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Objectives and methodology of
the research

Primary objectives:
e Deepen understanding of how the SRA can deliver on its 2023-2026 strategy
e Track changes in stakeholder views compared to the 2024 benchmark

e Monitor progress through regular tracking of Strategic Performance
Indicators (SPIs)

Methodology:

« As part of the one-year on pulse study, surveys were developed to include key
tracking questions drawn from the original benchmarking study.
* A 5-minute online survey was developed for:
» Legal Professionals
« SMEs
* Opinion Leaders
*+ MPs and Senedd members

* A longer 10-minute online survey was created for Consumers, allowing for the
inclusion of additional questions focused on public perceptions and personal
experiences with legal services.

» The surveys retained key indicators from the original benchmark study,
ensuring that core metrics could be tracked consistently over time.




Key findings

Confidence and trust:

Overall picture is similar to 2024
benchmark.

Confidence and trust in legal
services remains fairly high and
stable for most audiences.

Only two groups where shifted
significantly:

MPs and MSs confidence and
trust is up (24pp to 76%)

Consumers it is down (by 6pp
to 69%).

Sensitivity: General

Drop in consumer positivity:

No clear evidence behind falling
consumer positivity.

Not due to awareness of more
negative stories or news about
the legal sector.

Could reflect more general
pattern — wider evidence of
increasing public pessimism in
general.

Consumers generally less positive
about all legal regulators and
regulators in other sectors too;
no evidence specific to SRA.

Private & Confidential

Other groups:

SMEs particularly positive about
legal services and regulation.

e Rises in positivity among
MPs/MSs may reflect general
positivity of a new Parliament
and cohort post-election.

e Opinion formers positivity has
dropped in some areas — most
notably that our work is
increasing trust and confidence in
legal services (down 13pp to
32%).
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Sensitivity: General Private & Confidential
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Sensitivity: General

Key findings

Feedback on Business Plan and budget

Majority would pay more for legal services if regulated
more effectively (57%)

Similar proportion (59%) also say that even if
regulator thinks it needs more funding it should keep
its budget the same and not risk increasing cost of
legal services.

Views split (around 40% either way) as to whether
regulator should reduce spending even if reduces
protections.

When given six reasons in business plan for budget
increases, the majority agreed that these justified
increasing the regulator’s budget:

o to recruit more investigators (68%)
o to improve how use data and intelligence (67%)

o to deal with increase in misconduct reports
(66%)

o to deal with increasing concerns about ‘NWNF’
(66%)

o to deal with larger, more complex cases (65%)

o to manage increases in inflation, increase in
operational costs (59%).

Private & Confidential
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Sensitivity: General

Other interesting insights

Consumer / SME views:

Consumers: satisfaction with
legal services remains high
across all types of legal
professionals, particularly for
those who used a solicitor - 89%
report being satisfied with
service.

Consumers and SMEs: strong

agreement that solicitors are a
well-respected profession and

offer credible advice.

While trust, satisfaction, and
confidence in legal services
remain high among Consumers
and SMEs, value for money is a
weaker point in the overall
experience.

Regulation:

e Confidence and trust in legal
services are strongly associated

with views on regulation.

e Among those who say they have

confidence in legal services,
83% believe the sector is well
regulated.

e Recent users of legal services
are more likely to agree the
sector is well regulated.

Private & Confidential

Misconduct:

e Sizeable proportions of
Consumers and SMEs report that
they have experienced
misconduct from legal
professionals (17% and 27%
respectively).

e For consumers this has
increased significantly - up six
percentage points since
benchmarking.

e Two out of five groups ranked
'taking action against
misconduct' more highly, as a
key factor we should play a role
in.
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Legal Professionals

Business Sector (Top 7)

Manufacturing | 4%

Media/Marketing/Advertising/PR
& Sales ] 4%

Medical & Health Services | 6%
IT & Telecoms _ 9%

Education | 11%

Financial Services _ 5%

Seniority Level

50%
17%
12%
6% . 8% 7%
Owner/Partner Chair/Chief Other senior Middle Junior Other
Exec/MD leader management Manager

Asked to LPs - QA: In which region are you currently based? Q1:which of the following best describes your job role? Q8: Thinkingspecifically about
Asked to OL’s: YouGov omnibus screening questions, Base n=250




00 Private & Confidential

Use of legal services  pyeg, in the last 12

months
BYes, 1-2 years ago

OYes, 3-5 years ago

OYes, more than 5 years
ago
B No, never

B Unsure

Legal professional engaged with
(Top 5)

70%

13% 12% 11%
] e

Solicitor Licensed Barrister Will writer Paralegal
Conveyancers

Asked to MPs/ Senedd - YouGov Omnibus screening question for region, gender and political party. Base n=109. Asked to Consumers - Q1: In|
you used legal services, what type of legal professionals did you engage with? Base n=1,404



Private & Confidential

SMEs

0100 or more

Size of business Business sector (top 5)
Health and Social Care | 8%
@1 to 49 Finance & insurance | 10%
@50 to 99
Education [N 10%

Retail and wholesale | 11%

weCemmeeS | e

Involvement in choosing Job role
legal services

@ Executive
management

@ @Very

@ Senior management

involved

@ Somewhat O Middle management
involved

I:I!\Iot at all @O0ther
involved

Asked to SMEs - Q1: In which region is your business based?, Q2: How many people does your business employ?, Q3: Which of the following sectors does your business operate in?, Q4: Which of the following best describes your currently level of seniority in the
business? Base n=400
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Strategic Perfomance Indicators
(SPIs)
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Confidence levels remain high since 2024 with some

movement across audiences

SPI: I have confidence in legal services

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

[ +2 -6 +3 +17 -4 -2 +2 -4 -8 -1 0 +2 || +1 -5 +3 J

81% 81%
69%

A 18%
. .

Agree Neither agree nor disagree Disagree

® Legal Professionals ®Consumers ®SMEs MPs and Senedd ® Opinion Leaders

13 Thinks

Base n: LPs= 555, Consumers = 2040, SMEs = 400, OLs = 250, MPs/Senedd = 109  ———Insight & Strategy.



Trust levels remain high since 2024 with some movement

across audiences

SPI: I have trust in legal services

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

[ +3 -5 +5 || 424 || -3 -1 +3 -5 -18 -3 -2 +1 0 -2 +4 J

— e A WA

Agree Neither agree nor disagree Disagree

W Legal Professionals ®Consumers B SMEs MPs and Senedd ® Opinion Leaders

L Thinks

Base n: LPs= 555, Consumers = 2040, SMEs = 400, OLs = 250, MPs/Senedd = 109  ———Insight & Strategy.



Belief that legal services are well regulated remains fairly

high

SPI: I believe legal services are well regulated

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

+2 -5 +5 +15 +4 -5 +2 -4 -15 -3 +3 +2 0 +2 -1

(o) (0]
-

Agree Neither agree nor disagree Disagree

® Legal Professionals ®Consumers ™ SMEs MPs and Senedd ® Opinion Leaders

1o Thinks

Base n: LPs= 555, Consumers = 2040, SMEs = 400, OLs = 250, MPs/Senedd = 109



Awareness of the SRA is up, with the positive impact of its

activity decreasing for some audiences

SPI: The SRA activity has increased my confidence and trust in legal services

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

[ +3 +1 +7 || +15 -2 1 [ -1 -7 +4 || +10 || -13 2 +4 -5 -3 +2 +4 +2 -1 -15 || +9 1

74%
61%
46%
40%
32%
29%
S=oul] 28% o
I 9%

|
Awareness of the SRA Agree Neither agree nor disagree Disagree

M | egal Professionals ™ Consumers B SMEs MPs and Senedd B Opinion Leaders

1o | " Thinks
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Base n: LPs= 555, Consumers = 933, SMEs = 295, OLs = 125, MPs/Senedd =78 Only asked to those aware of the SRA = raesmm




The SRA is the most well recognised legal regulator

Awareness of legal regulators

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

+3 +1 +7 +15 -2 +2 +3 +8 +2 +1 +4 +4 +7 +12 -1 +2 +5 +8 +5 +6 +5 +5 +4 -1 -2
99%
83% 85%
0]
74% 74% 0% 78%
(0] (o)
67% 64% 68% 63%
0 51%
46% >0 43% ° 0 46% 49%
36% 41% 40% 389, 40%
28%
20% 20%
Solicitors Regulation Authority Legal Services Board Bar Standards Board Council for Licensed CILEX Regulation
Conveyancers
® Legal Professionals ®Consumers ®SMEs MPs and Senned ® Opinion Leaders

L7 Thinks

Base n: LPs= 555, Consumers = 2040, SMEs = 400, OLs = 250, MPs/Senedd = 109
Insight & Strategy



In line with the benchmarking study, the FCA is the most

widely recognised regulator

Awareness of other regulators

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

+1 -4 +7 +5 -1 0 0 +7 +3 0 +1 -2 +7 +15 0 +3 +1 +5 || +11 -1 0 +4 || +7 +4
97%
92% 93%  oqo
91 /0 870/ 89 /0 90/0 850/0
76% 77% 77% 77%
70% 0
() 68% 65% 69%
58%
53% 55% 520
45% 45%

34% 34%
I . I

Financial Conduct Authority General Medical Council ICAEW General Dental Council

® | egal Professionals ®Consumers ®SMEs MPs and Senned ® Opinion Leaders
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Base n: LPs= 555, Consumers = 2040, SMEs = 400, OLs = 250, MPs/Senedd = 109

Architects Registration Board
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Among those aware, audiences feel most positively towards

the SRA compared to other legal regulators

Reputation of legal regulators (% who feel positive)

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

-4 -4 0 -8 -5 0 -5 -8 -3 -4 -8 0 -6 -5 +8

76% 0
0 740/0 720/0 710/0 75 /O

56%
54%
51% ° 51% 51% 48%  49% 51%
43% I I I I 43%
Solicitors Regulation Legal Services Board Bar Standards Board Council for Licensed CILEX Regulation
Authority Conveyancers

® L egal Professionals ®Consumers ™ SMEs
1 9 Base n: Differs, based on those aware of each regulator Thinks



There is a consistent downward trend in perceptions of

regulators among Legal Professionals and Consumers

Reputation of legal regulators (% who feel positive)

Percentage difference since 2024 benchmarking study (with red indicating a statistically significant decline and green indicating a statistically significant increase)

-4 -4 0 -3 -3 +6 -12 -4 +2 -8 -9 +3 -7 -3 +7 -11 -13 +1
76% /8% 78%
( 74% 71% 72%
62%
%
56% 549 58% 54% 55%
51% 479% 51% I 479% I 50% 499,
Solicitors Regulation Financial Conduct General Medical Council ICAEW General Dental Council Architects Registration
Authority Authority Board

W | egal Professionals ™ Consumers B SMEs
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Confidence and trust drivers

Thinks

ssssssssssssssss



Nine drivers are arranged in a matrix based on their importance to

audience groups, and the strength of their association with SRA

After exploring the impact of nine factors in relation to driving confidence and trust in legal services, we then
explored this alongside which factors audiences believe are most important for the SRA to play a role in supporting
confidence and trust. Results have been plotted on the below matrix.

) : , AREAS OF FOCUS: drivers which provide the
E MONITOR.' a??? of g;?_ E:O theC?RA as drlversgre greatest leverage for SRA's impact on C&T as these
O Il p@ I Ti6 U g oIF EIEEES GO, (LU ~matter most to audience groups and are areas which
not areas with which the SRA is thought to be able | :

(o)) to play a significant role in. : stakeholders b_elleve the SRA should play an
= pay important role.
2
| &
B O e ———————————— SR
v — :
o MAINTAIN: lower priorities, as audience groups
ﬁ do not feel they are top drivers of C&T and are not | SECOND PRIORITY: opportunities to drive C&T -
+ strongly associated with the SRA. However, itis | they are not considered top drivers of C&T, but they
o important not to ignore these drivers, as they may = are areas where the SRA is seen to potentially have
o rise in importance for audiences and quickly . leverage. They may grow in significance over time
£ become areas of risk if the SRA does not monitor | or become significant if something goes wrong with
= or manage them accordingly. They are also closely them.

linked to drivers within areas of focus. ‘

’ Importance for the SRA to play a role in

Thinks
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Confidence and trust matrix: all audiences

Using an average ‘all audience’ ranking developed through a sum of ranks, we have plotted the nine drivers to
illustrate which factors the SRA should consider strategic priorities in order to increase confidence and trust in legal
services. Arrows show the movement of these factors since the benchmarking study.

A

MONITOR AREAS OF FOCUS High
: standards in
- LP services
8 Awareness Hg?ar}n?#glgy @
certain LP 3 e 2
o . 3 qualifications
- regulated o e
5 © -
l: i
O |
Q i
5] MAINTAIN x - SECOND PRIORITY
g Clear and T tk.
- ! timely LP | rancsopsire”
b Easy to access comms i Regulatory
8- Value for information for structures action (re.
money for consumers 3 malpractice
E Positive consumers \ from LPs)
b= coverage of iv 0O)- i
legal sector 'Q‘ A
widely -

v

Importance for the SRA to play a role in
23 Thinks
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Confidence and trust matrix: Legal Professionals

Based on rankings of factors by Legal Professionals, we have plotted the nine drivers to illustrate which factors the
SRA should consider strategic priorities in order to increase confidence and trust in legal services.

MONITOR ' AREAS OF FOCUS
i High
standards in
S | LP services
i Regulator
O Clear and acgon (reY High quality @
o timely LP " malpractice training &
c comms Positive 3 from LPs) qualifications
"— coverage of 3 for LPs
.2 x legal sector i A lj
- widely p7J
O | TN o
8 MAINTAIN OND PRIORITY
£ L
B Transparent
i cost
o Awareness Value for structures Easy to access
Q. certain LP money for information for
E services are consumers consumers
[ | regulated O’

v

Importance for the SRA to play a role in
24 Thinks
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Confidence and trust matrix: Consumers

Based on rankings of factors by Consumers, we have plotted the nine drivers to illustrate which factors the SRA
should consider strategic priorities in order to increase confidence and trust in legal services.

MONITOR
3
O
()
=
2
|
I T
Q
Q MAINTAIN
c
1)
)
o
a
E Positive
- coverage of
legal sector
widely

Easy to access
information for
consumers

AREAS OF FOCUS

Value for
money for
consumers

SECOND PRIORITY

Clear and Transparent
timely LP P
cost
comms
structures

X'\ [

High
standards in
LP services

Regulatory
action (re.
Awareness malpractice
certain LP from LPs)
services are
regulated ﬂ/'j

- @

High quality
training &
qualifications
for LPs
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Confidence and trust matrix: SMEs

Based on rankings of factors by SMEs, we have plotted the nine drivers to illustrate which factors the SRA should
consider strategic priorities in order to increase confidence and trust in legal services.

MONITOR ' AREAS OF FOCUS High
standards in
- Awargness High quality LP services
2 sorvices are dextr e e \
i ! ualifications

O regulated Value for timely LP ! ; for LPs
o)) money for comms |
c @ consumers X 3/'_—|
2 »- |
| &
T e e et
()}
5] MAINTAIN SECOND PRIORITY
- Transparent
© k’ cost h
o structures
b Regulatory
@) M action (re.
Q Easy to access | malpractice
E = information for —» from LPs)

==l} positive consumers :
- '

coverage of S~ ‘ A
legal sector 'Q'
widely ~

v

Importance for the SRA to play a role in
26 Thinks
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Confidence and trust matrix: MPs/Senedd

Based on rankings of factors by MPs/Senedd, we have plotted the nine drivers to illustrate which factors the SRA
should consider strategic priorities in order to increase confidence and trust in legal services.

MONITOR . AREAS OF FOCUS High
| standards in
LP services
- High quality @
03 training &
@) qualifications
o)) for LPs
= i1
>
=
O |
9 1
5] MAINTAIN X . SECOND PRIORITY
- .Easy to access Regulatory
c Value for information for Clear and Transparent action (re.
o consumers . ‘ malpractice
- money for L, timely LP 3 > cost from LPs)
(o] consumers -O- comms structures
Q. iu < Awareness A
E Positive certain LP k.
=i coverage of i
legal sector ‘
widely

v

Importance for the SRA to play a role in
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Confidence and trust matrix: Opinion Leaders

Based on rankings of factors by Opinion Leaders, we have plotted the nine drivers to illustrate which factors the SRA
should consider strategic priorities in order to increase confidence and trust in legal services.

C&T

iving

Importance dr
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MONITOR
Clear and
timely LP
comms
MAINTAIN

Easy to access
information for
Value for R

\ U4

money for -o-

- consumers A=A
Positive -

coverage of
legal sector
widely

Awareness
certain LP

services are

regulated

AREAS OF FOCUS

High
standards in
LP services

Transparent
cost @

structures

SECOND PRIORITY

Regulatory
action (re.

malpractice
from LPs)

A

High quality
training &
qualifications
for LPs
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2024 rankings

Audiences were asked to rate
the impact they believe each
factor has on confidence and
trust in legal services.

An average ‘all audience’
ranking has been calculated,
using a sum of ranks.

The top three areas on
average are:

1. High standards in legal
professional services

2. Transparent cost structures
for consumers

3. Legal professionals who
have undertaken high
quality training and
qualifications

- factors impacting C&T

Sensitivity: General

Average
ranking

LPs

Consumers

SMEs

MPs/Senedd

OLs

High
standards

1st

1

1

Transparent
cost
structures

2nd

3

2

LPs’ training
and
qualifications

3rd

Clarity and
timeliness of
client comms

4th

Action against
malpractice

5th

Value for
money for
clients

6th

Easy access to
information
for consumers

7th

Awareness
that certain
LPs are
regulated

8th

Positive
media
coverage

9th

LPs, Consumers, SMEs - Q: What impact do you believe the following factors have on building confidence and trust in legal services? Rankings based on ‘significant impact’ on 5-point scale.
OLs, MPs/Senedd - Q: Which of the following factors do you think have the biggest impact on building confidence and trust in legal services? Max 5 selection.

Thinks
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2025 rankings

Audiences were asked to rate
the impact they believe each
factor has on confidence and
trust in legal services.

An average ‘all audience’
ranking has been calculated,
using a sum of ranks.

The top three areas on
average are:

1. High standards in legal
professional services

2. Legal professionals who
have undertaken high
quality training and
qualifications

3. Transparent cost structures
for consumers

- factors impacting C&T

Sensitivity: General

Average
ranking

LPs

Consumers

SMEs

MPs/Senedd

OLs

High
standards

1st

2

1

Transparent
cost
structures

3rd

3

2

LPs’ training
and
qualifications

2nd

Clarity and
timeliness of
client comms

4th

Action against
malpractice

5th

Value for
money for
clients

=7th

Easy access to
information
for consumers

=7th

Awareness
that certain
LPs are
regulated

6th

Positive
media
coverage

9th

LPs, Consumers, SMEs - Q: What impact do you believe the following factors have on building confidence and trust in legal services? Rankings based on ‘significant impact’ on 5-point scale.
OLs, MPs/Senedd - Q: Which of the following factors do you think have the biggest impact on building confidence and trust in legal services? Max 5 selection.
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Sensitivity: General

2024 rankings - factors the SRA should play a role in

Audiences were asked to rank Confidence | \ . o
which factors the SRA should a';‘:if;“rst SRA LPs . SMEs S":::d/d OLs
play a role in to support ranking | Tanking
confidence and trust. An average N 1 1 1 1 1 1 5

‘all audience’ ranking has been
calculated, using a sum of ranks. LPs’ training and 3 2 > ) 3 > 4

qualifications
A |5 3 4 4 5 3 1
The top three areas on
average are: ML Gt 2 4 5 3 2 5 3
1. Upholding high professional Easy access to
standards in legal services mfcf:;f.ﬂoe':sfor 7 > ? > 4 4 >
2. Making sure solicitors have Clarity and
met high qualification timeliness of 4 6 6 7 6 7 7
standards and continue to client comms
be well trained Positive media
3. Regulatory action in the face i ° 7 3 8 2 8 ©
of malpractice from legal Value for money 6 8 7 6 8 6 9
professionals for clients
Awareness that
certain LPs are 8 ) 8 o) 7 9 8
regulated

['hink
All audiences- Q: Which of the following do you think are most important for the SRA to play a role in to support confidence and trust in legal? Max 5. hln S
Insight & Strategy
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2025 rankings - factors the SRA should play a role in

Audiences were asked to rank
which factors the SRA should
play a role in to support
confidence and trust. An average
‘all audience’ ranking has been
calculated, using a sum of ranks.

Sensitivity: General

The top three areas on
average are:

1. Upholding high professional
standards in legal services

2. Making sure solicitors have
met high qualification
standards and continue to
be well trained

3. Regulatory action in the face
of malpractice from legal
professionals

Confidence Average
arc'l?_if,::.St SRA LPs Consumers SMEs S'::esd/d OLs
ranking L]
High standards 1 1 1 2 2 1 2
Hualifications 2 2 2 1 1 2 3
Mmaties |5 3 4 3 3 3 1
T tructures 3 4 7 4 4 4 4
Easy access to
information for =7 5 5 5 5 5 5
consumers
Clarity and
timeliness of 4 7 6 8 =6 =8 =6
client comms
Positive media 9 6 3 7 =6 =8 =6
coverage
e | =7 | 8 9 5 8 =6 8
Awareness that
certain LPs are 6 o) 8 e 9 =6 9
regulated

All audiences- Q: Which of the following do you think are most important for the SRA to play a role in to support confidence and trust in legal? Max 5.

Thinks
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Elsie Lauchlan, Director
elauchlan@thinksinsight.com

Adina Pintilie-Brown, Associate Director
apintilie-brown@thinksinsight.com

-5 - g ' tﬂ’J\ i A

Thinks Insight & Strategy
West Wing

Somerset House

London

WC2R 1LA

United Kingdom

1 o B e
“."“ .,:a’“,,‘m

Thinks

———Insight & Strategy ——


mailto:elauchlan@thinksinsight.com
mailto:apintilie-brown@thinksinsight.com
mailto:apintilie-brown@thinksinsight.com
mailto:apintilie-brown@thinksinsight.com

	Default Section
	Slide 1: SRA: Corporate Pulse Study 2025
	Slide 2: Objectives and methodology
	Slide 3: Objectives and methodology of the research
	Slide 4: Key findings
	Slide 5: Key findings
	Slide 6: Key findings
	Slide 7: Other interesting insights 
	Slide 8: Sample profile
	Slide 9: Legal Professionals
	Slide 10: MPs / Senedd
	Slide 11
	Slide 12: Strategic Perfomance Indicators (SPIs)
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21: Confidence and trust drivers
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29: 2024 rankings – factors impacting C&T
	Slide 30: 2025 rankings – factors impacting C&T
	Slide 31: 2024 rankings - factors the SRA should play a role in
	Slide 32: 2025 rankings - factors the SRA should play a role in
	Slide 33: Thank you


