)

Mental Wellness Workshop
/Seminar

18% (79)

Mental Wellness Program

16% (68)

Mental Wellness Coaching
Other

8% (33)
0% (1)

“I am fortunate to be at a very supportive firm. The past two firms
that I worked for seemed to think that providing mental health
services and support excused otherwise poor or even abusive
treatment of marketing staff by partners. My workload is currently
reasonable and stress is relatively low. At the other two firms,
there was no regard to appropriate workload or the stress it
creates.”

Does your ﬁrm provide informal support related to
stress management and mindfulness

Yes

No
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53% (217)

47% (196)

My ﬁrm supports my mental well-being
57% (234)

23% (96)
15% (61)
5% (22)

Strongly Disagree

Disagree

Agree

Strongly Agree

While 71% of legal marketers reported that their firms support their mental well-being only
60% agreed or strongly agreed with the statement: “The lawyers I work with care about
my mental well-being.” And only 35% thought that their firm tried to find ways to limit the
stress associated with their job.

The lawyers I work with care about my mental wellbeing
52% (213)

31% (129)

9% (36)

8% (35)

Strongly Disagree

Disagree

Agree

Strongly Agree
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My ﬁrm tries to ﬁnd ways to limit the stress
associated with my job
53% (218)

32% (131)

12% (50)
3% (14)
Strongly Disagree

60

Disagree

Agree

Strongly Agree

RESOURCES TO ALLEVIATE STRESS
The number one resources that legal marketers thought would help them to alleviate
stress? Training. 79% of respondents agreed or strongly agreed that access to marketing/
business development/technical training would help them to limit their stress. Law firms
should take note. Providing professionals with high quality, regular training will not only
help them to manage stress, it will also make them more effective marketers.

A very close second was access to external marketing resources to assist their team on
a project basis; 77% agreed or strongly agreed that this would help to limit their stress.
69% thought that access to external marketing resources on an ongoing basis would be
beneficial.
Access to the following resources would help me to relieve stress associated with my job

Access to marketing/business
development/technical training
58% (241)

21% (86)

18% (73)

3% (13)
Strongly Disagree

Disagree

Agree

Strongly Agree
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Access to outside marketing resources to assist
your team on a project basis
56% (231)

21% (88)
18% (74)

5% (20)
Strongly Disagree

Disagree

Agree

Strongly Agree

Access to outside marketing resources to assist
your team on an on-going basis
50% (205)

27% (111)
19% (80)

4% (17)
Strongly Disagree
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Disagree

Agree

Strongly Agree

Respondents put more stock in access to mental health professionals than to mindfulness
coaching. 73% thought the former would be beneficial while only 55% thought that access
to mindfulness coaching would help them to limit their stress.
Law firms looking to improve the happiness and the performance of their legal marketing
teams should prioritize marketing training initiatives. The LMA, the preeminent voice
of the profession, is excellent resource for marketing training. The LMA also promotes
professional development at its annual conference, regional events, and online through
webinars and resources.

Firms might also consider providing their marketing professionals with access to external
resources on a project basis. Smaller firms may also benefit from access to ongoing
marketing support.

While mindfulness training may be useful, in general legal marketers are looking for
support that is more directly related to managing their workloads and delivering the best
possible results.
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DEMOGRAPHICS
The 2020 Legal Marketing Mental Wellness Survey was made accessible to anyone working
in a law firm who regularly engages in marketing and/or business development activities.

85% of survey respondents are female. On the whole, respondents are fairly senior and
experienced. 45% had worked in legal marketing for more than a decade. 33% listed their
title as “Director”, 38% as “Manager”, and 8% as “Chief”. Specialists, coordinators, and
assistants rounded out the remainder. Included in the “Other” category were an advisor, a
senior analyst, and a competitive intelligence research librarian.

93% said that their primary role was marketing, business development, or client relationship
management. Of those whose indicated primary role had a different focus, 8 respondents were
administrators. Most of those who selected “Other” reported they were held communications
or specific marketing and marketing adjacent roles (e.g., “legal directories”, “pricing and
project management”, “communications and PR”).

Level
Manager

38% (157)

Director

33% (137)
10% (41)

Specialist
Co-ordinator

9% (37)

Chief
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8% (33)

Assistant

1% (4)

Other

1% (4)

How many years have you worked in legal
marketing
10+

45% (187)

8-10

15% (60)

4-7

21% (85)

1-3
Less than 1

16% (66)

4% (15)

Is your primary role within your ﬁrm marketing/business
development/client relationship management

Yes

No

93% (386)

7% (27)
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Gender

Female

85% (350)

Male

Other
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15% (61)

0% (2)

LMA MEMBERSHIP
92% of respondents are members of the Legal Marketing Association and several
respondents mentioned the LMA in their responses. 68% said that they had attended the
LMA Annual Conference.

The LMA has an invaluable role to play in providing resources, education, and advocacy
to support the health and wellbeing of members of the legal marketing profession. You
can find more information here about LMA’s Well-Being Resource Center and Well-Being
Committee.

“We must do more and do it now. LMA’s launch of a well-being
committee is a strong start. This survey in its second year is
excellent. It’s tough out here given demands, high, sometimes
unrealistic, expectations, in an industry that is slow to, sometimes
has a refusal to, adapt and change.”

Have you ever attended the LMA Annual
Conference

Yes

No

68% (281)

32% (132)
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FIRM SIZE AND GEOGRAPHY
Respondents work at firm’s ranging from less than 20 lawyers to more than 1,000. 50%
work at firms with 200 or more lawyers and 11% at firms with more than 1,000 lawyers.
Only 4% of respondents work at firms with fewer than 20 lawyers.

Similarly, respondents work in marketing/business development teams ranging from more
than 50 team members to a single full time or even a single part time member. 53% work
in teams with more than 6 members.

Size of your law ﬁrm by the number of lawyers:
More than 1000

11% (46)

500-1000

16% (66)

200-500

23% (95)

100-200

15% (61)

50 – 100

18% (75)

20 – 50
Less than 20

68

13% (54)
4% (16)

How many people make up your ﬁrm’s
marketing/business development team
More than 50

8% (33)

21-50

18% (75)

11-20

17% (71)
10% (40)

6-10
2-5

29% (119)

1 full time
Less than one full time

16% (67)
2% (8)

89% of respondents work in firms in the United States. 8% work in Canadian law firms. A
small number of respondents work in other countries including:

•

Cayman Islands (3)

•

Brazil (2)

•

Argentina (1)

•

Australia (1)

•

Chile (1)

•

Czech Republic (1)

•

Dominican Republic (1)

•

El Salvador (1)

•

Guatemala (1)

•

Italy (1)

•

Macau (1)

•

Norway (1)

•

Panama (1)
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Country
United States
Canada
Cayman Islands
Brazil
Argentina
Australia
Chile
Czech Republic
Dominican Republic
El Salvador
Guatemala
Italy
Macau
Norway
Panama

89% (366)
8% (31)
1% (3)
0% (2)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)
0% (1)

State
18 others
California
New York
Pennsylvania
Illinois
Texas
Massachusetts
Washington
Ohio
Florida
Indiana
Minnesota
New Jersey
North Carolina
Virginia
Arizona
Alabama
Georgia
Louisiana
Missouri
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8% (29)
8% (28)
8% (26)
7% (25)
5% (18)
5% (17)
4% (13)
3% (12)
3% (11)
3% (11)
3% (11)
3% (11)
3% (10)
3% (10)
3% (9)
2% (8)
2% (8)
2% (8)
2% (8)

20% (70)

Province or Territory:
Ontario

48% (15)

Alberta

19% (6)

British Columbia

19% (6)

10% (3)

Nova Scotia

Quebec

3% (1)
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SERVICE PROVIDER
SURVEY
This year, we extended the scope of our research to include external legal marketing service
providers such as consultants, lawyer coaches, and marketing agency professionals. A
separate survey was created and distributed for this purpose.
While these service providers do not currently work in-house, they all count law firms and
lawyers among their clients and 78% have previous in-house experience. This gives them
a unique perspective on stress and mental wellbeing in the legal industry.

We received 33 responses to the service provider survey. This is a small sample size, which
makes the results subject to higher levels of variability and bias. While we have compared
the results of the two surveys, the much smaller sample size of the service provider survey
means that these comparisons should certainly not be viewed as conclusive.

Of the 33 respondents to the service provider survey, 85% reported that more than half of
their clients were lawyers or law firms.

What share of your clients are law ﬁrms or lawyers

100% of my clients are
law ﬁrms or lawyers

30% (10)

42% (14)

75% - 99%

51% - 75%

12% (4)

26% - 50 %

12% (4)

11% - 25%
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3% (1)

STRESS LEVELS OF SERVICE
PROVIDERS
Service providers reported fairly high levels of stress but, overall, their stress levels were
lower and fewer reported feeling overwhelmed than marketing professionals working inhouse at law firms.
Service providers were asked to rate the stress they feel related to their work with law firm
clients on a scale from 1-10. The average rating was 6.3. This is significantly lower than
the average rating for marketers working in-house of 7.4. Only 39% of service providers
reported their work stress as being 8/10 or higher while the majority (52%) of marketers
working in-house reported their stress as 8/10 or higher.
64% of service provider reported often feeling overwhelmed at work; that share was 71%
for in-house marketing professionals. Service providers were also less likely to report
that stress was negatively impacting their physical health or impacting their ability to get
a good night’s sleep.

Service providers were, however, slightly more likely to report experiences of sexism and
racism.
Stress Levels of Service Providers and In-House Professionals

Statement

Service Providers
- % That Agree or
Strongly Agree

In-House
Professionals - %
That Agree or
Strongly Agree

I Often Feel Overwhelmed at Work.

64%

71%

Stress Interferes With My Ability to
Concentrate on Tasks.

58%

67%
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Service Providers
- % That Agree or
Strongly Agree

In-House
Professionals - %
That Agree or
Strongly Agree

Experiences of sexism or gender
discrimination contribute to my
workplace stress.

24%

22%

Experiences of racism or racial
discrimination contribute to my
workplace stress.

9%

8%

There is a lack of understanding of my
role by lawyers.

61%

67%

Statement

Service providers were also more likely to report enjoying work/life balance than in-house
marketers. 82% of service providers reported having work/life balance but only 71% of
marketers in law firms.
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RESPECT FOR SERVICE PROVIDERS
As discussed, respect in the workplace is one of the most important factors in employee
health, wellbeing, and engagement. 91% of service providers said that their clients in legal
treat them with respect; 39% strongly agreed with this statement.

Compare this response to that of in-house marketing professionals, where 40% of
respondents agreed or strongly agreed with the statement: “There is a lack of respect for
me/my role by the lawyers.”

85% of service providers said that their legal marketing advice is generally implemented.
By way of comparison, 75% of legal marketers said their ideas are often “heard, valued,
and put into action”.

WORKING WITH LAW FIRMS
45% of service providers said that their clients in legal generally treat marketing as “fairly
important”. The same share said that their clients in legal treat marketing as “somewhat
important”. 9% said that their clients in legal treat marketing as “not important”.
36% disagreed with the statement: “It is generally easy for me to get the information I need
for projects from clients in legal.” 48% said they do not tend to receive timely approvals.
These delays and barriers to efficiency are, undoubtedly, the cause of a certain amount
of stress.

Despite these factors, 60% of service providers said that, given the choice, they would
prefer to work with clients in the legal industry.
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JOB SATISFACTION
Job Satisfaction of Service Providers and In-House Professionals

Statement

Service Providers
- % That Agree or
Strongly Agree

In-House
Professionals
- % That Agree or
Strongly Agree

I enjoy going to work each day.

88%

74%

I am happy that I chose to do this work.

91%

78%

Asked to share their perspective on the most stressful aspect of working with lawyers
and law firms, respondents pointed to several factors including a lack of responsiveness,
big egos, a lack of understanding of the value of marketing, and the challenges of dealing
with firm politics.

“Legal marketers have tough jobs that are exacerbated by lawyer
personalities (low social skills, low resilience and easily stressed).
As a result, they need to be high in e.q. [emotional intelligence]
and resilience to be successful. We consultants need the same
attributes. We are working in a climate that is more stressful
than we are likely to have encountered before, which just brings
out more of the difficult traits in some people. It is a testimony
to the strength of our community that so many are carrying on
productively in this climate. But it is important that we provide
extra support, recognizing that our stressors vary tremendously.
Some live alone, some live with small children, some are at high
risk, some are people with color who live with systemic racism and
so forth.”
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Service providers also shared their thoughts on the most rewarding aspect of working
with clients in the legal industry. Respondents mentioned the fulfillment that comes from
helping their client obtain results and develop confidence, enjoying working with smart,
motivated people, and the rewards of honing their skillsets and sharing their expertise.
Several respondents also mentioned monetary incentives: it is a business after all.

STRESS AND THE BODY
Service providers were also asked to answer questions related to the impacts of stress
on the body.

33% said that their work gives them “headaches, stomachaches, or other ailments.”
Compare this to the 48% of in-house legal marketers who said the same. 45% of service
providers reported that thoughts about their work with law firms negatively impacted their
sleep which is a significant share but less than the 63% of in-house marketers who said
that thoughts about their work affected their sleep.
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STRESS IN THE LEGAL INDUSTRY
Service providers agreed with in-house professionals in asserting that there is significant
stress in the legal industry. A slightly higher share of service providers, however, disagreed
that there is significant stress in legal marketing (6% v. 4% for in-house marketers).

“Even firms that seem to value the mental health of their attorneys,
generally don’t put significant resources or interest into the mental
health of their staff.”
Service providers were also less likely than in-house professionals to agree that there is a
focus on the mental well-being of lawyers in legal, perhaps because in-house professionals
are more cognizant of internal initiatives.
Perspectives on the Legal Industry
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Statement

Service Providers
- % That Agree or
Strongly Agree

In-House
Professionals
- % That Agree or
Strongly Agree

There is significant stress in the legal
industry.

100%

100%

There is significant stress in legal
marketing and related fields.

94%

96%

There is a focus on the mental wellbeing of lawyers in our industry.

39%

55%

There is a focus on the mental wellbeing of staff/professionals in our
industry.

15%

15%

PROVIDING LEGAL MARKETING
SERVICES DURING A PANDEMIC
Stress & COVID-19

Service Providers
- % That Agree or
Strongly Agree

In-House
Professionals
- % That Agree or
Strongly Agree

My company/firm has taken staff
mental well-being into consideration
during the COVID-19 pandemic.

82%

67%

My company/firm has worked to
protect the health and safety of staff.

97%

94%

My work-related stress has increased
during the COVID-19 pandemic.

70%

79%

Statement

Service providers were invited to share their perspective on how the ongoing COVID-19
pandemic had impacted their stress in relation to their work with lawyers and law firms.
Many respondents cited worries about law firms reducing their marketing budgets, leading
to less work for service providers and a reduction or freeze on marketing projects. While
many service providers are working to help law firms respond to the challenge, there are
many unknowns and the future remains unclear. Service providers also reported some
difficulties around not being able to meet with their clients face to face, the trials of working
from home with small children, and “webinar fatigue”.

Some of the stress I experience is self-induced from high
standards of service I expect of myself. Most recently the stress
is related to COVID and job insecurity while firms scale back
on outside consultants. I love my work and really work to be
successful. I hope it all comes back....

79

COMPARISON TO WORKING
IN-HOUSE
78% of service providers polled have experience working in-house at a law firm. Most had
held marketing/BD management positions (61%). Three service providers had previously
been employed as lawyers. 54% of service providers with in-house experience had spent
more than 8 years in-house.

Which option best describes your most recent inhouse role

Management (Marketing
and/or Business Dev.)

62% (16)

Marketing Staﬀ

Associate

23% (6)

8% (2)

Partner

4% (1)

Administration

4% (1)

Of those with in-house experience, 53% said that working in-house is far more stressful:
an opinion that is supported by numerous comparisons in this report. Three respondents
felt that working as a service provider was more stressful.
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In your experience, how does working in-house
compare to working as a legal marketing service
provider
Working as a service provider is far
more stressful.
Working as a service provider is
somewhat more stressful.

4% (1)

8% (2)

Both roles are equally stressful.
Working in-house is somewhat more
stressful.
Working in-house is far more stressful.

27% (7)

8% (2)

54% (14)

Respondents were given the option to share their thoughts on why they left their law firm
role. Several noted that it was not their choice to do so and that their departments had been
downsized. Others mentioned the difficulties of balancing work and family while working
in-house, or toxic firm cultures, and the flexibility that comes from being a consultant or
external expert.
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SERVICE PROVIDER
DEMOGRAPHICS
The respondents reported offering a variety of services, consulting being the most frequently
offered (81%), followed by marketing planning and/or strategy (63%), lawyer training/
coaching (42%), and development services (websites, apps, etc.) 33%.
Respondents who selected “Other” listed the following services:
•

Video

•

“Sponsorship for law student recruiting and business development opportunities
concerning law and technology.”

•

“Meeting & Event Sourcing / Planning “

Job Titles of Respondents

•

CEO (6)

•

President/Head (2)

•

Director roles (9)

•

Partner roles (3)

•

Consultant roles (5)

•

Vice President (1)

•

Manager roles (2)

•

Other (5)

As with the in-house professionals, service providers were predominately female (90%) and
located in the United States (93%). As a whole, service provider respondents were slightly
more experienced than their in-house counterparts; 66% of service providers had more
than 10 years of experience in legal marketing compared to 45% of in-house professionals.
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90% of service provider respondents are members of the LMA and 87% have attended the
LMA Annual Conference.

“In a world where people are divided into two categories -- lawyers
and non-lawyers-- non-lawyer stress and mental health will never
be addressed until the issues underlying lawyer mental health
are addressed. Having in-house education programs, increasing
acceptance of mental health issues, buying all of the lawyers a
book about addiction, all of these things are paying lip service
while ignoring the actual underlying problem: the billable hour
requirement…”

“It is not only the mental health of attorneys that is important - but
of everyone within firms and the industry as a whole. Staff has
been treated as second class citizens in many firms for a long
time, and they are shooting themselves in the foot by not changing
with the times.”
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METHODOLOGY
In May and June of 2020, fSquared Marketing in partnership with the Legal Marketing
Association distributed the Legal Marketing Mental Wellness Survey to members of the
legal marketing community through e-newsletters, social media, and in regional LMA
chapters and Special Interest Group (SIG) forums. The survey was also shared on fSquared
Marketing’s social media channels and within select legal marketing groups on LinkedIn.
Two versions of the survey were created and distributed: one for in-house professionals
and another for service providers. This was done in order to allow for a deep dive into
the concerns and perspectives of both groups. Many of the questions were the same or
very similar for both surveys. Each survey also had some unique questions, reflecting the
different organizational realities of working in-house and working in an external consultancy,
coaching, or technical capacity.

A total of 429 responses to the in-house survey were collected of which 413 were eligible.
16 responses were not included because these respondents said they did not work in a law
firm in a marketing and/or business development capacity. 33 responses to the service
provider survey were collected, all of which were eligible.
Note, some graphs may add up to more than 100% due to rounding.
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A note on privacy: survey respondents were given an opportunity to share their
insights on this topic in written comments with the caveat that they refrain
from sharing details that might be used to identify them or their employer due to the
sensitive nature of this topic. For our part, we have not included specific details if
provided (such as law firm or respondent names) in this report. We have also avoided any
matching of comments to details of a respondents’ location, firm size or job title.
A note on survey structure and bias: research for this survey was conducted through
what statisticians call “convenience sampling”, in which respondents came from
those willing to participate. This is not so different from the many psychology studies that
take undergraduate volunteers as their representative population. This method of collection
can however lead to a level of sampling bias. There is also the problem of nonresponse
bias; those who responded might have different opinions about mental wellbeing in legal
than those who did not participate. It is certainly possible that strong feelings about this
issue could motivate some to take the time to share their perspective. This survey and this
report should, therefore, be taken as indicative but not conclusive. Many of the significant
findings did, however, mirror those from the 2019 survey.
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ABOUT FSQUARED
MARKETING
fSquared Marketing provides strategic consulting and marketing services to law firms.
We offer clients a full spectrum of services, including strategic planning, digital strategy,
business development, client management, branding, website design, and lawyer training.
fSquared Marketing’s expertise comes from our thorough understanding of the North
American legal marketplace and our detailed knowledge of the particular needs of law
firms. We take pride in offering practical, measurable, and proven solutions to the challenges
our clients face. The team at fSquared Marketing can both develop strategic plans and
implement them, with a focus on growth. We know law firms, and we get results.

To learn more about fSquared Marketing and the services we offer, visit fsquaredmarketing.com.

ABOUT THE LEGAL
MARKETING
ASSOCIATION (LMA)
The Legal Marketing Association (LMA) is a community that brings together all types of
industry specialists from firms of all sizes. Consultants and vendors, lawyers, marketers
from other professions, and marketing students can connect and share their collective
knowledge. Members at every stage in their career development benefit from their LMA
participation because our broad array of programs and services can be tailored to their
needs.

To learn more about the Legal Marketing Association visit www.legalmarketing.org.
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APPENDIX:
RESPONDENTS’ STORIES
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RESPONDENTS’ STORIES
Note: These representative comments are presented “as is” and reflect many of the views
of survey respondents.

IN-HOUSE PROFESSIONALS
•

I am fortunate to be at a very supportive firm. The past two firms that I worked for
seemed to think that providing mental health services and support excused otherwise
poor or even abusive treatment of marketing staff by partners. My workload is currently
reasonable and stress is relatively low. At the other two firms, there was no regard to
appropriate workload or the stress it creates.

•

We must do more and do it now. LMA’s launch of a well-being committee is a strong
start. This survey in its second year is excellent. It’s tough out here given demands,
high, sometimes unrealistic, expectations, in an industry that is slow to, sometimes
has a refusal to, adapt and change. I often wonder how it is for other marketers outside
of legal.

•

Most of the stress I experience comes from feeling like the lawyers won’t let/don’t
trust me to do my job. They are resistant to change, improvements in processes and
procedures, incorporating new technology and other things that would make it easier
for all of us. In that regard, the stress feels unnecessary, which is most frustrating of all.

•

Stress is related to the expectation that there should never be a mistake and you should
know how each attorney can bring in more business and all the details on the specific
industry they work in since they do not.

•

As with many jobs - the higher you go the more stress however in a law firm, the
expectation of perfection drives those higher up to be not only in the weeds but doing
strategy as well. This overburdens management, taxes our creativity, requires hours
upon hours and burns us out

•

There is much made of attorney mental wellness, but nearly nothing for those of us
who support them.
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•

Want to make clear that nearly all the attorneys at my firm are supportive as individuals,
it’s the lack of cohesive prioritization, oversight, and understanding of marketing/BD
that makes it so stressful. Because I do not have the opportunity to meet formally with
the governing committees, my voice is not heard other than through email and informal
conversations with individual attorneys. It’s vital to allow marketing professionals at
my level attend meetings on a regular basis (i.e., have a place at the table).

•

This job is custom-built for stress. We work at the request of lawyers, who don’t think
about marketing or business development during the work day. Therefore, they contact
us after the work day. So by definition, our work needs to be completed after hours
and on weekends. Holidays are nonexistent. PTO is nonexistent. All that exists is a
gigantic, gaping maw of legal work that needs to be done. There is no escape.

•

The term “non-lawyer” is still being widely used (by lawyers mostly). It is a very negative
term, and definitely makes marketing/BD teams feel less valuable,

•

Resources are great, but I’m not really the type to use them. Much of this is self inflicted
stress and I sometimes I just wonder if I’m in the right profession.

•

Many of the lawyers I work with are focused or specialized in one or two areas of law
or on a specific industry. If there’s a question about something outside of those areas,
they have their peers to rely on, they’re not expected to know the answer. The same is
not true for me: I should know about direct sales, Google ad words, the perfect number
of words in an online bio, how to proof a technical blog post about employment and
construction law, brochures, websites, and on and on. I don’t feel like I get to specialize
(small firm) and I’m looked down on when I can’t provide the answer(s) they’re looking
for. Right now, more than ever, I feel very alone in my job. It’s clear I’m not “staff” and
I’m definitely not a lawyer, so there’s no one checking on me. I’m on calls with lawyers
all the time - “make sure to check in on each other” and “so and so is not doing well,
she/he has small kids at home, let’s make a point to do _____.” I also have small kids
at home and I just feel so unseen. That being said, my team (two direct reports) have
been absolutely lovely and understanding when I’m on and off work every 20 minutes
or so (it feels like that anyway) because my four year old needs a snack or my 15
month old won’t stop crying.
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•

Most lawyers don’t understand marketing in the slightest. Most lawyers have the
emotional maturity of toddlers. Most lawyers do not care about the emotional wellbeing of any staff, and care solely about fulfillment of their requests. If you’re not
already mentally tough, you don’t belong in legal marketing. Lawyers do their billable
work between 9 and 5, and generally think about marketing/business development
outside of that time frame, which is why there’s so much overtime and so many tight
and unnecessary deadlines. And finally, most lawyers think they’re marketing experts
when their instincts are typically poor. For example, they refuse to do formal client
feedback, unlike literally every other business on the face of the earth.

•

I think marketing professionals will have to learn to take care of ourselves and each
other. Unless law firms run like businesses run by business professionals (not lawyers),
I see little hope of things changing.

•

“I have the benefit of writing from a firm with a truly respectful, collegial, supportive,
positive, and overall healthy culture. One thing that this survey does not appear to
capture is that dynamic of “”healthy stress”” that many of us--especially those attracted
to the law--thrive on. Perhaps it should be called “”pressure,”” if “”stress”” is often
viewed negatively.

•

For me, and for those that I work with, stress can at times become overwhelming and
challenging to manage. I find that happens a couple times a year, for anywhere from
a few days to a few weeks. But the rest of the time, stress as I know it at my firm is
a positive motivator, a challenge to help kick my ass into high gear, and a necessary
ingredient to create my best work. I want to rise to the challenge that stress creates,
even when there are negatives involved. I don’t want to live in that space all the time,
but I chose to work in a space that perennially presents the potential for stress. Without
this stress, I know I would not work as hard or creatively.

•

Earlier in my career I spent several years at a firm that was not healthy. The stress
there was unmanageable and spilled over into my personal life in horrible ways--for
me and my family. I blame a few miserable managers for that, along with a handful of
clueless partners. So I understand keenly the broader mental/emotional health issues
at play. But I write all this because I think there are many of us who thrive on the stress
we find in law firms--even though we know it will sometimes slip uncomfortably out
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of balance--and I would hate to lose sight of that choice that we make to live in this
stream and try to ride that current.”
•

It is very important to begin normalizing discussions of mindfulness and mental health
in the industry. The more we can talk about it, the healthier and more productive we
can be.

•

The biggest challenge of the job is the poor attitude of most (not all) attorneys.

•

Openly discussing stress seems to make one seem weak and/or unqualified. I can’t
imagine ever discussing mental health issues/concerns with my attorneys - I believe
they would lose all respect for me. The only thing that makes the constant stress and
negative impact on my mental health seem worth it is decent compensation, as well
as the opportunity to work with extraordinarily intelligent, passionate, and creative
legal marketing colleagues.

•

Stress-reduction programs for staff are only attorney-centric programs that staff are
allowed to participate in

•

In my firm we have 6 professionals. 3 of us have the vast majority of the work load
and therefore have more stress. What are methods to redesign the team and divide
work better?

•

I often feel that I have no right in the workplace to complain about work-related stress
or mental health because my job is not viewed to be as hard as the lawyers’ jobs. I’m
not a fee-earner and I don’t bring in work or money, and I don’t have the economical
well-being of the firm on my shoulders. So why should I be stressed at work? I think
that’s a big issue about working in law firms. It’s hard for staff of any level to feel
like they can complain about stress or are even allowed to be stressed when you’re
working with lawyers.

•

I wish there were more articles/programs in place for people to participate in. If LMA
were to have a committee on this topic, I would sign up in a heartbeat to lead this
charge at both the national and local level. I think it needs to be much more accessible
and taken more seriously than what it currently is. We are thankfully moving in the
right direction though. Especially with it being recognized for non-attorneys as I feel
our stress is oftentimes just as much if not more than some attorney’s stress levels.
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•

Care about staff just like you care about attorneys. just because we don’t bill for time for
bring money into the firm, does not mean we should be treated less or forgotten about.

•

Management needs to be cognizant of the people side of running an office just as much
as efficiency in handling client matters. There isn’t enough emphasis on making sure
employees have the tools necessary to be successful and fulfilled in their roles. The
lack of this understanding or attention to this need creates a stressful environment.

•

Having virtual sessions or calls about stress and mental health at a more local level
would help because the groups are more familiar with each other and often times
makes it easier to share, talk through things and get/give advice from experiences.
Something else that would help is having a group that is in a similar stage in life that
can easily relate to the work/life balance and stresses (for example, young/new moms
with a young child/children).

•

I raised legal staff mental health concerns with COO, Chief Diversity and Recruiting
Officer (who also managed training and prof dev), and Director of HR and was told
“it is not an issue.” I provided articles about it, including Ian’s wife’s article about his
suicide, and was told “it is not relevant” and to “stop raising the issue” even though
I had 4 FTEs who were struggling with mental health issues because of the job and
told them about it without naming names. I gave personal examples and was told to
attend the hour-long classes provided by EAP providers and to “stop bothering HR
-- they’d focus on staff eventually but lawyers ARE MORE IMPORTANT RIGHT NOW.”

•

Just today we had a former attorney turned wellness coach present on Mindfulness
in the workplace. She has created programming around it and is currently teaching at
the UCSD Center for Mindfulness. So this is very timely.

•

Share with a trusted colleague who has similar experiences otherwise a family member
cannot fully understand what you are feeling. It is important to step away, rest, and
then come back to continue working.

•

While I selected Disagree to some of the questions, had there been a choice in between,
I would have selected that. My firm leaders are good at asking if we okay, and while I
think they do care about us personally, there are no formal programs in place to help
manage stress (for lawyers or staff).
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•

Frankly, I think there is too much attention given to this topic lately. Every job has stress.
Every individual needs to find a way to cope. The idea of “self-care” is so overdone.
More people are talking about their stress and need for self-care than their actual
work. That’s a problem.

•

Don’t feel like I can be honest about my bout with anxiety and depression

•

Legal Marketing overall seems to just in general be so far behind the times compared
to the other industries I have worked in.

•

During this time of COVID-19, they furloughed my co-coordinator. The amount of work
in the department has not changed so I have taken on all her work as well. I am not
allowed to work overtime during this COVID-19 era. They also reduced my pay. I am
happy I still have a job but I feel like my work product has suffered and my stress level
has skyrocketed. In an ideal world, I would have asked for a pay raise with the increase
in my workload but instead I was given a pay cut. Part of me understands the time
but not being fairly compensated for my production level and not being given a fair
amount of time to complete my assignments is beyond frustrating.

•

I’ve only been in legal marketing six of my 30 years in marketing. The expectations (and
salary) are quite out of line with other industries. I can only handle the broad scope
of work because I have so much experience. The most stress comes from having to
work with outdated technologies.

•

I think that there needs to be more implicit bias training to not only help managers
but other co-workers to learn about how they may treat others. My manager is really
good, but I find that it’s my peers attitudes that can be a bit stressful, which creates an
impact when trying to work together on cross practice projects. I find that most people
in the industry that are even on the marketing side may come from a privileged place,
and do not truly know how to interact with people from diverse backgrounds. From
a cultural and gender perspective, my current firm has been better than my previous
firm, but I encountered a lot of this implicit bias in the beginning of my career and still
have flashes of it occasionally, which makes me reconsider continuing my career in
this industry. I love the work, but the bias can be stressful on my mental health.

•

Most of my stress comes from a) lawyers not respecting our dept’s time and b) financial
concerns coming out of COVID-19 and worries about job security.
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•

As long as there is an us/them mentality, the legal marketing profession will continue
to be a stressful environment.

•

I personally don’t believe that enough attention is paid to mental health in many
professions, not just legal marketing. While I have vacation time, an EAP, and am
occasionally encouraged to take a break/get out of the office for a while, we are still
expected to just get things done. “Get some rest tonight and we can chat tomorrow.”
No real time for feelings. I do my best on my own to take care of my mental health,
but I don’t believe it is a priority in my firm to ensure we are mentally healthy. However,
again, we are not alone in this industry. We have a mental health crisis in this country
that has recently gotten terribly worse with COVID-19.

•

None of these questions related to the stress and lack of concern within the marketing
department. It was more our relationship with lawyers. This current situation has
amplified the differences between demographic segments of our internal teams
(those with kids and not) and expectation of continual work without regard to nights/
weekends. It’s a big deal.

•

I think the issue is that lawyers are always right. There are some that I have worked
with that are wonderful - while others are not. Management and supportive lawyers
tell me “don’t take it personally” Well, it is hard not to.

•

The survey asked about sex discrimination and race-related discrimination, but missing
from that list are other forms of discrimination or fear of discrimination. In my case,
my queer identity is a constant source of stress in the office as my firm pretends to be
forward thinking and progressive, but what’s okay for lawyers isn’t for staff. Disability
discrimination is also at play in many firms.

•

Most of the industry’s “wellness” endeavors are band-aids on ax wounds. The culture
of the industry does not support positive mental health - full stop. In order to improve
the mental health of all workers in the industry, major structural changes need to be
implemented. Since these changes will affect revenue, they will never be implemented.
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•

Legal marketing needs to step up and create a mental health team. Our need differ
from attorneys and the administrative groups and there are many marketers who have
been in the business for over 10:years.

•

I don’t see how lawyers who don’t even value my contribution to the firm would ever
value my mental health.

•

There is too much stress put on legal marketing professionals by attorneys and leaders
of the firm. I truly believe they expect us to be miracle workers, but won’t give us a real
seat at the table. They expect us to be unrealistically responsive, but they in turn are not
responsive. How can we be strategic partners when the leadership of the firm doesn’t
give a seat at the table to our department - a true seat with a heard voice.

•

We need to be talking about it much more often and as as regular discussion. We
need to be able to act as if it’s not such a taboo topic. We need to recognize that legal
marketers work under what is often a tremendous, and unrealistic workload. And then,
put steps in place to have law firms start doing something about it.

•

It sucks working in an industry where being an workaholic is glorified.

•

The biggest change causing increased stress during this time is that I am working longer
hours each day, and I need to make it a point to stop so I can exercise, eat, rest, etc.

95

SERVICE PROVIDERS
•

Even firms that seem to value the mental health of their attorneys, generally don’t put
significant resources or interest into the mental health of their staff.

•

A strong, healthy body is as important, if not more important, for dealing with mental
stress that does not seem to be going away anytime soon. Dealing with mental health
is essential. Building body armor makes you more capable of dealing with setbacks
and challenges. It is the one thing you control. I would like to see this a priority

•

Legal marketers have tough jobs that are exacerbated by lawyer personalities (low
social skills, low resilience and easily stressed). As a result, they need to be high in
e.q. and resilience to be successful. We consultants need the same attributes. We are
working in a climate that is more stressful than we are likely to have encountered before,
which just brings out more of the difficult traits in some people. It is a testimony to the
strength of our community that so many are carrying on productively in this climate.
But it is important that we provide extra support, recognizing that our stressors vary
tremendously. Some live alone, some live with small children, some are at high risk,
some are people with color who live with systemic racism and so forth. LMA has an
important role to play in supporting this amazing community and I’m glad to see LMA
taking it so seriously.

•

This is critical to life balance and happiness. Some of the stress I experience is selfinduced from high standards of service I expect of myself. Most recently the stress
is related to COVID and job insecurity while firms scale back on outside consultants.
I love my work and really work to be successful. I hope it all comes back... an other
source of deep stress.

•

In a world where people are divided into two categories -- lawyers and non-lawyers-non-lawyer stress and mental health will never be addressed until the issues underlying
lawyer mental health are addressed. Having in-house education programs, increasing
acceptance of mental health issues, buying all of the lawyers a book about addiction,
all of these things are paying lip service while ignoring the actual underlying problem:
the billable hour requirement or avarice. Why do associates need to bill 2200 hours
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a year? I guess so they can be overpaid and the average partner earns $850K. No one
can work 2200 hours a year and have mental health or work-life balance. But no one
talks about that. “Lifestyle-law-firm” is an insult. So I guess “Lack-of-lifestyle-law-firm”
is how we define a winner, as measured by profit per equity partner. Dear Law.com:
You can’t keep publishing the AmLaw200 stats and bash law firms for not addressing
addiction, mental illness and suicide.
•

I feel that there’s way too much Kumbaya busyness focus on mental health. I don’t
feel that there’s his sincerity and truth Karen. I think we also need to be responsible
for ourselves and our well-being.

•

I think that it is well known that marketing personnel and staff within law firms deal with
stress and other mental health issues. Where the disconnect lies is in the awareness
of this fact with attorneys and, more importantly, management committees. I think
that is where most of the communication and education needs to happen. It is not
only the mental health of attorneys that is important - but of everyone within firms
and the industry as a whole. Staff has been treated as second class citizens in many
firms for a long time, and they are shooting themselves in the foot by not changing
with the times.
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