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A Comprehensive Analysis of Client Satisfaction in Law Firms Based on the ACSI
Model: Exploring the Impacts of Service Quality, Perceived Value, Client

Expectations, Communication Efficiency, and Transparency

Liang Mu zhou

Abstract: Amid the rapid development of China's legal service industry, law firms have expanded
in scale but face management challenges due to the intangible and specialized nature of legal
services. This study, grounded in the ACSI model, explores the relationship between client
satisfaction and service quality in law firms, focusing on the impact of traditional six variables and
two newly introduced variables—communication efficiency and transparency—on satisfaction.
Through questionnaire surveys, statistical analysis, and structural equation modeling, a client
satisfaction assessment scale is constructed to identify key influencing factors. Theoretical insights
are then integrated to propose optimization strategies aimed at enhancing perceived value and
overall satisfaction. The research approach includes: reviewing literature and industry challenges,
examining foundational theories such as ACSI, formulating research hypotheses, analyzing survey
data via structural equation modeling, and deriving conclusions with actionable recommendations.
The study’s innovations lie in: (1) its perspective—addressing management difficulties in intangible
legal services through a marketing strategy lens; and (2) its content—applying the ACSI model to
the law firm sector, introducing communication efficiency and transparency variables, and
validating the mediating roles of perceived service quality and perceived value (particularly their
transmission effects between communication efficiency, transparency, and client satisfaction).
These contributions provide both theoretical and practical support for crafting effective law firm
management strategies.

Keywords: Law firms, ACSI model, Client satisfaction, Service quality, Structural Equation

Modeling.
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