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Executive Summary
ALM Intelligence once again partnered with
Calibrate Legal to survey law firm marketing and
business development professionals on their
challenges, contentment levels and compensation
in a soon-to-be-released survey and analysis report.
We last did the survey in 2018, and since that
report was published, the legal economy continued
its impressive growth trajectory following the
recovery from the great recession.
Since 2018, Am Law 200 head count increased by
6% (2% for equity partners), with gross revenue
growing 13%, revenue per lawyer (RPL) increasing
10%, and profits per equity partner (PEP) growing
18%.
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Executive Summary
The 2020 survey was conducted during the height of the
pandemic, launching in April and closing in May, and
featured a higher percentage of C-Level (Chiefs)
responses, which offset a slightly reduced percentage of
Director responses.
A perpetual challenge for many business professionals
within law firms is attorney compensation plans that
serve as significant barriers to change. Taking that
challenge out of the equation, two main themes
emerged from the survey results relating to career
growth and the lack of resources.
The challenges related to resources are likely to increase
as the demand for marketing and business development
services increases within law firms. This is where some
functions will likely see an increased level of outsourcing,
but it’s doubtful that will reduce the pressure and
volume of work falling on the department.
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Executive Summary
One data point that weaves its way throughout
this narrative is the surprising lack of innovation
roles within marketing and business development
departments. Innovation is too often associated
with technology, which is not as universally
embraced by attorneys as many assume it might
be. Innovation comes in many forms, from
staffing, pricing and client engagement to
collaboration, processes and much more.
An additional data point deals with changes in law firm
marketing and business development budgets since
2018.
Further, the report addresses the gender divide in both
compensation and share of ”1st Chair” roles in large law
firms.
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