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Direct Marketing for Direct Access
In 2007 Peter Rosenwald, Managing Director, Chartered Developments wrote an article
for The Barrister outlining how telephone marketing could significantly help grow the
client base of a barristers chambers through a systematic and disciplined approach
to referral work. With key changes in the law in 2004 another exciting marketing
opportunity presents itself through Direct Access (DA). Peter will revisit the role
of marketing to gain new clients without the need to be referred work through an
intermediary. Whilst the role of the barrister has remained fundamentally unchanged,
this has dramatically changed the industry landscape.
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